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The marketing methods are important for the hospitality industry as it helps to critically develop the ideas of building a brand, attracting new customers and maintaining loyalty. The context will compare two multinational hotel chains' marketing strategies or methods, namely Marriott International and Premium inn. 
Mariott International 
Marriott International is a hospitality company with its headquarter located in America that operates franchises, and licensed lodging includes hotels, residential and timesharing properties. The company offers accommodations, dining, spa and fitness centre facilities, and venues for events like meetings and weddings. The present CEO of the company is Anthony Capuano, who has joined the company board of directors (marriott.com, 2021). They are equipped with social responsibilities such as the goal of making the world a sustainable place by incorporating green technology. It also focuses on the ethical values that promote positivity, motivation and empowerment within the community. 
Premium Inn
Premium Inn is one of the largest British hotel chains and the UK’s largest hotel brand that deals with the different hospitality services across the globe. The 	CEO of the hotel is Whiteboard is in favour of Covid passport to support the major sporting and music events to reopen. The company aims to provide quality and affordable hotels for their guests to help them live and work well and provide a positive impact on society (Premier Inn, 2021). They have incorporated the living or lodging experience by enhancing their bedding, both from the viewpoint of comfort and uniqueness. 
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Marriott International is an American international hospitality company that deals with its broad range of hotels and lodging functionality. This group had founded by J Willard Marriot and established in 1927 (marriott.com, 2021). The headquarters is located in Bethesda, Maryland, USA. Over time Marriott has expanded its presence over 131 counties with more than seven thousand properties that serve 1.4 million guest rooms. It is one of the most reputed hospitality brands that is thirty diversified brands in convenience and comfort. They have developed a unique marketing strategy that focuses on the different communities of the people. The targeted market usually involves those who share similar demographic traits. 
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Both the company has come with changes in their marketing strategies that have helped them to establish their business with new ideas and thoughts. As opined by Pelsmacker et al. (2018), the brands believe in the loyalty they provide and concerts about the services provided by them to make their customers' experience memorable. Marriott's main strategy includes user-generated content to capture millennia’s attention (IIDE, 2021). They have introduced social media marketing to attract huge interested customers to take their service. In addition, they have launched their online application, the Marriott app, where people can get detailed information from booking to checkout in a single view. 
The Premium Inn has gone through the marketing strategy changes by changing the view of the promotion of their business product. They have adopted the direction of marketing the two hotels have been undertaken social media marketing and email marketing. This era on the internet has provided many opportunities to everyone, and all are active in social media. This is a good approach by making attractive features posters with exciting discounts so that people instantly get attracted to the brand (Premier Inn, 2021). They also improved their mass communicating promoting strategies by advertising different social awareness issues that please the consumers. 
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The current marketing strategies both the hotel chains are following is depending on the Covid 19 situation. They are trying to provide the best care and safety services to their customers so their business can stay in line despite the situation (Kumar et al. 2021). They are investing a huge amount. Specifically Marriot International is taking valuable measure to retain its customer safety and comfort. 
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The Current market of Marriot international focuses on the new brand launch such as Marriot Courtyard that provide services to the over the road travellers. The Ritz Carlton hotels are for luxury travellers. The Marriot conference centres for the corporate for having their meeting. They have also introduced the Marriott Execu Stay that is for travellers who wants to stay in their hotel for a longer time (Marriott International, 2021). The last one is the Marriott Vacation Club for travellers seeking to shop for timeshares. 
[image: ]Figure 1: Worldwide number of Marriott International from 2009 to 2010
(Source: Statista, 2021)
The above graph represents the global hotel chain of JW Marttiot Internation that has accounted for 7642 properties worldwide in 2020.  The increase in properties from 2015 to 2016 describes the Marriot’s purchase of Canadian chain delta hotels and American Chain Starwood hotels and other resorts (Statista, 2021). In addition, it has spread its properties out of the USA in the international markets with 2036 properties. 
The Premium Inn marketing strategies are concentrated in the service of providing rooms to guests that revolves around a good night's sleep. Keeping the customers' comfort in mind, they have done innovation with their pillows (Francois et al. 2017). All the rooms are persistent with decent color, furniture and decor and the beds have clinically tested to provide the ultimate comfort to the people, especially with back pain. 
[image: ]Figure 2: The premium Inn hotel numbers in the United Kingdom from 2012 to 2021
(Source: Statista, 2021)
The above figure represents the number of Premier Inn hotels in the UK from 2012 to 2021 (Statista, 2021). The ending of the financial year depicts the 817 hotels in the UK. The maximum number of hotels has located in the UK only and recently, and their brand is expanding in other international markets with around 78 thousand hotel rooms worldwide. 
Their marketing mix is consistent, targeted and seamless. They have promoted their marketing strategies by holding a "dad of the year competition", and by doing social media marketing, they have promoted their new hotels and destinations (Premier Inn, 2021).  One of the greatest skills of the Premium Inn is its multi-channel marketing efforts. 
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Both the multinational hotel chains are concerned with sustainability and green technology to contribute towards making the earth eco friendly. As opined by Sánchez et al. (2019), these two hotel chains bring sustainable development in their furnishing rooms with environmentally friendly materials, using water shaving toilets in bathrooms, recycling cooking oils and implementing energy-saving programmes. 
Sustainable practice in the hotel industry is important for positively affecting customer experience and their likelihood of returning (Aagaard and Ritzén, 2020). These hotels are engaged in gardening activities that purify the surrounding air and allow the customers to experience fresh air rather than polluted air. They are engaged with the planting schemes that are contributing to making the earth again green (Walsh et al.2017). The interior rooms are also having indoor plants giving the customers a fresh feeling and ultimate satisfaction. 
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Both the renowned hotel chains are deeply concerned with their customer's health during the pandemic situation. They have arranged the best possible ways to stay away from the novel Coronavirus. They have generated many safety policies that are will ensure no content service and a healthy stay. They have introduced central sanitisation facilities that will always sanitise the internal environment. They provide safety kits with grooming kits to their customers for maintaining proper hygiene. The companies are focusing on service safety policies like in-room food service with proper protection by the staff (Mykola et al. 2020). The staffs are always wearing masks and gloves to ensure no contact services. Every time the rooms have properly cleaned with sanitizers and disinfectants to secure the safety measures. They allow the customers with their RTPCR test reports so that the total environment maintains safety and Covid free. 
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The comprehensive study of the project and the analysis generated implies that Marriott International is the more prestigious and predominant hotel chain than the Premium Inn. The chain of the Marriot hotel is more diverse not only in its mother country but also in various international markets. On the other hand, the Premium Inn hotel chain has not diverse and have only 817 hotels in the mother country. Currently, that has started to expand their business in the international market. The marketing strategy of Marriott is far more advanced and unique with the implementation of the comforts in all aspects. The Premium Inn strategy has not so modified. They are still concerned with their good night technique of good sleep. Their hotel chains are only constructed with the hotels, but the hotel chains are expanded contains different hotels, conference institutions, hotels for long-term stay travellers and other resorts. They are also providing services to the venues like weeding and birthdays. They are both concerned with the Covid 19 pandemic strategy and trying to find a more innovative way to combat the situation. 
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