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The goal of marketing is to increase demand for an organization's already established offerings (Baines et al., 2017). Learning marketing fundamentals is critical for success in today's competitive marketplace. The hotel chains Premier Inn and Marriot will be compared and contrasted. Marriot was chosen because it caters to a wide variety of customers and places a premium on serving business travelers. Furthermore, Premier Inn was chosen because of the unique nature of its advertising to families. In this study, we will examine how both firms have fared since the epidemic began and what factors may have contributed to their success. This investigation will also provide light on how well the system functioned after the epidemic ended and how sustainable it was.
An examination of both Marriott and Premier Inn reveals that the companies' respective target demographics need very different approaches to advertising. Business travelers, corporate executives, and other well-to-do clients are Marriot's primary target market. Premier Inn, on the other hand, targets middle-class families, specifically dads, to market its hospitality services and vacation packages. A review of Marriott's marketing tactics reveals the company relies heavily on a sleek website, customer-generated content on Google and other platforms, and partnerships with influential figures (Chaffey & Ellis-Chadwick, 2019). The company offers a customer loyalty program that encourages customers to spread positive brand buzz to their friends and family.
In contrast, Premier Inn's advertising suggests that the company is primarily interested in catering to families searching for a vacation spot. The company's "Dad of the Year" marketing advertising segment and campaign allows them to zero down on a certain demographic. Hotels like Marriot and Premier Inn have traditionally relied on traditional forms of advertising like billboards, brochures, flyers, posters, and the like to spread the word to potential consumers. However, both businesses are shifting their focus to marketing through social media and online videos to expand their customer bases.
A company's pricing strategy and the quality of service it provides to its customers in a certain industry are two of the most important elements in establishing its place in the market.
Analyzing the company's pricing practices reveals that Marriott predominantly employs a premium pricing approach. However, maintaining a competitive edge necessitates a focus on pricing strategies that will attract and retain customers. Because of this, Marriott is providing discounts, freebies, and other incentives to try to get more people to make a purchase. The company has been able to enhance its standing in the competitive five-star hotel tourist market because of the high quality of service it provides and the positive feedback it receives from its customers (Olson et al., 2018).
 On the other hand, Premier Inn is targeted more at the project hotel market, and it places a focus on providing services that are a step beyond average. Premier Inn, in contrast to the more costly Marriott, provides rooms for as low as 29 euros a night, making it an attractive option for middle-class families who are on a tight budget. The firm provides low costs without compromising the quality of any of its services in any manner, whether it be the quality of the room service, the food, or anything else. This is done so that the company can maintain its position as a competitive player in the market. An investigation finds that Marriot is more focused on the high-end and high-price market, while Premier Inn is more dedicated to the middle-range and low-price segment of the hospitality industry.
The promotion and monetization of a product or service may be accomplished via the use of various marketing methods. They include things like pricing, promotions, product placement, and advertising, to mention a few of the activities that fall under this category. The requirements and objectives of a particular company are often the driving force behind the formulation of business strategies. Research, a grasp of the target market, and knowledge of the competitors are all necessary components in the development of a strategy. In addition to this, you need to have an awareness of the requirements and requirements of the client. A plan that is going to be effective should involve a variety of different strategies, techniques, and actions that are all geared at increasing both sales and recognition of the brand. In addition to that, the strategy needs to be modified so that it is compatible with the budget and culture of the organization. In the end, it is essential to devise a strategy that is adapted specifically to the company and the objectives it seeks to achieve.  After reviewing Marriott's marketing strategy, we discovered that the corporation has shifted its attention away from the more conventional offline channels and toward the rapidly growing significance of the Internet as a marketing medium. The majority of the company's marketing efforts have been focused on social media websites such as Facebook, Instagram, and others. The corporation is putting a lot of money into its "M Live" marketing strategy, which is designed to influence the hospitality industry by facilitating conversations on a broad variety of topics important to the industry (Urdea and Constantin, 2021). As a consequence of this, it is now much simpler to discuss how vacationers might benefit from the most current developments in the sector. The marketing efforts of Marriott have, historically speaking, centered on showcasing the company's luxurious hotels and resorts as the primary selling point. According to Chaffey and Ellis-Chadwick (2016), the marketing materials for the firm all place a significant emphasis on greater engagement. This helps to communicate a feeling of comfort to the target audience.
The marketing strategy of the corporation has historically focused mostly on more traditional mediums, such as print advertisements, radio spots, and television advertising. Recent estimates indicate that the firm has spent over 20 million euros on advertising and is also increasing its reach into digital channels. Additionally, the corporation is expanding its reach into digital media. The current inbound marketing activities of the firm profit from the company's capacity to develop numerous pages across Facebook, Instagram, and other platforms. These pages have garnered a combined audience of more than 22,000 people. Both companies have realized the importance of having a strong presence in online e-commerce, and their advertising tactics reflect this by placing a focus on community and involvement.
When it comes to marketing, Marriot has put a lot of effort into spreading its green and sustainable message. In recent years, the company has been able to cut its overall water and energy use by 20% (Krush et al., 2016). The company has also prioritized the integration of sustainable practices by adding more plants, better ventilation, and more solar panels to the development of different hotel segments and chains. In addition, hotels have gone all in on recycling, with bins placed strategically around guest rooms and properties and a special focus on recyclable pens. The usage of fluorescent light bulbs has replaced incandescent ones, and eco-friendly, recyclable fabrics have been included in the production of bed linens, drapes, and other hotel furnishings (Lee and Griffith, 2019).
In contrast, the Premier Inn hotel network has reduced its carbon emissions by nearly half via measures such as increased energy efficiency, decreased waste production, and the elimination of unnecessary practices. In addition, the company has placed a greater emphasis on adhering to environmental compliance rules and regulations to guarantee that a high standard of compliance is being maintained. These factors have helped Premier Inn remain faithful to its core beliefs, which are centered on offering superior service to guests while also making a positive impact on the local community.
Since the epidemic, Marriot's marketing efforts have shifted to emphasize spreading internet awareness of the company's efforts to upgrade its safety measures. The company has been making a name for itself in the industry by adhering to stringent health and safety regulations and training its employees to meet and exceed those standards. The company has also been recognized for its commitment to environmental responsibility and has received numerous awards for its efforts to protect and preserve natural resources. Premier Inn Hotel, on the other hand, emphasizes in its marketing materials the family-friendly stays it can provide by emphasizing the hotel's attention to kids' and adults' security. Premier Inn's top executives have gone on record to detail the company's investment of more than 15 million euros in marketing to reassure customers that they are in good hands when reserving a room at Premier Inn (Farey-Jones, 2022).
This article compares Marriott versus Premier Inn through the lens of marketing. This whole article is dedicated to drawing parallels between the two companies being compared. This study compares the marketing strategies of two hotel chains by looking at how Marriot caters to its affluent clientele and how Premier Inn markets to families on a tighter budget. This study provides support for a variety of sustainability-oriented efforts undertaken by both organizations, such as improving workplace safety and reducing the environmental effect of waste production. It has also been stated that marketing strategies have changed since the epidemic.










