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Introduction
Marketing is a set of activities done to attract customers to buy the products of the company repeatedly. Marketing includes a series of activities such as assessing the demand, packaging, advertising, promoting, raising awareness etc. In the hospitality industry, marketing requires extra attention because people want comfort and quality service within a justified price range (Bowie, 2017). The essay includes a comparison of marketing strategies between the two international hotels. One is the Marriot Hotels and Resorts and another is the Premier Inn Hotels. These two are chosen because of their international presence and quality services around the world. 
Comparison of Marketing Methods between Marriott Hotels and Resorts and Premier Inn Hotels
Marketing is one of the key business activities. Without marketing, customers would not know about the availability of products and services. Sometimes, marketing itself creates the demand for a product or service (Chaffey and Ellis-Chadwick, 2019). For this reason, marketing plays a vital role in business. Marriot Hotels and Resorts was established in 1927 by Marriot Corporation in Washington. It is an American company. Now, the total number of hotels and resorts in Marriot is 8484 around the world. On the other hand, Premier Inn Hotels was founded by Whiteboard Plc. in 1987 in the United Kingdom. 
It is the largest hotel chain in the United Kingdom. These hotels have branches in several countries including Germany and the United Arab Emirates etc. The total number of hotels for Premier Inn is around 800. Pricing is one of the key factors in marketing. From the beginning, Marriot Hotels and Resorts are applying a premium pricing strategy. Premium pricing is setting the price of the goods and services high to perceive higher value and services of goods and services of the company. Premium pricing indicates a top-class service for elite people (Jobber and Ellis-Chadwick, 2020). On the other hand, Premier Inn Hotels applies a value-based pricing model. Value-based pricing is a strategy to set the price of products and services according to the customers’ perceived value.  
The current market position of the two companies is very good according to their stages. Since Marriott Hotels and Resorts are older than Premier Inn Hotels, the market presence is better for Marriott Hotels and Resorts compared to Premier Inn Hotels. Since Marriott Hotels and Resorts is under the parent company of Marriot International Incorporation, which is an American public limited company, it is listed in the NASDAQ (National Association of Security Dealers Automated Quotations) (Ghauri and Usunier, 2014). In 2021, Marriott Hotels and Resorts made a profit of $1,099,000,000 from the revenue of $13,857,000,000. On April 2022, the market capture of Marriott Hotels and Resorts was highest which was $59,240,000,000. But in October 20222, the market capture declined and became $50,380,000,000 (Marriott Market Cap, 2022). On the other hand, Premier Inn Hotels are under Whiteboard Plc. and listed on LSE (London Stock Exchange). 
The highest share price of Whiteboard Plc. was in April 2015 £4673.6259. From 2019 to 2021, the market share of Premier Inn Hotels in the United Kingdom was 11% in the hotel industry. Marriott Hotels and Resorts have 12% of the market share in the United States of America in the hotel industry. Globally, the company has a 3% market share in the hotel industry. In the United Kingdom, the most popular hotel according to customer preference is Premier Inn Hotels in 2022. In the statistics, the Premier Inn Hotel is at the top having 74% popularity in the United Kingdom and Marriott Hotels and Resorts has 45% popularity in the United Kingdom (Lock, 2022).
To measure the marketing activities, a marketing mix can be used. The marketing mix is a combination of 4 factors including product, price, place and promotion (Kotler et al., 2017). In the hotel industry, accommodation service is considered a product. Both Premier Inn Hotels and Marriott Hotels and Resorts provide accommodation services. Marriott Hotels and Resorts have around 7,200 hotels and resorts in 139 countries around the world including around 2,05,825 rooms. Premier Inn Hotels have more than 800 hotels including more than 77,000 rooms. Marriott Hotels and Resorts applies a premium pricing model and Premier Inn Hotels follows a value-based pricing model. Marriott Hotels and Resorts takes a bunch of promotional activities to grab the attention of the customers (Housden, 2018). For instance, Marriott Hotels and Resorts created an app called M Live. 
Through the app, the employees get notifications about the posts of any guests. Through the experiences of the guests on the post, Marriott Hotels and Resorts offer the guests some complementary items as a surprise or gift. Besides, through the app, they get to know about complaints and bad experiences so that they can improve it. As a result, guests become a loyal and positive word of mouth spread rapidly. Besides, there is a loyalty program of Marriott Hotels and Resorts, named Bonvy which helps to satisfy customers by providing several benefits. This is how more guests are attracted. In addition, Marriott Hotels and Resorts targeted the Millennials who use social media for booking (Ryan, 2012). Marriott Hotels and Resorts provide importance on the presence in social media for promotions. Marriott Hotels and Resorts have contracts for collaboration with celebrities and social media influencers to promote the hotel. On the contrary, Premier Inn Hotels applies diversified marketing strategies such as TV advertisements, newspaper advertisements, website advertisements, email marketing, SMS marketing, providing offers, coupons, discounts, social media marketing etc (Clow and Baack, 2013). Premier Inn Hotels applies all channels of communication to market the services of the company (Smith and Zook, 2020). Besides, being a budget hotel, it provides higher-class services. 
