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This essay has been written to compare two hotel brands. Marriott and Premier Inn have been chosen because these firms are well-known, and data are available to compare. They use several marketing strategies which are well-established hotels that have been operating for decades, therefore, making it accessible to gather research on the different marketing strategies that they implement in hopes to attract new consumers.
Traditional marketing refers to promoting a product or service via non-digital channels such as word-of-mouth, physical displays at trade exhibitions, and broadcast media like radio and television. Businesses like hotel chains have started using digital marketing methods due to technological developments (Varadarajan, 2020). Promoting items by means of videos is one of these methods, which also involves using social media sites like Facebook and Google (Varadarajan, 2020). 
Premier Inn is the UK's biggest hotel chain, with 800 properties and 72,000 guest rooms. Hotel chain headquarters are in the UK. Whitbread established Travel Inn in 1987 to challenge Travelodge. After Whitbread purchased Premier Lodge and combined it with Travel Inn in 2004, the firm was renamed Premier Inn in 2007 (Premier, 2022).
Marriott International Inc. is a global hospitality firm headquartered in the United States. It presently does business in around 131 different nations and territories. It was J. Willard and Alice Marriott, a married couple at the time, who conceived of the concept for the group. (Marriott, 2022). 
Premier Inn has a well-developed marketing strategy for each of its hotel chains. The company's target market consists of tourists and those on long travels, while its clientele consists of business clients and vacationing families looking for cheap housing (Premier, 2022). The company's physical strategy is reflected, for example, in the rooms of its hotels, which are decorated in a uniform shade of purple that represents the comfort and elegance of each brand. The marketing campaign's goals of increasing the hotels' attractiveness to both their current clientele and potential new guests have been met (Brooks & Weatherston, 2022).
Marriott's market offering may be categorised as core, genuine, and enhanced services. The company's major offerings are its several hotel brands, each of which is optimised to maximise profits (Marriott, 2022). Marriott's main priority is the satisfaction of its customers; hence the corporation has devised specific marketing strategies to that end. To come up with competitive and successful pricing plans, the company studies customer behaviour trends. The goal of these plans is to provide customers with the right goods at the right costs. Using this pricing strategy, which considers both demand and supply, Marriott can determine its profit margins (Farlane & Curran, 2016).
Premier Inn, a hotel brand with a substantial base in the United Kingdom, has a great marketing position. As an example, in 2019, after being rebranded Premier Inn by parent firm Whitbread, the business accounted for more than 70% of Whitbread's revenues. The corporation is the most popular hotel chain in the United Kingdom because it provides luxury services at cheap prices, which draws a significant number of customers from over the globe. Since no other hotels provide a money-back guarantee, Premier Inn brands have a major edge over their competition (Kishore, 2021).
In contrast, the Marriott International hotel chain is one of the best in the world. It has a competitive advantage due to its ownership, franchising, and management of a wide portfolio (Meth, 2022). With its dominant market share, Marriott was able to purchase Starwood Hotels, the largest hotel chain in the world. Company operations have not changed and Marriott International Inc. remains the official name. It has been successful in competing with other hotel chains because of well-thought-out initiatives targeting affluent members of the next generation of travellers, technical superiority, and brand differentiation.
Premier Inn has developed plans to compensate for the losses it incurred as a result of the coronavirus outbreak. The company has used the spend to win advertising strategy to capitalise on the increased demand for staycations. Premier Inn plans to spend over 20,000,000 GBP on a digital campaign to increase its market share. The UK government has eased several coronavirus regulations in response to the rising demand for recreational opportunities (Petersen, 2018). Premier Inn is launching a branding campaign to increase brand recognition by emphasising its convenience and comfort. The company's new website lets customers easily book business or leisure travel accommodations (Sackmann, 2018).
Marriott's marketing strategy is crucial to the success of the business. Since the coronavirus epidemic has altered consumer behaviour, businesses will need to adjust their advertising strategies accordingly. The spread of the virus helped bring about this change. Consistent with this idea, Marriott International is adjusting to the changes in consumer behaviour by placing an emphasis on customers' experiences via the rollout of its new reward brand (Steve, 2018). The goal of the Marriott Bonvoy travel programme is to provide clients with the freedom to choose from any of the 129 brands owned by the corporation. As a result, the corporation raises awareness of its many brands and hopes that existing and future consumers may sometimes visit those brands (Unhelkar, 2018).
