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Introduction 
This study will compare two Hotel chains and its marketing strategies, the study will further analyse the marketing choices taken by both chains to understand it purpose and how they both attract toward its customers and stakeholders. This writing will acknowledge market situations for each chain whilst considering the position they are in right now carrying onwards from a pandemic. 
The two chains that will be compared against are Marriot and Premier inn, the reason for choosing these chains is because one is considered as a brand leader in the hotel chain with a portfolio covered across the globe (Marriot. 2022) and the other thrives of providing on a small scale to be rewarded as successful (Premier Inn. 2022).

Marriot 
Founded in 1927 Marriot developed from a beer stand to a multi-national hotel chain (Marriot. 2022) the idea behind the evolution of Marriot was to always provide something towards the community as each founder from there time embedded that culture so that the business can grow successfully (Marriot. 2022). 
Marriot has been successful for its collection of brands that are tailored for its consumer around the world, like for example Marriot Courtyard would targets customers who are constant travellers, Ritz-Carlton Hotels are for more luxury travellers, Marriot Execustay are for the long-haul travellers etc. (Shastri, 2022) this sort of strategy undermines that Marriot is focus driven in providing its services and products for the correct audience and giving towards the right community. 
In a recent study (MyhelpAssignment, 2018) Marriot have developed a direction of taking their strategy to social media the reasons for doing this they find that its ideal to communicate with their consumers via social platforms which help to identify ways to promote and execute further interest for their business however others explain how it's important to approach these platforms to stay competitive in the market so that others don’t overcome better interests (Barrett 2021).
As a study shows that Airbnb are becoming more successful in the market of hospitality, due to its interface of interacting with the customer to specify the ideal accommodation tailored to their needs and the scale of social media coverage they show, it's important for Marriot to stay within these boundaries and recent times have shown they're competitive by creating user-generated content (Tables, 2021). 
[bookmark: _Int_UE5tjv7K]User generated content is a strategy used by many companies to individuals, the idea behind it is to generate interest through videos, pictures, interactive activities etc. Marriot are partnered with Snapchat influencers who create this content and share to their followers (Tables, 2021). This is ideal as these influencers can promote the business by offering deals, rewards, updates, packages etc. Which then leads to further interest for Marriot on a long-term basis and many different audiences.




As studies show that social media does not leave any carbon footprint, it also produces the least amount of greenhouse gas around 4% and many of these can be due to the usage (Bickell 2022). However, social media can be used as an innovation to success so can it be a tough situation to progress. This way of marketing your business can be sustainable for the future and for Marriot to ensure a power in the hospitality industry this strategy is regarded as one for the evolution of technology. 
The pandemic was a challenging and difficult time for the hospitality industry as everyone suffered to stay within their own barriers however for a successful business as Marriot this was a drive to focus on promoting the business in a different directions which would help their Marketing strategies, an area of weakness was food and beverage within all their brand (Buiring, 2022), this was the challenge to overcome and to address the concerns as the business is driven by its luxury in stays they wanted to motivate the idea of service provided through food and beverage. “Even before Covid-19 we had been focusing on attracting a primarily domestic audience to our restaurant and bars” ( Buiring, 2022). 
Overall, these strategies are used for the gain of the customer as many consumers like having the perfect hospitality Marriot is considered as one of the best as they identify and helping the community, which is always their number one priority building a relationship and giving consumers what they want is key, so they offer rewards schemes, % off hotels and exclusive deals. 
Premier INN
Established in 1987 premier inn was founded by the Whitbread family and operated its business across the UK however has a few correspondents in different countries (Premier inn 2022). 
Premier Inn products strategies are to offer the right range of services for their consumers, for example they range their rooms from standard to family and onwards to luxury, depending on the stay they can offer the best deals from what is available (Premier Inn 2022) the idea is to ensure a safe stay which is tailored to how short or long the service is needed. 
[bookmark: _Int_AOZmKPlo]Premier inn has vastly improved its marketing strategy from historical times, as a study shows that advertising their company would be from personal selling, which include emails, telemarketing etc, then advertising and promote across newspapers, televisions, and magazines (Khan 2012). Similarly, a lot of businesses used these strategies to develop and grow and nowadays they all operate over social media platforms. 
[bookmark: _Int_GWexlNp3][bookmark: _Int_4qcCtbLX]Premier inn over the next year is taking its marketing strategy to higher lengths are they are going to invest over 20million into many different social media platforms as they are looking to broadening their digital reach (Rahman 2021) this is due to understanding that different platforms provide different services and when they compare Facebook to Instagram the difference is around 300 thousand followers (Rahman 2021). 
Covid 19, showed that premier inn posted a loss of £1bn for the year end of 2020/21 (Jefferson 2021). However, the Whitbread family have not shown any emotions but have given gratitude to being motivated to thrive of the world's downfall, marketing their business was a factor to pushing the business forward (Jefferson 2021) that is why they decided on the 20 million cash influx towards social media. 



Whitbread reiterate that using its “powerful competitive advantages” from their brand, alongside their broad consumer they shouldn’t be able to struggle after covid (Jefferson 2021) but, use this as an advantage and success to be motivated for the future, they also were rewards on the YOUGOV hotel index in which premier inn was number 1 for its customer satisfaction, impressions, value and likelihood to recommend (Jefferson 2021). 
[bookmark: _Int_iaQTFvAG][bookmark: _Int_pw7K1sCi][bookmark: _Int_QOaqPxgS][bookmark: _Int_0q1JDZAb][bookmark: _Int_CqP2bs9J]“We’re a force for good” Premier Inns slogan explains it relevance towards its community, work, idea, and missions but one key factor is how they are looking at ways to be sustainable (Premier Inn 2022). Going net- zero is a way for premier inn to reduce carbon footprints this is by using renewable energy to power their hotels as they have installed 180 up to date (Premier Inn 2022) Reducing waste is another source of being sustainable, Premier Inn is diverting its waste from landfills and focusing on using the correct recycling methods for all aspects of the job, hotel to restaurant (Premier Inn 2022). 
[bookmark: _Int_Almc9ICO][bookmark: _Int_YmWlGbo9][bookmark: _Int_W7faieOm][bookmark: _Int_gd2zxiyj]Overall, Premier Inn have and will provide its customer the best, fair, and straightforward way to staying with them but doing this would require being updated with others around them and staying within the correct boundaries but nevertheless they are a top competitor in the UK’s hospitality industry. 
Conclusion
[bookmark: _Int_04wCgg1p][bookmark: _Int_5y40MtGd][bookmark: _Int_0O4EomDg][bookmark: _Int_0dCQJZXg][bookmark: _Int_A8tn20JM]To conclude the differences between both Marriott and Premier Inn marketing strategies are that there are few comparisons however, they are similar in how they operate across marketing their respected brands. Marriott, we know they operate on a larger scaled across the globe so in terms of marketing they need to well-equipped and hands on to keep up with the changes in other countries and the markets whereas for Premier Inn ideally for them it is to update around the UK’s changes and compete with others. 
[bookmark: _Int_kdcmIn6r][bookmark: _Int_RLIuM7ZM][bookmark: _Int_2iJR4Too]Both businesses held losses throughout covid respectively, but this will not change their motivations to progress and influence, they both have particularly good carbon footprints which will make their brands sustainable for the futures and they both offer similar range of rewards to their customers which all hospitality business want to provide and serve. 
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