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The essay aims to point out and compare the similarities and differences between the marketing approach of two international hotel brands, how they manage to send their message across and how did they change their marketing vision over time. Marketing was conventionally regarded as a specialized function in an organization but has recently become a process of creating value to customers, placing the customer at the core of the entire operation. All individuals and all departments across the business work together to create and maintain happy customers (Hooley, Piercy and Nicoulaud, 2008).
Hilton is one of the world’s largest and fastest growing hospitality companies which operates in 119 countries and territories, offering approximately 1,000 000 rooms in over 6500 hotels of 18 different brands. The company was founded in 1919 by Conrad Hilton who bought the Mobley Hotel in Cisco, Texas. Today, Hilton brands include: Waldorf Astoria, LXR, Conrad, Doubletree by Hilton, Hilton, Homewood suites, who all cater for different type of customers and offer various types of accommodation. Kellyn Smith Kenny, CMO at Hilton, said in a Forbes interview that the company has an enterprise marketing strategy, as well as individual brand marketing strategies to reach customers and potential guests. She emphasized that the enterprise marketing strategy speaks to the broad base of customers of all the brands across the world and also to the loyal guests who are members of Hilton Honors. At the same time, brand campaigns target specific consumers about the individual brands and the combined efforts work together to build on one another to create a virtuous cycle. Kellyn Smith Kenny said that “strong consumer design targets, brand positioning and brand architecture are the keys to ensuring each brand is meeting a unique consumer need, and therefore stays within its “swim lane”.” All their marketing campaigns are distinctive, according to the specific target consumer insight. There is a lot of research work before launching each campaign as they want to make sure it appeals to the specific target segment, and they ladder that particular brand’s positioning. After launch the team measures the efficacy of each campaign optimizing the channels and message mix for maximum impact. (Forbes, 2019) Smith Kenny: Through global consumer research they discovered that t universal, which means our brands need to be positioned universally as well. That said, there are definitely important local and cultural nuances that play a big role in how our brands meet the needs of our customers from one market to the next.

Hilton’s 2022 global trends report revealed that 86 % of travelers want to travel more sustainably, but the number of those who actually succeed in doing this is less than half. For this reason, Hilton wants to make things easier and help people to have an eco-friendly journey. Hilton called it Travel with Purpose mission and it includes things like bike sharing, soap recycling, properties with chargers for electric vehicles (EV search filter on the website) and other things to help guests feel better about taking care of the surrounding area while they are enjoying themselves.  More than 1,400 Hilton properties around the world offer EV charging stations, as well as other eco-friendly additions that help travelers leave a smaller carbon footprint on their next adventure. By This Hilton aims to double their investment in social impact and reduce environmental impact to half by 2030. (Hilton, 2022)
Another example of green message is Hilton’s award-winning LightStay platform which enables a hotel (Double Tree by Hilton Dubai) to measure and manage energy, water and waste to reduce its environmental footprint. At Hilton Tokio Bay other sustainability initiatives make travelers feel good about booking and staying there. The hotel’s restaurants promote and serve responsibly - sourced seafood, and guests can support sustainable fisheries and farms when they choose menu items marked with eco-labels (Hilton, 2022). All the information can easily be found by existing and future guests on the Hilton website. Hilton London Bankside, among a few other Hilton hotels around the world houses beehives on its green roof terrace, called ‘The Meadow,’ which was built to help reintegrate greenery into the Bankside landscape. The Bankside resident bees produce around 70 kilograms of honey per year. The honey is then harvested and used at the hotel’s breakfast buffet and also in some of the dishes. Some vegetables and herbs that are used in drinks and dishes served at the restaurant and the bars of the hotel are actually grown in the hotel’s own kitchen garden.


Moxy Hotels, Marriott’s newest lifestyle brand first debuted in Milan, in September 2014 and celebrates nonconformity, open-mindedness, and originality above all. Marriott International is one of the most important hospitality companies in the world with over 8000 properties across 139 countries and territories and includes 30 well-known brands as The Ritz Carlton, Sheraton, Westin, Bulgari Hotels, Marriott, Courtyard by M, W Hotels (Marriot, 2022). The Marriott story started in 1927, in Washington DC with J. Willard Marriott opening a root beer shop and has remained ever since a family led business. After adding some hot food items on the menu, the owners named the place The Hot Shoppe. In the following years the young Marriott family opened more shops, pioneered in-flight catering by delivering boxed meals to passengers at Hoover Airport in 1937. Their debut in the hotel industry happened in 1957 when Bill Marriott, J.W.’s son opened the first motor hotel in Arlington, Arizona. In the coming years, the company added more and more brands and properties to its portfolio and targeted different types of guests: business, family, long or short stay, luxury, budget. 
The chic and modern Moxy hotels were designed having the millennial traveler in mind, who is becoming one of the largest customer segments for hotels worldwide. There are over 60 Moxy hotels currently operating across the world and even more planned to be opening in the following years. According to the website “Moxy is a playful, affordable, and stylish hotel brand designed to give guests everything they want and nothing they don’t” (Marriott, 2022). The innovation Moxy brought starts at the very beginning of the guests’ experience as they check-in at a bar and receive a complimentary cocktail instead of the old-fashioned check-in. The hotels have a minimalistic style with industrial design and the emphasis is not on the rooms but on the common areas which are designed for socializing, relaxation or even working. 
Even though the pandemic hit hard the hospitality business, Marriott found ways to deal with it, offering medical staff free rooms to stay in after Covid shifts, and after the slow reopening they looked for new ways to engage as travel behaviors changed. Andy Kauffman, senior vice president of marketing channels and optimization at Marriott said that in 2021 they had to adopt a number of new marketing strategies and reach out more on mobile, digital and social to target potentional customers. As a result, in 2021, Marriott partnered up with Verizon Media to create a “Browse, Shop, and Buy” marketing strategy, targeted at a new segment of travellers: people who were going on local or regional road trips. The interactive mobile app developed by Marriott was giving personalised destination recommendations to the users depending on how far they wanted to drive. The aim was to find people who were travelling and get them to book a Marriott property.  It is an ongoing mobile campaign that promotes all the brands  Marriott has . Andy Kauffman thinks that showcasing the complete portfolio which includes brands for anyone’s travel needs was more successful than having individual brand campaigns.
Mandy Gill, Marriott International vice president of global marketing for the US and Canada recently spoke to travelweekly.com about how the company managed to get their message across during the last two years and how the marketing approach changed. They had to review all their marketing channels and partners to make sure they delivered the right message in the right area as all regions had different rules and restrictions. Now, after the re-start of travel they are looking at new opportunities to engage. Mandy Gill says they are focusing on a new trend “bleisure” as a lot of people work from anywhere so they add a few days to their stay to either work or relax.
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consumer insight and rich data. In September, we launched our global campaign “Expect Better, Expect Hilton” to build deeper relationships with our guests. Through extensive research we discovered that today’s travelers are confused about where to go to get the best price and the best perks when choosing a hotel.

We responded by creating Hilton’s Price Match Guarantee along with a series of awesome perks - like free WiFi, digital key and select-your-room when customers book at Hilton.com or through our app - then we launched our advertising campaign across social media, TV and radio that spoke directly to today’s traveler.


While what our company and our brands stand for at a higher level doesn’t change, the way we communicate our message and deliver on our promise to customers must be locally relevant.
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