Premier Inn values highly living up to the obligations it has for its customers. The company has developed systems to reduce waste, recycle more, and maximise the use of resources (Varadarajan, 2020). To do this, the corporation will commit to reducing the intensity of its carbon emissions by at least half by 2025. All Premier Inn hotels plan to become green by switching to renewable energy, installing solar panels to power their buildings, and replacing their fleet of delivery vans with electric vehicles to cut down on emissions (Worthington et al., 2018). Whitbread's locations in the United Kingdom use 100% renewable electricity, and 113 of the Premier Inn Hotels generate electricity using solar panels; both initiatives are examples of the success of the company's environmentally responsible business strategy, which won an award. Whitbread has reduced its carbon footprint by around 10,000 metric tonnes thanks in part to the use of LED lighting (Varadarajan, 2020).
Meeting customer expectations is Marriott International's main priority, which is why the company is actively expanding on an aggressive environmental strategy that combines new components with the goal of making its meetings eco-friendlier and greener. The companies should provide eco-friendly products that will lessen the environmental impact on their guests and the event planners they collaborate with (Walker, 2019). Marriott has also considerable progress in its green movement over the last several years because of its commitment to reducing its levels of greenhouse gas emissions.
The COVID-19 outbreak has repercussions for businesses in the tourism and hospitality industries. For this reason, the firms in the tourism sector have taken some actions to face it. Premier Inn has always cared deeply about its customers' well-being, which is why they maintain immaculate, secure, and private rooms. Hotels in the Premier Inn group have begun using a new cleaning routine, dubbed Premier Inn Clean Protect, in direct reaction to the global spread of the coronavirus. The hotels' hygiene commitment is meant to ensure guests that they are taking necessary precautions considering the epidemic, allowing them to book and stay at the hotels with full confidence (Druck, 2021). Safeguarding their visitors' peace of mind, hotels are now using disposable paper menus and accepting payments through contactless means. Hotel staff are also using an anti-viral sanitising spray that meets European requirements to clean frequently touched surfaces like doorknobs, and they are washing bed linens and towels to thermally disinfect them (Druck, 2021).
The satisfaction and happiness of Marriott's customers and employees are the company's top priority. By implementing the measures advised by regional health authorities, the organisation has shown its dedication to delivering a secure workplace free of the coronavirus (Worthington et al., 2018). The brand has added guidelines for its hotel rooms to raise the bar on its ready-exacting cleaning standards. Guests and employees alike should be required to cover their faces, hospital-grade disinfectants should be sprayed throughout the hotel, disinfecting wipes should be provided in each guest room, social distance should be emphasised through lobby signage, and extra space should be made available by rearranging existing pieces of furniture.
According to Hotel Benchmarking, 60% of all global website traffic to hotels will have originated from mobile devices. Specialists anticipate the trend will continue to grow, reaching critical mass by the decade's conclusion. Managers in charge of marketing at Premier Inn should create mobile-friendly marketing tactics to connect with the growing number of people who choose to make reservations online (Peter, 2018).
Social media is a powerful tool that Marriott can employ to increase hotel profits and better market its services to potential guests. Marriott must use a content calendar to guarantee the regular release of engaging articles. For Marriott's social media marketing strategies to be successful in drawing visitors to the website and, in turn, boosting the number of direct bookings, the company's presence in social media must be maintained on a constant basis (Peter, 2018).

In conclusion, the marketing strategies of the two firms are totally different. The essay was an analysis of the marketing strategy run by Marriott and Premier Inn, two well-known hotel chains. Marriott's market offering may be categorised as core, genuine, and enhanced services. Premier Inn’s target market consists of tourists and those on long travels, while its consumers consist of business clients and vacationing families looking for cheap housing. Meeting customer expectations is Marriott International's main priority, which is why the company is actively expanding on an aggressive environmental strategy that combines new components with the goal of making its meetings eco-friendlier and greener. Premier Inn values highly living up to the obligations it has for its customers. During, the pandemic both firms took the initiative to protect their customers and employees. If the recommendations are followed properly, it is expected that both Marriott and Premier Inn will be able to enhance their business activity efficiently.
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