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[bookmark: _Toc117867479]A brief comparison of the marketing tactics and methods of two multinational hotel brands: Marriott and Premier Inn 
[bookmark: _Toc117867480]Introduction to chosen multinational hotel brands 
Marketing consists of the business's different aspects, including product development, sales, advertising, and distribution (Ferrell et. al. 2021). This essay is focused towards comparing the marketing strategies of two well-renowned hotel brands in the hospitality industry; Marriott and Premier Inn. This report thus focuses on the marketing choices and decisions these brands make to sustain. Marriott hotel and resorts is an international brand founded in 1957. Conversely, Premier Inn is a British hotel chain that was founded in 1987. The vision of Marriott is to become the world's preferred travel business. The vision statement of Premier inn is to offer quality and affordable hotels to the guests and positively impact the world. Based on their different approaches to operating in the hospitality industry but also having some similar aspects becomes the reason to choose these brands. 
[bookmark: _Toc117867481]Marketing choices 
With its effective marketing practices and tactics, Marriott has positively stayed at the forefront of the hospitality sector for a long time. It can be said that the marketing strategy of Marriot is a key contributor to its continuous success. Considering the product strategy, Marriot divides its services into three key kinds: core, actual, and augmented services. Further, it offers the right product at the right price to the right consumers and uses demand and supply pricing and competitive pricing strategies. Furthermore, Marriot is location-specific, and the company develops its hotel in a location that can naturally attract travelers. It is more focused on Digital promotions through the website and social media.
The brand positioning of premier inn hotel is based on a simple promise to its guests of a quality experience. The rooms of premier inn are steady in furniture color, décor, and the beds themselves have been precisely tested and carefully chosen. It initially understands the customers' needs and offers value in its most valuable form by self-confidently promising a great night's sleep. The marketing mix of this hotel brand is consistent, seamless, and targeted and the real strength of this is the multichannel marketing effort. 
[bookmark: _Toc117867482]Current market positions 
According to Mogaji (2021), market positioning is the companies' capability to influence the consumers' perception of a brand or product relative to rivals. For example, as of October 2022, the market cap of Marriott is $50.71 Billion. This makes the company world's 284th most-valued organization by market cap (Global ranking, 2022). On the other hand, the country rank of Premier Inn is 234, and the category rank as per travel and tourist accommodation in the UK is 3. (Similarweb, 2022). 
[bookmark: _Toc117867483]Marketing strategies 
Alon et. al. (2020) states marketing strategy as a long-standing plan for attaining the corporation's goals by understanding the customer's wants and creating a distinct competitive benefit. 
[bookmark: _Toc117867484]STP model 
According to Dolnicar (2020), the major market segment criteria are psychographic, demographic, geographic, and behavioral. Marriott uses a multi-stage market segmentation approach; geo-demographic analysis is done based on the people where they live. Further, psychographic segmentation is related to social class, lifestyle, and education, and behavioral is about knowledge, usage, and attitude (Toma and Grădinaru, 2018). Marriott targets upper-class guests looking for a quiet and luxurious environment, quality service, and high-quality cuisine. The hotel chain's positioning strategy is based on its benefits and excellence.  
On the contrary, the segmentation strategy of premier inn hotel is similar to Marriot as it is based on these four factors, which are psychographic, demographic, geographic, and behavioral segmentation. Apart from this, the target market of the premier inn is travelers and backpackers. Premier inn sets the prices of the rooms based on the level of demand, so when the consumer's book early, they are more likely to get the best deal. This is changing its brand positioning amid the cost crisis. it is holding on to its reliability messaging as the consumers move away from the post-pandemic travel towards a cost-of-living crisis. 
