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Introduction
This essay includes a comparison between two of the largest hotel brands in the hospitality industry. The first hotel is the Ritz-Carlton which is awarded for the gold standard of hospitality and the second hotel is Premier Inn which is a much-loved, award-winning hotel chain. The following essay includes the marketing methods and strategies discussion for segmentation, targeting and positioning. The essay content also includes scope of marketing and marketing communication mix and some Covid-19 restrictions and how this affects the both hotels since the pandemic starts. The comparation between Ritz-Carlton and Premier Inn hotels conclude with some recommendations to develop the marketing activities and potential future growth in the hospitality market industry. 
Main body
The operation of a specific firm that permits the transportation of the goods or services of their manufacturers to customers or consumers is referred to as the marketing's scope (Hunt 2021).
The demands and requirements of the customers or consumers are important to marketing.
On the other hand, the scope covers a wide range of topics, including ideas, services, objects, experiences, and more.
Internet marketing, paid advertising, and email marketing are among the various marketing strategy tactics included here (Slootweg and Rowson, 2018).
These tactics are developed to reach as many audiences as possible and to market the brand, the product, or the content.
The Ritz-Carlton hotel is more focus on product innovation, pricing approach and promotion planning. These business strategies help the company succeed in the market and achieve the business goals and objectives. Ritz-Carlton hotel also focus on their customers’ needs offer a full journey including luxury residences, yachts, airfare and car together where easily they can find in the website.
The Premier Inn hotel also promotes various activities for their customers like attracting prices which helps the business with more audiences. 
The marketing mix in this context refers to identifying client wants and desires in order to produce items at prices that satisfy those demands.
The businesses can continue to be competitive in the market in this way (Lahtinen et al., 2020).
There are 4Ps (Product, Price, Place, Promotion) of marketing which the company mainly focuses on. The marketing strategy of Ritz-Carlton analyses the brand with the marketing mix framework which covers these 4Ps. 

Ritz-Carlton Product Strategy – As a component of its marketing mix product range, Ritz-Carlton strives to provide its guests with the best personal services and industry-leading hospitality knowledge so they can take pleasure in the friendly and upscale atmosphere during their stay.
In addition to offering opulent accommodations, private bathrooms, and other plush extras, Ritz-Carlton has worked hard to improve its surroundings, ambiance, and service. The last upgrade offers Yacht collection since 2020. Ritz-Carlton always look forward to something unique in their services and they also come up with unique spa experience for their guests. Frequent Ritz-Carlton guests are encouraged to download the app which allows them to check in before arrival, reserve restaurants, request valet service and even check out.
Ritz-Carlton Price/ Pricing Strategy – As a luxury hospitality chain Ritz-Carlton helping customers creating memories. This is one of the reasons for their target customer segment to involve celebrities, leisure travels, business executives, etc. This brand looks forward to improve to upgrade the services and has successfully maintained a position within the elite class of the society.
Ritz-Carlton Place and Distribution Strategy – The Ritz-Carlton hotel chain has come up a long way in creating a name for itself as one of the premium hospitality brands in almost 30 countries and premium locations in the countries like China, India, Qatar, Japan, Egypt, Spain, Mexico, etc.
Ritz-Carlton Promotion and Advertising Strategy – Ritz-Carlton uses several media channels to promote their services aims to satisfy the guests in terms of products and services (Facebook, Instagram, LinkedIn, YouTube, Tweeter). Apart from the website Ritz-Carlton try to increase their visibility by advertisements in travel magazines. Also, through the app provides vacation packages and reward points involving complementary stay.
Since this is a service marketing brand, here are the other three Ps (People, Process and Physical evidence) to make it the 7Ps marketing mix of Ritz-Carlton.
People - Ritz-Carlton hires staff only from the most elite sectors of the country who are the business persons, managers, chefs and the other staffs. They are trained to serve the customers on the best of their abilities with a high-level standard.
Process – The process goes smooth enough to provide their customers the much-needed comfort during their stay from check in to check out. Ritz-Carlton looking forward to improve the service time receiving feedback from the esteemed guests and try to explore more customers to create a memorable stay.
