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The purpose of this essay here is to describe the multinational chains of hotels. There will be marketing choices made by the Premier Inn in the past and their marketing techniques and approaches used in the past. There will be some current market positions of Premier Inn will be given in the essay. There will be a description of the marketing strategies they used to gain more customers and marketing objectives. At last, there will be some considerations Premier Inn made within their marketing regarding sustainability and green messaging 
Premier Inn is a British hotel chain and the biggest hotel chain in the whole UK. The Premier Inn have more than 800 hotels in different locations with more than 70000 rooms. The hotel was established by the Whitbread group which started as Travel Inn in the year 1987. The main competition was Travelodge which is also a big chain of hotels in the UK the travel Inn gain success and buys Premier Lodge in 2004 and become a Premier Travel Inn then rebranded as premier Inn in 2007. The Premier Inn becomes a successful hotel over a few decades using many marketing and strategic strategies. It is the largest hotel chain in the whole United Kingdom and established in different countries. The hotel set a big example for hotel brands with its marketing and strategic strategy. Premier Inn has a clear strategy to use many promotional and competitive techniques in the market. The premier hotel chain is the best example of using marketing techniques and strategies to surpass the market position(Premierinn.com, 2023).
Premier Inn uses many marketing strategies and techniques to become a successful hotel chain in the United Kingdom. They use techniques like acquiring and purchasing another small hotel chain to gain a competitive advantage over other hotels. The Premier Inn buys 11 hotels which are well-established in England and Wales. The previous time when the hotel is just known for accommodation and eating. premier Inn uses different techniques like Providing service Gym and Swimming pool to give extra service to customers to get more customers for their hotelsMichopoulou and Moisa, 2019). The swimming pool and gym are considered luxury services in hotels and attract richer customers which increases its brand value and brand awareness. The Premier Inn used the acquisition strategy which becomes the most successful strategy for them. When the Premier Inn was growing and the other hotels also have scope for growth in the market. They decrease the competition by purchasing other hotels and making the competition low for them in the market. Another technique used by the premier was rebranding and innovation as they introduced designer bedrooms and rooms with good interiors and modern furniture which increase their brand awareness among public figures and celebrities (Flynn et al., 2020). This shows the rebranding process is more successful and makes a new brand from Travel Inn to premier Lodges. In 2017 after the Grenfell Tower Fire make fear in people’s minds on which the premier Inn takes advantageand makes hotels with fire standards which shows the need and safety of hotels building have the advantage of safe hotels. When the hotel was established in Ireland, they started service of a pickup and drop out from the airports to hotels. When Premier Inn was established in the UK, they use the strategy of Joint venture and agree with the Emirates Group. Premier Inn started many branches in Dubai and make many hotels in Dubai near airports and other famous places to get attention. The Emirates Group is a famous brand in Dubai which has a huge reputation in the whole UAE (Giglio, Pantano, Bilotta and Melewar, 2020). 
Premier Inn was owned by Whitbread group whose revenue and growth rates are considered as a market position of the hotel. The Premier Inn was not much affected by the Covid 19 as the Whitbread groupgrew their revenue by eleven per cent which is a good rate of growth in these pandemic situations.The main factor which is considered as a growth rate of premier Inn was the revenue generation of Whitbread group which is covered by hotels and restaurants. The Premier Inn covered over thirty-two per cent of traffic and customer expectations by capturing their interest(Whitbread PLC, 2023).There are over nine million visits by customers last year which is a good number in this crisis. In the last two months in the month of November, there is eight million visits and in the month of December there are 7 million visits which increase customer retention and visitors. The Premier Inn have most of its hotels in the United Kingdom which is eighty per cent of the total number of hotels. then there is 5 per cent in Germany. Most of the audience covered by the Premier Inn females fifty per cent and the make covered 44.8 per cent of the total visitors. The most of visitors areaged 34 years (Adamiak,2022).
The one marketing strategy used by Premier Inn was the social media and value pricing strategy which is thebest strategy to gain more customers over time. The marketing strategy used by the company to achieve the marketing and sales objectives (Bas and Sivaprasad,2021). The marketing strategy is a strategic plan which is a blueprint of a company which is used to attain the objective of marketing. The usage of organisational resources in the opportunities can make the hotel more successful and increases its sales (Berry, 2022). The strategy which is used by Premier Inn is social media marketing which become the most successful strategy for all types of business organisations. There is a whole process of marketing strategy for the Premier Inn. ThePremier Inn management first chooses the target market for the hotel in which they choose the targeted market segments. The main targeted market for the premier Inn is international guests and meeting parties (Canhoto,  and Wei, 2021). This targeted segment of the Premier Inn givesadvantages to the Premier Inn by giving the advantage of brand value evaluation and brand awareness in international markets. The most successful strategy used by Premier Inn was making collaboration with the hotel booking sites which become the most successful strategy for the Premier Inn. the hotel used the most effective strategy to gain customers through google hotel ads which are pop-out notifications for promotional and advertisement of the brands (Akbari, 2021). The ads of Hotel Premier Inn were displayed on desktops, tablets and mobiles. The goals for the marketing strategy wereto reach more customers in different locations and increase booking from online sites and get the attention of that potential customer who is seeking the booking of hotels (George, 2021). The hotel booking sites become the best strategy for the Premier Inn as it results in more customers.As forty per cent of customerscome by the booking hotel room through online ads and the non-paid advisory groups give more profit as it decreases the interest of paid hotel booking sites. Premier Inn was famous for its excellent services they create its market by giving the best services to the customers. Premier Inn have 40 per cent of the market through online sites and other market was created by loyal customer services (Le and Phi,2021).
When talking about marketing regarding sustainability and green messaging the Premier Inn give the message to customerfor their zero-carbon emissions pledge. The zero per cent carbon emission is the biggest and most impactful pledge which is taken by many big organisations. Premier Inn stand on its pledge and make its progress accelerate as they decrease its years of pledge by 10 years. A few years ago, Premier Inn takes a pledge of becoming a zero per cent carbon emission hotel in the year 2050 but then it takes another pledge and changes its pledge to become a net zero hotel chain by 2040 (George, 2021). This is a sustainability message and marketing strategy used by the Premier Inn to takethe attention of their customers on their pledge. The measure taken by the Premier Inn was reducing the gas usage in their hotels across the nations and international branches. By using more natural gases and electrical equipment in their hotels by using solar and wind energy. They also reduce the use of fuels for their transportation to reduce pollution created by diesel and petrol cars. The Premier Inn started using electrical and bioenergy vehicles. The best sustainable strategy used by Premier Inn was the installation of solar panels on the roof of the hotels and restaurants building (Bharwani, and Mathews, 2021).
This essay's goal is to describe international hotel companies. The Premier Hotel has made marketing decisions in the past and has employed marketing strategies and methods in the past. The essay includes some information about Premier Inn's present marketplaces. There is an explanation of the marketing techniques they employed and their marketing goals. Finally, there are some considerations made by Premier Inn concerning sustainability and green themes in its marketing.
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