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This essay seeks to compare two hotels and shed light on the differences.  However, I do not use the word deficit, as their budgets and franchises are different.
About Marriott Hotel 
Marriott International is a global hospitality chain based in the United States that manages and franchises a large portfolio of hotels and lodging facilities. The company was founded when J. Willard Marriott and his wife opened a root beer stand in Washington D.C. The couple eventually opened their first hotel in Arlington, Virginia in 1957. Since then, the company has grown exponentially. In 2020, the number of Marriott International hotels worldwide exceeded 7,500. These days, a significant portion of these units are located outside of the United States. This is in part due to the acquisitions of Canadian chain Delta Hotels and American chain Starwood Hotels and Resorts in the years 2015 and 2016, respectively. As of 2020, the number of Marriott International properties by region continued to vary significantly.
Marriott has several hotel brands. Some of the more recognized are J.W. Marriott Hotels and Resorts, Renaissance Hotels and Resorts, Ritz-Carlton, Courtyard and Residence Inn.
JW Marriott Hotel has positioned itself optimally in the global hospitality industry by addressing the customers’ tastes and preferences. The chart below illustrates the firm’s perceptual map amongst the target customers.
JW Marriott Hotel has managed to offer high-quality products at a relatively low price. However, the perceptual map illustrates that there is an opportunity for the firm to improve its perception amongst the target customers by exploiting the concept of quality. This move will play a fundamental role in improving the firm’s resilience in the changing hospitality industry. Additionally, the firm’s competitive advantage will improve considerably.
Marriot has established itself as one of the leading hotel companies across the globe. When looking at the sales revenue of selected leading hotel companies worldwide in 2020, Marriot International outranked other large hotel chains such as Hilton Worldwide, Hyatt Hotels and Accor. During that same year, the average daily rate (ADR) by region of Marriott hotels worldwide was 151.51 U.S. dollars. The region with the highest average daily rate was the Caribbean and Latin America with an ADR of 196.51 U.S. dollars. Meanwhile, the Asia Pacific region recorded the lowest ADR at 116.9 U.S. dollars as well as the highest occupancy rate. In 2020, the occupancy rate of Marriott International hotels worldwide reached 39.6 percent in the Asia Pacific region. North America, by contrast, recorded an occupancy rate of 28.6 percent. (Statista.com)
Number of Marriott International hotels worldwide
7,642
Number of Marriott International hotel rooms worldwide
1.42m
Number of Marriott International employees worldwide
121k


About Budapest Marriott Hotel / Hungary
Budapest Marriott Hotel welcomes guest to Hungary’s capital city with modern style, exceptional service and an unbeatable location. Tucked along the banks of the Danube River, our hotel is near some of Budapest’s most treasured landmarks, from the Chain Bridge to Buda Castle. Intuitively designed rooms and suites, all updated in a major renovation, offer scenic views of the river and home-like comforts including high-speed Wi-Fi, deluxe bedding and an ergonomic work-space. Elsewhere at the hotel, people can enjoy a delectable meal at DNB Budapest, or breathtaking sunsets from our Liz and Chain bridge Sky Lounge roof bar terrace on the 9th floor. If somebody planning an event in Budapest, this hotel provides 17,000 square feet of versatile space and can accommodate conferences for up to 650 guests. This is terrific city center location facilitates exploration and discovery; visit Vaci utca and the Budapest Christmas Markets.
Marriott’s social media marketing strategy isn’t like most hotels. “What social media is allowing us to do is not draw attention to ourselves, but to see our guests in their own spotlight,” wrote Arne Sorensen, President of Marriott International, on his blog.
Sorensen was interested in how Marriott hotels provide a backdrop for guests’ real-life experiences. “Through these new lines of communication they can help us understand them better and, in turn, we can treat them with personalized care,” he wrote.
With this idea in mind, Marriott created M Live. It’s a command center where social media experts monitor the brand’s presence on various channels. When a guest posts about an experience and they’re at a Marriott hotel, an M Live staffer can do something special to make a difference in that guest’s stay. For example, the guest might get a poolside drink or the team might set up an impromptu party in the lobby. It’s personal and relevant to the guest
About Premier Inn
Premier Inn  is the UK’s largest hotel brand with 72,000 rooms and 780 hotels. Its hotels operate in a variety of locations that include city centres, airports and suburbs. Premier Inn is a British Hotel chain and competes with the likes of Travelodge and Ibis. Whitebread formed the company in 1987 as Travel Inn. The first site to open was next to “The Watermill” Beefeater restaurant in Basildon. In 2004 Whitbread bought Premier Lodge for £536m which added 141 hotels to the portfolio and merged Travel Inn and Premier Lodge to form the current business under Premier Travel Inn. Later in 2007 the name was shortened to Premier Inn, which accounts for 70% of Whitbread’s earnings. Premier Travel Inn opened its 500th hotel in Hemel Hempstead in 2005.
Modern Premier Inn Hotels
In 2006 Premier Travel Inn began to launch a new bedroom design for the new hotels to eliminate the design variations between Travel Inn and Premier Lodge Hotels (until 2006 the rooms had remained a they had been before). In September 2007 Whitbread announced purchase of Golden Tulip UK which were later converted to Premier Inn Hotels. Premier Inn Hotels chain spans from Inverness in the north of Scotland to Helston, Cornwall in the south of England. Hotels vary in size with many smaller inns and large purpose-built city centre hotels. Although most Premier Inn hotels are newly built many of the inner-city Premier Inn hotels are housed within redeveloped office buildings which would otherwise be demolished.
In summary Premier Inn Hotels chain spans from Inverness in the north of Scotland to Helston, Cornwall in the south of England. Hotels vary in size with many smaller inns and large purpose-built city centre hotels.
