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Marketing is the art of promoting and selling products and services, mostly done through promotion and advertisement. Various organizations employ different ways of marketing to reach out to their potential clients. Firms in the hospitality industry such as Hilton and Premier Inn have various marketing strategies which are similar in many ways. It is important to note that not all marketing techniques apply to all types of goods and services, there is need for organization to conduct market research prior to adopting a particular marketing strategy.
Hilton Hotels and Resorts is a chain of hotels spread worldwide with over 584 hotels and resorts in over 119 countries. The hotel chain is also a massive employer globally, with more than 140,000 employees (Alameri et al, 2021). Hilton is one of the exotic hotel chains in the world offering world-class services that have revolutionized the hospitality industry. Through its operational guidelines of observing quality for the satisfaction of their customers rather than focusing solely on its sales. At the same time, Premier Inn is also a leader in the hospitality industry, dominating the market through its hotels chains (George, 2021). To become such successful, just like Hilton, Premier In has devised the method of focusing on quality delivery through employee satisfaction to maintain quality rather than forcing sales, which in turn has given it an edge in the market through customer preferences (Papadopoulos et al, 2021). In that case, customers receive the best services available in Hilton’s brands which boosts sales with more customers choosing Hilton to be their hotel brand of choice.
To become as successful as they are, both Hilton and Premier Inn have devised specific marketing strategies to remain leaders in the hospitality industry. For instance, both hotel chains have focused on customer satisfaction by ensuring that their products and services are of the best quality (Reidhead, 2020). That has been improved through focusing on the core values that guide their operations. However, there are some key differences when it comes to addressing specific brands in both hotel chains. Such differences emerge from the need to stay the leader in the hospitality industry supported by the need to win against the competition. For instance, with its Bigger, Bolder, Better policy, Premier Inn focuses on creating awareness by focusing on team stability to work as a singular unit that understands the customers’ needs. In that case, the hotel chain has made significant growth, with 2012 through 2015 indicating a 77% overall team engagement and a 9.8% revenue uplift (George, 2021). Compared to Premier Inn, Hilton focuses on strategic leadership with a streamlined hierarchy that oversees its operations. In that capacity, the idea of having a team has different levels with different job definitions, which means working towards achieving a common goal at every level. The idea of strategic leadership has allowed Hilton to create a public relations team that works as an agency (Reidhead, 2020). In that case, marketing in both Premier Inn and Hilton has followed different strategies that have defined their levels of success.
Additionally, the brands that make up both Hilton and Premier Inn follow specific marketing strategies. Premier Inn focuses more on its hotels, which means that their rooms are maintained through top-quality servicing (TEMEL, 2019). In that case, every detail from Premier Inn’s marketing services focuses more on advertising their guest rooms than their spas and hotel sales. On the other hand, Hilton has more open services that include outdoor spas meant to have guests relax. In that case, meeting places with open spaces have a higher revenue-generating rate than their guest rooms (He et al, 2018). That means that hotel sales in Hilton are much significant in its 153 properties comprising of 277 hotels and 72 resorts.
To ensure maximum profitability, both Hilton work along the lines of aligning their goals with their service delivery charters (TEMEL, 2019). Premier Inn has followed the same strategy as Hilton. By focusing more on customer satisfaction rather than on sales, both hotel chains have been able to attract customers. In that case, Premier Inn’s Bigger, Bolder, Better (BBB) policy helps it create motivation amongst the team members while making sure that there is room to explore more opportunities for their customers (George, 2021). Such opportunities come from a focused customer relations team in the form of a dedicated research team to identify and introduce new products for the hotel chain. In that case, every new product introduced in the market has been researched with customer satisfaction dictating its level of inception in the hotel chain. Hilton has a public relations (PR) approach that focuses majorly on customer satisfaction (Zhou et al, 2021). For instance, through time, the hotel chain has worked on making sure that they are at face value with the demands of the industry in the form of keeping up with modern technology (Tarrant, 2018). Their PR system is always researching the market to find out what it requires to create value. As such, Hilton’s spas and casinos contain some of the latest amenities to ensure customer satisfaction.
