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This essay is meant to provide an overall view of two of the world's most prestigious hotel businesses, Marriott and Premier Inn, through the lens of their marketing policies, and by delving into the strategies with which they run their companies.
 
Marriott made his debut with an interesting history from 1927, worth a novel. The family whose name has risen over the centuries, started a cold beer business that, due to selflessness, emotional investment, and implicit financial backing, imposed a profitable rise in world notoriety. (Marriott. B, 2007).
Premier Inn is launched by Whitbread, a company that originated in 1742 with a heritage comparable to the Marriott chains but told through the lens of a beer business. Together with two of his companions, Samuel Whitbread sets the groundwork for this enterprise, whose popularity grows over the decades. (Mathias, 2004).
Through its 30 international brands, Marriott, known for its reputation as one of the world's major hotel companies, covers and targets most age groups, socioeconomic, professional, and cultural backgrounds. The notable difference between Marriott and other hotel chains, which gives it a competitive advantage, is provided by the active rewards programme Marriott Bonvoy, boosting it via uniqueness with a vast and diverse array of participating hotels, addressing travel planners with additional freedom due to the 7,000 participating properties globally. Pursuing the objective of continuing at the forefront of competitiveness, it views the strategy as a "spirit to serve our communities." CSR provides the adherence necessary by the parties involved (Marriott Bonvoy, 2022).
Premier Inn, listed as the largest hotel brand in the UK, has diversified influence over key cities, suburbs, and airports, near universities or major tourist destinations, and is a budget chain hotel segment that targets different customer categories. In addition to its primary competitors in the same hotel market, Holiday Inn, Easy Hotel, and Ibis, it faces stiff competition from Marriott. (Gowrea, 2022).
Even though Premier Inn does not have a loyalty scheme, activating under the slogan "We’re all Inn this together" is unique in the way it builds its renowned image over time. The "kid-friendly and bike-friendly image coupled with free Wi-Fi 24/7" has been an exceptional selling point for the Premier Inn. The British Travel Awards 2017, seven years of continuous "Best UK economy hotel brand", knowing an eloquent development to the detriment of its competitors, offering superior experiences to the clients, determining the intense profitability of the shareholders' capital. (WHITBREAD, 2022)
Through the diversity of hotel types, Marriott targets customers and generates segmentation to create a unique marketing strategy to attract them, placing a strong emphasis on digital marketing. They update promos, engage with consumers, and handle and discuss customer complaints across all major social media channels as part of their marketing plan. (Mobile app by Marriott, 2022)
Marriott’s basic principles consist of putting people foremost, achieving distinction, implementing change, and behaving with veracity, all of which are mirrored in its distinct marketing approach. Short-form video material is preferred by Millennials and Generation Z, with predominantly user-engendered content on social media platforms such as Instagram, TikTok, and Snapchat. According to millennials, "User-generated content (UGC) is more remembered, impactful, trustworthy, and a good sign of brand quality." Marriott's "Always-on" marketing strategy was just what the millennial age needed. (Socialtables, 2022)
 
In contrast, Premier Inn is a limited-service hotel chain that is segmented into two units, one for business and the other for leisure, and is advertised on social media channels and has its own app, making it easier for clients to contact the hotels. Its marketing mix includes a significant amount of digital and traditional marketing promotion, investing in publicity on out-of-the-door, print, radio, and social media channels. However, the Premier Inn Facebook page has around 325,000 followers and the Instagram page has just over 22,000 followers. This may demonstrate that they should invest more in the social media promotion strategy. (Rahman, 2021).
