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Introduction 
The hotel industry is one of the booming industries in today's world so the competition is also increasing day by day. Considering this, the hotel which has competitive advantages in its marketing strategy can be the leader in the industry. Without a proper and effective marketing strategy, the hotel cannot be sustained in this intensely competitive market. Marriott International and Premier Inn are renowned as well as successful hotel chains in the world. Marriott International is an America-based international hotel chain that engages in several operations including hotel, lodging, and operation time-sharing facilities. This hotel chain has already covered around 131 countries in which it operates its hotel and other business. Besides, Premier Inn is one of the well-known British hotel chains that have around 800 premier quality hotels around the world. Marriott International and the Premier Inn are already successful in their position that's why this essay has selected those international hotel chains. The following section will illustrate the comparison between those hotel chains.



Main Body
Marriott International has been focusing on several market segmentations from the time of its beginning history. Market segmentation includes several areas including geographical, demographical, and behavioural as well as brand status. This hotel chain segments its target market according to their income as well as their profession. Besides,  it has focused on four segments according to its brand status including the luxury hotel, the upper scale hotel as well as upper-middle-class hotel (Darsin et al., 2019) This segmentation is generally applied according to the economic condition of particular countries. The luxury and upper scale hotel of Marriott International has developed in countries that have healthy economic conditions like UK, France, and America. Moreover, the upper-middle-class hotel is generally established in developing countries like Bangladesh, India, and Pakistan. Marriott International always considers the premier pricing strategy for its service considering the distinctive identity in the hotel industry. On the other side, Premier Inn has a different market segmentation policy from the beginning. The main focus of the Premier is group traveller sand business travellers so it segments its market into two areas including leisure and business(Wen et al., 2016)Unlike Marriott, its emphasis on the budget pricing strategy considering middle-class travellers that facilitate the way of attracting the highest numbers of guest. Marriott International and Premier Inn both have different target markets considering their market strategy. Marriott International considers the upper-class audiences; on the other hand, Premier Inn focuses on the middle-class travellers who want budget tours.

A strong market position is a key to become the leader in the hotel industry. The market position reflects the capability of the hotel that decides whether it can easily attract the target audience or not. Considering the recent analysis, Marriott international has already covered the 3% of the international hotel industry that highlights the strong market position of Marriott International (Wickham et al., 2020). Besides, it is the most demanding hotel chain in the US market because of its premium quality service. It always offers luxury services that can be affordable for its target audience and has gained competitive advantages by ensuring innovative service, maintaining integrity in operation, and becoming highly careful about the quality. These promising services have facilitated the way of increasing the loyal customers which is the main strength of Marriott. So, loyal customers help to increase the sales volume of the hotel chain while launching a new service. On the other side, Premier Inn is also a trustable hotel chain in the UK market that has a good reputation because of its service quality. Besides,  it has already covered more than 11% of the market share of the UK hotel sector and also flourish with a good growth rate in the world market (Ivan ova and Rahimi, 2016).It promises its target audience that they can spend the highest pleasurable night in this hotel and the night becomes life long memory. Besides, it opens the option of refunding the guest if they are not satisfied with the service of the hotel. The guest-oriented market strategy helps it to become one of the leading hotel chains and gain competitive advantages. If Premier Inn can hold its position in the market, it can ensure a sustainable position. Marriott International and The Premier Inn both are in a good position in the world hotel industry and their own countries hotel industry that is a positive sign for their future leadership position. 

Marketing strategies define the activities of using the available resources aiming to attract the highest numbers of target audiences to become successful in the particular business industry. Considering the fourth industrial revolution, Marriott International has focused on digital marketing strategies to gain competitive advantages though it obtained some traditional marketing strategies in the past like TV commercials, newspapers, and magazines. Nowadays, it emphasize on the social media marketing campaign to effectively communicate with the target audiences (Nyangweand Buhalis, 2018).Besides, it has focused on the integrated marketing communication process to adapt with the changes in consumers' behaviour in the recent period. It has begun to use social media platforms like Face book and Instagram to resolve any issues and maintain a good relationship with the guest. Recently, Marriott International has developed an automated marketing system to focus on a collaborative approach with Excella Consulting. Considering the Premier Inn, it is considered both traditional and digital marketing strategies because it believes the traditional marketing communication process has an artistic and traditional value to the guests. The famous TV program organized by the Premier Inn which is operated by Lenny Henny helped to gain huge numbers of loyal customers so it still believes in traditional marketing strategies (Anthonisz and Heap, 2017). Therefore, Marriott International has been emphasizing only digital marketing strategies on the other hand the Premier Inn sticks to traditional marketing and also invests in the digital marketing areas. 

Sustainability is one of the crucial factors in modern days because people have become more concerned about the environment than before. So, the consumers prefer those hotels which engage in sustainable practices that have a positive impact on the environment and society. Considering this, Marriott International has begun to shift into renewable energy and has promised to reduce the carbon emission rate. The company has already reduced around 12% water consumption that can facilitate the way of establishing a positive image in the market (Signal and Rhou, 2017). Moreover, it has emphasized a campaign named "Make a Green Choice” that helps to reduce the rate of natural resources like water and energy. On the other side, Premier In is also aware of sustainable marketing messages to avoid any negative situation. It has already promised that it will reduce the carbon emission rate by 50% as soon as possible (Sow amber and Ramkissoon, 2019). Besides,  it arranges training programs for its employees to ensure that they can effectively and carefully use the resources during the service. Therefore, both Marriott International and Premier Inn are giving the highest priority in sustainable practices to give a green marketing message to the guest and society.
COVID-19 has severely affected the hotel industry around the world. So, Marriott International has also been affected by the rampage of Covid-19. According to data, Marriott International has to temporarily shut down more than 25% of its hotel that negatively affected the revenue of the company (Shin and Kang, 2020). So, it has decided to adopt collaborative marketing strategies to overcome the crisis. It has launched a mobile campaign partnering with Verizon Media. The name of the marketing campaign is “Browse, Shop and Buy” that helps to gain huge numbers of booking. Besides, it highlights the health safety facilities in the marketing campaign to gain the trust of the guests. On the other hand, Premier Inn has focused on increasing the marketing communication spending so it has already invested $20 million to disseminate that it has health and safety facilities and also has an emergency medical team to monitor the Covid-19 situation (Alwi et al., 2020).

Conclusion 
Effective marketing strategy can be the key to become successful and ensure a sustainable position in the competitive hotel industry. Both Marriott International and Premier Inn have the ability of quick adaptation which helps to increase the reputation of these hotel chains. This essay has illustrated the comparison of marketing strategies and market position. There has been found that Marriott International tries to grab the premium market on the other hand Premier Inn tries to cover the middle class and budget market. Both hotel chains are in the leading position in their home countries including the US and UK because of the sustainable practices and quality service that help to create a positive brand image. 
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