A comparison of the marketing methods of two multinational hotel chains











Student Name: Angela Roxana Faina
Student ID Number: 2108333
Marketing Essentials BMIH4005
Deborah Lloyd












Marketing is a "business philosophy that sees customer satisfaction as the key to business success and recommends the use of managerial practices that help identify and solve customer requirements" (E. Hill; T. O'Sullivan - Marketing - 1997)
Marketing ensures the market orientation of all the actions undertaken by the contemporary manager. Marketing is one of the fundamental areas of a company's market activity, in which the marketing mix with its four policies has an important place, which the American professor Philip Kotler considers "the four P".
In this essay will be presented two hotel chains different in many respects Marriott and Premier Inn.
In the hospitality industry, this decision group of the marketing mix is extremely important. Bowie & Buttler(2006) explains that location can be identified as crucial for hospitality marketing decisions.
This group of product mix is responsible for the communication between sellers and buyers. Trough five tools: personal selling, advertising, sale promotion, direct marketing and publicity of the company the promotion plan can be identified (Kolter, 2005).
Premier Inn effectively promotes products in the society trough diverse aspects such as Premier Travel Inn Voucher Codes, promo offers, discount and others. As a tool of online advertising, the website everydaysale.co.uk works together with the company in promoting, some of promotions example are discounts for regular business travellers and groups.
Premier Inn understands its customer needs and provides value in its most useful form - confidently promising a great night's sleep.
The whole service of providing rooms to guests revolves around a good night's sleep. Different pillows are available as it has been identified that not all people have the same preferences when it comes to comfort. All rooms are consistent in colour, furniture and decor and the beds themselves have been specifically tested and selected. In a fantastic example of diversification, the mattresses are actually on sale to customers via a strategic partnership with bed-makers Hypnos.
Premier Inn appeals to the family market segment by holding a 'dad of the year' competition and use social media to promote destinations and new hotels. Along with email newsletters, offers and an excellent website, Premier Inn uses all channels to good effect, with strong brand presence throughout. Lenny Henry, the celebrity face of Premier Inn, even gives some video tips on how to have a good night's sleep.
Premier Inn's strength across all the elements of brand positioning is key to its success. The seamless consistency across all channels and the dedication to the brand premise is something that all brands can learn from. Their constant evolution of the brand suggests excellent market sensing capabilities and that it will continue to go from strength to strength and provide excellent value to customers.

Marriott is an international accommodation leader with more than 3,700 properties and the largest portfolio of brands in the industry. In the 80 years since the inception, and the 50th anniversary of the opening of the first hotel, Marriott has firmly established a culture and tradition of innovation, service and leadership performance.
Through a constantly evolving portfolio of innovative and award-winning brands created to meet the precise needs of the market, Marriott continues to lead in customer satisfaction, owner ownership, and franchisee preference.
Feeding all levels of Marriott are proven, support systems and services that provide the means for individual brands and hotels to operate efficiently and effectively, each contributing to providing a quality global experience to guests.
This is done through a tradition of customer support, exceptional facilities, in-depth local knowledge and prominent loyalty programs - empowering global Marriott brands to continually set industry standards around the world.
As a publicly owned company, it is listed on the NYSE, Marriott International Inc. (MAR) offers the benefits of strong balance sheet, good management and an industry-leading record. The business model, brands, high-ranking leaders, and a Deeply rooted culture service, which places great value on the associates, have formed a solid foundation and a long history.
Marriott’s environmental vision is to demonstrate that corporate responsibility in hospitality management can be a positive force for the environment while creating economic opportunities around the world.
Both in and beyond their hotels, Marriott seeks to take responsibility for the environmental impact of their business operations, focusing all efforts on five key elements of corporate environmental responsibility reducing consumption greening the supply chain, and building greener hotels, engaging the guests and associates, and innovative conservation initiative.
The Covit 19 pandemic has affected the marketing market in all areas, but it has certainly affected the hospitality segment more. Many of the large hotel chains have had to close their doors to their customers and at the same time generate new marketing and rebranding strategies.
The virus knows no borders. This global challenge needs strong international cooperation. (Ursula Von Der Leyen 2020)
Marriott International Inc. it had to close about 25 percent of its 7,300 units globally, of which about 1,000 are in the United States. This also affected the company's team of tens of thousands of employees. (Bloomberg 2020)
Near the end of 2019, MDS started a project to move to a new reporting platform to reduce operating costs, increase efficiency and consistency in reporting for their customers, and improve speed to market. They chose the marketing intelligence platform Salesforce Datorama, part of the Marketing Cloud suite that allows marketers to connect, analyse, and act on data within a centralized system of record. 
The two hotels have different marketing plans and strategies because they are based on different types of customers. Premier It is largely based on the working class and affordable prices for all pockets, while Marriott aims for high class. The two hotels target business class together but differently Premier Inn goes more on average business class while Marriot goes on high business class.
Both have adopted a different but similar strategy at the same time and have managed to reopen their gates to their customers which is true they are more hesitant to travel but are based on the safety promised by the two hotel chains Marriott and Premier Inn.



















Reference list



Kotler, Ph. – Managementul marketingului, Editura Teora, Bucureşti, 1997
news.marriott.com Accessed 17 October 2021
Bowie, D. and Buttler, F. (2006). Hospitality Marketing: An Introduction. first ed. London: Elsevier
Reference: news.marriott.com Accessed 15 October 2021
https://www.zf.ro/business-international/pandemia-de-covid-19-ii-afecteaza-chiar-si-pe-cei-mai-puternici-unul-19096177 Accesed 14October 2021



