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The following essay aims to focus on two globally operated hotel chain's, Marriott International and Premier Inn, marketing decisions, choices, and directions over the years. The discussion will include a respective historical overview, approaches toward marketing upgrades, current position, and tactics of the mentioned multinational hotels. The relevant consideration of the hotels considering sustainability and green messaging along with their improved position during the Covid-19 pandemic will also be covered in the essay. Both of the hotel chains were chosen considering their business area, size, and years of operation. Marriott has been doing business for more than 95 years and owns a total of 8484 hotels around the world where Premier Inn is operating for 35 years and currently has 800 hotels. These hotel chains would be perfect examples while comparing marketing methods.


[bookmark: _Toc85098953]Main Body
Marriott International is an American multinational hotel chain that started business in 1927 that currently allows franchising, lodging, and hotel facilities. The company started business as a beer shop along with a restaurant by the Marriotts and currently has 8484 hotels as well as properties worldwide. The Marriott family currently has 88% shares of the company. In 2020, the company had to reduce its costs as the company experienced a net loss of $267 million. Currently, the company employs 121,000 individuals. Marriott Int. currently holds 12% of the global market share in the hospitality industry (Morosan, 2018). Marriott International is competing with the Hilton, Four Seasons Hotel and Restaurants, Hyatt, Carlson, and Wyndham Corp. On the other hand, Premier Inn is a British multinational hotel chain that was established in 1987 by Whitbread. The hotel is the largest U.K. hotel chain with 800 hotel locations around the world. Currently, the hotel ranks 6th considering its 10 close rivals. 34,173 employees are working relentlessly to make their customers' stay convenient. The hotel franchise faced a £725 million loss during the recent pandemic and trying to overcome the financial distress gradually. The hotel chain owns a 3% share of the worldwide hospitality industry (Tempest, 2018.). The close competitors of Premier Inn are Kennington Bread and Breakfast, Travelodge, Easy Hotel.com, Millennium Hotels and Resorts, YOTEL, The Hoxton, and IHG Hotels and Resorts. The area of operation includes Ireland, UK, Germany, Qatar, UAE, U.S., etc.
Following the historical background, Marriott International expanded its business from a root beer stand to a multinational hotel and restaurant chain accumulating consumer demand. Marriot Int., in 1995, was the first hotel to introduce online accommodation booking. In 2006, the hotel banned smoking in its all properties situated in the U.S. and Canada. The multiple hotel bombing back in 2003, 2008, and 2009 stressed the financial condition of the hotel yet the company was determined to tap into the Indian, Chinese, and South Asian hotel industry (Emelda, 2018). In 2012, the Marriott Marquis Dubai was recognised as the tallest five-star hotel by the Guinness World Records. Premier Inn, on the contrary, is a substitute hotel organisation of Whitbread and according to the financial statement, 70% of the earning of the parent company generates from the operation of Premier Inn. From the very beginning, the portfolios of Whitbread started buying lodges and hotels and did not change a thing. But gradually, the management of Premier Inn started changing the bedroom designs but kept the swimming areas along with the gym just the same. The hotel wanted to differentiate the hotel chain from the generic hotels in the areas (Wu, 2021). The conversion into a more sophisticated and modern outlook boosted the revenue. The strategy of the hotel chain was to build convenient accommodation with food in city centres, airports, busy areas, business hubs, and suburbs. In cities, they reconstruct hotel suites and restaurants instead of demolishing the structure. So, the cost and time consumption behind a project is kept to a minimum (Bowie, et. al., 2016). The approach for ensuring optimum occupancy rate in the different countries follows different marketing strategies appropriate for that region.
