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Essay
Marketing is the function of developing products according to the needs and wants of customers and promoting them to the targeted audience. Attracting targeted customers and making them buy the product is the main goal of marketing strategies (Morgan et al., 2019). This essay is going to compare the marketing strategies of two different companies in the hospitality industry. This essay is going to compare the marketing mix strategy of Marriott International and Premier Inn. It will provide insights into the importance of effective marketing strategy in the success and failure of business organizations. It will also evaluate the history and businesses strategy of both organisations through assessing their history. 
Marriott International, the largest hotel chain in the world regarding the number of available hotel rooms, is an American multinational hotel chain (Catana and Toma, 2021). It is a public limited company operating in the hospitality industry. It was founded by J. Willard Marriott and Alice in Marriott on 5 March 1927. It includes operating, franchising, and licensing hotel rooms and residential properties to their customers (Wichmann et al., 2022). The product line also includes lodging timeshare properties in its selected locations. The headquarters of Marriott International is in Bethesda, Maryland in the United States. 
Premier Inn is a multinational British hotel chain established in 1987 by another British multinational, Whitbread, and Travel Inn. Premier Inn is regarded as the largest hotel chain in the UK. It operates under hospitality industry and manages eight hundred hotels with 72,000 rooms. It provides hotel rooms and lodging facilities to its customers (Ntounis et al., 2022). 
After the pandemic, the company has seen boosts in its revenue and introducing innovative marketing strategies to attract new markets. In the second quarter of fiscal year 2022 the company stated sales growth of 69.51%. The net profit margin of the company was 12.7% in the same quarter. The company set strategy to expand its market share in Asia-Pacific nations especially in Chinese market (Neves, 2022). 
Both companies have used the marketing mix techniques to develop their marketing strategy that best suits their organisational capabilities. Marketing mix is an essential tool in designing marketing plan for businesses. According to Cerchione and Bansal, (2020), it provides insights about how marketing strategies should be developed through selecting the best place, product, price, and promotion techniques. The marketing mix is consisting of four components which are product, price, place, and promotion. 
The product strategy of Marriott hotel is organised and diversified in a manner that can attract different segments of the market. According to Yeon et al., (2021), it operates some of the largest and luxurious hotel brands in the world such as The Ritz-Carlton, Spring Hill Suites, Renaissance hotels, JW Marriott, Le MERIDIEN, Gaylord hotels, BULGARI, Westin, and Courtyard hotels etc. It helps Marriott to serve different segments of markets at the same time and increase its presence in the market. Marriott provides high brand value and luxurious services through all its brands (Catana and Toma, 2021).
The product strategy of Premier Inn consists of differentiating hotel rooms for diverse types of customers. It is focus on providing budget hotel rooms with great comfort and satisfaction. It provides television, end-suite bathroom, and tea and coffee making facilities, and free Wi-Fi internet. Customers can also get hairdryers, and iron o request. It is one of the best economy hotel brands in the UK (Ntounis et al., 2022). 
The pricing strategy of both companies are effective and dedicated towards providing the best possible deal in the market. The pricing strategy of Premier Inn includes flex, semi flex, advance, standard, and non-flexible strategy (Ntounis et al., 2022). It provides flexible option for customers and provide the right to cancel booking at 1pm on the day they were about to arrive. It also maintains value pricing strategy to increase customer satisfaction and increase customer turnover. 
Marriott has designed their price according to the location, service, and customers with the objective of providing the right service at right time to the right people (Catana and Toma, 2021). The company uses flexible pricing strategy to gain competitive advantage and change the price of their services with the changes in the behaviour of their competitors (Neves, 2022). 
The placement strategy gives Marriott the advantage to attract diverse types of customers such as business travellers, tourists, and other travellers. The company operates in 131 countries around the world and most of the locations of its hotels are located near airports, central markets, large cities, and near financial centres etc. Marriott provides its customers through almost thirty brands with 7,642 hotels which have 1,423,044 rooms (Floričić, 2020). 
According to Chun-Yi et al., (2021), the primary operation of Premier Inn is based on the UK market and its international appearance is quite low compared to Marriott international. Premier Inn has targeted the market of the UK. The company have eight hundred hotels in the UK, Ireland, Germany, UAE, and Qatar. The company have more than 35,000 employees and serve more than five million people every month only in the UK (George, 2021). 
Marriot uses both traditional and digital marketing techniques to reach its target customers. It has developed websites, social media appearances, and other digital marketing tools. It promotes the brands with advertisement, video content, and posters in various social media sites (Ho et al., 2021). The website provides easy access to information about the products and services and provides easy booking and payment facilities. 
Premier Inn uses both traditional and digital marketing tools to promote its band. It uses television advertisement, leaflets, digital and conventional posters, social media, and other promotional techniques. It introduces offers in various locations in various times to attract customers. Moreover, its website, and email newsletters plays significant role in its promotion strategy (Khatri, 2019). 
Marriott International is concerned about their carbon emission and set a goal of reaching net zero in its business operation by 2050. But there are little signs of decreasing its total carbon emission. The total carbon emission by the company was reported 5,166 kilo tonnes in 2020. It has reduced significantly from the previous year when the total emission was 6,809 kilo tonnes but the main reason of this fall was decreased business activities by the company (Neves, 2022). Through its Employee & Guest Engagement, Going Green, and Reduce Consumption of Water, Waste and Energy strategy it is establishing itself a sustainable business organisation to its customers and other stakeholders (Lin et al., 2020). 
Premier Inn committed to the efficiencies in its business process and increasing recycles and reuse of resources of the company. The company had acted in 2018 to reduce their carbon emission by 50% in 2025 and as much as 88% by 2050. Currently, it has taken many initiatives such as increases the use of renewable energy, making its car fleet electric, fuel efficient and hybrid, invested on generating solar energy, LED lights, and heat recovery technologies (Nikbin et al., 2021). The company has launched its first green hotel in 2008 to attract environmental conscious customers. It provides competitive edge for the company in its green marketing strategy (Floričić, 2020). 
Both the companies have invested in health safety and committed to abide by the COVID rules and restrictions in their operations. During the pandemic, Marriott revised and implemented their strict and cleanliness standards, and re arranged their furniture to maintain social distance. The company had faced severe financial losses as its global occupancy fell 31% during high waves of the pandemic. The company has adopted an aggressive marketing strategy to and implemented new promotional techniques with highlighting the safety standards of the company (Sheth, 2021). 
Premier Inn also increased their safety regulations and invested £20 million in marketing activities. The company is expecting to recover £1 billion losses from 2020/21 fiscal year. The company has started its campaign ‘Rest Easy’ for three years to increase its band value as a part of post pandemic strategy (Ntounis et al., 2022). 
This essay has shown the differences between marketing strategies between Marriott international and Premier Inn. Both companies are providing hotels, lodging and resort rooms to their customers but target market, price, band value, and market share are different between these two companies. 
As Marriott Int. and Premier Inn are two different businesses from different origin operating in the hospitality industry with different quality products, they can diversify their products and services to reach different markets and market segments throughout the world. Premier Inn is increasing its presence in Germany, and it could target other European nations such as France, Spain, and Italy with great tourist attraction. Marriott international can increase its presence in South Asian and south-east Asian nations and other developing countries with enormous potential of increasing customers in future (Catana and Toma, 2021). Moreover, the budget management in marketing strategies of both organisations must be efficient to cover the losses in the pandemic and grab new opportunities. Both the organisations should increase the use of social media other digital marketing tools in their promotional strategy. 
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