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A company’s entire game plan for attacking and converting potential customers into customers is referred to as a marketing strategy. A company’s value proposition, important brand massage, demographic data on target customers, and other high-level elements are all part of a marketing plan. The fours Ps of marketing: product, price, place and promotion. Are all part of a comprehensive marketing strategy.
A successful marketing strategy is essential for any firm looking to a brand, attract new clients, and keep existing ones loyal. It’s the same in the hospitality industry. When it comes to establishing brand awareness and creating long-term, integrated initiatives, marketing managers and executives don’t skimp. This type of advertising includes print and digital collateral aimed at repeat guests as well as attracting new ones. The obstacles in this particular industry, on the other hand, are very specific.
As an American firm, Marriott maintains a wide range of hotels and lodging facilities around the world. The company was founded in 1927 by J. Willard Marriott and has its headquarters in Bethesda, Maryland, the United States. In terms of location, Marriott international has a total of 7,000+ hotels in 131 countries, with a total 1.4 million guest rooms. It’s a well-known firm in the hotel industry, with 30 distinct brands catering to different testes and needs.
If you want to reach a certain ser of people, you should use the term “Target Market.” Customers who have comparable characteristic demographically make up the target market. To better target its customers, Marriott International uses the following market segmentation strategy:
Marriott international launched the JW Marriott as a luxury brand to cater to guests looking for a tranquil and lavish stay. Using client needs as a guide, Marriott international has able to successfully expend into new within its sector. As a result, most of their clients are affluent, affluent and affluent travellers who are willing to pay a premium for their accommodations. Now, in the following section, let’s dig deeper into Marriott’s 4Ps of the marketing mix.
Marriott is a well-know premium hotel brand. It has a unique product approach for upmarket travellers. Marriott’s principal offering is hospitality as a service. Their product strategy covers all hotel management aspects. They hold over 30 brands, including Ritz-Carlton, Sheraton and Renaissance. The corporation’s brands are separated into four categories: Luxury, Premium, Select and Longer Stays. Consequently, consumers may better select hotels based on personal tasted and travel needs.
Marriott international strives to create outstanding guest experiences as all of its hotel and resort brands, regardless of location or access. It also spends a lot of time developing new brands to fulfil the needs of both new and old customers. Marriott international’s marketing approach has shifted from offline to online in recent years. It has altered its attention from traditional marketing to promote itself more digitally. “What social media is allowing us to do is not bring attention to ourselves, but to see our guests in their own spotlight,” says Marriott international President Arne Sorensen on his blog.
With strong competitive price lowering, volume shrinking and increased room supply, Marriott international has managed to maintain pricing dominance. Marriott international’s pricing varies depending on the hotel, customer and region. The company’s main goal is to provide exceptional value from money. It has mostly succeeded because the hotel brands have maintained distinct value propositions in terms of brand promise and attraction.
Marriott international is well-known and one of the largest hotel chains in the world, with hotels worldwide and in the US. Choosing the best location and distribution strategy has been critical to Marriott’s success. Since its inception, it has expended to over 131 countries, with most of its hotels located in or near major cities and towns,
As a brand, Marriott international has been in the hotel sector for about a decade. It is a positive “word of mouth” beneficiary. Apart from that, Marriott promotes itself and its businesses primarily online. It features a well-designed website that displays all of its brands in depth, enticing users to reserve a hotel right away. It has also collaborated with several influencers on User Generated Content approach. It also has a customer loyalty programme called Bonvoy that offers perks to members. Now that we know the Marriott marketing mix, let’s look at the Premier Inn marketing strategies.
With over 590 affordable hotels and more than 42,000 rooms spread across the UK and Ireland, Whitbread PLC- the UK’s largest and fastest-growing hotel business- includes it (appendix 04). Three hotels in Dubai and one in India are located internationally. Whitbread, the company that owns Travel Inn, acquired Premier Lodge in July 2004 and renamed it Premier Travel Inn. Premier Travel Inn changed its name to Premier Inn in October of the year. This unique no-questions-asked money return guarantee covers all aspects of a customer’s stay. From the time they check in to the time they check out of the hotel. In the words of Whitbread (2012a).
The key goals are follows: In order to increase client loyalty to the brans. The goal is to simplify the customer journey so that reserving accommodations and maintaining current reservations is faster and easier for customers who are always on the go. Enabling this service om any smartphone, no matter what platform or brand it is running on.
For effective marketing and sales strategies, you must first identify your target market clearly. Even if a company’s service or product benefits a large community, the goal is to build a diverse customer base. They downloaded the app after hearing from Premier Inn’s Facebook fans and customer service representatives (bighospitality, 2011). The hotel has seen 5% of booking via mobile devices in three months and expects that number to expand in coming months.