Premier Inn and Marriott International, both of these multinational hotel chains are flourishing following their marketing techniques and positioned successfully in the global hospitality market gracefully (Biddle, 2017). Some of the crucial marketing strategies adopted by two hotels over the years are given in the following discussion. Marriott International follows some standard strategies to maintain its position in the highly competitive hotel industry and the strategies are working for the company as Marriot has become one of the leading hotel chains in the world. For the product strategy, Marriott Int. has divided its products into 3 categories such as core, actual, and augmented products thus ensure that the main flow of earnings comes from core products like the hotels. Each subsidiary or service brand of the hotel is unique in its way. For the pricing strategy, Marriott's marketing team ensures the right service with the right price to create a win-win situation. Moreover, the hotel follows a competitive pricing strategy (Hormby, et. al., 2019). The location of the hotels and restaurants owned by Marriott are well-thought so that it can ensure the attention of the target customers. The vacation hotels are near beautiful landscapes, oceans, mountains, or forests. the hotels inside cities are mostly built near airports, city centres, stations, highways, or markets thus ensuring occupancy rate (Thomson, 2020). The undistributed focus for marketing and promotion if Marriott is on the digital media. The hotel communicated with the customers with their perfectly balanced website showcasing all the products and services offered by the hotel (Nyangwe, and Buhalis, 2018). Besides, the hotel has a presence on Facebook, Instagram, Twitter, etc. as well. For the case of Premier Inn, the product strategy involves segmentation focusing where the hotel targets middle-income groups and lure them into spending their holiday in the premier inn at an affordable price. Following the positioning or location strategy, the hotels are situated at a convenient location ensuring accessibility. The pricing strategy of Premier Inn follows a competitive cost-effective pricing strategy. One night stay for four people will cost £29 according to their regular package (Vincent, 2015). For promotional activities, the hotel hires celebrities, ensures social media presence, and has proper virtual exposure. There are several weekend deals, packages, and discounts for the guests staying at Premier Inn.
Marriott International is aiming to decrease environmental damage, develop and manage sustainable facilities, and procure ethically while incorporating sustainable development across the hotel's value chain and minimizing climate-related hazards (Jones, et. al., 2014). They ensure sustainable administration of resources and energy utilisation, decreasing waste as well as carbon emissions along with promoting renewable energy (Deale, 2013). Technological advances have been used to create, execute, measure, educate, and manage sustainably to minimize environmental risk, which benefits both businesses and communities. Premier Inn follows the green and sustainability initiatives as well. On recent earth day, the hotel committed to reducing its current carbon emission to 50% by the year 2025. For their new hotels and ventures, the hotel chain would use zero gas, reduce natural resources, install solar panels, and efficient appliances. Total of 113 premier inn hotels has solar panel to produce electricity and the lightbulbs are replaced with LED bulbs (Fukey, and Issac, 2014). Sustainability is the way of the hotel’s daily operation.
The COVID-19 pandemic took a toll on the tourism and hospitality industry. The relative institutions and ventures are trying to revive their lost progress in the new normal situation. Thus the mentioned two hotel chains are positioning in the post-pandemic world with some strict health and safety rules. Marriott Int. is highly concerned with the well-being of their guests so they follow the safety guidelines provided by WHO and local authorities (Villacé-Molinero, et. al., 2021). the disinfectants are hospital grade and to make the process efficient, Marriott Int. uses technology like an electronic disinfectant sprayer, air-purifiers, temperature scanning, etc. Using face cover or masks are not mandatory for the guests who took two doses of vaccination. The hotel follows food safety regulations as well. In Premier Inn, the management authority published a new announcement concerning changes in their check-in schedule. While staying in Premier Inn, guests must use masks and maintain social distancing. The guests must follow the government guidelines and abide by the restrictions imposed by local authorities (Kim, and Liu, 2021). For the concerned customers, the hotel authority allowed flexible booking cancellation, and rebooking facilities. The Premier Inn hotels in Germany strictly follows the 3G rule were to be a guest at Premier Inn, an individual must have 2nd dose vaccination, a PCR test report of COVID negative, and a certificate of vaccination. All these hard and fast rules are to protect the guest as well as the local community from the potential outbreak of the Corona Virus.
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Conclusion
The entire discussion regarding the comparison of marketing methods of two multinational hotel chains, namely Marriott International and Premier Inn. The discussion of the essay included the historical background of the hotels, gradual progress, along the necessary changes that the hotels had to make to compete and grow over the years. To compare the marketing strategies, the marketing mix of each of the hotels were discussed focusing on respective methods of product selection, pricing, location, and promotional decisions of each of the hotels. The strategies adopted by Marriott Int. and Premier Inn are well-thought to support the growth of the company along with providing comfortable and convenient hospitality services to the customers. Both of the hotels follow sustainability standards and sends green messages through their CSR and sustainability activities. In the post-COVID-19 Period, the hotels have taken health and safety measures following the guidelines of WHO and local authorities. The regulations are compulsory for the people wanting to be guests at any of these hotels.
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