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Introduction.
This essay will closely examine the self-promotion strategies used by Marriott International and Premier Inn, two well-known hotels globally. These two businesses were chosen for various reasons. J. Willard Marriott and his wife, Alice, opened the first Marriott in Washington, D.C., in 1927. The majority of Marriott's 7642 hotels are located outside of the United States. Similar to this, Whitbread founded the Premier Inn chain of hotels in 1987. With more than 650 locations and 54,000 rooms, it is one of the largest hotel chains in the UK and Ireland. The Premier Inn has prospered despite expanding swiftly and winning the title of "Best Budget Hotel" for ten years running (Ferrellet al., 2021). However, I'm going to compare the marketing techniques used by these two hotels in this report. I'll analyse the target audiences for these two businesses as well as their marketing mix strategies. This paper will also discuss the two firms' marketing-related sustainability as well as their current market position, market position during the COVID-19 pandemic, and market position in general.


Current Market Positions of Marriott Hotel and Premier Inn.
In the first quarter of 2022, Marriott International Inc. outperformed its competitors by increasing Total Revenue by 81.3% year over year. Competitors of Marriott International Inc. experienced revenue growth of 43.08 percent over the same time period, exceeding the company's sales growth for the quarter. There are 872 companies in the United States that manage more than 100 properties. Despite certain national chains that own and operate hotels, these operators are primarily private management companies. If certain financial or performance goals are not met, most hotel owners have the option of terminating their management contracts (Morganet al., 2019).
Owner of Premier Inn, Whitbread (WTB), has outperformed the rest of the UK market in the hotel sector. Premier Inn UK surpassed the overall lodging market by 8.9%, boosting its share of the UK hotel business from 4.1% to 11.4%, according to Whitbread. Premier Inn's CEO, Alison Brittain, says the company is "well-positioned compared to the worldwide market" and will continue to invest in growing its estate, particularly in Germany, even if she anticipates the restrictions to persist until at least February (Fifield, 2012).
Marketing Strategy of Marriott Hotels and Premier Inn.
A company's marketing strategy is its overarching plan for interacting with and influencing potential customers to purchase its goods and services. It covers the value proposition of the company, major brand statements, demographic data about its intended audience, and other high-level elements. A thorough marketing plan includes the "four Ps" of product, price, place, and promotion (Jones, 2014).
Target Marketing of Marriot Hotels.
Psychographic segmentation:Marriott puts the satisfaction of its guests first. Fresh, locally obtained foods are used in Marriott's high-end hotels' unforgettable meals. These ingredients are expertly prepared and delightfully served (Potter, 2019). Consumers are categorised according to how they understand, use, and respond to products in the behavioural segment. Graduations categorise clients. Marriage is a big deal. Marriott is a wedding venue. Everything will be handled by Marriott, including memory preservation and table arrangement. The wedding facilities at Marriott make the special day pleasurable (Bowie and Buttle, 2013). Demographic segment: Customers by demographics. Marriott is geared at business. Commercial travellers. Courtyard, Fairfield Inn & Suites, SpringHill Suites, Residence Inn, and TownePlace Suites are some of the company's brands.
Target Market of Premier Inn.
Behaviour segmentation: The analysis of the combined data revealed connections that suggested important section features. Segments for work and play were developed. Price sensitivity, booking, where they stayed and how many hotels they stayed at, and add-on purchases were their four primary points of overlap. Finding the most effective means to reach each segment through mass media segmentation. With this kind of targeting, just the people in your specified market segment will receive the message. A cheaper alternative to TV advertising (Armstrong and Kotler, 2018).
A thorough marketing plan's various components make up the marketing mix. The four Ps are a typical classification system (product, price, placement, and promotion). 20221 (George). Marriot Hotels' marketing strategy: Product: Hotels, resorts, motels, and other forms of lodging make up the bulk of Marriott's product line. Marriott leverages the same location, setting, and consumer convenience for all of its brands to be successful globally.
Price: Marriott expenses vary by location, client, and hotel. The best products at the lowest costs. Marriott increases revenue without undermining the brand by striking a balance between quality and value. Prices are influenced by demand, promotion, and upkeep. Prices at Marriott vary based on market conditions and competition. Location:Marriott hotels are close to highways, markets, and airports. Customers are drawn to Marriott's hotels that are close to marketplaces, roads, and airports. Marriott's objectives are both direct and indirect growth. This lowers the cost of infrastructure inventories (Camilleri, 2018). Marriott promotes itself online. They are a worldwide brand with a website where customers may reserve hotels in advance. Social media, videos, and ads are all employed. Members of Marriott Bonvoy receive rewards. Marriott offers sales and new things to keep.
Product: If a person like a company's products, they will tell others. The Premier Inn offers suites with TVs, irons, hair dryers, baths, and duvets. Family rooms are reasonably priced. Customer satisfaction is essential. Price: People who like a company's products tell other people about it. The Premier Inn suites provide kitchens, microwaves, ironing boards, and hair dryers. Family rooms are inexpensive. Ensure continued client happiness. This hotel is first-rate (Kotleret al., 2015). Location: This is a market. Others go to markets. Purchase decisions are influenced by location. Instead of Saudi Arabia, Premier Inn could build additional hotels in the UK. Words, a fresh product, or a reintroduction are all examples of promotion. newly promoted Email marketing and product offers fall under promotion. Keeping customers happy.
During covid.
Marriott lessens the spread of the coronavirus. These protections are important even if COVID-19 causes an interruption. Global Data will gain from quick action. According to Global Data’s Rehana Norris, Marriott's $4.5 billion revolving credit line has about 50% left. The financial success of COVID-19 helps Marriott. Due to Marriott's global brand recognition across 30 companies and 130 nations, loyal customers can travel and take advantage of the rewards programme. Marriott does well. The second-largest hotel chain is Marriott. Marriott fights the Coronavirus thanks to its powerful brand and market position (Forbes, 2022).
The security of its employees and guests was a top priority. The guests demand secure, hygienic accommodations (Wilson, 2021). Premier Inn CleanProtect, its daily cleaning procedure, was designed as a result of COVID-19's emphasis on hygienic standards. Check-in has been postponed to 3 p.m. so that we can thoroughly clean the rooms. Customers can book and stay with confidence thanks to their commitment, which was formed in conjunction with Diversey, a global pioneer in healthcare and hospitality cleaning and hygiene solutions (Romppanen, 2021).
Conclusion.
Promotion, sales, and product distribution to customers or businesses are all included in marketing. Products can be marketed in a variety of ways. A company's value proposition, brand message, and demographic information are all included in an efficient marketing strategy. Marriott International Inc.'s rivals reported sales growth of 43.08 percent. The overall lodging sales performance of Premier Inn UK was 8.9% better than the general market, increasing 4.1% to 11.4% of the UK hotel industry. Marriott gets funding from COVID-19 (Schlegelmilch, 2022). Marriott operates 30 businesses in 130 countries. Guest and employee safety were priorities for Premier Inn. Customers favour hotels that are tidy. Due to the emphasis on hygiene placed by COVID-19, Premier Inn CleanProtect was created.
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