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In the age of globalization, it has become necessary for every organization to gain a competitive edge in the market so that they can easily reach the height of their success and gain profit margin. In such cases marketing methods play a very important role. This essay will compare the marketing methods of two multinational hotel chains such as Marriott International and the Premier group of hotels in the UK which as Premier Inn. The reason for writing this essay is to gain an insight on the marketing methods that are used by these hotel chains, and which has made them successful. The principles of marketing regarding marketing approach will also be discussed here in detail with the help of the chosen multinational hotel chains. 
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To explain the marketing methods and create a clear distinction between Marriott International and Premier Inn their marketing strategy has been described thoroughly in this portion. Marriott International is one of the renowned multinational hotel chains which were founded by J Willard Marriott and his wife Alice Marriott in 1927. It provides lodging across the world and operates from more than 7600 properties in 133 different countries (Zhang et al., 2015). At first this company started as a nine-seat A&W root beer stand in Washington, DC but later with their diversity and inclusion approach they have become one of the renowned hotels in the world. This multinational hotel has been chosen due to their core value and strategic approach towards their business. They believe in their most important cultural inheritance which is to take care of their guests and also their health and wellbeing (Nyangwe and Buhalis, 2018). The Premier Inn of UK is a British multinational hotel chain which was first established in 1987 by Whitbread as Travel Inn so that it can compete with Travelodge. After that Whitbread bought Premier Lodge and merged it with Travel Inn which later became Premier Inn. This multinational hotel chain currently has 72,000 rooms and 800 hotels overall and it operates near city centres, suburbs, airports etc. This multinational hotel has also been chosen for mainly their mission statement which is to operate responsibly and sustainably and provide guests with quality and affordable hotels (Lock, 2021b). 
Marketing can be described from the perspective of the American Marketing Association (AMA) that says that it is an activity and process to create and deliver offerings to the customers which have a certain value to them. Thus, it stresses on offering a product or service which satisfies the customers to a huge extent. The Chartered Institute of Marketing (CIM) also states that customers need to be satisfied regardless of the products (Varadarajan, 2015). This definition of marketing can also be used to explain the marketing choices which have been made by the Marriott group of hotels and the Premier group of hotels. 
During the pandemic Marriott International has engaged and implemented marketing choices to strengthen the customer base. Nowadays work-from-home (WFH) has become the new normal, but it also comes with certain challenges. Marriott international has implemented an online platform where they offer day pass, stay pass and play pass packages for customers who seek for one day stay in this hotel. Customers who also want to stay for a couple of days just to have a change of scenery can also avail the packages. This multinational hotel has made the standards of cleanliness and hygiene so high that customers come here to book a longer stay in this hotel (Mazen Alomari, 2017). The marketing approach of Premier Inn UK can be described with the 4Ps of marketing mix that states it has made the life of customers comfortable by providing them diversified mattresses, the price of their rooms per day is higher than their competitors which show the quality and high standard of hotel services. The managers of Premier Group of hotels make sure that they advertise their hotel through various multinational channels so that customers can be aware of their high standard. Apart from this the multi channels effort of this hotel is their strength as customers can book a hotel in premiere Inn via phone, website, or app (Johnson, 2014).
The current market position of Marriott International is that it has 30 brands, and it operates from 7000+ properties. All the hotels of Marriott group are spread in 133 countries (Lock, 2021a). The Premier Inn on the other hand has over 800 hotels and almost over 72,500 rooms which are spread in great locations of the UK (Lock, 2021b). 
