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Marketing is a process of getting potential customer and consumers to be interested in the company’s product and service. In the hospitality industry attracting new customers while maintaining loyalty with the existing ones has become challenging. Therefore, many top players in the industry are raise awareness and promote their services by focusing on unique selling point (USP). For the purpose of this essay, there will be comparison in the marketing methods and strategies undertaken by two multinational brands i.e., Marriott (Hotels & Resort) and Premier Inn. A detailed understanding of their market segmentation, targeting and positioning of products and services have been undertaken. To offer both companies a sound recommendation for potential growth in the post COVID-19 era. The hospitality industry has a market size of £16 billion and employs over 335,000 people across UK (IBISWorld, 2022). In 2022-23, the revenue is expected to rise by 20 per cent, rising international tourist and higher demand for staycations (IBISWorld, 2022).
Marriott was established in 1927, headquarter located at Bethesda, Maryland, United states, currently employing over 121,000 employees across 7600 hotel and resorts (Marriott, 2022). Marriott International is a brand leader, with over 30 brands across 139 countries, providing unique memorable experiences for modern travellers (Marriott, 2022). They embrace change to grow and put people first to pursue excellence, act with integrity and focus on social issues for sustainability and growth (Marriott, 2022).
Premier Inn was founded in 1987, headquarter located at Bedfordshire, UK, currently employing over 35,000 employees across 840 hotels (Premier Inn, 2022). They serve over 5 million customers every month and people are all Inn this together at the heart of their business (Premier Inn, 2022). They aim to be the world’s best budget hotel.
While carrying out the competitive analysis of the marketing methods for it can be found both Marriott (Hotels & Resorts) and Premier Inn uses variety of direct marketing techniques including postal mailing, online advertising and email. Some vital travel intermediaries such as booking.com, expedia.com, orbitz.com and Travelocity.com are popular among guests (Marriott, 2021). Marriott has over 47.7 million visits in September, 2022 with 42 per cent bounce rate and duration of over 5 minutes online, a decrease in 12 per cent since last month (Similarweb, 2022). They have 51 per cent male visitors to 49 per cent female visitors and the largest age group of visitors are between 25-34 years, accumulating over 30 per cent (Similarweb, 2022). The traffic source to Marriott searches is driven by 39 per cent from desktop searches, 38 per cent from direct, 11 per cent through referrals and other 12 per cent from social, mail and display (Similarweb, 2022). A survey from Finder.com in 2020 has found that Premier Inn is the most popular hotel chain among visitors, with 67 per cent like this chain and Marriott stood at fifth with 40 per cent popularity rating (Johnson, 2021). However, Premier Inn has been consistent and reliable in providing excellent customer services and provide them with good value for money (Which?, 2022). Premier Inn has over 9 million visits in September, 2022 with 36 per cent bounce rate and duration of less than 5 minutes online, a decrease in 10 per cent since last month (Similarweb, 2022). The male audience stood at 55 per cent to 45 per cent of female visitors and the largest age group of visitors are between 25-34 years, accumulating over 25 per cent (Similarweb, 2022). The traffic source to Premier Inn searches is 65 per cent from desktop searches, 24 per cent from direct, 9 per cent from referrals and other 2 per cent from social, mail and display (Similarweb, 2022). 
Marriott interacts through 27 social networks distribution, where You Tube has the most exposure with 38 per cent, followed by Facebook at 23 per cent, LinkedIn with 10 per cent, WhatsApp with 9 per cent, Twitter with 6 per cent and others with 14 per cent (Similarweb, 2022). While Premier Inn interacts with targeted audience through 7 social networking channels, among which Facebook ranks the highest at 38 per cent popularity, YouTube has 36 per cent popularity, Reddit 18 per cent and 10 per cent by others (Similarweb, 2022).
The hospitality industry was hit hard during the COVID-19 pandemic, unfortunately the revenue fell by 45 per cent from £22 million in 2019 to only £12 million in 2020 (Johnson, 2021). When the industry was looking to recover, new global supply chain problem due to Russia-Ukraine war and hike in energy prices are pushing the industry towards more uncertainty in UK. Though Premier Inn are well-placed to enhance their market leadership position in UK and drive long-tern value and growth for all the stakeholders (Premier Inn, 2022).
