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Introduction
From group A,   for the academic paper has been selected Marriott Hotels and Resorts and from group B, the paper will discuss about Premier Inn Hotel. These two hotel chains are popular across the world and this paper will examine their marketing strategies. Marriott Hotels and Resorts was established in 1927 by Willard Marriott and Alice his wife in Washington D.C., while Premier Inn hotel was established in 1987 by Whitbread. Marketing can be defined as a company’s operations in developing, communicating, and providing services that best meet consumer demands and needs. Marketing has changed significantly over the years, from traditional marketing methods to digital marketing approaches. This paper will contrast the marketing techniques adopted by these two brands, including their marketing choices and target markets, current position in the market, marketing strategies, marketing sustainability and their positioning following the COVID-19 pandemic.
MAIN BDOY
Marriott Hotels’ services are categorized into basic services, real services and enhanced services. Its main service is its hotel brand, which aims to generate high income for the company. Marriott's main motivation is to ensure that its clients are contented with its service, thus preparing a marketing strategy to attain its objectives. The company tries to understand the behavior of its clients, and they create effective and competitive pricing techniques aimed at providing the right product at the right price (Kingsnorth, 2019). By using this supply and demand pricing strategy, Marriott Hotels can realize its profit margin. In addition, the strategic review aims to ensure that the organization does not drive away clients through high product prices. The organization also engages customers through digital advertising promoting its products on social networking sites, resulting in higher levels of brand ownership.On the other hand, Premier Inn Hotels has developed an overall branding strategy for all its hotel brands. The organization develops an effective marketing technique that focuses on customer segments and target markets. Their customer segmentation is based on businesses and families looking for affordable accommodation, while the organization’s target market includes backpackers and travelers (Graziano, 2021). Before implementing any marketing techniques, the organization makes sure that these techniques are aligned with the main motivation: giving guests a good night's sleep. 
Current Market Positions
Marriott Hotels and Resorts is a major sponsor, operator, and licensor of the world's largest hotel chain, as reflected in the number of hotel rooms available. With the number of properties it owns, franchises and manages, it has a good market position. Compared to its competitors, Marriott Hotels total revenue for the first quarter of 2022 was up 81.3% year-over-year (Morgan et al., 2019). In the US, 872 lodging management businesses operate over 100 properties. These operators are primarily privately held corporations, although there are national hotel chains that own and operate hotels. Many hoteliers have the option to terminate their management contracts if specific financial or performance goals are not met (Morgan et al., 2019).On the other hand, Premier Inn has a strong marketing position as it is the largest hotel chain in the UK having more than 800 sites and over 72,000 rooms. For instance, in 2009, the organization accounted for more than 70% of Whitbread's revenue after it was named Premier Inn from its parent company Whitbread (Sufi, 2019). Premier Inn UK won the overall accommodation market by 8.9%, increasing its share of the UK hotel industry from 4.1% to 11.4%, according to Whitbread (Fifield, 2012).
Current Marketing Strategies
Marriott' hotels marketing technique is a key factor in its success. Following the change in consumer behavior due to the COVID-19 pandemic, organizations need to change their marketing strategies. Following this recommendation, Marriott Hotels and resorts responded to the changing behavior by prioritizing the consumer experience with its new loyalty brand, Marriott Bonvoy. Clients are searching for new experiences, not the comfort of a hotel bed, and the organization has a new travel-oriented platform to enrich customers. Marriott Bonvoy is a travel program customized to offer consumers the experience of its 129 brands that sell their numerous brands as these clients and prospects are motivated to visit them frequently (Sinelnikova, 2018). The marketing technique seeks to integrate the Marriott brand into the loyalty program. 
On the other hand, Premier Inn has raised its hopes of recovery from losses caused by the coronavirus pandemic. The organization developed an "invest to win" marketing technique to optimize on the initial demand for accommodation. Premier Inn seeks to invest around £20m to expand its market reach through digital methods (Sufi, 2019). The government has reduced demand for leisure because of the UK's COVID-19 restrictions. The brand campaign launched by the organization aims to educate consumers about the Premier Inn consumer experience, from booking their hotel room to getting a quality night's sleep in a luxurious bed. Through the organization’s new website, clients can easily book rooms for leisure or business, thereby increasing profits. Premier Inn's online transformation technique seeks to increase brand awareness by building deeper communications with the public, thereby generating more revenue for the organization. In terms of recommendation on how these companies can increase their customers is better utilization of social media platforms in this way their will connect more with clients establish better relationship. A better use of social media, utilization of marketing mix communication will enable those companies to have better access to their clients.
