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The marketing strategy of two multinational hotel brands will be compared in this essay. This calls for researches which are likely to uncover different ways in which every brand operates as they compete amongst themselves in the extremely aggressive hospitality trade market. Initial conjecture suggests that Premier Inn could be directed at a variety of price-conscious guests who are younger as opposed to Hilton Hotel and its approach towards an affluent, older generation. It is upon this theory that the paper will explore marketing mix, Situational Analysis, SWOT and PESTLE approaches to the variety of segmentation, targeting, and positioning. In addition, this paper shall look at present problems of hospitality today considering the latest global politics, the changing business settings and others hospitality related issues. A more profound understanding of the individual marketing scenes of each brand shall also be gained through the analysis of the generational and the strategic approaches as well as via evaluating the advantages of digital marketing over the conventional methods.
A fundamental aspect of strategic planning is situational analysis, which is essential for understanding the internal and external factors influencing a company's development. This analysis involves an in-depth review of Premier Inn and Hilton Hotel using two widely used frameworks: SWOT (Strength, Weakness, Opportunity, Threat); PESTEL (Policy, Economic, Socio-cultural, Technological, Legislation, Environment).
Our analysis is based on an insight into SWOT and PESTLE as a way to understand what influences Premier Inn and Hilton Hotel internally and externally, respectively. Beginning with the internal perspective, the SWOT analysis highlights the distinct strengths and weaknesses inherent in each brand (Armstrong and Kotler, 2019). For example, Premier Inn may have strong customer service, cost-effective strategies, and a strong brand image (Premier Inn, 2023). In contrast, Hilton Hotel could capitalise on its strengths in upscale amenities, global brand recognition, and premium customer experiences (Hilton, 2022). Identifying weaknesses is also critical; Premier Inn may face issues with brand perception among high-end consumers, while Hilton Hotel may face higher operational costs. Moving on to the external environment, the PESTLE analysis looks into macro-environmental factors (Hilton, 2022). Both brands may respond differently to regulatory changes or geopolitical events as they navigate political settings. Economically, Premier Inn may capitalise on low-cost offerings during economic downturns, whereas Hilton Hotel may target high-spending consumers during times of prosperity. Premier Inn's emphasis on affordability may align with changing consumer preferences, whereas Hilton Hotel's emphasis on luxury may appeal to specific demographics. Premier Inn may face challenges such as competing with budget competitors, mitigating negative brand perceptions, and adapting to technological shifts. Challenges for Hilton Hotel could include maintaining premium pricing, navigating geopolitical uncertainty, and ensuring consistent service quality globally. Opportunities abound in marketing team innovation, market exploration, positive media coverage, and capitalising on unique locations. The SWOT and PESTLE analyses break down an elaborate variety of strengths, weaknesses, challenges, and possibilities that shape Premier Inn and Hilton Hotel's marketing strategies in the continuously evolving hospitality setting (Bowie et al., 2017).
The 7Ps framework, which represents the marketing mix, illustrates the comprehensive strategies implemented by Premier Inn and Hilton Hotel, providing distinct images of these brands.
Premier Inn customises room choices according to different customer needs when developing its product strategy, demonstrating a commitment to comfort (Premier Inn, 2023) . However, customer feedback on platforms such as Trustpilot reflects mixed feelings, emphasising the ongoing need to improve service quality. Pricing strategies include a variety of options, ranging from flexible to non-flex rates, but difficulties in obtaining promotional prices highlight potential gaps in perceived value (Trustpilot, 2023). Premier Inn's global presence of over 840 hotels focuses on online booking but also offers flexibility through third-party platforms and phone reservations. While promotion entails significant investments in various advertising platforms and sports sponsorships, social media presence, particularly on Instagram, needs to be improved. Premier Inn's people dimension, as represented by its large workforce, is aligned with corporate social responsibility, though recent protests highlight the delicate balance required for employee welfare and profitability. The booking process is simple, but addressing concerns about promotional pricing issues is critical. The physical evidence includes a distinctive purple logo and a focus on comfort, as demonstrated by the well-known Hypnos beds (Premier Inn, 2023).
The marketing mix of the Hilton Hotel, which is also framed by the 7Ps, shows a comprehensive approach to service delivery. Meeting facilities, event services, restaurants, lounges, and other amenities are all part of the product. Over 100 countries and territories have distribution strategies that rely on information technology, mobile applications, and social media for global service dissemination (Hilton, 2022). Hilton Hotel positions itself in the upper upscale and upscale categories through a premium pricing strategy, associating its offerings with exclusivity and luxury. Promotional channels include outdoor, radio, print, and active social media engagement on platforms such as Facebook and Instagram (Hilton, 2022). For increased visibility, the brand makes use of sponsorships and events. In terms of online booking emphasis, digital marketing, and diverse pricing options, Premier Inn and Hilton Hotel are comparable. 