Premier Inn has long supplied exceptional service at low prices. Premier Inn’s weekend deals targeted middle-class families in the UK. People like comedian Lenny Henry and his experience at Premier Inn. To have fun while saving money, Premier Weekend is a great option for budget-conscious families. In addition, Premier Inn offers exceptional service at a discounted rate for international visitors. Premier Inn can cater to business travellers. With its extensive UK network and commitment to great service, Premier Inn can accommodate most business travellers. For the same lodging, Premier Weekend may save them up to two time as much. Business travellers value cost-cutting.
Ensure that the company’s product meets the needs and wants of the target market. Customers will be interested and willing to spread the word about the company’s product if it offers benefits and is truly great for them. Premier Inn offers a variety of amenities at their hotel, including suites with separate living and sleeping areas, comfy double beds with duvets, TVs with remote controls, irons and hairdryers. In addition, they provide affordable family suites with plenty of space. When it comes to hotel service, keeping customers happy is crucial. Customers at Premier Inn can expect comfortable night’s sleep.
The Product’s price should be commensurate with the current state of the market. The price of a product may need to be reduced or increased depending on market condition, if the price of the product is raised, the company may lose customers. If the price of a product is substantially reduced, this can be disastrous because it reduces customer loyalty to the brand.
To promote anything, you can use terms like “new product creation” or “Creation” or “re-introduction” to describe it. This is a brand-new approach to marketing sales promotion. Also, discounts on products, buy one get one free or help-price offers, and e-mails are used to promote them. This aids in consumer retention.
A Physical location where the goods or service can be purchased. Some businesses conduct sales or market fairs. The location has a big impact on the purchasing choice. Instead of establishing in Saudi Arabia, Premier Inn could expend their hotel portfolio in the UK, where they can better promote their brand,
Successful organisations do not establish plans since success is not necessarily based on tactics. Vison, development, and planning are all part of the strategy them employ. These three factors must be present in the appropriate percentages for a firm to ne successful. It helps define a clearer purpose for the marketing, which leads to more effective strategies for increasing hotel revenue (Kinzel, 2020).
Regardless of the hotel’s style, location, amenities or other features, hotels must show how they differ from the competition in order to persuade guests who are on the fence about travelling. Being aware of the important of marketing in the hospitality business will help you stand out from the crowd in today’s highly competitive employment market. Because marketers must sell both tangible and intangible products in hospitality sales, they differ from consumer goods sales. Because they’re selling service rather then products, this often means that their success is dependent on getting the proper sensation in the customer’s heart. 



References

Barone, A. (2021). Marketing Strategy. [online] Investopedia. Available at:
http://www.inverstopedia.com/terms/m/marketing-strategy.asp
Bighospitality.co.uk (n.d.). Hospitality news. [online] bighospitality.co.uk. Available at:
http://www.bighospitality.co.uk [Accessed 8 Oct. 2021].
Breaking Travel News. (n.d.). Breaking Travel News. [online] Available at:
http://www.breakingtravelnews.com [Accessed 8 Oct 2021].
Colclough. (2021, 3 29). Premier Inn- Seo Case Study 4.
Davis, B. (2017). UK Black Friday landing pages: the good, the bad & the ugly. [online]
Econsultancy. Available at: http://econsultancy.com/uk [Accessed 8 Oct. 2021].
Johnson, B. (2012). Premier Inn swaps price-led ads for “comfort” stance-Marketing Week. [online] Marketing Week. Available at:
https://www.marketingweek.com/premier-inn-swaps-price-led-ads-for-comfort-stance/. [Accessed 8 Oct. 2021]
Marriott (2013). Hotels & Resorts | Book your Hotel directly with Marriott Bonvoy. [online] Marriott.com Available at: https://www.marriott.com/default.mi
Shastri, A. (2021). Marketing Strategy of Marriott International – A Case Study | IIDE. [online] Available at: https://iide.co/case-studies/marketing-strategy-mattiott-international/.
Softinn (n.d.). How Hotels Can Learn From Marriott Marketing Strategy. [online] page.mysoftinn.com. Available at: http://page.mysoftinn.com/en/hoe-hotels-can.learn-from-marriott-marketing-strategu.
Whitbread PLC. (n.d.). Home. [online] Available at: http://www.whitbread.co.uk [accessed 8 Oct. 2021]
Whitbread PLC. (n.d.). Our business model and strategy. [online] Available at: http://www.whitbread.co.uk/about-us/our-business-model/.
www,travelweekly.com (n.d.). Marriott asks “Where Can WE Take You?” in global campaign. [online] Available at: http://www/travelweekly.com/Travel-News.Hotel-News/MArriott-,arketing-push [Accessed 8 Oct. 2021].



