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A Comparison of the marketing methods of Marriot and Premier INN
Marketing has becoming more vital part for the survival of the modern business enterprise due to high level of competition especially when the organisation has been operating under the impression of Hotel and tourism industry (Agzamov et al., 2021). For the fulfillment of the assigned tasks, the essay has selected two multinational brand operating in Hotel and Tourism industry which are Marriot International and Premier Inn. Marriot International has been the multinational brand of luxury hotels and accommodation facilities which has started its journey in 1927 after founded by John Willard and Alice Marriot. With more than 8000 properties and operating in more than 131 countries, Marriot International presently holds the record of the largest hotel chain in the world (Asqarova et al., 2021). The headquarter of the company has been located in Maryland, United States. On the other hand, Premier Inn is a British multinational hotel chain established by Whitbread. Presently, Premier Inn has been holding the record of largest hotel chain operating in United Kingdom with more than 72,000 rooms and 800 properties (Chandran and Bhattacharya, 2021). The headquarter of the hotel has been located in Dustanble, United Kingdom . The essay has selected both of the hotels for their successful journey and strong branding reputation within their territories. Again, Marriot International has been operating in premier product offering and Premier Inn ensures affordable though quality service to customers. Through selecting organisations operating in different market segments will help the essay to be insightful regarding how different organisation uses marketing strategy effectively while operating in different marketing segments.  
For any business that wants to dominate any industry, Competitive marketing strategy has been considered the unavoidable option for that particular company. Usually, the competitive position of any organisation comes from resources or positioning brand value that will be inimitable or highly expensive for competitive parties to copy or match up with as well as providing the organisation with benefits such as growth in sales generation and profitability (Bowie et al., 2017). While approaching the target customers, the hotels must decide in which marketing strategy that they should pursue in conveying their target message to their desired customers. For organisation to differentiate itself from rest of the competition, the organisation must decide how to utilise its existing capacity to provide services and they approach based on capacity to gain competitive advantage from the business environment. In most of cases of hotel and tourism industry, the delivery of brand value message of the organisation creates a different perception in among the hearts of the customers and the organisation gets its recognition despite being with competitors offering similar products.
Marriot has used marketing instruments in placing the brand recognition of the company as the provider of luxurious and improved customers services, premium amenities and accommodation options, and exceptional hotels locations, etc, Despite offering customised high-quality services and experiences to the customers, the company has been ensuring the true level of comfort, seamless services and luxury its guests and visitors (Dara, 2021). Again, the company holds different customers’ loyalty program and provide them with extra facilities and discounts to ensure a comforting experience to their customers. Moreover, the hotel tracks their visitors and always ready in meeting the demands of their customers. 
Again, Premier Inn has been operating as the most convenient and affordable accommodation options for travelers and tourists spending their leisure period. The company derive its brand value from placing its hotels and properties across remote areas of the country and ensuring comfortable journey for their guests (Ho et al., 2021). The hotel chain has been sending its brand message as the Rest easy location for travelers and visitors. Through ensuring convenient services and providing customers with necessary facilities such as Wifi, Safety and security, the hotel brand has gained confidence among its target customers and position itself as affordable through keeping higher occupancy rate.
Despite both of the companies have been successfully operating their hotel business, position holds great importance in attracting customers and keeping the business profitable. Moreover, the organisation which will be able to position its products bitterly are likely to gain higher competitive advantage. Marriot is luxury brand offering their products to high income groups, businessman, international tourists and visitors. The marketing campaign of the organisation revolves around showcasing the Marriot brand as Rich, luxurious, comfortable and caring destinations for guests and travelers (Jobber and Ellis-Chadwick, 2020). The company has been highly cautious in ensuring and improving quality oriented and customised services to its guests and uses mixed marketing channels in promoting their brand image. Marriot heavily invest in digital transformation and marketing campaign to keep its brand’s presence within the heart of their customers. The company has been highly aware in building and managing its organisational culture to become a quality environment for guests, visitors, tourists for their official meeting, international tour groups and luxury vacation destinations. 
On the other hand, premier Inn has been focused on ensuring convenience than on providing luxury services to their customers. The company has developed easy online booking system through its website and keeps its offering products under affordable range of prices with considerable level of relaxation for its customers (Mogaji et al., 2022). The availability of hotel rooms in remote area of the country and being highly accessible to general level of customers has been unique selling proposition which drives the popularity of the hotel brand through the United Kingdom (Kotenko, 2021). Premier Inn has reducing its cost and conveying its message to its target customers groups through using digital marketing channels, as well as gather their attention. 
Marketing strategy has been core of any business that wants to sustain its growth and maintain its position within their target customers. Again, the emergence of global pandemic has heavily affected the foundations of the hotel and tourism industry and the importance of proper marketing strategy has becoming more contemporary issue in this topic (Smith & Zook, 2020). Due to pandemic, people are now highly concern about their hygiene and safety in hotel accommodations. Moreover, different business meetings and travel programs comes under restrictions which has been badly hitting the revenue generation and sustainability of the tourism industry. Considering this situation and safeguard the existing business of Marriot and Premier Inn, both of the hotel chain are implementing safety protocols for customers, visitors, guests and employees while staying in hotel rooms. Moreover, they are investing heavily to encourage people for tourism to cover their financial losses during the pandemic. For entering into Marriots, the guest must hold a vaccination & Covid free certificate and follow the hygiene protocol guided by the officials of the hotel chain. But in Premier Inn, the hygiene protocol has been deemed sufficient despite guest are strictly prohibited to gather in crowded environment. 
Sustainability and Green practices has been an intregal part of brand position in hotel and tourism industry (Soltani et al., 2021). With increasing conscious among customers and guests, they are promoting brands which care about the environmental sustainability and works in protecting their surrounding. For sustainability and green marketing practices, organisations are actively participating in reuse, recycle, avoiding plastics bags and products. 
As operating in more than 131 nations around the world, Marriot has been considering environment well-being as the core value of the organisation. The company has been taking initiatives in building sustainable hotels to reduce the impact over environment and taking various campaign and measures within their hotels to ensure environmental sustainability (Jobber and Ellis-Chadwick, 2020). For example, Marriot has been highly cautious in sourcing their products that share similar goal as of the organisation to reduce harmful impacts over the environment. The company has adopt 3R policy which indicates reduce, reuse and recycle to improve their waste management and carefully protect their surrounding environment (Chandran and Bhattacharya, 2021). Through arranging different campaign and awareness program, the organisation has been sending positive messages in supporting the green practices and for the well-being of the planet. 
Premier Inn is the First hotel in United Kingdom to hold the ambition of becoming net zero carbon emission within 2040 which has been truly proud matter for any company operating withing the hotel industry. Premier Inn has been using 100% renewable energy to power its hotels and ensuring reduction in using plastics to serve their guests (Dara, 2021). Further, Premier Inn has been suggesting customer to behave responsibly for environmental while staying at their hotels which has contributed to reduce environment pollution. 
Marketing strategy are the crucial way by which the organisation communicate their messages to customers. With changing situations and consumer behaviours, the organisation has to adapt their marketing strategy to align with the needs and tastes of the target customer group (Mogaji et al., 2022). After covid 19, the main concern of the people around the world has been safety, hygiene and relaxation system of the hotel chains. For this reason, Marriot has been promoting its marketing strategy as the highly safe and secured destinations with standard hygiene protocols. On the other hand, Premier Inn has been presenting its image to its customers as safe and convenient place to spend their leisure and promoting visits among their customers.
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