In comparison, while Premier Inn and Hilton Hotel share similarities in their emphasis on online booking, digital marketing, and diverse pricing options, their positioning and target audience differ significantly. Premier Inn uses a value pricing strategy that prioritises affordability and flexibility while catering to a diverse demographic. Hilton Hotel, on the other hand, strategically positions itself in the premium level, associating its services with exclusivity and luxury. Premier Inn's marketing strategy emphasises simplicity in order to appeal to a wide range of customers, whereas Hilton Hotel focuses on providing an elevated, premium experience. This positioning disparity reflects distinct brand identities, with Premier Inn catering to a broader market segment and Hilton Hotel catering to a more discerning and expensive customer.
Using the SimilarWeb tool, analysis of Premier Inn and Hilton Hotel's customer segments, targeting strategies, and positioning takes place, providing information on their global and industry rankings, traffic and engagement metrics, and geographical reach.
Customer engagement patterns differ between Premier Inn and Hilton Hotel. Premier Inn's global ranking of 7,284 contrasts with Hilton Hotel's higher ranking of 1,174, indicating the disparity in their online visibility. Premier Inn is ranked 273 in the United Kingdom, while Hilton Hotel is ranked 1,136. These numerical disparities highlight variations in market penetration and popularity. In terms of traffic and engagement metrics, Hilton Hotel has significantly more total visits (118.5M) than Premier Inn (26.94M), indicating a larger audience reach. The device distribution analysis reveals even more customer preferences, with Premier Inn attracting a higher percentage of desktop users (40%) than Hilton Hotel (26%) (SimilarWeb, 2023).
Both brands use organic and paid search strategies, with Premier Inn outperforming the competition in organic search (41.56%) and paid search (21.98%). Top search terms emphasise the importance of brand recognition, loyalty programmes, and accessibility. Premier Inn's organic search strengths could indicate a strong online presence, potentially contributing to its favourable position. Premier Inn leads in referral traffic (6.92%), indicating effective collaboration with platforms such as Google. The industry rank (29 for Premier Inn and 8 for Hilton Hotel) and global traffic share reveal their relative positions in the accommodation and hotels sector (SimilarWeb, 2023).
These findings are critical for linking the marketing mix and situational analysis. Premier Inn's reliance on organic search is consistent with its emphasis on affordability and accessibility, indicating a strategy based on appealing to a broad audience. Meanwhile, Hilton Hotel's dominance in paid search and display advertising indicates a focus on exclusivity and luxury, which complements the company's premium positioning. The geographical distribution highlights their respective market strengths, which should be taken into account when creating marketing mix elements. These insights can help brands make strategic decisions about product offerings, pricing changes, and promotional efforts, ensuring alignment with segmentation, targeting, and positioning strategies (SimilarWeb, 2023).
The comparative analysis of their marketing strategies yields recommendations for both Premier Inn and Hilton Hotel. For starters, both brands could benefit from a stronger digital presence. To broaden its reach, Premier Inn may consider targeted online advertising, while Hilton Hotel may increase its social media engagement. Second, it is critical to target marketing efforts to specific customer segments. Premier Inn's targeting for budget-conscious travellers should be refined, while Hilton Hotel might look into exclusive loyalty programmes to cater to its upscale clientele. Third, Premier Inn must maintain its value promise by ensuring consistent availability of promotional pricing. Meanwhile, Hilton Hotel may want to consider more transparent pricing or exclusive perks to boost perceived value for its premium offerings. Fourth, both brands could consider strategic alliances for mutual promotion. Premier Inn may work with travel agencies, and Hilton Hotel may form partnerships with luxury lifestyle brands (Jobber and Ellis-Chadwick, 2020). 
Last but not least, a comparison of the marketing strategies of Premier Inn and Hilton Hotel provides significant insights into their respective approaches. As a comprehensive analysis developed, the initial thesis, positing a comparison of the brands' marketing methods, remained true. Premier Inn and Hilton Hotel demonstrate distinct pricing, customer segmentation, and digital presence strategies. Premier Inn stands out for its value pricing and online visibility, whereas Hilton Hotel stands out for its premium offerings and exclusive loyalty programmes. The study identifies potential areas for improvement, such as Premier Inn's consistent promotional pricing and Hilton Hotel's employee concerns. Future research could delve deeper into the evolving digital marketing sector and the impact of employee satisfaction on brand perception. In most cases, the study highlights the dynamic nature of marketing strategies in the hospitality industry and emphasises the importance of continuous adaptation for long-term success.
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