At the same time, both Hilton and Premier Inn focus on creating brand awareness. In that case, the need to increase their brand portfolio to make sure that customers have the best experience, both Hilton and Premier Inn make sure that their customers are aware of the upcoming projects (Tarrant, 2018). In that case, every generation of their operations has been focusing on addressing current market needs (George, 2021). Since their founding, both hotel chains have gone through transitional milestones, especially when introducing new facilities or brands to their name. Even operational structures have changed to accommodate market needs. For instance, both hotel chains have focused on having younger leaders who will help in operational transitioning. The need to make sure that even the younger generation has been incorporated in their leadership recruits from college are groomed from the start to become leaders (He et al, 2018). The idea is to make sure that the hotel brands do not straggle when catching up with the market’s needs. As such, new brands and facilities are introduced to promote consistency and efficiency in operations.
With the world transitioning to modern technology, digital marketing strategies have been absorbed in the hospitality industry. With digital payment being incorporated in the hospitality industry, the need to promote customer satisfaction through incorporating more digital services has been on the rise (Nozdreva & Churakova, 2021). Both Hilton and Premier Inn have made sure to keep up with technology. For instance, both hotel chains have dedicated websites that provide potential customers with details of their facilities (Giousmpasoglou & Hua, 2020). Such details include their physical locations and the services they both offer, Hilton has dedicated Facebook, Twitter, and Instagram accounts that constantly update its customers on current details (DeYeso, 2019). There are also dedicated customer care platforms where customers such as Hilton can reach out to both hotel chains to make inquiries or make bookings as per their preferences (Chang et al, 2019). At the same time, customer care services make sure that customer concerns such as complaints are handled to increase efficiency.  There is an up-to-date awareness of customers as to what is happening in them (Giousmpasoglou & Hua, 2020). As such, both Hilton and Premier Inn have successfully made sure that current marketing trends, especially the use of social media, have been adopted.
The current Covid-19 pandemic has significantly impacted the operational benefits of both Hilton and Premier Inn. For instance, sales have gone down with the closure of hotels and banning of conferencing in many hotels operate, in that case, the hotels have been forced to come with new ways to sustain operational costs and avoid losses from closures. Such ways include laying off supportive staff who deal directly with customers who are now not going to the hotels. At the same time, most hotel brands have been forced to lower the price of most of their products (POPȘA). Hilton and Premier Inn have been forced to work on fresh marketing strategies to adapt to the demands of the Covid-19 restrictions, such as to honor closure directions. Such demands have led the Hilton and Premier Inn to support their operations while realizing higher costs than profits (Santoki & PAREKH, 2020). As such, like most hotel chains in the hospitality industry, both Hilton and Premier Inn hotel chains have been forced to adapt to the effects of the Covid-19 pandemic while realizing substantial losses as much of their operations are in-house rather than mobile service delivery.
With the world transitioning towards adopting green energy, both Hilton and Premier Inn hotel chains have supported the idea. For instance, most hotels encourage customers to eat healthy by establishing organic products in their portfolio (Іerko & Rudyk, 2020). In that case, there have been significant environmental impacts with even their open brands going green in focused landscaping and encouraging outdoor activities to encourage healthy living.
Even though both Hilton and Premier Inn have varying marketing strategies, both franchises have ensured that customer satisfaction is not compromised by the need to boost sales. Through strategic marketing, both hotel chains have realized global success, placing them at the top of the hospitality industry. Hilton, with its presence in more than 6 continents and Premier Inn dominating its markets, has revolutionized the hospitality market. As such, there has been a rush to keep up with the demands of the market while maintaining quality and promoting the hospitality market (DeYeso, 2019). Even though the effects of the current Covid-19 pandemic, Hilton realizes stability as the world gradually adopts new ways to survive the pandemic and ease the Covid-19 restrictions. At the same time, Premier Inn is ensuring that its customers return to support operations and that there are enough resources to satisfy them as they were during the pre-Covid-19 pandemic.
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