The marketing strategy that is used by Marriott International can be explained by the 4ps of marketing mix. Their core product is their hospitality services and all of its brands such as Ritz Carlton, Sheraton, and Renaissance etc provide comfortable stays for their customers. They also have power in the pricing strategy now which aims to provide satisfactory services to the customers which exceed their expectation of the price they pay (Pratap, 2015). For the place and location Marriott International uses a distribution strategy which has enabled this multinational hotel to be placed at major cities and towns of a country. The word-of-mouth promotion has played a significant role in making Marriott International one of the successful multinational hotel chains. But other than that, this hotel recently opted for online digital platforms to promote their services through their websites and different social media channels such as Facebook, Twitter, and YouTube etc. The marketing campaign, advertisement programs and Bonvoy campaign also promote their travel and stay programs which engage the customers (Spechler, 2017). Premier Inn UK on the other hand mostly appeals to the family market segment and it targets traveller’s and backpackers. This multinational hotel chain also uses social media platforms along with newsletters, email marketing etc to promote destinations and new hotels. This hotel also uses those digital platforms that have a strong brand presence. Other than that, it has tied up with Google Hotel Ads where they can easily reach customers and capture high quality traffic by enabling direct bookings on their websites. Thus, this multinational hotel makes sure that their hotel ad appears whenever customers are surfing for hotels on the internet (Ghandour et al., 2015). 
Marriott International has taken marketing strategies in regard to sustainability and green messages. According to some reports it has decided to contribute 15 hours volunteer work in community engagement services. 50% of their total volunteer work will be given to children and youth to increase their employability chances and skills. They have also taken various marketing strategies to reduce the environmental footprints by 50% before the year 2025. They have made strategies where the water, carbon and food waste will be reduced, and the utilization of renewable energy will be increased by 30% before the year 2025. The hotel chains have taken initiatives that promote green messages such as there are recycle bins in every one of the Marriott hotels, the regular light bulbs are replaced with fluorescent bulbs, recycled papers are also used here etc (Bethesda, 2020). This has made the customers satisfied over the years. The Premier Inn has implemented a “Forced for Good” sustainability program which focuses on opportunity, community, and responsibility. It aims to provide training and development to the employees so that they can increase their opportunities in achieving success. It has made sure through fundraising and volunteering those guests are provided with utmost care so that their health and wellbeing can be retained. The marketing strategy also focuses on driving down the emissions rate so that the environment can be protected. Green gas is also used in Premier Groups of hotels in the UK where renewable energy is most preferred (Boyers, 2020). 
During the uncertainty of Covid-19 pandemic Marriott International has strategized them to fight against the pandemic. They decided to provide$10 million worth of hotel stays to the healthcare professionals who were fighting day and night against the pandemic. They also included 24 hours cancellation fee waivers where customers can cancel pre-booked arrangements within 24 hours. They have launched the Global cleanliness council so that higher standards of cleanliness can be retained within this hotel. Customers are also not allowed without face masks or globes (Pinedo, 2020). Premier Inn on the other hand has stated Premier Inn Clean Protect hygiene program to retain the health and wellbeing of their guests. They have partnered with Diversey which is a hygiene product supplier company to clean this hotel thoroughly. This has ensured the customers that they can book and stay in this hotel with confidence. They encourage customers to maintain a distance between them and they have also sprayed all of their products with antiviral sanitizing spray. Bed linen and towels in this hotel are thermally disinfected with a high temperature and the teams in this hotel are also provided with protected equipment such as aprons, gloves, sanitizers and masks (Premier Inn, 2021). 
[bookmark: _Toc84607684]Conclusion
Marketing strategies are important in conducting the business regardless of the fields. But these marketing strategies change due to the circumstances however they always focus on the betterment of the society and the environment. Without proper market strategy any company from various industries can face complications and they also might have to shut down their entire operations due to lack of planning. This essay has shown the marketing methods of two multinational hotel chains such as Marriott International and Premier Inn UK. The marketing choices, position and current marketing strategies have been thoroughly described in respect to the chosen hotels in this essay. Also, the sustainability goals and green messaging initiatives of both the hotels have been addressed here. Furthermore, this essay has also provided information regarding how both of these hotel chains have positioned themselves during the pandemic. The successful completion of the essay has provided readers with the knowledge of marketing methods that can be utilized in the future marketing concepts. 
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