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           This essay examines the marketing strategy adopted by two different brands of multinational hotels. For this assessment, the hotel chains Marriot and Primer Inn have been selected because they are two of the most well-known hotel brands in the hospitality sector. The hotel chain Marriott International, Inc. operates and franchises various hotels and other lodging establishments worldwide. The corporation that his father, J. Willard Marriott, Sr., established is now run by his son, J.W. (Bill) Marriott Jr. Nearly 3,150 hotels under the Marriott International brand may be found directly in 67 different countries and territories (Wind, 2019). Following the 1992 separation between Marriott Corporation and Host Marriott Corporation, Marriott International was established.
Premier Inn, on either side, is the biggest hotel brand in the United Kingdom, boasting approximately 72,000 rooms through over 800 locations. Its competitors include Travelodge and Ibis, which operates hotels in city centres, suburbs, and airports (Tempest, 2018). In 1987, under the name Travel Inn, the first hotel in the chain opened for business, and Beefeater restaurant, "The Watermill" in Basildon, England, was the first to open. 
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The feature of Marriot's marketing position that most exemplifies the company's focus on meeting consumer needs is its focus on creating memorable experiences. Marriot starts distinctive product designs, brand names, and features to win in a crowded marketplace. The product strategy considers quality, variety, components, packaging, branding, and supplementary services (Fischer et al., 2018). On the other hand, everything at Premier Inn, from the accommodations to the attention provided to guests, is oriented toward ensuring that guests have a restful stay. Because different people have different requirements for restful sleep, various pillows are on offer. Beds have been carefully picked and tested to ensure a similar feel throughout the hotel. Premier Inn meets its customers' expectations by delivering exactly what they want: a comfortable bed and the assurance of a good night's sleep (McCaskey and Riches, 2018).
Marriott's pricing strategy revolves around choosing a list price, credit terms, payment schedule, and discounts. If Marriott goes with a system of "price penetration," it will have to charge less than other hotels to gain market share. Because of the low prices, the company has increased its market share. However, leadership needs to be conscious of the possibility of unwelcome price wars as reprisal from competitors (Hormby, 2019). However, Premier Inn Premier Inns do not market the fact that they are "cheap" hotels; instead, they highlight their "good night" guarantee. Hotels are discounted for specific nights, starting at £29 (prices may vary by location and length of stay). Since the room and not the guest determines the costs, there are no additional charges to worry about. Premier Inn's charges are cheaper than five-star hotels but remain considerably more significant than their more affordable counterparts (George, 2021).
Several different forms of media are used in Marriot's marketing campaign. It employs more conventional forms of advertising, such as television and radio. It is helpful because of how many people it can reach and how many people it can interest. It relies on the internet and social media advertisements, which are becoming increasingly cost-effective and beneficial as internet usage grows. The company may be found promoting itself on various social media platforms. “However, due to their sheer number of users each month, YouTube, Facebook, and Twitter get the lion's share of the company's resources” (Qin,2018). Hundreds of thousands have liked or followed its pages, where content is updated frequently. It participates in sales promotions throughout the year, including several trade shows. Increasing its visibility in stores, it is subjected to personal selling by a sizable sales crew. The annual budget for advertising is calculated as a proportion of sales.
Premier Inn's usage of the marketing mix is unified, focused, and consistent. Before Premier Inn's television commercial debuted, an email was sent to its mailing list with a preview. Premier Inn uses social media for upcoming advertising trips and new hotels and hosts a "dad of the year" contest to wink at the family market (Ghandour,  2019). Premier Inn maintains a robust brand presence across its marketing platforms, including email newsletters, discounts, and a top-notch website. Premier Inn's celebrity spokesperson Lenny Henry offers advice on getting a good night's sleep in a video.
