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The Ritz Carlton Hotel Company is US based business operating the luxury hotel chain named "The Ritz Carlton". The company operates in 30 countries with a chain of 108 luxury hotels and resorts. The chain comprises 29,158 rooms in 108 hotels (The Ritz-Carlton, 2023). Conversely, Premier Inn is the biggest hotel chain operating mainly in the United Kingdom. The hotel chain has over 800 luxury hotels with 72,000 rooms across the United Kingdom. It operates hotels in multiple locations like airports, suburbs, seafronts, city centres, etc. It is also famous for its food (Premier Inn, 2023).
The strengths of Ritz Carlton are that they have empowered staff which provides high services, and the business has a global presence. The business is known to have an expensive perception which generates weakness for the brand. The business can attain opportunities by expanding in the international tourism market. The business has to assess the increasing costs for functions which can become a threat, as well as a decline in the hospitality industry can also be a challenge for the company. On the other hand, the strengths of Premier Inn is that they are highly advertised and offer various deal to consumers who generate guest satisfaction. The competition is increasing, which is a weakness and threat for the hotel. The business can attain various opportunities if it increases its investment in digital marketing and develops the value of its brand by focusing on the guest experience. From PESTLE analysis, it is identified that the hospitality sector is hugely impacted by UK government decisions. The stability of the country can aid hotels in growth. Economic conditions such as the unemployment rate, economic instability, inflation and recession are impacting hotel operations in the UK (Dell’Ariccia et al., 2018). The spending habits, as well as preferences of guests, are shaping the culture and society, which is making it hard for hotels to survive. Advances in technology are bringing various benefits to the hospitality industry. It is required for a hotel to adopt sustainable practices so that they can make their services and products sustainable. In the UK, the hospitability industry has to follow various regulations so that it can operate effectively and does not impact its operations. From Bowman's Strategy Clock, it has been identified that Ritz Carlton utilises a differentiation strategy. The business is focused on differentiating itself from other hotel chains and gaining a competitive advantage. The hotel is hoping to separate itself from its competitors by engaging with consumers and working on their requirements. In contrast, Premier Inn utilises a hybrid strategy from Bowman's Clock. Through this strategy, the business sits between differentiation and low price. The hotel ensures that its price is competitive, which is ideally low price from the guest while promoting its products and services.
According to Solomon (2015), Ritz-Carlton uses the following marketing mix: the hotel offers premium services and personal services. The hotel has transformed the hospitality industry by offering luxurious rooms, private baths, gourmet cuisines, spas, restaurants, beach clubs and many other high-end facilities. The hotel also provides a yacht collection for public use since 2020. In addition, the hotel also has a mobile application that allows check-in even before coming and delivers an alert that the room is organised. The hotel chain started its operations in the US and spread to overseas markets in about 30 countries. The company has 130 resorts and hotels that offer the best services to esteemed guests. The hotel is keen on selecting potential locations for its hotels and resorts. There is an entire team designated to specify the following location thoroughly. The company prefer prime locations near airports and highways. The hotel targets leisure travellers, corporate and business executives, and families from the upper class. The hotel has positioned itself as a luxury hotel. The hotel is positioned as a premium hotel and has adopted the pricing strategy accordingly. The company work for high-profile people who are quick to spend more for comfort. The hotel has adopted a mouth-of-word strategy. Its emphasis is on satisfying guests so they can tell people who are known to them. A vocal chain is created, and the customer base increases. The brand also markets itself through travel magazines and social media platforms. Brand visibility is made through catchy commercials. 
Following Turton (2014), Premier Inn uses the following marketing mix: the full service of Premier Inn revolves around offering a good night's sleep. Various pillows are available for customer ease since everyone has different needs concerning comfort. The furniture, specifically beds, is selected are being tested. The pricing is low compared to luxury hotels since it is perceived as a budget hotel. Their core advertising theme is a good night's sleep. The hotel pricing is still high compared to other competing hotels. The hotel's marketing mix is consistent, seamless, and targeted. When they first launched their TV ad, it was first sent to their mailing list, giving a sneak preview. It captures the family market segment and uses social media to promote new hotels and destinations. They offer a beautiful website along with newsletters. The hotel has a strong brand presence. The locations of the hotel are supreme, with a presence in city centres, airports, and highways, along with a car parking facility. All of its sites attract customers according to their needs. It has a portfolio of 670 hotels that is growing to meet new demands and opportunities. 
