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The primary objective of the study is to present a comparison of the marketing methods of two of the multinational hospitality sectors that operate in the global market. The essay will also present an overview of both organisations in the initial section. Further, the essay will assess the marketing choices of both the hospitality sectors in addition to that; it will also present the market position of both companies. Apart from that, the essay will also illustrate the marketing strategies of both the hospitality sectors and the green messages that the companies have provided to their customer segments. In the final section, the essay evaluated the company's strategies post-pandemic through their marketing campaigns which are an important factor in sustainable growth and attracting customers for both sectors.  
[bookmark: _Toc118464489]Main body
The two hotels that have been selected for the assignment include Marriott hotels and Premier Inn hotels which will be discussed within the study. The Marriott hotels consist of 30 brands as well as they own more than 8000 properties all over the world that allows the individual with more effective ways to connect as well as experience their services in various corners of the world. Headquarter of Marriott is situated at Bethesda, Maryland as well as it was founded by J. Willard Marriott. The organisation is significantly known for their luxury properties all over the world providing their guests with luxury staying options as well as all suite properties in various exotic locations (Jobber and Ellis-Chadwick, 2020). The company Premier Inn Hotels is a British limited hotels chain as it is considered as one of the largest hotel brands in the UK. The organisation has more than 800 hotels all around the UK and several parts of the world to serve their guests with utmost comfort. The Premier Inn is well known for their all-encompassing comfort as well as providing their guests with effective living experiences. The Premier Inn is considered as kids friendly as well as provides various essential services to their customers for enhancement of their comfort levels.  Headquarter of the organisation is located in Houghton Regis, England and provides their services in various parts of the European theatre.
The marketing choice of Marriott primarily includes segmentation of the consumer within the marketplace. This includes various over the road travellers, luxury travellers as well as conduction of corporate meetings for their consumer within the marketplace. The company promotes themselves within the market with the use of new and innovative digital technology as well as traditional forms of advertisement within the marketplace. The company, Marriott also effectively maintains as well as well as well-designed their website to enhance the user interface for booking of their hotels and services. The organisation also generates user generated content strategy in collaboration with various influencers within the marketplace (Bowie et al., 2017). On the analysis of Premier Inn, it has been seen that the organisation heavily invests in various advertisement platforms that consist of outdoors, radios, print as well as various digital and social media platforms for advertisement of their features and services to the general public. The organisation is planning to further invest around €20m into development of their digital platforms for enhancement of their operational ranges within the marketplace. The organisation also has an effective Facebook page for interacting with their consumers as well as to allow them to utilise their services within the marketplace (Ghauri, 2014). Premier Inn is seen to work on the enhancement of their presence in various social media platforms as well as their ability to enhance their reach to a wide range of customers in the marketplace.
The current market position of Marriott is around 1.09 billion in the market in the previous year after the pandemic. It has been seen that in the times of pandemic the Marriott has to face a significant loss of around 267 million USD that significantly lowered their market value as well as their net profitability in the marketplace (Chaffey and Ellis-Chadwick, 2019). However, Marriott is considered as one of the largest chains in the hotel industry as well as ranked as the top hotel brands all over the world. The organisation is well known for their service and customer satisfaction, as the data of “Customer Satisfaction Index” (CSI) displays that they achieved 76 score in providing satisfaction to their consumers (Smith and Zook, 2020). Through the analysis of the market position of Premier Inn Hotels, it has been seen that they have generated around €1186.9 million in previous years. However, the organisation has to face a tough competition in the marketplace; still they have managed to gain an effective position within the UK. It has been estimated that the Premier Inn will see a significant growth of 11% in their sales and development process. The organisation is also effectively working for enhancement of overall shares with other organisations by effectively collaborating with them within the marketplace. 
The Marriott Hotels has been more active in digital as well as social media marketing platforms and their marketing strategy is depicted as effective in attracting consumers to enjoy their product and services. Through the organisation it tends to enhance their overall performance in the marketplace as well as enhancement of their customer base within the marketplace. Marriott plc also offers their consumers various levels of backdrop services to their guests as well as led to the enhancement of their overall experiences within the hotels. This allows them to enhance the experience of the consumer and share their reviews on the web page to enhance the attention of their targeted consumer in the marketplace (Kotler et al., 2020). The Premier Inn offers their consumers an online booking facility to enhance their credibility within the marketplace. The investment of the organisation in various promotion related platforms allows them to gain the needed attention of their targeted consumer within the marketplace. They utilise both the traditional and digital medium for marketing of their services as well as for the enhancement of their consumer base in the marketplace. The organisation also effectively invests in SEO for enhancing the performance of their web page as well as to develop the traffic for providing services to their consumers online.
Marriott significantly minimise their ecological footprint by sustainably managing their use of energy and water for their process and operations. They are also focused on utilisation of renewable energy as well as operate in a sustainable nature to minimise their impact on the environment. The organisation has seen to implement various innovative technologies to track their impact on the ecosystem as well as implementation of various changes to make their process and operation more sustainable for the environment. Marriott has also enhanced their business strategy to make them more suitable for enhancing the overall experience of the guest without impacting the nature or the ecosystem through their process (Clow and Baack, 2013). Premier Inn on the other hand is also focused on minimisation of their impact on the ecosystem or the environment. The organisation has taken an effective decision in removal of the use of single plastic from their hotels and restaurants. They are also working effectively with their suppliers for the minimisation of the use of plastic content or any other form of element which can impact the environment. The commitment of the organisation is primarily related to conservation of the environment as well as generations and operation of renewable energy for their process and operations within the marketplace.
The pandemic has caused enormous problems for the hospitality sector in the global market. The situation of lockdown and other restrictions have significantly impacted the hospitality sectors adversely and had caused a pause in their effective functioning. Premier Inn is a hospitality sector that has been impacted by the emergence of the pandemic. However, with the government approval of uplifting the lockdown and restriction, the company has effectively functioned in past years. The company has now engaged in providing the customer segments with messages related to sustainability and safe travel to grow in an effective manner (Innes, 2022). The company also launched its post-pandemic campaign with a message which focused on reassurance firmly. The company has also provided its customer segments with the message of moving away from the travel of post-pandemic. In a similar manner, Marriott hotels are also an important hospitality sector that has been engaged in providing its customers with green messages that can be helpful for them to maintain safe practices. The hospitality sector has also initiated the Hospital Grade Disinfectant that can provide the sector with higher maintenance of cleanliness. The initiative was for the guests to understand that the company focuses on the cleanliness, hygiene and safety of the guests and the approach is their topmost priority (Suzanne Rowan Kelleher, 2020). 
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The following essay has provided an analysis of the hotels and various aspects related to their process and operation in the marketplace. It has included the analysis of the marketing choices that are adopted by the organisation in their respective marketplace. The essay has also identified their current market position along with the marketing strategies that have been used by them for attracting their target consumer within the marketplace. Their sustainability as well as green messaging has also been effectively explained in the essay along with the message for their consumers in the post pandemic times.
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