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We are exposed to various forms of marketing in our everyday lives, it is something that shapes our opinions and preferences over the products and services available to us. It is said that “Marketing is the term given to those activities that occur at interface between the organisation and its customers.” (Blythe & Martin, 2019, pg. 21).  This essay will unearth exactly that statement, by researching and comparing two multinational hotels and their marketing methods. The hotels selected for the research are Hilton and Premier Inn. From inclusive to exclusive, these franchises essentially provide the same hospitality towards their guests, but careful marketing methods expose society to what opinions and expectations they hold over these companies in a fast paced, constantly evolving civilisation.

Hilton Hotels originated from the U.S.; it was founded by Conrad Hilton in 1919 in Texas. Grau (2019) stated that the brand of Hilton “now has more than 5,600 hotels, 17 brands in 113 countries and territories.” On the other hand, Premier Inn started in 1987 with over 800 locations in the UK and Germany to date, founded by “leading hospitality business” Whitbread. (Whitbread PLC, 2021). These separate corporations have a stronghold in their marketing positions, where the Hilton is internationally known, Premier Inn remains mostly nationally within Europe.
It is key to recognise the aims and objectives of a business to decide what their main focus should be, this is crucial for its key stakeholders, such as investors, employees and its customers. Once that is firmly set in stone, marketing strategies can be structured that coincide with the principles of the corporate. (BBC Bitesize AQA, 2021). 
The Hilton franchise is not only a set chain of hotels, but they also own a whole host of brands from Waldorf Astoria with a focus on luxurious city breaks in many countries globally, to DoubleTree by Hilton which has established locations with hospitality that is “Warm. Comfortable. Friendly.” (Hilton, 2021). This perspective allows customers to personally connect with these establishments, make decisions on where they want to stay amongst their array of hotel brands, orientated to all generations who may be older or young, wealthy individuals, aiming for a ‘luxury experience’ with services available such as spas and swimming pools. To mid-market budgets for guests who want simple, basic services. Such as families who may just require a comfortable room, breakfast offered and good customer service. 
Similarly, Premier Inn has often been recognised by its marketing, where celebrity Lenny Henry became the voice and face in 2008 of the hotel brand (Walsh, 2021). Premier Inn have approached the market by advertising a ‘Good Night Guarantee’ alongside their slogan ‘Rest Easy’.  All of their building interiors are designed to have the same utilities, style, and cleanliness. Premier Inn have set a ‘standard’ throughout all of their hotels in order to maintain their corporate reputation. Their image to their customers primarily markets a basic budget, family friendly hotel chain. It allows guests to know what to expect, from their room, breakfast and customer service, whenever and wherever they stay. (Premier Inn, 2021). 
Over the last decade, not only Hilton and Premier Inn, but every business within the hospitality industry have become gradually immersed within a platform of digital marketing. Morosan and Jeong (2008 pg. 3) state that using the internet to navigate, finding comparison sites, convenience and appearance of a website is a time saver and an important driver to online purchasing decisions. Traditional ways of marketing are disappearing, such as telephoning hotels directly to book a room or visiting a travel agency. People have now adapted to book, build their trip and find out information online. This means that businesses like Hilton and Premier Inn had to respond to these changes.
Therefore, Hilton have adapted their brand awareness from just advertising televised commercials and articles in travel magazines, to now providing an online immersion for its customers. Their website displays an easy access platform to look at their picturesque hotel locations, rates, what to expect from your stay, and ultimately book a room. They also have a social media presence on Twitter, Facebook and Instagram. This enables them to reach out to a variation of demographics and generations, old and young. Webcertain TV (2019). 
Furthermore, Premier Inn operate as an online platform in today’s digital age. Their main website allows the user to instantly begin finding inspiration for their travel, information about their restaurants, and rates for their individual locations. The website is simple to navigate, which is useful to a user of any age to find the information they want. (Premier Inn, 2021). Premier Inn are also on the same social media platforms as Hilton.
