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Introduction
Marketing strategy is an approach used to define strategies used by different companies in positioning their products in the market. Each company employs different marketing strategies based on its financial abilities and its commitment to achieving better profits (Nalley & Gregory, 2021).   The study will focus on the marketing strategies of Marriott inn hotel chosen from group A and premier inn chosen to form the group.  They have been chosen based on their long existence in the market and the elaborate strategies they have put in place to compete and expand their market reach (Rosner et al., 2019). These international hotels have effortlessly shown extensive marketing approaches for their businesses. However; the analysis will illustrate a comparison of their segmentation and targeting positioning, and marketing communications withier their prospective audience. Additionally, the easy will make recommendations that will assist their brands to enhance their future growth.
Market segmentation
This is a type of approach to classifying the market based on the demands of the clients. As a result, Marriott international hotel classifies its market based on the purchasing power, needs, and prospects of its customers.  Its policies and approaches are accommodative and flexible and this is the key reason it pursues offering hosting services for its clients (Nalley & Gregory, 2021). Their first segment is made up of customers who are in dire need of luxury and high comfort. These clients have lots of prospects and the Marriott hotel has defined the most expensive services for this segment. Additionally, their second segment is defined by rich and lavish clients who always request exotic food, beautiful views, lavish suites, and private portions. Furthermore, for their third segment, Marriot Hotels and resorts focuses on their clients from local communities. These customers usually do not look for accommodation services but they mostly focus on other services provided by the organization. Premier hotel segments focus on demographic such as families and tourists traveling for fun as well as business travelers from throughout the world (Aroulet al., 2022). Additionally, they are looking for budget accommodation, and just like Marriott inn hotel, the business operations of Premier Inn extend outside city centers to areas near airports and suburbs. Since its foundation, the hotel network has followed plans for growth and acquisition, for instance, and in 2004 it bought the Premier Lodge hotel chain.
Targeting
Marriot Hotels and resorts uses different approaches in targeting its customers. They categorize their customers based on their personal and demographic features.  It has two categories of customers, for instance, potential and current customers (Nalley & Gregory, 2021). Potential customers are our clients who may or may not request any service from the hotel; however current clients are existing customers who are enjoying services from the organization. On the other hand, Premier inn has effectively employed targeted its customer by conducting market surveys on issues such as expectations, demands, market trends, and the needs of the customers (Heath, 2020). By finding out the needs of their customers, Premier Inn has actively competed with their key players in the market. Furthermore, the organization has a website that encourages its customers to use it in providing feedback and any response that is important to them (Aroulet al., 2022). The approach has assisted the organization to get feedback that helps in building their brands to the expectations of their customers. Premier inn usually targets middle-class clients and the local people living around their businesses. They work on tactical brand promotion by providing offers to them.

Positioning 
Positioning a brand in the market is a significant approach for Marriott inn Hotels. The organization usually positions its brands to fit the minds of its existing and potential clients. They achieve this by having a transparent idea of demand and the needs of the customers and the market. As a result, the organization provides locations and suites to tourists and vacationers. Additionally, they are committed to offering conference venues for business experts (Neves, 2022). On the other hand, the foundation of Premier Inn's brand is one straightforward promise. It guarantees its visitors a peaceful night's sleep.  The customers who are not content with their services have their money refunded. However, since no other hotels offer this service, their brand position gives them an edge in a cutthroat industry. By hosting a "dad of the year" competition and using social media to advertise vacation spots and new hotels, Premier Inn targets the family market niche (Sinha & Ekka, 2021). The organization has successfully and effectively utilized all avenues, with a robust brand presence across the board, additionally, it employs email newsletters, deals, and a fantastic website to inform and communicate with its clients. This has helped in building a strong brand across the board.
Marketing Mix Strategy
Marriot Hotels and resorts has continuously increased its branches globally and it has established a complex and traditional marketing strategy. Furthermore, to increase its sales and profits, the organization has developed its subsidiaries on highways, in centers of major cities, and near key airports (Neves, 2022). Likewise, these organizations have worked to develop an enormous portion of the global market by establishing and expanding accommodation services. Just like Marriott hotel, Premier inn hotel also has a complex marketing mix which has assisted it in developing a candid marketing strategy for fostering the global market. On the other hand, Premier Inn Hotel employs the use of 4ps rather than the usual 7ps because it provides a comparatively simple marketing mix approach (Sinha & Ekka, 2021). These involve pricing, placement of products, promotion, and the product itself. As a result, these elements have worked out in offering extensive services to clients.