Premier Inn’s brand position is based on one simple premise. It promises its guests a good night’s sleep. Anyone not experiencing this will get their money back. No other hotel does this – so their brand position becomes a competitive advantage in a highly competitive market.
So, what can brands from various sectors learn from Premier Inn’s marketing strategy?
Product
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 understands its customer needs and provides value in its most useful form – confidently promising a great night’s sleep.
Price
Although classed as a ’budget’ hotel, Premier Inns aren’t advertised as such, instead focusing on the good night guarantee. Sales promotions include selected hotels on selected nights from £29 and prices vary depending on time and location. Prices are also charged on a per-room basis rather than per-person, so pricing is transparent without a hidden total.
While pricing is low compared to luxury hotels, Premier Inn room prices are still higher than budget competitors, therefore projecting some element of quality within their competitive group.
Promotion
Premier Inn’s use of the marketing mix is consistent, targeted and seamless. When its TV Ad was launched, an email was sent to Premier Inn’s mailing list giving a sneak preview before it hit the screens.
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.
Although I have no evidence to prove this, I assume that Premier Inn’s internal communications are also of high quality, as all employees I have encountered are not only aware of the brand premise but also communicate it and live it.
Place
One of the real strengths of Premier Inn is its multi-channel marketing efforts. Booking via the phone, website or app is a consistent experience. The app in particular enables a customer to find their nearest Premier Inn – 50% of same-day bookings are completed on the app. Targeting multi-channel customers is a wise move, as research suggests that they spend 80% more than single-channel consumers.
Locations of the hotels is also paramount, with city centre offerings, airport hotels with car parking facilities and motorway locations all appealing to different customer segments, with a portfolio of 670 hotels that is constantly growing to meet new opportunities and demands.
People
Another essential element to Premier Inn’s brand, I had first hand experience of this when staying at Manchester Airport before my honeymoon in Italy. After handing over my car keys to the customer service assistant, he told me some nice places to go in Florence. When I returned to pick up the car a week later, the assistant not only recognised me but remembered to ask about my trip to Florence. This excellent service helped secure my loyalty and enriched my customer experience, making me feel valued.
As of the financial year ending in 2021, room rates at Premier Inn branded hotels in the United Kingdom (UK) were an average 46.2 British pounds per night. Premier Inn is owned by the UK multinational hospitality group Whitbread. The majority of Premier Inn’s hotels are in the UK and Ireland, although the company has expanded into Germany. As of 2020/21, Premier Inn had over 78.7 thousand hotel rooms.
The Premier Inn and the Marriott Hotel.  What they have in common is that they both want to provide a pleasant peaceful rest for the guest who arrives there.  This is the basic concept.  The Premier Inn is a bit of an exaggeration, but it also stops at this level.  On the Trivago website, two ladies talked about which one is better, plus they raised a shortcoming that the Marriott hotel doesn’t have a family room, while the Premier Inn does.  We could say that its clientele is different, but from both a marketing and a business perspective, it is worth assessing and further expanding the opportunities.  The facilities and services of the Marriott Hotel go beyond the Premier Inn.  Obviously a famous and recognized brand gives you the guarantee of a pleasant stay. The Marriott hotel can be found almost all over the world in the Premier Inn mainly in the UK and the United Arab Emirates and Germany. 
Recovery after pandemic/ Lockdown
Unfortunately, covid 19, like almost all sectors, did not do any good for hospitality.  It caused a fairly large drop in traffic.  After all, the ’Stay Home’ campaign.  It really forced people to stay home and who couldn’t solve it in a home office so many were left out of work so they couldn’t take advantage of the rest opportunities even after the pandemic.  It applies to both types of hotels that a government-issued precautionary measure has been introduced by both.
Marriott will be using signage in its lobbies to remind guests to maintain social distancing protocols and will remove or re-arrange furniture to allow more space for distancing. The company is planning to add partitions at front desks to provide an extra level of precaution for its guests and associates and is working with supply chain partners to make masks and gloves available to associates. You'll see more hand sanitizing stations around Marriott's hotels - near the entrances and front desks, elevator banks and fitness and meeting spaces.
Big hotel companies are adding more all-inclusive resorts, betting that the pandemic will boost a business model that encourages guests to stay in one place.
These resorts, where customers pay a flat fee that covers their room, food, drinks and other services, have recovered from the shock of the pandemic faster than other types of hotels, analysts say. They typically cater to tourists, who have been more eager to take trips again than business travelers. And they appeal to safety-conscious travelers who want to stay in one place to limit the risk of Covid-19 infection. 
The global pandemic caused historic levels of low occupancy for the hotel industry, prompting massive job cuts and hotel closures. Marriott, the world’s largest hotel operator, was particularly hard hit, recording its first full-year loss in more than a decade. It has about 7,800 properties, and operates brands such as The Ritz-Carlton, Sheraton and Courtyard by Marriott, in 138 countries and territories.
„We’re actually seeing really strong recovery of demand in a variety of our largest markets and it’s not just leisure demand, which is the thing that is really encouraging for us,” Marriott International CEO Tony Capuano said. / (CNBC Available at 10 August 2021)
The Premier Inn owner Whitbread has reported a £1bn annual loss as sales fell by almost three-quarters as a result of Covid-19 lockdowns, but the hospitality group said summer bookings to seaside and mountain resorts had surged.
As the pandemic forced the closure of venues across the group, which also includes the Beefeater and Brewers Fayre pub-restaurant chains, revenues plunged 71% to £589m in what was “one of the most challenging years” in its 279-year history, according to the chief executive, Alison Brittain.
However, the company is forecasting a “significant bounce in leisure demand” as the vaccination programme progresses and travel restrictions ease in the UK from mid-May. It will therefore be investing £20m into marketing over the next financial year.
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