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The marketing essentials consists of the products and services that are in present demand and capable of catering the needs of the customers, and tends to choose marketing strategy and communication that would provide standard products and services (Tresidder and Hirst, 2012). The essay focuses on the comparison of the marketing methods of two multinational hotel chains. For the purpose of comparison Marriott International and Premier Inn will be taken into consideration. The essay deals with marketing choices dealing with the two chosen hotel chains along with their present marketing position. The different marketing strategies used by the hotel chains and the considerations taken into account regarding sustainability and green messaging will be discussed. In addition, the message that has been conveyed by the above said hotel chains to the customers will be discussed. 
[bookmark: _Toc85459352][bookmark: _Toc85459494]Main Body 
The Marriott International was established in 1993 by John Willard Marriott. The headquarters of the Marriott International is located in Bethesda, Maryland. It is considered as the largest hotel chain in the world which has the most number of rooms available.  Marriott offered online reservation in 1995 for the first time and in the same year it acquired 49% share of the Ritz - Carlton Hotel Company.  In 2007, Marriott International was the first hotel chain that was able to serve the food which was trans fats free. The company announced expansion of the hotel chain in Asia in 2012. Premier Inn is the largest hotel brand in the United Kingdom, and it is a British hotel chain. The hotel chain operates its activities in different locations of the world. The Premier Inn was established in 1987 by Whitbread as a Travel Inn. 
The Marriott International previously used an offline approach to deal with the customers and market their products and services. With time the hotel chain has shifted its focus to adopt an online approach and has become more digital for the marketing process (Simões, 2021). Marriott International has come up with a marketing campaign which has achieved success as well in regards attracting the attention and intention of the customers towards their services and products. The engagement of the hotel chain with the customers has influenced the customers positively and led them to grow in the business world. The Premier Inn acquired 70% of the total earnings of Whitbread in 2009. By the year 2020, the company has planned to run 85,000 rooms in the United Kingdom.  Premier Inn had adopted commercial plans that would increase the status of the hotel chain in regards to tempt the leisure customers and brand travelers. They have considered four aspects for focusing on sales activity, advertisement, premier offers and expanding the reservation distribution. In addition, the websites are able to attract three million visits on a monthly basis. The hotel chain has been able to develop a 267 bedroom budget hotel at Stratford (Paurva, 2019). 
The Marriott International has become one of the leading hotel chains across the world. It has outranked the sales revenues of the other leading companies of the hospitality industry. In 2020, the average daily rate of the Marriott International is 151.51 US dollars. In the same year, Marriott International was able to capture 39.6 % of the share in the Asia Pacific Region (Simões, 2021). The number of hotels has exceeded 7500 in 2020. Premier Inn has been able to hold its position even after the pandemic situation and have accelerated the growth opportunities. The hotel chain is standing with 72 hotels with a strong position and providing outstanding performance as well. The percentage of sales performance of the Premier Inn is 8.9% and occupies a market share of 11.49% in the United Kingdom hotel market. 
The marketing strategy of Marriott International scrutinizes the brand with the help of a marketing mix which includes 4 P's of marketing mix such as product, price, place and promotion (Galindo-Henriquez, 2018). It has basically divided its products into three categories namely, core, augmented and actual. These products include services such as hospitality management, hotels resorts, lodging and so on. The pricing of the Marriott is done keeping in mind to serve the customers with the right product and right price. The pricing is done in a way that can maintain the value and brand image along with extracting maximum revenue (Nyangwe and Buhalis, 2018). The hotel is located in more than 100 countries as well as across the cities such as airports, central market etc which helps to attract the customers. It has adopted a mix strategy channel as well for reducing the cost and increasing speed. It mainly focuses on digitalization when it comes to promotion of the product and has created a website to present the products and services in a detailed way. Video, advertising and campaigns are also used for promotion purposes. The Premier Inn uses 7P’s marketing strategy. The product of Premier Inn mainly focuses on the pillow and the furniture which would provide comfort to the customers. The prices are charged on the basis of the time and location and it charges a low price comparatively (Bowie et al., 2017). The promotion of the hotel is done by the employees themselves as they are well aware about the company. Since it is located in the busy areas and at the center of the city, they are able to attract the customers quite well with a portfolio of 670 hotels. The people provide a good experience to the customers and make them feel valued and satisfied. When it comes to process it always provides transparency and flexibility as well. Premier Inn always performs their work with dedication and provides a clean and healthy environment which is reflected by their brand image and helps them to achieve success (George, 2021). 
Marriott International attains sustainability by lessening the creation of carbon emission and reducing wastes (Stefanowski, 2019). The hotel chain adopts different advanced technologies for planning, implementing and communicating with others regarding the operation of the activities so that climate related risks can be reduced. It takes proper steps so that the use of water and energy can be managed. These matters are looked upon so the hotel chains can operate their business activities better and at the same time the society is also benefited with the same (Simões, 2021). The Premier Inn aims to move toward zero gas emission and greenhouse in all the hotels. The hotel chain uses renewable energy and invests in appliances that would emit less gas. Along with this the hotel installs solar panels across the estate to support the use of renewable energy. It is taking all the measures for safeguarding the sovereignty of nature and maintaining a green environment in the community (Yusoff and Nejati, 2019).  
Premier Inn has come back to television to convey its message to its customers to Rest Easy so that the travelers can be assured that they are comfortable and safe. Marriott International asks its customers to stay safe and take care of them in order to ensure that the lives of the individuals are safe and they lead a healthy life (Smith & Zook, 2020). The values and guidelines provided by the WHO must be followed so that the pandemic challenge can be overcome and all can lead a healthy life as before. During the pandemic situation, the condition of all the hotels was very bad and many shut down as well.  The hotel tried to serve the customers with online services by taking care of their health and safety measures for all. 
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To conclude, comparison between Marriott International and Premier Inn has been taken into consideration to gather information about the marketing methods adopted by them. The historical background and the present market position of both the hotel chains have been discussed. Marriott International uses 4P’s marketing mix strategy whereas Premier Inn uses 7P’ marketing mix strategy. Due considerations have been taken into account regarding sustainability and green messaging by the Marriott International and Premier Inn. Further, the message that has been conveyed by the above said hotel chains to the customers have been discussed as well. Marketing functions play an important role in promoting the products and services along with the advertising of the same. The hotel chains can take the help of the different marketing strategies for achieving success in the business in the due course of time. 
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