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In order to attract and retain customers, businesses must be able to meet their needs, which is what marketing is all about. As marketing has progressed over time, traditional marketing strategies have been replaced by digital marketing and related techniques. Before the widespread availability of the Internet, companies spread word of their wares through direct sales, trade shows, radio, and television (Bondarenko, Robul, Dyshkantiuk et al., 2020). Due to advancements in technology, businesses such as hotel chains have started using online methods of advertising. In order to persuade potential visitors to book a stay at the hotel, these methods include uploading promotional videos to social media platforms like Facebook and Google, Instagram or Tik Tok. 

Premier Inn has same branding and advertising strategies across all of its hotel brands. The company's strategy for reaching customers takes into account various subsets of buyers. Many of the company's customers are tourists and budget-oriented families, but the business also targets organisations who want to save costs in the hotel industry (Barna & Semak, 2020). All marketing initiatives are evaluated based on how well they further the company's core objective of facilitating restful sleep for guest. Examples of the company's physical approach may be seen in the rooms of all of its hotel brands, which are all adorned in a consistent purple to portray a sense of luxury and relaxation. Increasing the hotel's popularity among current and potential visitors is the declared goal of this type of marketing (Sirait & Murdianingrum, 2020). All parties, from the company's bottom line to the happiness of its paying clients, benefit from this arrangement.

Ritz-Carlton's offerings may be broken down into three distinct types: essential, actual, and supplementary. Its hotel franchises are the company's mainstay and are optimised to generate maximum revenue. Marketing at Ritz-Carlton is based on the belief that happy customers will return. The company conducts market research on customer tastes to establish competitive pricing policies that allow it to provide the greatest items at the lowest prices (Michopoulou & Moisa, 2019). Ritz-Carlton has a pricing strategy that takes into account both demand and supply to determine its profit margins. It is hoped that by analysing the methods, the company can avoid losing customers because of the prices they charge. The company not only has a high occupancy rate, but also uses digital advertising efforts across social media platforms to bring in new customers.

With over 800 hotels and over 72,000 rooms, Premier Inn has a significant marketing edge over its competitors in the United Kingdom. Premier Inn, which was renamed from its parent company in 2009, contributed more than 70% of Whitbread's 2009 profits (Sánchez-Casado, Artal-Tur & Tomaseti-Solano, 2019). The firm is the most successful hotel chain in the United Kingdom because of its dedication to providing five-star service at affordable rates. Premier Inn's unique brand identity gives them a continuous edge over other motels. Every hotel chain's top priority is making sure its guests have a safe and sound place to sleep, so if you don't feel like you were treated like a star, you may get your money back. The Premier Inn chain of hotels stands out among competitors because to its innovative money-back guarantee. Regulars come back to the shop because they know they'll get first-rate treatment.

Ritz Carlton International is the largest hotel chain in the world in terms of the number of guest rooms it offers. It has a commanding presence in the market because of the extensive resources it owns, franchises, and manages. The company has also invested substantially in digital marketing to increase revenue and profitability; Ritz-Carlton was the first to introduce the notion of online hotel reservations. Targeting well-off members of the next generation of tourists, developing a technology advantage, and distinguishing its brands have all contributed to the company's capacity to compete with rival chains.

Premier Inn has made preparations for how the company might recover from the damage the coronavirus epidemic has created. The company has adopted the "pay to win" marketing strategy in order to capitalise on the rising demand for staycations. Premier Inn plans to invest over £20 million in digital marketing in order to attract more guests (KHAN, HAKEEM,  & NAUMOV, 2018). Due to a reduction in coronavirus cases, restrictions on leisure activities in Britain have been lifted. The goal of Premier Inn's branding campaign is to increase customer awareness of the hotel chain's high-quality beds and other handy amenities, from booking a room to relaxing after a long day. The new website makes it easy for business and leisure travellers to book rooms, which boosts the company's revenue. The goal of Premier Inn's digital transformation is to boost brand awareness and customer acquisition, leading to higher revenue.

