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[bookmark: _Toc85762849]Introduction
The concept of marketing is not limited to promotional activities. It's a vast concept that includes creating, communicating and innovatively delivering offerings for sustainability. Effective marketing strategy is needed while it comes to operating multinational hotel chain businesses. The essay has been conducted to highlight two multinational hotel chains (O'Fallon and Rutherford, 2020). The chosen organisations are Marriott International and Premier Inn, the two largest companies of different countries dominating the hotel industry. 
[bookmark: _o1xk83lvpe07]

[bookmark: _4qwhlgedxkzs][bookmark: _Toc85762850]Company Overview
Marriott International, Inc is a public limited company that operates its hotel franchising, licensing, residential properties worldwide. The main subsidiaries of the hotel business are Marriott hotels and resorts, le Meridien, Sheraton hotels and resorts etc. The predecessor of the hotel chain is known as Marriott Corporation in 8484 locations. The organisation has adopted the latest marketing approaches and brought innovative ideas to keep up with modern technology. It's also noted that Marriott International first started an online service for hotel booking. 
On the contrary, Premier Inn is the largest hotel brand in the United Kingdom. This is a private limited company, and the organisation's parent is Whitbread plc (Kirkpatrick and Russ, 2020). The location selection process of Premier Inn plays a vital role in the success of the hotel. These hotels are mostly located near airports of different countries, making it easier for the customer to reach. The organisation has merged with Travel Inn to improve its marketing and advertising strategy to attract a larger customer base. 
The reason for choosing these organisations is to compare the largest hotel chain organisation generated from the world's most influential countries. Their method of marketing operation seems almost similar, but due to some differentiation, these two competitors managed to hold their dominance in the hotel industry (Inglis, 2018). Therefore, comparing these two hotel chains, which have almost equal market positions, will provide more detail and a sharp idea of marketing strategy regarding the hotel industry. 
[bookmark: _kpcbf3l39bfp][bookmark: _Toc85762851]Marketing Choices and Directions 
Business organisations now have been more intrigued by competitive advertising. Competitive marketing showcasing ideas creating goods and products in a tremendous market where brands contend with one another, and there are no overwhelming brands with a tyrant position on the market lookout. In competitive marketing, businesses measure their level in the market as indicated by the resources, capacity and limit.
In hotel chains and networks, the organisations accomplish an upper hand or advantage in the market by guaranteeing differentiation from each other's services (Doswell and Nailon, 2018). Differentiation tries to show the market gaining strategies where clients can pick one item or brand. Hotels buildup differentiation market procedures by promising solid and reliable support to their clients with proper security, wellbeing and private plans also.
Marriott International works its administration as a franchisor and gives licenses to hotels and private properties. So, they direct their promoting procedure by embracing differentiation where they deal with comparable brands by ensuring service to the clients. They provide services like customised courses of arrangements to contend with so many hotel chains worldwide. Their visitor reservation and service are created with their resources and their benefit each year around the world. Hence, they deal with a Systematic fund to use the asset for the appropriate showcasing of marketing techniques for a proficient service in the market.
Premier Inn has been following similar options as Marriott International for its advertising technique (O'Fallon and Rutherford, 2020). They have given such a lot of work to foster their image in a competitive market by ensuring the overall quality in the USA and different nations, focusing on individual help for accommodation. They have extended their support of the air terminal region, metropolitan sides of the nation, and college regions so clients of each segment can be engaged with their service, and along these lines, they have set up differentiation as their centre showcasing marketing strategy.

[bookmark: _a1m0hpfsg21m][bookmark: _Toc85762852]Current Market Position 
Effective marketing positions take various steps. The organisations first segment the market into smaller sections and then select the targeted audiences. Every organisation's goal is to obtain a strong market position.  Both Marriott international and Premier Inn have similar strategies for strong brand positioning. Their market positioning strategies are established for gaining competitive advantages (Pride, Hughes and Kapoor, 2020). These include human resources, promotional strategies, quality service and so on.

Marriott International targeted its audiences demographically and geographically. Their targeted audiences are mostly high-income people. They have established a distinctive brand image for their strong brand positioning. The organisational market positioning strategies differ from one country to another. Marriott International highly believes in cross-cultural communication to ensure the productivity and efficiency of the employees and attract the customer base. The organisation has given licenses to particular residential properties and enjoys a loyalty commission under its supervision. As a leading multinational hotel industry, the organisation also contributes to CSR and provides benefits to the youth. All of these activities together made it possible to achieve a distinctive brand image thus strong brand positioning.

