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A comparison of the marketing methods of two multinational hotel chains


[bookmark: _Toc72860234]The two well-known international hotel companies "Marriott International" and "Premier Inn" are the inspiration for this article. These two upscale hotel brands' marketing decisions and strategies will be covered in this article. Positions they now have in the market, sustainability, and environmental themes. The last section of this article will go into Marriott International's and Premier Inn's marketing efforts during the Covid-19 epidemic (Zhang, et al, 2015).


An introduction to hotel brands considers that "Marriott International" is an international American hotel chain that was established in 1927 and is based in Maryland. The biggest hotel chain in the world, "Marriott International," has more than 140000 hotel rooms. There are now 121000 people working at "Marriott International." It aspires to provide the greatest hotel experience to the customers and to expand company globally (Mazen, 2017). The Premier Inn is the biggest international hotel chain in the UK, "Premier Inn," was established in 1987. Currently, "Premier Inn" operates 800 hotels with more than 72,000 rooms in many nations. Other than the UK, "Premier Inn" operates in the UK, Ireland, Germany, India, the United Arab Emirates, and other nations. It seeks to become the biggest hotel chain in the world and to provide its clients the finest service possible (Schwarzl, et al, 2015). The luxury hotel experiences they portray in their advertisements are in stunning settings, which draws a lot of high-profile clients to the businesses. For both "Marriott International" and "Premier Inn," this is one of the most successful marketing initiatives (Sharma, et al, 2012).
The marketing choices they have made consider that the decisions they have made about marketing and the steps they have done inside marketing. The following lists the marketing decisions that "Marriott International" and "Premier Inn" have made and the steps they have done in terms of marketing. Social media marketing: "Marriott International" and "Premier Inn" both use this strategy. (Sheth, 2020)  Due to the internet's dominance in today's commercial environment, hotels also use this channel for marketing. Additionally, before making a hotel reservation, consumers want to read reviews from other travellers. (Setyowati et al, 2021)  Marriott International and Premier Inn provide a luxury hotel experience, and social media marketing enables these two luxury hotel chains to specifically target their clients and display their advertisements to them (Tong, et al, 2020). Marriott International and Premier Inn are able to employ paid media advertising to reach their target clientele. These two hotel chains will benefit from using this marketing strategy to show off their products to the intended audience (Peattie, et al, 2012). Email marketing is a service that Marriott International and Premier Inn provide. These hotel businesses may send emails to past guests informing them of current and forthcoming promotions. Additionally, they may contact prospective clients to target new ones and persuade them to stay with the "Marriott International" and "Premier Inn" hotel chains on a frequent basis (Shrikanth, et al, 2012).
Their current market positions consider that the hotel industry is well-positioned for "Marriott International." The biggest hotel chain in the world, "Marriott International," has more than 140000 rooms. (Ritter et al, 2020) This enormous capacity aids the hotel chain's reputation-building efforts to attract tourists from all around the world. In addition, "Marriott International" places a greater emphasis on client satisfaction, which cultivates a base of devoted patrons and offers the hotel chain a strong market position (Ghandour, et al, 2015). The biggest luxury hotel brand in the UK, Premier Inn also operates outside of the UK in other nations around the globe. Like other reputable hotel chains, "Premier Inn" is steadily expanding its market share and makes sure that every one of its guests has an excellent stay. As a result, they become one of the most reputable hotel chains and enjoy a dominant position in the market (Sharma, et al, 2012). Marriott International and Premier Inn may still use this strategy to expand their clientele and customer base. (Rangarajan et al, 2021) For instance, Marriott International and Premier Inn may use traditional marketing strategies like using still-popular TV advertisements (Maruyama, et al, 2019). To draw customers, "Marriott International" and "Premier Inn" might each use a distinctive marketing strategy. The marketing effort will aid these two hotel chains in attracting new customers and provide existing customers the opportunity to learn more about what they have to offer. This strategy will assist "Marriott International" and "Premier Inn" boost their market shares and support the growth of their businesses internationally (Sharma, et al, 2012).
