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The focus of the essay is to compare the marketing plans of Marriott and Premier Inn, two international hotel brands in the hospitality sector. Marriott has more than 8,500 properties operating in over 138 countries (Marriott 2023), whereas Premier Inn has approximately 800 hotels in the UK and Ireland and is renowned for its competitive rates and first-rate customer service (Premier Inn 2023). In addition to marketing interactions with their target audiences, the report analyses their segmentation, targeting, and positioning strategies. It highlights the parallels and differences in their approaches and makes suggestions on how to strengthen their marketing initiatives for potential expansion. The research also takes into account modern issues like sustainability and green advertising. It seeks to comprehend various methods to market positioning by examining the marketing decisions, directions, and present market positions of these firms. 
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The selection of these two hotel chains was made since they are significant leaders in the hospitality sector and have distinctive marketing methods and tactics. Marriott's success is based on its well-known brand, devoted clientele, and creative marketing strategies, whereas Premier Inn is renowned for its competitive rates and first-rate services. Understanding their marketing approaches and techniques can help understand how these market leaders have been able to draw in and keep their customer base. Additionally, it is interesting to investigate how Marriott and Premier Inn incorporate these issues into their marketing strategies as sustainability and green message grow more significant in the hospitality sector. This contrast will aid in greater comprehension of the various marketing strategies used by these brands.
With regard to cutting-edge marketing strategies, Marriott has long been at the forefront and has made substantial adjustments to its strategy throughout time. In the past, Marriott's marketing strategy was centred on mass advertising via conventional media like radio, print, and television (Zhechev 2016). Marriott, however, has changed its emphasis in recent years towards digital marketing after realising the substantial influence of technical breakthroughs and changes in societal norms. The growth of social media has made it possible for Marriott to interact with its target market more successfully and create enduring relationships with customers.
The marketing strategy at Premier Inn has also experienced considerable adjustments. Historically, Premier Inn's marketing approach was centred on value and top-notch customer care (Hudson 2017). However, in light of the growing significance of digital marketing, Premier Inn has implemented a more thorough strategy that focuses on giving clients a flawless online experience. This involves spending money on social media marketing, online reservation systems, and mobile apps.
However, the changes in the marketing tactics for both hotel is mainly due to the changes in the external environment. PESTLE analysis suggests that political and economic factors have created an environment where digital marketing is not only more cost-effective but also more efficient in reaching a broader target audience (Katsikeas et al., 2020). In addition to this, the changes in social and technological behaviour and fluctuations in political and economic scenarios have urged these brands to focus more on digital marketing. While technology improvements have made it possible to create a seamless digital experience for clients, social media has evolved into a crucial tool for customer interaction and brand building (Carlson et al., 2019).
Besides this, considering the current position of the two hotels, the use of STP is sufficient. Adgüzel (2020) stated that segmentation, targeting, and positioning are crucial marketing principles that aid brands in comprehending the demands and preferences of their customers as well as in developing a targeted marketing strategy that appeals to their target market. These ideas have been used by Marriott and Premier Inn to segment their client bases, target particular demographics, and strategically position their brands. Marriott has extensively segmented the wide range of consumers into categories which include business travellers, families and leisure travellers. This allows the brand to customise its marketing approaches and ensure that the needs and wants of the segmented groups are tailored effectively. To achieve this, the brand offers reward programmes such as Marriott Rewards, Ritz-Carlton Rewards, and Starwood Preferred Guest to grab the attention of different consumer segments (Dhir 2019). A diverse portfolio of hotels with a global presence makes Marriott a recognisable brand, being positioned as a leader in the hospitality industry globally. According to Statista (2023), the global revenue of Marriott is about 20.77 billion US dollars. This indicates that the business offers exceptional luxury services, which compel the consumers to visit again, elevating the overall revenue for the brand.  Compared to Marriott, Premier Inn makes extensive use of segmentation to target specific consumer groups, which include budget-conscious travellers who seek affordability and value for money when making travel decisions. The brand positions itself as a cost-effective hotel chain providing comfortable and clean rooms and services at affordable prices. Their target demographic is drawn in by their marketing strategy's emphasis on convenience and simplicity. Additionally, Premier Inn continues to hold a commanding market position in the UK hospitality sector. With more than 82,000 rooms, Premier Inn has the most hotel rooms available in the UK in 2022, according to Statista (2022). Its competitive advantage stems from its well-deserved reputation for competitive pricing, superior customer support, and a strong presence throughout the UK and Ireland. Additionally, it has been successful in drawing clients because of its creative marketing initiatives, like the "Premier Inn Pillow Fight" campaign, which became a social media sensation.