Considerations within Marketing Regarding Sustainability and Green Messaging
Since meeting the demands of consumers is a key priority for Marriott Hotels and Resorts, the organization is developing a strong environmental technique that involves new features aimed at green meetings. The organization seeks to produce environmentally friendly commodities that allow visitors and meeting planners to decrease their detrimental effect on the environment. They produce a lot of trash, use gallons of water, and consume kilowatts of electricity during meetings (Graziano, 2021). Marriott Hotel's success with several environmental measures, like replacing light bulbs with fluorescent lights, installing solar panels on the roof, and making sure that towels are not washed before first use, allows them to save about 6 million liters of water each year.
On the other hand, Premier Inn takes its responsibility to its clients very carefully. The organization has established ways to decrease, recycle, and reuse resources. The organization seeks to create industry-leading sustainability commitments in its science-based carbon targets set through the Whitbread initiative, ensuring that its carbon footprint is at least halved by 2025 (Papadas, Avlonitis & Carrigan, 2017). The whole Premier Inn brands seek to shift towards zero emissions and greenhouse gas emissions, use renewable energy in all their activities, erect solar panels to allow them to use renewable power, and decrease emissions by switching to electric vehicles Emissions from transport vehicles. Whitbread's award-winning environmental technique has been successful across the board, including: the company's UK factories run on 100% renewable power, 113 Premier Inn hotels are powered by solar panels, use LED lights has enabled the organization save up to 10,000 tons of carbon (Sufi, 2019).
Positioning Following the COVID-19 Pandemic
Marriott Hotels and Resorts believes that the well-being of its clients and employees is important to the organization. Marriott Hotels has established a cleanliness committee that is responsible for the company's cleanliness and safety standards. The organization is committed to offering a safe environment, ensuring it follows professional protocols from local health authorities aimed at fighting the COVID-19 virus. The organization has also introduced several additional requirements aimed at increasing the hygiene standards of its hotel brands, including: providing face coverings to all visitors and employees, spraying disinfectants in hotel rooms, installing disinfectants in each hotel room for the use by visitors. Also, social distance is implemented using symbols in the lobby and more space is created by moving furniture and creating an indoor dining area (Sinelnikova, 2018).
Premier Inn Hotels always prioritizes the well-being of its clients, providing them with a safe, clean, and secure environment. Following the COVID-19 pandemic, the organization has launched a cleaning system across its hotels to reinforce its cleanliness promise called Premier Inn CleanProtect. Hotel cleanliness promises are designed to reassure clients of their pandemic precautions and enable them to book and maintain confidence in different facilities (Graziano, 2021). Numerous ways to do this are to ensure that contact is minimized when entering and that everyone should put on protective equipment like masks and have hand sanitizers. The hotel launders sheets and towels, heat-cleans them to ensure a safe sleep for visitors, cleans high-touch surfaces like the doorknobs with standard European anti-virus sanitizer, changes sheets after each service menu, and processes payments of non-contact. 
Conclusion
Marketing techniques are important because they determine the company's profit margins. In order to have a sustainable competitive advantage over rivals, it is important to develop effective marketing techniques, like promotion campaigns and pricing strategies. This paper analyzed the marketing options and marketing techniques of the Marriott Hotels and Resorts and Premier Inn Hotels. In addition, it presents the numerous ways in which the two international hotel chains are changing their practices by sending a green message, and they seek to conduct business-friendly practices through activities like decreasing greenhouse gas emissions. The two brands have also developed ways to protect hotel consumers against the COVID-19 pandemic. Various methods include ensuring that all employees and visitors wear protective equipment including masks throughout, disinfecting facial areas like doorknobs, and announcing social distancing through signs in the lobby.
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