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Introduction 
[bookmark: _bjcqjqpdc5oa]The essay is focused on comparing two multinational hotel brands with their marketing positions. In this essay, the two groups of organizations that have been chosen are group A which is Sheraton, and Group B is Premier Inn with its marketing conditions. The comparison of the marketing methods of both companies reflects the involvement in the market according to its segmentation, targeting, and positioning. Both companies have planned to enter their market with different marketing strategies and positions. Besides that, the essay also represents the position of organization brands during the pandemic situation and follows considerations in order to make a marketing strategy regarding sustainability and free messaging.      
[bookmark: _Toc117695207]Main body 
[bookmark: _Toc117695208]Introduction to chosen multinational hotel brands with justification
[bookmark: _GoBack]The comparison of marketing methods is the most important aspect of multinational hotel brands as it highlighted the different marketing strategies used within the companies for their profitability. The essay has analyzed two chosen multinational companies with their marketing methods by dividing two groups that are group A “Sheraton (hotels and resorts)”  and group B “Premier Inn”. Sheraton is one of the largest multinational hotels that is famous for its great hospitality service providers whereas Premier Inn is also the most famous and one of the largest hotels across the global world. As commented by Perenc (2020), Sheraton Inn has one of the best commitments is customer satisfaction that indicates the customers are their priority among all the factors and the hotel also serves its customers with its great luxury facilities. For this aspect, the hotel has also been rewarded with its services since 2008. On the other hand, Premier Inn is a British hotel chain and is also known as the largest hotel brand in the UK. The hotel serves over 72,000 rooms and is linked with other 800 hotels across the UK (Premier Inn, 2022). The hotel chain started its journey in 1987 as Travel Inn. According to Filimonau and Magklaropoulou (2020), the primary objective of the Premier Inn is to improve customers' engagement with its brand, make better its services through digital platforms, and make its services better for customers so that they can book quicker and easier.  The comparison of the marketing position of both hotel brands has their marketing strategies which they use in the market to make a profit. Premier Inn hotel has positioned to take its 10% market share of the UK's market whereas Sheraton has positioned itself over the 11% holding share among the global markets.     
[bookmark: _Toc117695209]Marketing choices made by the brands with historical backgrounds and changes made in marketing approaches
The marketing choices made by these brands focus on their historical background and different changes in marketing approaches for interacting with a large number of customers. Sheraton has successfully been the largest hospitality services provider with its marketing strategy and advertising campaigns along with digital platforms (Olimovich, 2020). The world’s leading multinational hotel brand and third largest hotel in case of its number of branches and rooms across the global world. The overview of Sheraton's history has reflected its providing luxury services to customers and international strategies for attracting a large number of customers (Sheraton, 2022). After the market crash with low stock prices, the hotel focused on its customer's securities and product securities as well. In the current time, Sheraton began to depend on enhancing consumer interaction and marketing position by making development decisions and other practices (Karampini, 2018). 
Despite the increasingly competitive and complex market with its position, the hotel continues to follow its programs of selective growth. The hotel focused on its marketing choices with its value delivery strategy including several decisions related to customer interaction. The organization's management team needs to understand the value which the customer needs and conduct comprehensive market research. This market approach should be related to the potential customers as the main marketing variables (Niemelä, 2019). Sheraton Hotel has instituted comprehensive market approaches targeting potential customers and focusing on various business environments with the respect to legal, economical, and social factors. Flexible communication between the business and customers enables the organization to analyze the customer's needs and demands consequently.
Premier Inn started its trading chain in 1987 as Travel Inn and it was a great journey for the hotel at that time. According to the hotel budget which they operate is historically the largest growth of the segment along with the hotel market (Slootweg and Rowson, 2018). Premier Inn has historically been a beneficiary of its customers as “Trading down” at different times. In recent years, the Premier Inn brand has developed itself as the leading mid-market hotel with high customer reviews (Sinha and Ekka, 2021). With a focus on a large number of targeted audiences, the hotel launched “Rest Easy” as a multichannel marketing campaign in April 2021. This marketing approach helped to improve and identified the high brand scores which drive the number of customers to the Premier Inn websites (Mulvey, 2020). Besides that, the hotel has strong financial positions, investing to win the top position by serving new hotels, IT platforms, marketing approaches, and other facilities. This facility helped to improve sustainability in the UK and Germany. Moreover, its flexible approach within its marketing position in order to “improve its ability to maintain its estate and decision to optimize the marketing network”.
[bookmark: _Toc117695210]Current market positions of the brands
Marketing segmentation: The marketing segmentation of Sherenton has targeted two particular sections of overpopulation. The targeted segment for the new marketing is people searching for luxury facilities and high-class services (Tokue, 2021). On the other hand, Premier Inn has also focused on its marketing segmentation with its large number of customers. The purpose of the hotel has built an actionable customer segmentation that could manage the high engagement of customers across the global world (Aroul et al. 2022). The hotel has a different strategy that is used to target particular market segments over its marketing concepts.  
