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In the essay, the chosen two hotels are Marriott from group A and another one is the premier Inn from Group B. Under the parent company of Marriott International, Marriot is the hotel and resort occupying full service with 665 locations with 582 hotels consisting of rooms of 205053 over 131 countries in the world with the employees of 120000. According to Marriott's goal statement, they want to improve their customers' lives by fostering and facilitating unmatched vacation and leisure time. The goal of Marriott is to become the preferred airline in the world, according to its vision statement. The parent business of Premier Inn is Whitbread PLC, a hotel chain with headquarters in Dunstable, United Kingdom. Premier Inn is a private limited company with more than 800 hotels and 72000 rooms available for customers to enjoy their leisure period on the vacation (L.R. and Kimes, 2003). According to Premier Inn's goal statement, they seek to create an environment where all of their guests may realise their full potential without any barriers to entrance or ceilings on their personal development. The clients of Premier Inn are referenced in the vision statement as being always in people and always there for them.

[bookmark: _Toc117387428]Marketing strategy based on service 

In terms of the marketing strategy of Marriott, the Hotel industry is based on the marketing mix of 4p’s where 4p consists of products, price, place, and promotion. The product category of the Marriot consists of the idea of luxurious, premium, selective and long-term hotel services that creates customer value for the Marriot travel company (Rutherford, 2021). 
[image: Marketing Strategy of Marriott International - A Case Study - Marketing Mix - Product Strategy]
Source: (Xaif, 2021)
Marriot delivers the quality and premium segment of services to the luxurious customer base of the company in order to keep the customer sustain in the market. As Marriot is representing category of the services through the process of luxurious, premium and selective module. Hence, the pricing strategy for the company is quite different than a particular segment of the company. The allocation of channels of the service Marriot consider in the market is enormous as the company proclaims locations in more than 131 countries and has multiple branches with a segment within the major cities of the world to create the marketing strategy. In the promotional activities of the Marriot, the company contains it well-furnished site that maintains all the necessary information of the travel agencies the regarding services of the company. The Marriot company also used a User-generated strategy by which the company adheres to the influencers and makes promotional activities for the company. Marriot processes a customer-oriented function known as Bonvoy also represents the promotional aspects of the company (Henschel et.al, 2018).
As compared to the Marriot, in terms of the premier inn there are some marketing strategies as well for the company that includes the marketing mix 4p’s as well. Here the product opportunity for the premier inn is the understanding nature of the company of customers’ deals and wants as in the product department they are more focused on development based on the hotels, unlike Marriot (Tempest, 2008). The Premier Inn makes comforts the customers with room decorations, furniture opportunities, hospital pillows, a safe network and privacy, and mostly a good amount of personal space for the customers to enjoy a relaxing period of them. The pricing aspects of the company include the price of the hotel rooms as the budget category and makes a profit out of it through the average price tag of 29 per selected night. In the promotional category of the premier inn the company mostly provides TV Ads and email sales promotions by sending the late combination package and marketing gimmicks to attract customers with location-based marketing (Murphy et.al, 2020). Premier Inn processes the location of the Hotel companies in the various option more than 670 plus hotels in the area based. The company runs software applications as well to operate the marketing strategy of the company from multiple perspectives of the media channel to run the business. 
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Market segmentation is basically the division of market categories by demographic, geographical, psychographic, and behavioural patterns. As for the travel company, both the Marriott and Premier Inn follow separate market-specified segmentation for the hotel and travel industry. 143 hotels operating under the Ritz-Carlton, JW Marriott, and Bulgari Hotels & Resorts brands are classified as luxury accommodation under this categorization. 776 hotels classified as upper upmarket are housed under the Marriott, Renaissance, Autograph Collection, and Marriott Vacation Club brands. There are more than 1,900 hotels in the franchise of Courtyard, Residence Inn, and AC Hotels (Khalimova, 2020). Higher middle-scale hotels are what the remaining 894 Fairfield Inn and TownePlace Suites locations fall under. The Marriott Hotel and Travel Agency's classification system creates a scale of analysis where the market is determined by factors of customer behaviour, including whether the customer is satisfied with the service and what kind of changes they need to make in order to attract more future new customers to the Marriot company. On the other hand, the market segmentation oriented by Premier Inn is categorised by the behavioural aspects of segmentation. Premier inn mostly provides budget-oriented rooms for vacation, hence the customer reaction to the competitive price is analysis by the psychographic segmentation of the company to determine the future project of the business (Lee, and How, 2019). The future project of the business company of travel and hotel industry is based on geographical segmentation. In the geographical segmentation, the market strategy for the company is to establish multiple branches which is already accomplished and primarily followed by the Marriott company where the premier inn carries the combination of the psychographic and behavioural aspects of the segmentation to demonstrate the business industry with the promotional activities
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The target market is the more specific market of the segmentation of where the generating profit is greater in compare to the generating revenue of the market. Generating revenue of a larger number from a market cannot often provide the generation of profits greatly as the products or service may not be worthy of business from the customer (Ellis, 2012).  The target market allocated by the Marriott company is the luxurious base as they believe the business philosophy of conducting business with larger profit for the specific same group of customers with a sustainable approach. On the contrary the premier inn processes the business of selling concepts of the marketing philosophy. As the selling concepts of the marketing philosophy are determined by aggressive selling and determining the profits with more revenue more profit (Henschel, et.al, 2018). The approach premier Inn keeps is the philosophy of keeping the old customer as well as growing the new customer base through innovative room facilities, cos-effective room advantages, and the decoration of customer satisfaction of the customers. 
[bookmark: _Toc117387431]Position of Marriott and Premier Inn 
On the business scale, there are positioning in the market which states that Marriot currently holds the business of benefit and affordability of the luxurious customers in contrast to the Premier Inn as the company claims the facilities and innovative market with moderate budget business in the industry (Deroos, 2010). The positioning purpose for both the company is to create brand value and customer satisfaction with the service that is provided to the customers with the continuous form of the market as competitors of the following industry are always available to give challenge the parties.
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The marketing communication and the scope of the growth in the hotel industry of the Marriot and premier Inn has two different dimensions. As through the essay, the two companies’ basic difference is already determined where the Marriot focused on the luxurious customer base and the premier inn is more concentrated on the budget category to support all type of customer basis, In such cases, Premier Inn requires more communication scope of the market. The scale of marketing the process channel of the business of the Premier Inn requires greater than the present scale, promotional dimension includes email marketing, digital marketing, customer feedback, lunching and promotional campaign, making collaboration with Airlines or transports company of touring perspectives (Tran, 2017). The process adjusts the communication of the new customers and innovative development of the growing scale for the Premier Inn. On the other hand, the Marriot company keeps a sustainable relationship with the customers of which the communication needs mostly about company flexibility and enlarging the scope of the facilities within the Marriott company  
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The aspects of the global tourism and hotel management of both the Marriott and Premier Inn play the role of significance despite the different approaches of marketing strategy, and marketing paths of the company in terms of the segmentation, positioning, and target customer in the industry of the tourism industry. The difference between the marketing and business management of the company makes both the company have different potential growth in the indifferent industry of business.
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