Ritz Carlton's success owes much to the company's marketing efforts. Marketers will need to modify their strategies in light of the new consumer habits the coronavirus outbreak has prompted. In keeping with this pledge, Ritz-Carlton is introducing a new loyalty brand to better cater to modern consumers' preferences by placing an emphasis on the quality of its guests' experiences (Krupskyi, Dzhusov, Meshko et al., 2019). To better serve its clientele, which places a higher premium on unique adventures than on five-star accommodations, the company has established a new travel-centric platform. The end objective of the advertising effort is to get all Ritz-Carlton hotels use the same guest loyalty programme.

Premier Inn is dedicated to providing for all of their guests' requirements in a responsible manner. The company now takes active steps to reduce its use of resources, boost its resource efficiency, and recycle more of its waste. The company's Whitbread initiative aims to position it as an industry leader in sustainability by cutting carbon intensity by at least 50% by 2025, per a science-based carbon goal (Belyakova, 2018). Premier Inn and its subsidiaries are switching to electric vehicles and renewable energy to reduce emissions from delivery vans. Across its UK properties, Whitbread relies solely on renewable energy sources; 113 Premier Inn Hotels generate electricity through solar panels; the company's adoption of LED lighting has resulted in an annualised reduction in carbon dioxide emissions of around 10,000 metric tonnes (Piramanayagam & Seal, 2022).

Ritz Carlton places a premium on meeting customer expectations, thus the company is strengthening its already robust environmental policy by introducing new components designed to lessen the carbon footprint of its events. The company's goal is to supply eco-friendly products that help both event attendees and organisers reduce their negative environmental impact. They throw away tonnes of trash, use gallons of water, and use hundreds of kilowatts of power during their meetings (Denysenko & Breus, 2020). The Ritz-Carlton conserves about six million gallons of water yearly through measures including using more energy-efficient light bulbs, placing solar panels on its rooftops, and not washing towels before they are used for the first time. In recent years, Ritz Carlton has made significant progress in its commitment to the environment, especially in the area of reducing its carbon footprint (Khan, Khalid, Zaman et al., 2021).

Since its beginnings, Premier Inn has prioritised guest satisfaction by maintaining a safe, clean, and inviting environment. Premier Inn CleanProtect is a new cleaning routine the company has established at all of its hotels in response to the global spread of the coronavirus. Hotels are using the "hygiene pledge" to ensure customers that they are doing everything they can to keep their families safe (Dieguez, Ly, Ferreira et al., 2021). Customers are required to use masks and hand sanitizer during check-in to help achieve this goal, which will help reduce the transmission of sickness. Hotels are taking measures to minimise the transmission of germs by thermally washing bed linens and towels, replacing paper menus after each use, and accepting only contactless payments (Zhang et al., 2023).

Ritz Carlton places a premium on its guests' and workers' satisfaction and well-being. Ritz-Carlton has formed a Cleanliness Council to manage the company's hygiene and safety initiatives. The organisation is committed to providing a safe workplace and has implemented measures recommended by local health officials to battle the coronavirus. To ensure that all of its hotel chains continue to meet their strict hygiene standards, the firm has implemented a number of new regulations. All guests and employees should wear masks, the hotel should be sprayed with hospital-grade disinfectants, disinfecting wipes should be provided in each guest room, social distance can be increased through the use of signage in the lobby, space can be created by rearranging furniture, and a few strategically placed disinfectant spray dispensers should be installed (Jiang, Law & Li, 2020).

A company's marketing strategies determine whether or not it succeeds. Maintaining an edge over competitors over the long term requires smart marketing strategies like price and promotion. Apart from that, the many green message initiatives undertaken by the two multinational hotel chains in their efforts to reduce their carbon footprint are also very important to a great majority of customers nowadays. All these, coupled with the permanent efforts to keep their hotels clean and safe, contribute to ensuring that their respective businesses remain success stories. 
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