Market targeting: Sheraton Inn uses different kinds of strategies to target its large number of customers for its products and services by identifying its demographic and geographic location. The social status of targeted people has identified their business levels, age group, income level, and others. Besides that, a geographic location has been analyzed and any person who can afford the luxury services of this hotel has been targeted and domestic people from other countries have been targeted. 
On the other hand, Premier Inn has also used its effective strategies to target new customers and distribution partners who can improve their digital marketing. Mainly, the hotel has targeted outside travelers and backpackers with their demographic status such as age group, background, income level, and so on (Fyfe et al. 2020).  The hotel serves luxury facilities to those who can afford the high quality of services of this hotel.      
Market positioning: The Sheraton hotel has an effective positioning strategy that plays a vital role in the marketing plan in order to interact with more potential customers. This hotel is planned differently from other hotels in terms of their features of room services. These services include customers can use tree houses for accommodation, pool bars tarry rooms with swimming pools, and others. According to Giousmpasoglou and Hua (2020), Premier Inn has maintained its top position across the world as it provides luxury facilities to global customers with UK’s best budget hotel.       
Market communication: The role of marketing communication strategies is very important for Sheraton hotel as it promotes its products and services for the customers and also helps to build strong connectivities between the hotel and customers. The Sheraton hotel adopts the marketing communication strategy which is used to maintain the purchasing interest of the customers that result in the use of promotion through social media (Floričić, 2020). Premier inn used to develop tools to communicate with its customers that help to promote its products and services to all the customers effectively.  
[bookmark: _Toc117695211]Consideration for marketing strategy development regarding sustainability and green messaging
Following consideration for marketing strategy development in order to focus on sustainability is the main for these hotels as compared with their marketing position. Premier Inn is the largest and fastest developing hotel which is highly dependent on the microenvironment, especially in the tourism industry. As part of sustainability programs, the company committed to minimizing the impact of its activities on the environmental impact (Liu et al. 2022). This hotel uses effective strategies and programs in order to drive sustainable performances and a green environment. Premier inn, announced that they will construct a green hotel to protect the environment with several sustainable performances such as CO2 reduction, waste management, reduction of plastic use, and sustainable sourcing. Besides that, the hotel pledged to eliminate “single-use of plastic from their hotels by 2025”  for sustainable development (Horng et al. 2022). Sheraton Inn also has an effective marketing strategy to develop sustainability and a green environment. This hotel has considered various sustainability initiatives and programs such as recycling and composting, making green choices, Led lighting, and sustainable minus. This sustainable minus used by the hotels leads to integrated sustainability practices in the food and beverage strategies for their operations (Mykola et al. 2020).  The comparison between both hotels regarding sustainable development is not so much different. Both companies have taken initiatives according to their strategy to reduce a large number of pollution from the environment.  
[bookmark: _Toc117695212]Positioning of brands during the COVID-19 pandemic and other contemporary events and the current marketing messages to customers
The comparison of the two companies with their market during the pandemic situations brought breakdown conditions over its marketing strategies. Premier Inn planned to cut up to 6000 job opportunities at its restaurants due to the Covid-19 situation. The positioning of the travel business has been worst hit by the pandemic where billions of customers have canceled their bookings (Blinova et al. 2021). The business has reported that capital expenditure would only occur for some necessary hotel maintenance. Covid-19 is expected to result in loss of a huge material impact on its revenue and down its positioning from its markets in 2019.  Other contemporary events like manchester Pride, Parklife, international rock tour, and more with the local guides provided by the Premier inn to its customers that they can enjoy more with all its facilities (Siang et al. 2020). Besides that, the current message provided by the hotels to its large number of customers is to provide affordable and quality services for their customers in order to help them to enjoy luxurious life.  On the other hand, Sheraton Inn also faced various challenges in the covid-19 situation. The effect of the pandemic situation on these hotels has reduced the number of customers and their marketing position as well. The pandemic situation outbreak the connectivity between the customers and this hotel which caused highly impact on the hotel's revenue. Sheraton has always kept focused on their customer safety. The hotels have followed various government guidelines based on the Covid-19 situation and also advised by their qualifier Health and safety experts (Zaki, 2022).  The current message been provided by this hotel to all its customers to provide the best and most suitable services with focusing sustainability.    
[bookmark: _Toc117695213]Conclusion
In the conclusion part, it has been concluded that the comparison of marketing methods of two multinational hotels has been represented with its marketing strategies, positioning, and its large number of customers. The selected two companies Sheraton and Premier Inn have discussed their marketing strategy which helped to identify their customer's needs and demands. Various consideration of marketing strategy development has been taken to develop sustainable growth. The essay has also analyzed the current position of these companies with their positioning, targeting, and segmenting of the market.  
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