The marketing techniques they now use consider that social media marketing: "Premier Inn" and "Marriott International" both use this method. For instance, "Marriott International" and "Premier Inn" have stopped using single-use plastics. In addition, they give recycling greater attention than before. (Rangarajan et al, 2021) The reason for this is because, more than any other medium, social media is used by modern business people and tourists, who are Marriott International's and Premier Inn's primary target market. Consequently, both hotel chains utilise this platform for promotion. The marketing campaign is an effective tactic for informing consumers about the business and its products. Marriott International and Premier Inn both set up various marketing campaigns to attract clients. Both hotel brands' marketing campaigns focus on the luxury hotel experience since they are both aimed at high society clientele (Ghandour, et al, 2015). Paid advertisements are used by companies like "Premier Inn" and "Marriott International" to attract new customers. (Rangarajan et al, 2021)
They have taken sustainability and the green message into account while promoting considers that in the context of the twenty-first century, sustainability refers to making progress without impairing or harming the requirements of the next generation. For instance, "Premier Inn" and "Marriott International" both make sure their commercial endeavours don't injure or have a negative influence on the next generation. To save the planet for future generations, they also adhere to sustainable development policies (Hollensen, 2018). Message in green "Marriott International" and "Premier Inn" employ solely environmentally friendly items as a result of implementing a sustainable growth strategy. In addition, they emphasise recycling more than promoting products for a single use (Sharma, et al, 2012). Both "Marriott International" and "Premier Inn" have taken into account sustainability and a green message, which compels both hotel chains to use innovative tactics. For instance, "Marriott International" and "Premier Inn" have stopped using single-use plastics. In addition, they give recycling greater attention than before. The green movement of "Marriott International" and "Premier Inn" enhances the reputation of these hotel chains and expands their clientele (Ghandour, et al, 2015). Marriott International and Premier Inn modified their marketing strategy: Premier Inn and Marriott International both change their marketing strategies to focus on internet-based marketing as the business world transitions from conventional to internet-based marketing. As an example, both hotel brands now use various social network platforms to target their clients. In addition, "Marriott International" and "Premier Inn" increasingly emphasise user reviews to draw in more business (Dabija, et al, 2013).
The COVID-19 epidemic, how they are positioning themselves, and the current marketing messaging they are sending to their customers considers that the COVID-19 epidemic strikes the travel and tourist industry immediately (Ghandour, et al, 2015). As most nations declare a state of emergency and travellers cease coming, "Marriott International" and "Premier Inn" see a sharp decline in commerce. Due to the global economic slowdown, business travellers are Marriott International's and Premier Inn's primary target market. The good news is that things are gradually returning to normal and "Marriott International" and "Premier Inn" are resuming their usual operations (Ghandour, et al, 2015). Premier Inn and Marriott International generate some marketing messaging for its clients in an effort to combat this pandemic issue. For instance, both hotel companies use the strongest safety precautions for its patrons. (Rangarajan et al, 2021)
To inform consumers about the company and its products, the marketing campaign is a useful method. (Ghandour, et al, 2015).Marriott International and Premier Inn both set up various marketing campaigns to attract clients. In addition, guests who stay in "Marriott International" or "Premier Inn" hotels during the epidemic are eligible for a special discount. In addition, "Marriott International" and "Premier Inn" give its personnel with safety equipment so they can serve the guests (Sharma, et al, 2012).















In Conclusion, The two most well-known luxury hotel companies in the world are "Marriott International" and "Premier Inn," and for marketing purposes, they use almost identical tactics and strategies. This article discusses the various marketing techniques used by Marriott International and Premier Inn as well as where they now stand in the market. This article also tackles "Marriott International" and "Premier Inn” sustainability and green message, as well as their stance and message for "Marriott International" and "Premier Inn" guests addressing the COVID-19 epidemic 
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