Now, considering the current marketing strategies employed by the two hotel brand, several effective marketing tactics has been identified. In order to give its customers bespoke experiences, Marriott's marketing strategy places a strong emphasis on personalised marketing. To reach its target audience, Marriott also uses content marketing, influencer marketing, and digital marketing. Marriott launched its "Golden Rule" advertising campaign with the goal of promoting inclusivity and diversity within its brand. A number of short films were included in the campaign to highlight the various origins and experiences of Marriott's staff, visitors, and partners (Travel Weekly 2017). Similar to this, Premier Inn bases its marketing strategy on its track record for competitive rates, superior customer service, and a significant presence throughout the UK and Ireland. Marketing initiatives from Premier Inn frequently include relatable and humorous material, as in the case of the aforementioned "Premier Inn Pillow Fight" campaign. Additionally, Premier Inn uses social media and digital marketing to connect with its target demographic. Premier Inn launched its "Wake Up Wonderful" campaign with the intention of highlighting the calibre of its beds and enticing customers to make direct reservations with the company (Ghosh 2016).
Both Marriott and Premier Inn have shifted their attention in recent years to digital marketing and environmental themes. In order to appeal to younger travellers, Marriott has introduced a number of digital marketing activities, including a collaboration with Snapchat and a smartphone app that lets users book and manage their stays (Nyangwe and Buhalis 2018). In addition, Premier Inn has shifted its attention to sustainability, pledging to cut its carbon emissions and do away with single-use plastics across all of its facilities by 2025. "Force for Good," a promotion by Premier Inn that focuses on sustainability, was introduced in 2022 with the goal of promoting the company's sustainability initiatives and inspiring visitors to make ecologically beneficial choices while they were there.
Additionally, in their marketing tactics, Marriott and Premier Inn have both demonstrated a rising interest in sustainability and green branding. For instance, Marriott offers a platform for sustainability and social impact called Serve 360 that describes the company's objectives in these areas (Kryukova and Khetagurova 2020). These objectives include conserving water resources, cutting greenhouse gas emissions, and using ethical sources of supply (Ertuna et al., 2022). Additionally, Marriott has launched a programme called "Green Choice," which allows visitors to forego housekeeping services in exchange for a hotel credit or loyalty points. This programme not only lowers the hotel's carbon footprint but also encourages visitors to practise greater environmental awareness while they are there. Similarly to this, Premier Inn has prioritised sustainability in its marketing initiatives. By 2040, the corporation wants to have net-zero carbon emissions, and it has started a number of programmes to lessen its environmental effect. For instance, Premier Inn has installed energy-efficient heating and lighting systems in its hotels, as well as a recycling initiative in its dining establishments. Despite the crucial efforts in marketing, the brand needs to constantly innovate in their marketing approaches to stay ahead of the competing forces and maintain their recognisable position. 
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The marketing approaches of two international hotel companies, Marriott and Premier Inn, have been analysed and contrasted in this essay. Their marketing strategies, including the use of segmentation, targeting, and positioning, as well as their marketing interactions with target groups, have been compared and contrasted. A focus on sustainability and the value of digital marketing was placed alongside an examination of current marketing initiatives. The essay has highlighted several generational and strategic marketing stances, comparing social media and digital marketing tactics to traditional advertising and marketing strategies.
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