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	With Green Engage, Marriott's all-inclusive online sustainability platform, hotels may monitor and report on their energy and water usage and carbon footprint. More than two hundred "Green Solutions" are available through the system to assist hotels in improving their resource efficiency and decreasing their carbon footprints. Dedication to ethical business practices is the bedrock of the Marriot brand. Hotels are often the hubs of their respective communities. This company recognises the need to do its part to reduce its negative impact on the environment and promote positive social change in each of those places. Marriott has, over the years, established goals for itself and the world (Jones et al., 2019). The Way to Tomorrow pledges, announced by businesses in February 2021, is one step toward this end. The plans in this set include carbon reduction, waste reduction, water reduction, and improvements in diversity, equity, and community impact.
Premier Inn has one’s back regarding teams, communities, and the environment. Therefore, they make it a point to be a positive force in the world by responsibly sourcing the cotton used in their cosy bedding and donating any leftover food to local communities in need. Because of this, more than 17 million pounds has been raised for the worthy causes that Great Ormond Street Hospital sponsors (Anilkumar et al., 2017). People who stay at the largest hotel chain in the United Kingdom can have peace of mind knowing that it is at the forefront of sustainability activities since it has established industry-leading goals in this area. This allows them to relax and enjoy their stay even more.
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	Marriott places a premium on the safety of its guests and employees in light of the growing concern about the spread of coronavirus (COVID-19) worldwide. So, they asked for an update on what one has done so far to contain the epidemic. They are keeping an eye on global developments and engaging with international bodies such as the WHO and the CDC, as well as necessary authorities for country-specific regulations, to guarantee that the steps adopted are comprehensive and suitable. The company has implemented measures to cut expenditures related to services and programs that hotels compensate for, such as marketing expenses, in anticipation of the expected revenue decrease owing to estimated lowered systemwide sales (Park and Lehto, 2021). In addition, Marriott has reevaluated its investment spending plans and expects to cut or postpone at least one-third of its earlier prediction of $700 million to $800 million in spending in 2020. The firm will typically only move forward with funding when it was previously obligated to do so. 
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Prioritising the well-being of its visitors and employees has always been a top priority. In all fairness, hotel guests can expect a sanitary and secure stay. Premier Inn CleanProtect is a rigorous, daily cleaning procedure utilised in all of their UK & Ireland hotels in response to the importance of high hygiene standards, highlighted by the COVID-19 pandemic. The most prestigious hotel Premier Inn always looks at hotel and restaurant rules to ensure they are opening and running following government limitations across the UK. Clients should verify any local guidelines or restrictions that may apply to their planned journeys when scheduling excursions to Northern Ireland, England, the Republic of Ireland, Germany, Wales or Scotland. It also noted that the governments Eat Out to Help Out subsidies plan had helped its UK eateries (Bas and Sivaprasad, 2021). Although they have increased from their lows in March to an estimated 51% in 2020, hotel occupancy rates are still significantly lower than before the crisis.
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	Marriott has launched a significant drive to transition into a real-time marketing company to better satisfy its customers' requirements and grow its business. By moving away from batch marketing, companies will be able to cater more effectively to the needs of their customers and provide them with relevant and personalised content. To achieve this goal, Marriott has been investing money into technology while implementing the appropriate processes and organisational framework to facilitate a new advertising approach. The guarantee of a "good night's sleep" is something that hotels deliver on in more ways than one. All Premier Inns follow the exact basic purple print and design scheme, creating the impression of a cosy home away from home in keeping with the brand's primary colour, conveying comfort and elegance. The rooms are always spotless, bright, and large, and they ensure a restful sleep with the help of blackout drapes, plenty of soft cushions, and supportive, high-quality mattresses. One reason for Premier Inn's success is that the brand is uniquely positioned. The unshakable devotion of the company to the core idea of branding and how it is implemented consistently across all channels is an example that other businesses should learn from. Because of their dedication to brand development, it is clear that they have a deep knowledge of both the audience and market in which they operate, which allows them to guarantee that the goods and services they provide to their customers are of the highest quality.
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