Having an online presence for a business is a great way of reaching out to potential customers, they can track cookies on webpages people visit and advertise sponsored commercials on all websites and social media pages you may visit. These are orientated to subjects they have searched previously on search engines, to target and inspire potential customers. (Simply Explained, 2018). Hilton and Premier Inn seem to operate this form of marketing while researching on this essay and visiting their websites. 
Digital Marketing hosts advantages of Hilton’s horizontal integration. Horizontal integration is explained on tutor2u (2021) by a “combination of two business operating in the same industry at the same stage of the supply chain.” In Hilton’s case, they own multiple brands at the same stage of the supply chain. They have segmented their hotel brands to suit customers’ needs and wants, from lavish and all inclusive, to simple and budget friendly. According to Stewart and Kamins (1991), approximately 60% of Hilton guests were staying for business in the U.S. back in 1988. Many were frequent and wealthy travellers; Hilton recognised this and introduced a loyalty programme in 1989 to encourage the repetition of their guests, where they can use their points across their selection of brands (Hilton Honors History, 2015). According to Trejos (2017), their loyalty programme is “much more active than they’ve ever been”. This is just an extract of one of numerous marketing approaches in which businesses, like Hilton, use guests’ loyalty to their advantage. It encourages return stays, which can increase expenditure within their hotels to drive profit margins. For the customer, collecting these points overtime can be redeemed for a free night’s stay and other exclusive benefits the loyalty scheme may offer.
In short, Premier Inn do not operate a loyalty scheme like Hilton, or affiliate with any other offers upon some extensive research. This may be because of their branding. Premier Inn have always focused themselves on simplicity, flexibility, and assurance to guests that they know what they are getting on every stay. In the advert released in April 2021 from Premier Inn, their key element of marketing to customers is to attract them with their friendly service, a clean comfy room, unlimited breakfast, and no fuss.
In light of the Covid-19 Pandemic and recent climate change initiatives, Premier Inn have introduced a ‘CleanProtect’ and ‘stay with confidence’ promise (Premier Inn, 2021). They mention they are now cleaning more regularly on high touch surfaces, providing PPE for housekeeping, protective screens, hand sanitiser availability, social distancing and ensuring their bed linen and towels are cleaned at over 60°C. On their same website, they have a page dedicated to sustainability. They are aiming to become ‘Net-Zero’ by 2040. Hu (2019 pg. 2) explains that becoming net zero in buildings, is how businesses make energy more efficient in buildings from lighting to appliances, to transportation and materials. Furthermore, Premier Inn are working to source responsibly and reduce their waste.
Hilton is also providing the same initiatives of safety for guests throughout the Covid-19 Pandemic, where you can request for housekeeping instead of room servicing every day, social distancing, encouragement of face coverings, flexibility with booking like Premier Inn, and contactless arrival. Just like Premier Inn, Hilton is providing a ‘CleanStay’ standard, stating their partnership of leading cleaning brand Dettol to ensure increased and regular cleaning throughout their guests’ stay. They also establish on their Environment page that they are committed to cutting Hilton’s carbon footprint in half by 2030. Similar to Premier Inn, they are reducing waste, water usage and responsibly sourcing. It is said that hotels utilise the ‘green label’ as a “marketing tactic to differentiate themselves from competitors and attract guests” (Pizam, 2009, pg. 2). The writer could say that this is definitely a positive outlook on businesses moving forward and preparing for a greener and sustainable future, to protect the planet, help reduce overhead costs for the firms, as well as attracting a new segment of customers.
To conclude, this essay has found close similarities between both Premier Inn and Hilton’s marketing strategies. However, what separates them is their established brand awareness which exposes their differences in the marketing mix. Hilton appeals to a higher market of guests with typical behavioural and psychographic motives usually of their visit. Hilton appeals to those who are looking for more from their stay, in any of their brands, across their grand scale locations, while building a customer loyalty-based scheme, and a high word-of-mouth reputation. Compared to Premier Inn, whose main marketing focus is to provide its guests with simple, no frill clean comfortable rooms, affordable rates and a high standard of customer service throughout your stay. Their marketing is mostly aimed at guests who may be overnight stay tradesmen, businessmen, or short family breaks within the UK.
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