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The purpose of this essay is to compare the marketing approaches and strategies of two multinational hotel brands. Marriot hotels and resorts and premier Inn have been chosen as the two multinational hotel brands for this essay. The reason for selecting Premier Inn for this essay is that it is the world’s leading hotel chain in the United Kingdom (UK). Moreover, the reason for choosing the premier Inn for this essay is because it has more than 440 hotels situated throughout more than 70 different nations and regions. Premier Inn is a British limited services hotels company as well as the leading hotel brand in the UK, including over 72,000 bedrooms and over 800 facilities. It runs hotels in many different areas, such as city centers, suburbia, and airports, where it interacts with companies including Travelodge as well as Ibis hotels (Premier, 2022). In addition,  Marriott International-owned multinational semi-luxury brand name. As of June 30, 2020, Marriot had 84 hotels containing 23,092 bedrooms under construction as well as 446 hotels with 155,617 rooms under operation around the world, including properties in the United States, Africa, Pacific Region, Central America, European, the Gulf Region, as well as the Caribbean (Marriot, 2022).
Marriott manages the requirement for global segmentation by constructing properties that promote several brands in various parts of the world and places given that it runs hotels in 72 nations.
The proposed demographic segmentation for Marriott takes wealth, family status, and occupation into account rather than gender and age. Preferences, viewpoints, and behaviors are among the elements considered when segmenting consumers of Marriott Hotels by their demographic segmentation. Marriott emphasizes the value of the hotel chain's brand recognition and its capacity to meet the wants and preferences of its guests by segmenting the market.
After the year, the company has the largest worldwide product roadmap with around 485,000 guestrooms. (Marriott International, 2022). Even though the services provided by Premier Inn are of exceptional quality, they are priced reasonably. Middle-class families have been the focus of Premier Inn's weekend marketing campaigns. Families on a tight budget should strongly consider Premier Weekend because it enables them to enjoy themselves while spending less. The other market category, which is made up of business travelers, is advantageous to Premier Inn. The majority of business travelers looking for a short stay can stay at Premier Inn because they have multiple locations throughout the UK and offer top-notch services.
With well over 800 hotels and 78,000 guest rooms in the UK, Premier Inn is also expanding in its secondary market, Germany. This has more than 12,000 guest rooms in its inventory. it spans 68 hotels and is accessible and interesting.
German business at Premier Inn increased from 6 the Covid-19 (Premier Inn Well-Positioned To Grow From Thirty Properties in 2020)

Not all of Marriott's customers get the same promotional communications. Marriott's target market includes commercial, business class, and luxury travelers. They have targeted generation X and Y premium travelers with their marketing. Several carefully selected platforms are used by Marriott to spread its message. According to Erika (2021), Premier Inn uses internet communication to connect with its target market. The hotel spends a lot of money promoting on platforms including television, newspapers, the internet, and social media.

 A marketing strategy refers to a company's plan to lure potential customers and convince them to purchase its products or services.
It contains information about the company's perceived value, its key brand messages, the demographics of its target market, and other vital components. (Azhar Mohd Harif et al., 2022).
Using an analysis of the 4 P's of the marketing mix, this section contrasts the current marketing techniques employed by Marriott Hotels versus Premier Inn Hotels.

 The company's main source of revenue is through marketing strategies that incorporate hospitality services like those provided by Marriott. Only a handful of the numerous businesses kinds that fall under its remit of "basic," "authentic," and "enriched" services include lodging, resorts, hospitality management, and hotels.


Their main goal is to offer high-quality services at affordable prices. A value-quality framework serves as the foundation for Marriott's hotel pricing, and the corporation continuously abides by its pricing strategy to maximize profit without endangering the reputation of its brand. In a strategic move, Marriott modifies its pricing in reaction to the state of the market and competitors' actions.

There are Marriott properties all around the world, that have had long-term success because it carefully considers where to place it’s distributing its goods in hotels. It has developed to become well-known since its inception. most of its hotels are located in or around an area that is well-known throughout several different countries’ principal cities of the country.