References
· Baines, P., Fill, C. and Rosengren, S., 2017. Marketing. Oxford University Press.
· Buiring, B. 2022. Marriott’s digital recipe for recovery. [online] Think with Google. Available at: https://www.thinkwithgoogle.com/intl/en-apac/future-of- marketing/management-and-culture/marriott-pandemic-business-transformation/ [Accessed 9 May, 2023].
· Chaffey, D. and Ellis-Chadwick, F., 2016. Digital marketing: strategy, implementation and practice, 6th. nd market information management capability. European Journal of Marketing.
· Chaffey, D. and Ellis-Chadwick, F., 2019. Digital marketing: strategy, implementation & practice. Pearson uk.
· Farey-Jones, D. 2022. Premier Inn increases marketing spend as Deliveroo blinks. [online] Campaignlive.co.uk. Available at: https://www.campaignlive.co.uk/article/premier-inn-increases-marketing-spend- deliveroo-blinks/1803103 [Accessed 30 Oct. 2022].
· Krush, M.T., Agnihotri, R. and Trainor, K.J., 2016. A contingency model of marketing dashboards and their influence on marketing strategy implementation speed a
· Lee, H.S. and Griffith, D.A., 2019. The balancing of country-based interaction orientation and marketing strategy implementation adaptation/standardization for profit growth in multinational corporations. Journal of International Marketing, 27(2), pp.22-37.
· Olson, E.M., Slater, S.F., Hult, G.T.M. and Olson, K.M., 2018. The application of human resource management policies within the marketing organization: The impact on business and marketing strategy implementation. Industrial Marketing Management, 69, pp.62-73.
· Urdea, A.M. and Constantin, C.P., 2021. Experts’ perspective on the development of experiential marketing strategy: implementation steps, benefits, and challenges. Journal of risk and financial management, 14(10), p.502.



[image: A picture containing text, screenshot, font, design

Description automatically generated]


[image: ]

[image: ]

[image: ]



[image: ]

[image: ]
[image: ]

[image: ]
2

image4.png
SEGMENTATION AND TARGETING

+ Hilton segments customers based on demographic, psychographic,
and behavioral factors.

+ Hilton targets the following segments:
*  Business travelers
*  Leisure travelers

* Groups
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COMPETITORS

When compared to its rivals in the hospitality business, both big and small, Hilton has a lot to worry about.
Some of Hilton's main rivals are:Marriott International

+ Accor

+ InterContinental Hotels Group
* Hyatt Hotels

+ Wyndham Hotels & Resorts

When compared to its rivals in the hospitality business, both big and small, Hilton has a lot to worry about.
Some of Hilton's main rivals are:
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COLLABORATORS AND CLIMATE

Hilton collaborates with travel agents, event planners, corporate
clients, and has franchise agreements with independent hotel
owners.

External factors such as political, economic, social, technological,
legal, and environmental factors may impact Hilton's business
operations.
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CONCLUSION

+ Asa result of its wide range of services, Hilton Hotels has established itself as a leading provider for
both business and leisure guests. Hilton's many brands are aimed at certain demographic,
psychological, and behavioral subsets of the market. Nonetheless, the corporation must contend with
competition from both international and domestic hospitality giants. Hilton might benefit from
adopting a strategy that combines distinction with cost leadership if it is to maintain its competitive
edge. The franchises, partnerships, and other business-to-business connections that Hifton has
established are also crucial to its success. Hilton's business operations may also be affected by external
issues including politics, economy, society, technology, the law, and the environment. In sum, this
marketing strategy examines Hilton's current standing in the industry and offers suggestions for the
company's future development and expansion.
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INTRODUCTION

Let me introduce you to the Hilton Hotel's Marketing Strategy. Today, we will go through our in-depth
study of Hilton's existing marketing tactics, highlight areas for improvement, and recommend new ways to
maximize customer happiness and revenue development. With the help of the tactics outlined in this
strategy, Hilton hopes to expand its customer base, income, and brand awareness i the hospitality
industry. We'll base our evaluation and suggestions on well-established frameworks and theories like
SOSTAC, the 4 Ps, Bowman's strategy clock, and PESTLE analysis. Well, so let's begin.
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CUSTOMERS

Hilton caters to a wide variety of customers, including
businesspeople, vacationers, and tour groups.

Several brands of Hilton hotels target certain customer
demographics.
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