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Essay
Organisations should choose different marketing methods based on their current operations, market trend, target audience, competitors position etc. which will help to increase the sales growth and fulfil the goal of wealth maximization (Hofacker, 2012). Sheraton Hotel & Resorts and Premiere Inn are the two multinational hotel brands and they have followed different marketing methods to grab a higher position in the marketplace which will be described here. The parent company of Sheraton Hotel & Resorts is Marriot International and this semi-luxury hotel chain operates its business in 463 locations. Premier Inn is a chain hotel owned by Whitbread PLC and operating its business in 800 locations (Conejo, 2013). Marketing strategies & methods, market position, changes happened during COVID-19 etc. are illustrated in this essay based on this two multinational hotel brands. 
Sheraton has a goal to increase its market share from 23% to 30% through opening business in new locations, improve its services through analysing the market trend & competitors position and digital marketing approaches for increasing the percentage of guest's number and profitability growth which is currently 17% (Elman oğlu Bağırov, 2021). It had incurred a loss of $5 million in the COVID-19 period and it had made a recovery plan for two years to survive in this situation and improve the services to increase its sales. It had provided special services and disount for the local guests after the lockdown and had successfully recovered from the losses through taking appropriate marketing strategies (Chesbrough, 2020). Sheraton has invested $100 million in a marketing campaign named 'Where Actions Speak Louder' to attract the target audience and increase the brand value of the organisation through advertising in TV, newspaper, Facebook, You Tube and AOL. On the other hand, Premier Inn gives more focus on digital marketing than traditional marketing and it gets more than 60% booking through online in which 30% booking is done through website (Morris, 2021). It has invested $12 million for a TV campaign by Lenny Henry which turns into a very successful promotion to build value among the consumers and the number of booking in hotels is increased. It had incurred a huge loss in the COVID-19 period and more than 5,000 employees lost their job due to the pandemic (Sampetua Hariandja, 2021). It had made strategies to recover from this situation like making strategies for the local guest's, improve technology, collecting guest feedback to improve services etc. In both organisations, online booking was increased during COVID-19 period as people found it more convenient and this online booking system increased the visitors rate by 13-15% which has a major impact on revenue. Like other hotels in UK, Sheraton and Premier Inn had made a recovery plan to offset the losses during pandemic and provides various special services to attract customers. 
Sheraton has segmented its customers based on different criteria like demographic, geographic, income, age etc. and targeted the business & leisure traveler to increase their sales and profitability growth. It provides luxury and comfortable services to the customers that will increase customer's satisfaction and will help to increase the brand value of the company than the competitors. Pacelin is a strategic partner of Sheraton who works with Sheraton to expand the market in Atlanta which will attract more customers and the contribution of tourism sector in GDP will be increased (Sajdak, 2013). It makes various strategic planning to increase the market share in the UK which is 9% currently and it has a profitability growth of 9% in 2022 but it suffers from attracting new customers due to lack of promotional activities. On the other hand, Premier Inn segments the market in business travelers, families looking for accommodation and leisure travelers and its target market is travelers and backpackers. It focuses on the comforts and quality to position itself as a best budget hotel chain in the UK and makes reasonable pricing strategy for the lower level people such as guests can book room starting from $29 (Avi, 2021). It has earned a profit of $40.5 million in 2022 but the management research that overall cost will be increased due to the war between Russia and Ukraine. It doesn’t have any loyalty scheme like Sheraton for which customers can't get discount through using points but it provides special discount such customers can get 15% off in the October month through using the voucher code. The company has made strategic partnership with Business Travel Association (BTA) to improve TMC technology & solutions and increase the customer's satisfaction by getting a better experience which will improve the economic growth of the country (Tombs and McColl-Kennedy, 2013).
Sheraton hotel provides different services like accommodation, spa, gym, free WIFI, good food etc. with premium pricing strategy and it often uses market penetration strategy for attracting target customers. It makes strategic planning for sustainable development and green environment to protect the environment against climate change such as its sizeable solar panel on the roof increase sustainability and renewable energy solutions. It has different kind of activities to make the environment sustainable such as reusable products, recycling, reducing plastic waste, using LED light etc. According to the social & environment policy, Sheraton has made a goal to reduce its carbon footprint by 40% by 2025 which will increase brand image of the company as well as it can increase its market share. It has used automated services like online booking system, TUG robots etc. which helps to reduce uses of paper and help to fulfil the goal of sustainable environment according to ESG policy. Like Sheraton, Premier Inn has made strategic planning for sustainable development and green environment to protect the environment against climate change such as obtaining net zero carbon emission goal by 2040. Premier Inn has used 100% renewable energy in the hotels of UK and Germany and it has followed 'BREEAM' standard for constructing new buildings (Chan and Han, 2014). It has invested around $50 million in the green energy for fulfilling the goal of sustainable development and the 'force for good' policy is made to reduce carbon footprint which is divided into three key pillars such as opportunity, community and responsibility. It focuses on providing best services to the customers such as providing family rooms at discount, suit rooms, bathroom, double bed, free WIFI, remote control TV etc. and charges both luxury and reasonable prices. Its sustainable development program and CSR activities increase its brand image among the customers that help to increase the number of both local & foreign visitors. Both Sheraton and Premier Inn has taken various plans for sustainable development & green environment that will help to protect the environment against climate change and increase their brand image (Nadia, Beatrice and Atour, 2019). Both the hotel chains have tried to reduce unnecessary plastic waste and reduce their carbon footprint by 40-50% by the year of 2025 according to the UN sustainable environment policy (Mosier and Ruxton, 2021).
Sheraton has to increase promotional activities through analysing the current market trends & consumer behavior for which it has to increase the amount for promotional activities in budget which is 3% of the revenue currently. It has to provide some convenient services with lower prices and the services should be faster & well-organised. Research team should analyse the market properly to understand current trends, understand the changes and to find the way for increasing market share (Ponomarenko and Vinnikova, 2019). Premier Inn should provide more facilities to the employees so that they will be motivated to provide better services to the customers to increase customers number and the number of repeat customers. Both the hotel chains should improve the security system to protect organisations and customer’s data that will enhance its value to the customers and the data will be protected from hackers.
Sheraton and Premier Inn are the two multinational hotel chain brands who provides best services to the customers for gaining better brand image, customer’s value and profitability growth (Rahimi and Gunlu, 2016). Sheraton has 463 hotels where as Premier Inn has 800 hotels and the net income & profit margin of Premier Inn are higher than Sheraton but both the organisations have high brand & market value (Gheribi, 2018). Both the organisations should improve its marketing methods & give more focus on digital marketing to attract a large number of visitors and gain competitive advantage in the marketplace. 
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