The internet marketing of Marriott's services receives all of the company's focus global citizens for their company, they've created a website that presents all of their information simply and efficiently. services and permits guests to quickly reserve accommodations in advance. ('Detailed Marketing Strategy of Marriott International - A Case Study | IIDE', 2021)

 The lodging selections at Premier Inn are varied to accommodate different types of visitors. For instance, its Family suites have a king-sized bed for adults and couches for children as well as portable cribs for babies, and parents. The visitors' safety and health are guaranteed by a rigorous cleaning regimen.

There are several different ways to pay at Premier Inn, including Flexible, Advanced, Regular, Semi-Flexible, and Non-Flexible. These provide customers with a range of choices. Flex is the most flexible option because it enables them to alter or revoke their reservation until one hour before their expected arrival. This motel generally charges fairly. strategy to provide its clients with outstanding value.
 Premier Inn operates about 800 lodges in the UK, as well as in nations including Ireland, the United Arab Emirates, France, and Italy. Visitors can make quick reservations through the hotel's website and mobile app.
Advertising is an essential part of Premier Inn's marketing plan. The hotel makes large financial investments in its marketing efforts through mediums like radio, print, the internet, and social media. ["Premier Inn's marketing mix," 2021]
 The most recent comprehensive sustainable development and social influence platforms from Marriott include Serve 360: Delivering Great Across Every Channel.
Servicing 360's in 2025 Environmental and social benefit objectives, which include a commitment to uphold moral actions are motivated by the United Nations' Sustainable Development Goals. "Nurture the world," "encourage through possibilities," "invite everyone, and promote the platform's other three pillars are human rights (Marriott's 2019's sustainability and social impact program seeks to bring about significant change).
Premier Inn Hotels hopes to achieve net zero by 2050, but they believe that by utilizing their Force for Better strategy, they may achieve that objective sooner.
sustainability strategy and to reassure their clients that they are doing so by patronizing an environmentally responsible business  (Net zero carbon emissions, 2021).

Worldwide travel choices have decreased as a result of the COVID-19 outbreak, which started at the tail end of 2019. The travel and tourism industries have seen an unnoticed decline brought on by international borders closing (Atasoy et al., 2022).
In response to the Covid-19 epidemic, according to Shin and Kang (2020), Marriott enhanced cleaning standards and implemented cutting-edge technologies (including cleaning robotics and electrostatic sprayers) to enhance disinfection.
To sanitize and sterilize guest rooms without the assistance of workers, for instance, hotel facilities have installed Xenex robots, which are frequently used in operating rooms in hospitals.

With the COVID-19 epidemic, Premier Inn is well-positioned to grow its market share. In all of its hotels in the UK and Ireland, they instituted Premier Inn Clean Protect, a stringent daily cleaning schedule.
The check-in time has been extended to 3 pm to give them enough time to completely clean the rooms and get them ready for guests' stays.
Furthermore, they have installed protective screens at the front desk to lessen contact, cleaned high-touch areas like check-in kiosks, lift control systems, door knobs, and handrails more frequently with Diversey-approved antiseptics by EN14476 European values, and washed all of their linens and towels at temperatures above 60°C to thermally sterilize at extreme temps. Additionally, they have given each guest a personal water bottle., hand sanitizer, and face shields (Premier Inn, CleanProtect, 2022).
According to Innes (2022), in April of the prior year, The first post-pandemic advertising from Premier Inn was released with the statement that trust. The hotel chain, however, revised the idea for the second iteration of its "Rest As the market and customer trends change, an "easy" marketing platform that emphasizes reliability and A shift in opinion.

Two international hotel chains, Marriott International and Premier Inn of the UK have a historical foundation that was provided by the study mentioned above. In the hospitality sector, both of these companies succeed to become leaders. Both of these hotel chains employ excellent marketing tactics, allowing them to take the top spot in the hospitality sector. The Sustainable Development Goals for their respective nations are actively pursued by both hotel chains, it may be noted. 
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