Sustainability has become the greatest concern of the 21st century. If sustainability is not maintained, it would gradually dissolve economic and environmental growth (Hirst, 2017). This is why companies are considering green investments and green marketing strategies to attract environment-conscious people (Kotler et al., 2020). Marriott Hotels and Resorts have declared that it would reduce the carbon footprint by 2025 as a contribution towards achieving sustainable development goals. The company is committed to reducing 50% of its food waste and preventing around 500 million plastic bottles to mix in landfills. Besides, the company has planted more than 4,15,000 trees in recent years. However, Marriott Hotels and Resorts is now willing to have contracts with suppliers that are 100% sustainable certified. These initiatives of Marriott Hotels and Resorts assist in sustainable marketing strategy or green marketing strategy. In addition, Premier Inn Hotels also have some green strategies such as reducing 50% of carbon emission by 2025 and 88% of the carbon emission by 2050 (Our Earth Day commitment to cut our carbon emissions intensity by 50%, 2018). Besides, the company is committed to applying zero gas strategy in its upcoming hotels. Green gas and renewable energy would be used in the hotels. To reduce energy consumption, around 113 hotels of Premier Inn applies solar panel to generate electricity which is a great contribution towards sustainability. This is how Premier Inn Hotels contributes towards sustainability and green marketing.
During the Covid-19 pandemic, both hotels have faced challenges. During Christmas and the New Year, the hotels were fully booked but during the pandemic, the hotels were empty without guests. Since Marriott Hotels and Resorts have a bunch of resources it did not lay off its workers rather it arranged a hospitality program for them. Marriott Hotels and Resorts announced a solvency plan for the employees. On the other hand, Premier Inn Hotels had a huge loss. Over £1,000,000,000 loss were incurred during the pandemic and lockdowns in Premier Inn Hotels (BAQUERO, 2022). Around 6,000 jobs are cut in Premier Inn Hotels while 1,500 jobs are cut to prevent £1,000,000 loss. In addition, the share price of Premier Inn Hotels declined massively during the coronavirus pandemic. Though Marriott Hotels and Resorts were positive optimistic and hopeful about covering up the pandemic situation, Premier Inn Hotels were pessimistic. Marriott Hotels and Resorts supported because of other plentiful resources but Premier Inn Hotels could not do so. After two years of the pandemic, now both companies are optimistic to grow fast in the hospitality industry. Premier Inn Hotels are in the top position in the United Kingdom with a high share price in the market. For both hotels, the share prices and the business condition is improving after the new normal and releasing the Covid-19 restrictions. The fear and the uncertainty of the pandemic had gone for both hotels and they are ready to serve quality services to the customers. 
Conclusions
The essay showed different aspects of Marriott Hotels and Resorts and Premier Inn Hotels. Though the origins of the hotels are different they have a global presence and fame. Marriott Hotels and Resorts is larger than Premier Inn Hotels but in the United Kingdom, Premier Inn Hotels have the most popularity. The marketing areas are discussed in the essay. Both companies are committed to contributing towards achieving sustainable development goals. Both companies overcome the situation and now competing with each other in the United Kingdom to attain as much market share.  
References
BAQUERO, A. (2022) “Customer and employee satisfaction in hotels during COVID-19,” Journal of Hospitality and Tourism Issues [Preprint]. Available at: https://doi.org/10.51525/johti.1172181. 
Bowie, D. (2017) Hospitality marketing. London: Routledge, Taylor & Francis Group. 
Chaffey, D. and Ellis-Chadwick, F. (2019) Digital Marketing. London: Pearsons. 
Clow, K.E. and Baack, D. (2013) Integrated Advertising, Promotion, and Marketing Communications. London: Pearson. 
Ghauri, P.N. and Usunier, J.C. (2014) International Business Negotiations. London: McGraw Hill. 
Hirst, J. (2017) “Can hotels educate consumers about sustainability?,” Sustainability in Hospitality, pp. 156–178. Available at: https://doi.org/10.4324/9781351285360-10. 
Housden, M. (2018) Marketing Research and Information. Oxford: Butterworth-Heinemann. 
Jobber, D. and Ellis-Chadwick, F. (2020) Principles and practice of marketing. London: McGraw-Hill. 
Kotler, P., Kartajaya, H. and Setiawan, I. (2017) Marketing 4.0 Moving from Traditional to Digital. New York: John Wiley and Sons. 
Kotler, P.T. and Armstrong, G. (2020) in Principles of Marketing. Harlow, England: Pearson Education Limited. 
Lock, S. (2022) Most Popular Hotel Brands UK 2022, Statista. Available at: https://www.statista.com/statistics/951262/most-popular-hotel-brands-uk/ (Accessed: October 27, 2022). 
Marriott Market Cap (2022) Macrotrends. Available at: https://www.macrotrends.net/stocks/charts/MAR/marriott/market-cap. 
Our Earth Day commitment to cut our carbon emissions intensity by 50% (2018) Premier Inn. Available at: https://www.premierinn.com/gb/en/news/2018/world-earth-day.html. 
Ryan, D. (2012) Understanding Digital Marketing: Marketing Strategies for Engaging The Digital Generation. London, England: Kogan Page. 
Smith, P.R. and Zook, Z. (2020) Marketing Communications. 7th ed. London: Kogan page. 


7

image1.jpeg
Prifysgol Cymru
Y Drindod Dewi Sant

University of Wales
Trinity Saint David




