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The essay emphasises how important it is for hotels to manage supply and demand in addition to working with marketing methods. Marketing is a crucial aspect of any business, and it involves creating, communicating, and delivering value to customers (Bowie et al., 2017). Any time there is a demand, a hotel must balance its desire to provide the service with its ability to do so. The hospitality industry is quite diverse in its purview and is expected grow at a CAGR of 1.59% as well as a projected market volume of USD 22.4 bn by 2027, (Premier Inn, 2021).
The purpose of this study is to investigate the degree to which hotels of varying sizes and styles of ownership, such Sheraton and Premier Inn, have contrasting perspectives regarding the significance of reaching certain competency levels. Sheraton brands offer a diverse selection of lodging options across the globe, with more than 463 resorts and hotels to choose from. A variety of warm and friendly activities are available for guests to choose from (Goustaft, 2021). 
On the other hand, the largest hotel brand in the United Kingdom is Premier Inn, which is a British hotel network that has more than 72,000 guest rooms spread across 800 distinct locations. It manages hotels in a wide variety of locations, including city centres, suburban areas, and airports, and it competes with hotel chains such as Ramada and Ibis (Steenbeck, 2021). Sheraton Hotels is spread across 500 locations in over 50 countries while Premier Inn has an expanse of 800 locations, (Sheraton, 2021). It is commonly held that competitive marketing and feasible competitive marketing are indistinguishable from one another. This need to be a one-of-a-kind system that possesses unrivalled benefits and is so expensive to duplicate that it would be impractical to do so. The ability of an association to make effective use of the talents and resources it possesses is critical to the organization's level of success (Chen, 2018). Hotels, like other types of associations, have varying needs in terms of the resources that they may access. The hotel's capacity to make efficient use of the resources it possesses is an essential component of its competitive advantage. Uniqueness can be honed by establishing and maintaining a competitive advantage over other businesses. In addition, hotels could differentiate themselves in a strategic manner by effectively conveying their brand messages (Singal et al., 2018). 
Sheraton is involved in the operation and management of hotels on multiple fronts, including those of a franchisor, a manager, and an owned-and-let basis. When deciding whether to purchase or franchise a hotel, the association gives significant weight to the preferences of the owners, as well as the growth potential of the market (Catan ,2019). On the other hand, the provision of rooms to guests at the Premier Inn is centred on ensuring that they have a good night's sleep. As a result of the realisation that not everyone has the same preferences when it comes to relaxation, a variety of pillows has been made accessible. The mattresses have been thoroughly researched and selected, and each room's colour scheme, furniture arrangement, and overall design are consistent with one another. Premier Inn focuses on providing guests a comfortable nigh s sleep, while Sheraton emphasises luxury experiences and amenities such as spas and fine dining. Additionally, Premier Inn targets budget-conscious travellers, while Sheraton targets luxury travellers. Premier Inn’s pricing is lower than Sheraton s due to its focus on affordability (Gmeiner and Harper 2022). Positioning is an essential technique that companies can implement to obtain and maintain a competitive advantage in their respective marketplaces. 
Premier Inn is a provider of goods and services to various businesses. It places an emphasis on generating high-value top-line income, enhancing the channel mix, and providing the most enjoyable experience possible for guests. The objective of Premier Inn's digital marketing is to increase the number of people using platforms that are designed to maximise both conversions and the dissemination of the company's narrative (Wanner, 2021). 
[bookmark: _Int_NyOR12ab]Premier inn cares about our employees, our communities, and the environment at Premier Inn. Therefore, being a Force for Good is at the centre of everything that they do. This includes donating any leftover food to local communities, raising over 17 million pounds for the wonderful causes supported by GOSH, and ethically sourcing all the cotton used in the production of our cosy bedding. Because they are the largest hotel chain in the UK, they have established industry-leading targets for sustainability. As a result, you may relax knowing that we are committed to making significant improvements and contributing to our world. We should be proud of them for this accomplishment. 
Sheraton recognises the need of being responsible both financially and socially in its business practises. Sheraton has made considerable progress in both its business and human resource management because of its dedication to offering "True Hospitality for Good," which has enabled the company to extend its emphasis and increase its overall effect. The culture of Sheraton places a significant importance on working together and pitching in to help one another out. Everyone is encouraged to make the most appropriate decisions possible within their financial constraints by Sheraton. The Group is committed to generating prosperity in the workplace, protecting human rights, and giving opportunity for all parts of society to be treated with respect and dignity. The Group has a history of investing in its personnel (Nasya and Awaalish,2018). 
It is important for firms to keep their customers informed about how they interact with the environment, how they protect it, and why it is important for them to do so (Vos, 2019). They do things like donate to charity that help the environment, join in recycling programmes, and adopt more responsible practises for getting rid of waste. (Gmeiner &Harper, 2022). Premier has revealed its 2020 Vision to address the most urgent environmental problem that the planet is currently experiencing. Similarly, the emissions of greenhouse gases (GHG), the reuse of materials, the reduction of waste, the maintainability of manufacturing racks, and the advancement of technology are all issues that are dependent on goals. These objectives are the same for all hotels in terms of maximising their recycling efforts and reducing the amount of electricity and water that they use. The Hyatt Eco Track database is a worldwide environmental management system that includes hotels' activities, processes, and straightforward dashboards for monitoring their supportability data. The operational and ecological potential and challenges presented by Sheraton hotels can be quite different from one another depending on features such as their age, location, and design. Energy evaluations that are tailored to the characteristics of a particular activity maximise organisational activities. Additionally, both brands could explore the possibility of incorporating sustainability initiatives into their marketing strategies, such as promoting eco-friendly practices and partnering with local environmental organisations (Jobber and Ellis-Chadwick, 2020). Both Premier Inn and Sheraton could benefit from improving their digital marketing efforts. This could include creating engaging social media content and investing in targeted digital advertising campaigns. Premier Inn could also explore collaborating with influencers to reach younger, tech-savvy customers (Hossain et al., 2021).
Businesses that are successful understand that their achievements do not necessarily need to be founded on carefully constructed plans. They employ a multi-pronged strategy, juggling elements such as long-term planning, iterative development, and tactical execution to achieve their goals. Each company has its own formula for establishing the appropriate ratio of these three components to maximise profits (Smith, 2005). 
Sheraton devised a plan to transform itself into a powerful promotional organisation as part of an overarching strategy with the goal of enhancing its customer service and expanding its company. Getting away from batching marketing will hopefully accomplish the end goal of providing clients with more pertinent information at the appropriate moment. Sheraton has already started constructing the technological groundwork necessary to achieve this goal, while at the same time putting their attention toward developing the proper organisational structure and business operations. The strength of Premier Inn's brand positioning can be attributed, in large part, to the company's performance across all facets of brand positioning. Every brand has the potential to profit from adhering to the brand idea and maintaining a consistent, smooth presence across all channels. The consistent growth of their brand is both an indication that they are excellent at reading the market and a prediction that the company will continue to expand while offering its customers increasingly valuable products and services.                                                                                                                                
 In conclusion, this paper provided a comparative analysis of the marketing strategies of two multinational hotel brands, Premier Inn and Sheraton. The comparison has highlighted similarities and differences in product, price, place, and promotion strategies. Overall, this essay has demonstrated the importance of effective marketing strategies for multinational hotel brands and the need to adapt to changing consumer preferences and contemporary concerns in the hospitality market.
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