Marriott is driving more bookings by implement strategic marketing campaigns and guest experiences (Social Tables, 2020). Over 80 per cent millennials use social media for decision-making. Moreover, 50 per cent of Marriott hotel growth will be from emerging markets in coming years (Marriott, 2022). Therefore, Marriott promotes brand awareness and reaches out to capture other demographics through snapchat content to YouTube, Facebook sharing by influencers with user-generated content with large online communities (Social Tables, 2020).
The marketing mix is a set of marketing tools largely within the control of the two hotels for making product, pricing, promotion and place strategies which helps to pursue their marketing objectives in the targeted market (Bowie et al., 2017).
Marriott is a recognized luxury hotel chains, known for luxury, premium, select and longer stays brands in accordance to consumer tastes and preferences (Marriott, 2022). While consistently offering exceptional guest experiences to both new and existing customers in all locations across all channels. Premier Inn is consistently delivering their quality products and standard services. They are confident to provide quality, affordable hotels to make positive impact for their customers (Premier Inn, 2022). New menus, improved digital marketing and enhanced drinks offering are improving the brand image and sales of the company. 
Marriott has been able to maintain the pricing power. As they are able to offer top-quality experiences to satisfy the customers and maintain the differentiate value propositions in brand appeal (Marriott, 2021). As Premier Inn plans to be the best budget hotel in the world, they offer quality products and services at affordable prices. Their digital marketing campaign is helping to make competitive pricing.
Marriott has been able to choose ideal places and distribution strategies which is still making them one of the biggest chains in the world. All of the Premier Inn hotels are offering good quality accommodation at fair prices, hot powerful showers, car parking options, online booking platform, excellent customer service, fast electronic check-ins, high standards of cleanliness and excellent beds (Premier Inn, 2022).
The brand Marriott promotes itself with word of mouth. Moreover, the attractive websites, user generated content strategy and loyalty program of Bonvoy is collaborating to promote the brand to both physically and digitally. Premier Inn is promoting their products and services in family friendly environment across and beyond. Their most notable brands are Premier Inn, Beefeater, Hub, Table-Table, Thyme, Zip, Whitebread Inns, Cookhouse and Pub to mention a few (Premier Inn, 2022).
Marriott’s people first culture has consistently earned them awards and recognition around the globe. As they take care of the associates and associates will take care of the customers (Marriott, 2021). Premier Inn has been a force for good with sustainability programme for people i.e., customers, suppliers and team members to work and live well (Premier Inn, 2022). Setting long-term strategic commitments for the community, to offer opportunity with responsibility to enable people live and work well in the sustainable society is the goal. Currently, Premier Inn is investing £12 million every year to train their teams for developing talents (Premier Inn, 2022).
By adopting UN Sustainable Development Goals, Marriott have established serve360 goals 2025 to nurture the world, empower through equal opportunity, sustaining responsible operations and advance human rights (Marriott, 2022). Both Marriott and Premier Inn are actively participating in carbon net zero campaign to eliminate 90 per cent carbon from operational emissions by 2030 and 100 per cent from supply chain by 2040 (UK Hospitality, 2022). Both companies are promoting equality law, discouraging sexual harassment, forced labour and modern slavery. Moreover, Premier Inn’s Force for Good programme is consistently providing great food and comfy rooms for charitable causes (Premier Inn, 2022). Their three pillars include opportunity for the team members to reach their potential, making meaningful contribution to the customers and communities they serve and operating in a responsible way to respect both people and planet (Premier Inn, 2022).
For Marriott and Premier Inn to improve their profitability they need to develop supporting marketing mix according to market demand, determine their product and service positioning, identify the ideal emerging markets to grow, think globally and act locally according to customer attributes. Understanding the Generation Z customers to establish positive image relative to the competitors while positioning, target marketing and segmentation of the market (Bowie et al., 2017). Regardless of the customer characteristics such as age, gender, taste, location and service they will always demand four qualities: trustworthiness, attentiveness, seamlessness and resourcefulness in evaluating service industry (Kotler et al., 2017). 
Both Marriott and Premier Inn will see a compound growth of 2.9 per cent throughout 2022-23 (IBISWorld, 2022). The weaker value of pound and higher number of international tourists will push the revenue for popular hotels in the industry. Even though technological developments are changing the way hotels attract new customers while satisfying the existing ones. The global brand Marriott and budget hotel Premier Inn are well established within UK to attract the Generation Z customers online. While expanding their market in the emerging economies.
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