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Introduction
Premier Inn and Marriott International, two of the most well-known hotel chains in the world, will be compared and contrasted as part of this research. As well as examining the relationship between hotels and the execution of marketing strategies, this essay also examines the monitoring of supply and demand. The chances of international hotel companies becoming successful are greatly enhanced if they use these marketing strategies. The essay discusses how hotels can execute marketing strategies, monitor demand and resources, as well as execute marketing strategies. A variety of important topics are discussed in this essay, including marketing's nature and scope, its many strategies, including the sustainability marketing, the green message and how it is developed, the marketing mix and its importance.
Main body
Marriott International is regarded as one of the most prestigious builders in the real estate industry. They owned and operated 505 hotels across 50 countries as of 2013, according to the history of their firm (statista.com, 2022). Their marketing strategies were both effective and beneficial to their target audience, which was the key to their success globally. Recent years have seen the largest growth in the hotel company Premier Inn, which is based in the United Kingdom. In addition to operating a number of upscale hotels all over the world, this hotel group also operates a number of smaller properties. In the early days of television advertising, Premier Inn was the first hotel chain to advertise during prime time. When the corporation selected Lenny Henry as its 2007 brand ambassador, he represented the corporation effectively. A sustainable competitive marketing strategy cannot be differentiated from a competitive marketing strategy. In order to attain success over an extended period of time, institutions must be able to rely on the existing skills and resources they already possess (Lucas, 2009). In order to sharpen differentiation, competitive advantage must be acquired and maintained. Moreover, hotels may gain differentiation from their competitors by communicating a reliable brand message to their clients. As a franchisor, management company, owner and operator of hotels, Marriot International operates in all three capacities in the hotel industry. In accordance with hotel industry standards, the firm offers customized arrangements of brands based on individual visitor needs (Pizam, 2007). Through the provision of world-class brands, the organization helps boost performance, increase customers' satisfaction, and increase profits. Investments are made into marketing and a reservation system for guests with money hotels pay into the Fund. Hotel marketing should be viewed by the organization as an exploratory investigation that is expected to acknowledge and combat the state of hotels' services fairly and in a meaningful manner. It is Premier Inn's primary objective to generate high-value top-line revenue while also enhancing guest satisfaction and increasing channel mix as a commercial services company. As part of the company's digital marketing strategy, Premier Inn aims to direct potential customers to its almost dozens of platforms, which have been optimized to maximize conversions and present the company's story (Choirisa, 2021) comparing with a traveler that can do research on the Marriot International website without a lot of hassle since it is simple to use and provides information in an easy-to-find format. A booking section provides useful information about the study that is targeted and effective (Blomme, Van Rheede and Tromp, 2009). By using an appropriate range of business practices, hotels have to balance the several types of services they provide through the business cycle. In order to satisfy its customers, the hotel strives to meet their needs. In recent years, Premier Inn has focused on providing opportunities to young people in underserved communities. A significant amount of money has been invested by RiseHY as part of its job advertising and retention initiative (Argadian, 2021). In a variety of domains, including youth work, carbon emissions, and water, the company is forming strategic alliances with a variety of organizations to discover and advance solutions. Maintaining both a responsible and profitable workplace is important to the Intercontinental Hotel Group. As part of Marriot International 's culture, teamwork and collaboration are heavily emphasized. Choosing the right options for themselves is something Marriot International strives to help everyone accomplish (Griffin, 2020). Their core values are based on a culture of investment in their people that promotes economic growth in the workplace, respects human freedoms, and provides a sense of equilibrium, inclusion, and respect for everyone. Hotel marketing techniques are key to launching a successful establishment and establishing a reputation. In the hospitality industry, the epidemic adversely affected employees' ability to work from home, as a significant number of business meetings were cancelled and a significant percentage of business travel was disrupted (Tse, 2013).