Premier Inn uses a value proposition for its strong brand positioning (Torrington and Hall, 2019). The promotional strategy is always innovative, which makes it easier for the organisation to keep audiences interested. Customers can book their hotel service at the best deal through the website, making it easier for the organisation to grab more customers. One of the organisation's bold steps for strong brand positioning is comparing its brand offerings with other brands. This convinces the customers to take their service, and the brand also grabs the customers' attention. Attractive attributes regarding the brand's multinational hotel chain always pop up through digital promotion, enabling it to reach more customers worldwide. The hotel chain organisation also provides employee-friendly working environments to its freshers, for which it also comes on the top priority list of the youth. 
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Every organisation establishes their marketing strategy for ensuring long-term sustainability in the marketplace. While it comes to a hotel business, the service is the one that differentiates the organisation from others (Kirkpatrick and Russ, 2020). Gaining competitive advantages is also essential for both hotel chain businesses, and both organisations successfully manage to do it. 
The marketing strategy of Marriott International is based on retaining skilled employees who will be able to handle each type of customer with excellence and provide premium services to them. The hotel has maintained its reputation for decades, for which it has become the first preference for business conferences, tourists etc., all of these task heavy maintenance costs. The marketing strategy of Marriott International could not shine in the recent two years due to the Covid-19 impact. But as the situation is cooling down, the company is managing to come back by adopting appropriate safety measurements for its clients and customers.  

Premier Inn increased its brand value by increasing the quality of its services day by day. Their marketing strategy is demonstrated for connecting with the customer more deeply. However, Premier Inn differentiated its service from its competitors (Kirkpatrick and Russ, 2020). The company adopted intense promotional strategies to let the customers know about the safety measurements regarding health and safety. Also, their other strategies are more customer-centric. 

[bookmark: _5wl4iqo8zakm][bookmark: _Toc85762854]Marketing Consideration regarding Green Messaging and Sustainability 
Every organisation aims to solidify its brand image in future. Each industry is highly growing due to technological advantages all over the world. Which have made a visible and significant impact on climate change. Therefore, most of the influence organisations taking initiatives for 
Diminishing the effects of climate change in various ways (Doswell and Nailon, 2018). Renewable energies, waste management, are taking place. Likewise, Marriott International and Premier Inn are also contributing to green messaging and sustainability.
Marriott international successfully brought changes in technology uses which generated less carbon emission. The organisation also uses renewable energy and recycling, which helps to reduce costs in some aspects. 
The most innovative change premier Inn brought in their market strategy is their data tracking system. The organisation successfully developed a global environmental management database to track down the amount of waste management process.  

[bookmark: _evrru4ef4z1l][bookmark: _Toc85762855]Marketing Message Regarding Covid-19 Effect
Marriott International has promoted its special promotional activities considering the reality of keeping up with security measurements because of the pandemic  (Doswell and Nailon, 2018). They have made a new commercial where the tourists and customers are urged to go for vaccination and security measures, and this additionally contains the consequences even if the measures are not taken cautiously. 
Premier Inn had likewise evolved strict guidelines for allowing vacationers and clients who are vaccinated.  They have advanced their service on different online media and digital stages, communicating and introducing the safety standards they have taken.


[bookmark: _10jz84oakicn][bookmark: _Toc85762856]Conclusion
Hotel corporations are deeply identified with clients' wellbeing and security, which is why Marriott International and Premier Inn have designed viable marketing procedures. They have focused on forestalling Covid-19 as this pandemic has badly influenced the hotel business and enterprises. One of the significant factors to acquire a competitive advantage in this hotel business market is to follow green marketing initiatives. When the clients see their concern about natural resources and how to keep them lively, they will be more rooted in the reality of safety and quality help from these hotel chains. Besides, this will give them a supportable as well as a sustainable environment


[bookmark: _485w51zdvvp6][bookmark: _Toc85762857]References
Cavusgil, S., Knight, G. and Riesenberger, J., 2020. International business. 2nd ed. Harlow: Pearson.
Doswell, R. and Nailon, P., 2018. Case studies in hotel management. 5th ed. London: Barrie and Jenkins.
Gee, C., 2017. International hotel management. 4th ed. East Lansing, Mich.: Educational Institute of the American Hotel & Motel Association.
Inglis, F., 2018. The Culture. 4th ed. Cambridge: Polity.
Kainthola, V., 2019. Principles of hotel management. 2nd ed. Chandni Chowk, Delhi [India]: Global Media.
Kirkpatrick, C. and Russ, F., 2020. Business. 3rd ed. Chicago: Science Research Associates.
Middleton, J., 2020. Culture. 2nd ed. Oxford, U.K.: Capstone Pub.
O'Fallon, M. and Rutherford, D., 2020. Hotel management and operations. 3rd ed. Hoboken, N.J.: Wiley.
Pride, W., Hughes, R. and Kapoor, J., 2020. Business. 3rd ed. Boston: Houghton Mifflin Co.
Torrington, D. and Hall, L., 2019. International hotel management. 1st ed. London: Prentice-Hall International.
1