Since the Marriott company's inception in 1927, its marketing methods have thrived. Bill Marriott (2007) writes on his blog that his mother, the company's founder, was the first chef to cook in a hotel setting to consolidate his business at the time. According to Forbes, an American business publication, her descendants arrived in 1995 to drive marketing methods to become the first hotel chains to support online bookings. (Bossy, 1998)
Currently, they are developing marketing strategies that allow them to do so through M Live Studios, a type of consumer-based marketing that analyses social media activity and the brand's exposure across several channels in real-time and promotes social media involvement. M Live Staff may personalise the experience even further by giving something unique to the guest, and their marketing approach is the essence of customer-centric. (Socialtables, 2022)
It is worth noting that the cold beer business has changed. On January 16, 1957, the company opened its first hotel in Arlington, Virginia, subsequently following many others as part of Marriott Corporation. The company's remarkable expansion caused it to re-signify its strategy in 1993, dividing it into two companies: Marriott International, Inc., which franchises and leads hotels, and Host Marriott Corporation (nowadays Host Hotels & Resorts), which owns properties.(B. Marriott, 2019)
Internationally, the company presently runs 30 brands: Luxury, Premium, Select, Long Stay, and Collections, each having its own afferents. (Marriott, 2022).
In comparison, Whitbread is a British global corporation with a history of almost 275 years, of which the Premier Inn chain is a part. The organisation is building a "Force for Good" strategy that is separated into three pillars: opportunity, community, and responsibility. They are led and understand the necessity of making decisions that will benefit the business, the visitors, and the world around them, which has earned them a fantastic reputation.
Whitbread launched Premier Inn as Travel Inn in 1987 as a competitor to Travelodge. In 2004, it acquired Premier Lodge and merged it with Travel Inn to establish the present firm, subsequently abbreviated to "Premier Inn" in 2007. Following the Whitbread company's strategy, Premier Inn contributes 70% of Whitbread's earnings, standing out as the first major budget hotel chain in the United Kingdom to advertise on Primetime television (WHITBREAD, 2022).
As an integral part of the Whitbread family, the interest in protecting the planet is a major priority for Premier Inn. In the spirit of charity, being a force for good at the heart of everything they do, they donate the surplus food to the communities, and as a consequence of the tragic events in Ukraine, they commit to donating at least 500,000 pounds. In addition, in honour of Earth Day, Premier Inn completed an industry-leading agreement to reduce carbon emissions by half by 2025 and up to 88 percent by 2050.The whole thing is part of Whitbread's sustained effort to progress a science-based carbon target.
Furthermore, aware that their business affects the environment, they are responsible for the people around them, strive for high goals in the industry through the program to reduce the impact on the environment, and respect human rights by rewarding employees who have made remarkable contributions in their chain. (PremierInn,2022).
At the other end of the spectrum, Marriott, conscious of its expanding global presence, is looking at how to act responsibly, striving to reduce the negative impact on the environment. Integrating sustainability into the chain and mitigating climate risks minimises the footprint on the environment, manages the use of water and energy, reduces waste and carbon emissions, and increases the use of renewable energy. (2019, Marriott International)
With the desire to protect its environment, help the members of the housekeeping team and build customer loyalty, it implements the "Make a Green Choice" program, a campaign which it later abandons because of the COVID pandemic. (Schlappig, 2020).
The COVID pandemic jolted the world in March of 2020, and as a consequence, both Marriott and Premier Inn have redesigned their strategies for marketing. As the hotel industry and hospitality have been severely affected, being forced by circumstances to close most of their hotels and restaurants, both Marriott and Premier Inn have complied with and implemented pandemic protection measures, according to information distributed on their official websites (Marriot, Premier Inn, and Whitbread).
Moreover, the Premier Inn, acting in the spirit of God's strength, took decisive action to protect their team and guests by opening thirty-nine hotels to accommodate the NHS and essential staff, giving clients a full refund for any cancelled reservations, and additionally donating approximately 200 tonnes of food to charities (Whitbread, 2022).
At the same time, Marriott is taking a stand by stating that it wants to maintain its loyalty system by extending elite membership until February 2022 without requalification. (Ewen, 2020).
Currently, the protection measures due to the pandemic COVID have been considerably relaxed, according to GOV.UK (2022), allowing greater freedom of movement and breadth in the approach of the new strategies due to the travel consumer's desire, which probably allows these hotel chains, Marriott and Premier Inn, put under footprint glass to relaunch their own strategies in the near future.
Finally, it may be concluded that two prominent hotel chains, Marriott Hotels, and Premier Inn (founded by Whitbread), with a similar debut history and heritage from different centuries and regions of the world, have had a spectacular debut over time, gaining international fame by active involvement, sustained work, and well-defined marketing strategies.
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