[bookmark: _Hlk117039057]With the British government shutting down employment support programs as a result of the COVID-19 epidemic, the owner of Premier Inn, Whitbread WTB.L decided to eliminate 6000 jobs. Whitbread's total revenues for the six months ended on August 27 2022 dropped by 76.8% as a result of shutting its hotels and restaurants during national lockdowns across the United Kingdom and internationally (Nadkar, 2020). Similar to Premier Inn also in April-June, Marriott lost $1.5 billion in revenue due to a decline in global hotel occupancy rates, resulting in a 72% drop in revenue. In September 2020, after furloughing two-thirds of Marriott's workforce in March, Marriott's corporate offices furloughed 17% of their workforce (Good, 2022). Although the recession slowed hotel openings, the industry continued to move forward, which is a positive sign that hoteliers are embracing the opportunities that have opened up. Customers, employees, and other business partners at Premier Inn are assured of their safety and well-being (Azhar Mohd Harif, Nawaz and Hameed, 2022). As a result of the events surrounding Covid, Premier Inn has instituted its Global Care & Hygiene Promise that emphasizes not only the safety and wellness of its employees and guests, but also the development of current policies regarding cleaning and health (Vorina and Veljkovic, 2012). At each site, a trained leader for hygiene and wellbeing is provided, as well as a procedure for maintaining cleanliness and receiving training. With new vaccines making travelling possible again, Marriot International Hotels & Resorts is getting ready to warmly welcome guests back into their establishments in a secure manner as the world is once again accessible to them (Lee, Bai and Murphy, 2012). All hotels in the group are implementing a version of Marriot International Way of Clean in order to provide their customers with a sense of comfort during their stay (Choirisa and Situmorang, 2021). The chain is delivering this program at all of its properties and it includes new training materials and enhanced communication. When guests book a hotel, they will be able to view Hotel Cleanliness Rankings, along with further information regarding the cleanliness of each hotel's website. In addition to participating in composting projects and focusing on garbage dumping practices, companies also donate to various environmental projects and educate their customers about how they interact with the environment, how they protect it and why it considers a variation as part of their green marketing strategies (Lasmana and Gunthoro, 2022). As part of its efforts to reduce carbon emissions, improve waste management, and conserve and protect natural assets, Marriot International is working together with hotel managers and other providers to make guest stays more environmentally friendly (Wibisono, 2019). As part of its goal to reduce the use of fossil fuels and increase the use of renewable energy sources, Marriot International is also developing new hotel forms with low or zero carbon pollution. All hotels must set goals for reducing their energy and water usage, greenhouse gas emissions, reprocessing and disposal, maintaining manufacturing chains and addressing growth concerns that require both businesses and various organizations to work together. In comparison to Marriot International, Premier Inn is utilizing EcoTrack, a worldwide database devoted to environmental management, Premier Inn analyses the manageability information provided by hotels located around the world (Sherwyn, 2007). Environmental and operational challenges are encountered by Premier Inn hotels. When an organization's marketing strategy isn't in line with its standard operating procedures or fails to address the circumstances of the relevant market, it most likely will fail. The lack of strategic direction at productive companies can be attributed to the fact that achievement is not necessarily determined by a plan (Riabenka and Postova, 2021). Their marketing strategy combines vision, growth, and planning. An example of a mixed strategy is the use of a combination of strategies. There is a great deal of importance to the ratios of these three components in any organization and finding the best ratio is never an easy task. In order to increase hotel revenue it is fundamental to understand the hotel’s target audience to help the marketing department to develop strategies. Those still hesitant to travel must be shown how the hotel differs from its competitors in order to encourage them to travel. Whether they have a great design, location, or amenities, it doesn't matter.



Conclusion 
There might be a considerable difference between the marketing efforts of different hospitality organizations. There are many marketing tactics and approaches used by hotel chains that operate in many countries and they can vary greatly from one establishment to another. The one point that each of these hotel chains have in familiar, however, is the fact that each of them has its own market strategies, target customers, and foundational ideologies and that these guidelines are mirrored in the advertising techniques and strategies that each hotel uses. This is the only thing that all of these hotels have in common. It is also shared by Marriott International and Premier Inn, which are both multinational hotel brands that fall into two classes and have locations in a variety of countries throughout the globe. In addition to this, they use a variety of marketing tactics and strategies that are comparable to one another as well as distinguishable from one another.
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