Ritz Carlton hotel's marketing mix has helped it increase its product and service reach. It has also observed a high increase in its growth and expansion (Wagey, Pitanatri, and Sujatha, 2020). The current positioning has also let the brand understand its targeted audience better. Furthermore, this understanding has fostered solid emotional bonding and increased customer loyalty towards the brand. This, as a whole, has increased the brand value, brand equity and brand awareness. The marketing mix has allowed the company to boost revenues and sales by aligning its services and offerings with customers' demands and needs (Kerin and Hartley, 2019). Premier Inn has used google ads to attract its new consumers, capture a high-quality audience, and increase direct booking over the website simultaneously. The hotel ads pop up no matter where the customer is shopping for hotels, like on a desktop, laptop or mobile phone. The ads are live in almost 100 countries worldwide and are presented on google maps, google search and google+ local. It connects travellers who are looking for hotels to their matching criteria. Through google ads, the bookings increase by 40% compared to paid ads (Think with google, 2015). STP analysis of both hotels has aided in assessing the segmentation, targeting and positioning of Ritz Carlton and Premier Inn. From its analysis, it is identified that both hotels' segmentation is mostly the same as they focus on the same age group, people and psychographic characteristics. Ritz Carlton targets upper/middle-class individuals same as Premier Inn. Both companies focus on providing families with budget-friendly accommodation. Both organisations also focus on quality and comfort. 
Ritz Carlton hotel has realised that more than interacting with customers only when they are at Ritz Carlton is needed. The brand then started focusing on social media and has thoroughly embraced it over the past decade. To engage with its customers and extend its service value, the brand connects with customers around the globe. The company considers social media as an emotional medium to reach out to its targeted audience, focusing on the features such as: creating guests for life, customers turning into online advocates, extending their service values beyond their four walls, invoking feelings of nostalgia and inspiring new adventures and experiences (Lee, and Kwag, 2017). Being a budget hotel, Premier Inn has various pricing plans such as flex, semi-flex, advance, standard and non-flex rates. These pricings offer appropriate options to customers. The current marketing strategy used by Premier Inn is its value pricing strategy, as it practices it most of the time. The hotel aims to offer its customers the best value for the money. Likewise, the hotel also follows a price discrimination plan with its lowest rates for the rooms on weekend nights (Premier Inn, 2021). 
To cope with the Covid-19 pandemic, Ritz-Carlton takes all the necessary measures to ensure the safety of its employees and customers' safety. The brand believes its customers are everything to them; without them, it cannot operate its business. The company continued to offer their legendary services while guaranteeing its guest's safety (Hyken, 2020). The company redefined its cleanliness standards according to the recommendations issued by Marriott international and Canadian public health officials. The company did not charge extra cleaning costs (Nakai, 2021). On the other hand, Premier Inn hotel launched a campaign for Covid-19 strategies named "Clean protect" as a marketing message. The campaign highlights their rigorous daily cleaning activities throughout Ireland and UK hotels. Just for the cleaning purpose, the hotel set their check-in time to 3 pm so they can have enough time to clean the spaces deeply and sanitise them for the perfect fare-free stay. The hotel collaborates with "Diversey", an international cleaning product supplier (Premier Inn, 2023). 
Both of the giant hotel chains in the United States and the United Kingdom are operating at their fullest and fulfilling the needs of their targeted audience. Ritz-Carlton targets upper-class and executive-level audiences and positions itself for pricing accordingly. Likewise, Premier Inn targets families and is considered a budget hotel, so it is positioned according to pricing and marketing messages. Both of the hotels have set the marketing mix and strategies accordingly and gaining keep on increasing their customer base through high-end services. 
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Figure 1: Ritz Carlton
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Figure 2: Premier Inn Target Market
Source: Similar Web, 2023b
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Figure 3: UK GDP
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Figure 4: UK Inflation Rate
Source: Statista, 2022
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	Ritz-Carlton Hotel
	Premier Inn hotel

	Following Ritz-Carlton (2023), 
1. With the help of the latest construction technology, the hotel has started using 30% less energy than other conventional hotels.
2. The hotel has reduced water usage by up to 35% percent through high-efficiency plumbing fixtures. This way, 700,000 gallons of water are saved each year.
3. The hotel's construction waste was recycled by more than 80%.
4. The leather products used in hotels have been obtained by recycling them.
5. The brand has made a comprehensive recycling program visible all across the hotels. In addition, the hotel's printed material is obtained through post-consumer waste recycled paper.
6. Hotel carbon footprints have been reduced by decreasing the energy and resources required to transport and dispose of plastic bottles. 
	Following Premier Inn (2023),
1. Premier Inn work with contractors who respect the organizational values and come across high standards. The brands make sure human rights are valued across their value chain and only source the products from internationally recognized vendors.
2. The hotel is promising to reduce its carbon footprint. It uses 100% renewable energy for powering its hotel. Solar panels are also being used so that carbon footprints can be reduced. 
3. The hotel recycles all of its pillows, duvets and beds. The waste from hotels is diverted directly to landfills. In addition, Premier Inn is also working on removing unnecessary single-use plastics from hotels. 
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