Physical evidence – Ritz-Carlton offer the state of comfort, art interiors, accessories, quality dishes, etc.
The second hotel brand Premier Inn focuses on 7Ps marketing mix as well. Premier Inn is a British limited service hotel chain. Most of the hotels are based in United Kingdom and they operate in some other countries like Germany for example.
Premier Inn Product Strategy – Premier Inn offer different type of room for different customer. Single, double and accessible (designed for a wheelchair access) rooms to stay for a business meeting or events, Family rooms with king size bed and two pull out of sofa bed for long stay with your friends, parents and children. For parents to keep an eye on their kids, several hotels feature interconnecting rooms.
Hair dryers, free Wi-Fi, Freeview TV, tea and coffee making stations, bars, and restaurants offer additional amenities.
The feedback on Trustpilot, however, reveals that clients have varied feelings about the services they received, with the majority of them rating the experience as poor and the majority rating it fantastic (Trustpilot, 2021). 
Premier Inn Price/ Pricing Strategy – The Ritz-Carlton hotel chain has distinct pricing policies than Premier Inn.
Flex, Semi-Flex, Advance, Standard, and Non-Flex rates are the several categories for rates.
Generally speaking, Premier Inn uses a value pricing strategy to give its clients a lot for their money.  There is a price discrimination strategy as well with lowest rates for specific days of the week - Friday, Saturday, Sunday nights (Premier Inn, 2022)
Premier Inn Place and Distribution Strategy – There are nearly 800 Premier Inn hotels in the UK and abroad, including in Germany, Ireland, Qatar, and the United Arab Emirates (Premier Inn, 2022).
Customers can reserve their accommodations through a website, an app, or a third party like Booking.com. 
Premier Inn Promotion and Advertising Strategy – Premier Inn invest a lot of money on advertising. The hotel is focus on advertising the digital and social media, radio, outdoor, platforms (Facebook, Tweeter, Instagram, Trip advisor). In 2022, Premier Inn plans to spend £20 million on marketing, with a focus on expanding its digital reach (Jefferson, 2021). 
People – Premier Inn has over 35 000 staff work in the hotel and restaurant and they served over 5 million customers every month (Whitbread, 2021). The organisation provides an apprenticeships programme for young people who wants to develop in their carrier and to corporate social responsibility.  
Process – Premier Inn has simple booking process which is very easy. Customers can easily browse the hotel website even the hotel app. The whole process is online and customers can choose their room preferences by selecting the room type and press the book now button.  
Physical evidence – Premier Inn hotel chain has very comfortable king size Hypnos bed, soft pillows, toasty duvets, armchairs or sofa bed and many others. Premier Plus rooms have large desks placed and adjustable chairs.
Generally, this is the comparation between these two hotel chains. The interesting fact is how the pandemic affects the hospitality in 2020. Both of the hotels Ritz-Carlton and Premier Inn have Covid-19 policy and restriction in terms of health and safety standards for their customers and consumers. 
The Ritz-Carlton hotel chain has a safe Ritz journey in their website signed by the General manager Sal Gowili including Covid-19 logo certificate and a commitment to their customers and consumers (Ritz-Carlton, 2022). All the Covid-19 commitments can be found in the hotel website https://www.theritzlondon.com/staying-safe-at-the-ritz/  
The Premier Inn hotel chain has a new enhanced hygiene promise to their customers and consumers. There is an opportunity for booking with confidence and to stay with confidence.
The hotel is more focus on what they are doing to keep safe their team and customers as well (Premier Inn, 2022). All the Covid-19 restrictions can be found in the hotel website https://www.premierinn.com/gb/en/why/cleanliness.html

Conclusion
The above essay includes the comparation between The Ritz-Carlton hotel and Premier Inn hotel chains where the marketing mix with different strategies have been placed. Based on the comparation in this essay some recommendations find place in terms of improvements inside the both hotel business. Recommendation for the Ritz-Carlton is to the management team to give such a client a more personal approach when delivering the product. This may even involve engaging the customers on their preferences. This strategy can help it remain the preferred choice in the market. Premier Inn recommendation is more focussed in digital marketing mainly social media and advertising in more platforms. 
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