[bookmark: _Toc117867485]Marketing communications
Marketing communication involves the media and the messages that marketing managers employ in the company to communicate with the target market and attract them. Some key examples of marketing communications are direct marketing, traditional advertising, sponsorship, presentations, or social marketing. Different brands use different marketing communication strategies based on their convenience and affordability. Marriot creates user-generated content to capture the target market's attention (da Luz et. al. 2020). To tap into the social media world, Marriot has combined with Snapchat influencers that imitate TV travel documentaries. In such episodes, the influencers demonstrate the luxury properties of Marriot. Every segment of this is of two and a half minutes and a 10-second teaser that displays images from any future episode. This campaign of Marriot proved successful because it reached out to Snapchat, Facebook sharing, YouTube, and other platforms to grab attention. The social media marketing strategy is quite different from other hotels as it Emphasizes creating a fulfilling and memorable experience (Bondarenko et. al. 2019).
Like Marriot, Premier Inn also uses digital strategies to promote its offerings to the target market. Premier Inn plans to capitalize on investing £20 M into UK marketing with the purpose of broadening its digital reach. (Jefferson, 2021). In addition, the hotel brand also uses google hotel ads to reach new customers. The goals are that it reaches the new market, captures the users who actively book, and increase direct booking via the website. 
[bookmark: _Toc117867486]Considerations regarding sustainability and green messaging 
Marriott embeds sustainability initiatives and practices in its marketing operations and strategy worldwide. Marriott is integrating sustainability across the value chain and mitigating climate-based risks while working for the reduction of environmental impact. It minimizes the ecological footprint by handling energy and water use and growing the usage of renewable energy. For this, it implements advanced technologies to plan, implement and track the way they function responsibly to moderate the risk (GIRGEN, 2021).
Further, the strategy and considerations of Premier Inn are quite different from that of Marriott. At this hotel, the planet and people are taken seriously, and from efficacies to bold innovations, the management always looks for methods to reduce, reuse, and recycle resources. The chain has also made an industry-leading sustainability obligation, reflecting the carbon emission intensity reduction by 2025. (Premier Inn, 2018). 
[bookmark: _Toc117867487]Positioning after Covid-19 
This is no secret that hotels have been the hardest hit because of the pandemic, and Marriott is one of them. In such a situation, Marriott has given a positive message to the customers by prioritizing the local customers and focusing on developing and extending associations between technology, sector and digital allies to foresee and meet the local requirements. The marketing manager concentrated on learning more about the customer's needs and conducting purchaser forums to reveal the trends around domestic leisure and travel. (Think with Google, 2022) 
On the contrary, the premier inn has focused on safety and prioritized the safety of the team members and guests. With this, it has applied extra protections as the part of clean protection promise to confirm that the hotels are safe, clean, and stick to to the newest government guidance. Part of this winning formula is to build strong relationships with the suppliers and teams. 
[bookmark: _Toc117867488]Recommendations 
To develop and enhance the marketing activities for these two chosen brands that can contribute to future growth, below mentioned that the key recommendations. 
· Concerning Marriot, it is recommended to align the consumer's insights. The ideal state of the company is when the dedicated consumer insights team works effectively. The consumer insight team, which is interactive not only with the marketing but also with the product team and the customer technology, is beneficial for the brand. They are able to understand the complete circle of the customer's curiosities so that they can put together a real and strong view for those who require it (Mani and Mishra, 2022).
· Moreover, for Hotel Premier Inn, the focus can be on personalization for the travelers and the guest. Therefore, the hotel can provide guests with personalized recommendations and create a dedicated blog. Also, this needs to ensure that the blog content is on the spot, delivers real value, and is best in class. The better and more attractive content develops higher chances of generating website traffic, directly increasing direct bookings. 
· Furthermore, the similarities identified in the marketing strategies and tactics of Marriot and premier inn recommendations that can be applied for both brands are defining the unique value proposition more clearly. It is important for both brands to decide what makes them different and communicate the same to the target market (Bagnera et. al. 2020). Marketers need to inform the target customers about why their brand is the best in the industry and how they can provide a unique and memorable experience. 
[bookmark: _Toc117867489]Conclusion
The essay reveals the similarities and differences between two chosen multinational hotel brands, Marriott and Premier Inn. The similarities lie in the digital promotional techniques and the segmentation strategies. On the contrary, there are differences in green marketing, pricing, and some promotional tactics.
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