Pricing Approach
 	The pricing strategies are aimed at increasing sales and services. Operation in different countries globally necessitates different pricing strategies. As a result, Marriott inn hotel usually adheres to specific guidelines and policies to maintain pricing strategies following the state of the economy of the host country among other key factors like inflation and strengths of the currency (Selin, J. (2022). Its pricing strategy is approached in a way that can increase revenues to build and maintain the brand's image. Furthermore, Marriott hotel uses its budget, investment, and sale campaign in its pricing approach. It further estimates pricing strategy based on the strategies of its key competitors and the existing demands in the market. In regards to Premier inn, their pricing strategy is usually based on the market demands of the country they are operating from (Sinha & Ekka, 2021). They usually argue that high pricing strategy can lead to a great loss of clients. This organization employs affordable packages and discounts to expand market demand.
Products and Services
To meet the demands of the growing markets globally, Marriott hotel offers a variety of services to their clients. For instance, they focus on providing services such as hospitality, banquet hotels, lodging services, and resorts (Selin, J. (2022). Particularly, it concentrates on the provision of lodging and facilitating services. The facilitating services involve strategies that add striking value to the key services of the organization. On the other hand, lodging services are made up of gyms, valet, playrooms, and restaurants. Premier offers accommodation, hospitality, lodging services, conference rooms, and restaurants. Its rooms have a variety of amenities like an en suite bathroom, an incredibly comfortable double or bed with a duvet, a remote-control TV, tea and coffee-making equipment, and a desk area. It offers free travel cots upon request as well as irons and other amenities. Over the years, Premier Inn has developed a strong brand reputation (Sinha & Ekka, 2021). The hotel's reputation as a family- and bicycle-friendly destination has been a major selling element. For the seventh year in a row, it won the title of Best UK affordable hotel brand. 
Sustainability and Green technology
Marriott International has effortlessly pursued sustainability in its business strategy, and it has achieved this by installing water-saving fixtures and further encouraging community engagement among tourists (Rosner et al., 2019). Marriott has for the past 20 years worked to conserve energy, for instance, it has changed its bulbs to fluorescent lighting (Landau, 2020). Additionally, it has introduced programs meant for recycling linen and it has installed more than 100000 toilets and low-flow shower heads across its hotels. Premier inn hotel has further invested in gas appliances and electric equipment thus it has pursued renewable energy across the United Kingdom and Germany (Filimonau & Magklaropoulou, 2020). Additionally, the organization is planning to move to electric cars and installation of solar panels and smart heating controls. It has also planned to reduce its scope of 1 and 2 emissions to zero in compliance with UK net zero emission targets by 2050
Covid 19 pandemic 
 	Marriot Hotels and resorts and Premier Inn hotels recognized the need to prioritize the well-being of their clients and staff during the Covid-19 pandemic. It closely monitored developments around the globe by partnering with the world health organization and the department of health for specific requirements to ensure it undertakes comprehensive actions. Premier inn constantly reviews different Covid 19 restrictions policies to ensure they operate within the stipulated regulations (Heath, 2020).  They encourage their clients to check the guidance on set regulations on different destinations such as Germany, Wales, Scotland, and England before they make their plans to travel. Both Hotels focus on social distancing and sanitization and wearing masks by visiting clients to prevent any instance of Covid 19. 
Recommendations
Marriot Hotels and resorts and Premier inn Hotels should work to invest in search engine optimization. They should capitalize and ensure that their websites can be easily understood by the target audience. This will help in direct bookings and foster visibility. Secondly, these hotels should consider the power of data specifically Google analytics. This will assist them to comprehend how their clients interact with their platforms during booking. Furthermore, they should focus on mapping the journey of their customers and have touch points. This will ensure they have a special message and approach to entice them with marketing efforts along their journey.
Conclusion 
Marriott inn and Premier inn have laid out different market strategies that have helped them achieve a better market. They segment their markets differently and their target customers are travel guests, local communities, and tourists. They offer nearly similar brands the only difference is what they focus on in different countries. They have different platforms to communicate with their clients and this has helped them, to get feedback for their brands. Additionally, they adopted different covid-19 strategies to assure the safety of their customers. They need to focus on search engine optimization to reach many customers and fasten the booking experience.
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