A Comparison of the marketing methods of the two multinational hotel chains
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This essays aim is to give a contrast of two international hotel chains marketing strategies. In 1919 Conrad Hilton buys the Mobley hotel and from there his global enterprise evolves into one of the best or the best hotel businesses in the world (Talbot,2019). Hilton hotel has 18 unique brands tailored to its customers in 119 countries with over 6500 properties all over the world (Hilton ,2021). Premier inn is a part of Whitbread PLC, is the UK’s largest and fastest growing hotel brand with over 800 hotels in the UK and over 78,500 rooms in several locations (Whitbread,2021). At first it was founded on 1987 as the form of Travel Inn and then in 2004 Whitbread bought premier lodge in and combined it with Travel inn to form the current business under the name “Premier Travel Inn”. In October 2007 Premier Travel Inn was rebranded as Premier Inn (1000 Logos,2021).

Marketing, is not only about selling and advertising it is all about satisfying consumer needs, demands in fact attracts customers and build a long-term relationship in order to earn profits (Armstrong,2019, p4-7). In any type of business an effective marketing strategy is needed to create a brand image, to attracts new customer and keep the old ones so as for hospitality marketing too. Therefore, in any business customer plays a vital role whether they made progress or losses for the business. Looking at any business industry, it shows that there is always competition in business. Here, in hospitality industry competition is wild, hence organizers must apply effective marketing methods to keep off their challengers (David,2020). 

Hilton has huge portfolio of hotel brands that draw out into several tiers: luxury, upper upscale, upscale, upper midscale, midscale and time share (Hotel Tech Report,2021).In Hilton’s they use geographical segmentation in order to target their customers they build hotels on popular locations as for customers peace of mind and giving them a view of beach or the city's landmarks. They even apply demographic segmentation by targeting customers who are middle and senior aged professionals with high level of income belonging to an upper social class in fact their focus is to attract those individuals who pursue for a better and luxurious lifestyle and the hotel charges and gives services according to the choices and maintaining quality service. Hiltons made aware of their customers high status and achievement by letting them into a five-star rooms at premium prices. Hilton operates behavioral segmentation by categorizing different brands according to luxury, lifestyle, focused service, full service and all suites (Dudovskiy,2016).

Hilton’s current marketing strategies approaches on the 7p’s of marketing mix concepts. It is a five-star rated hotel in international presence. The hotel expands from several functions like banquets for medical groups, labor unions, government, religious groups, educational, parties, political clubs, private individuals, and corporate (Farquharson, Maxwell & Watson, 2007). The flexibility of the hotel price is determined by the customers potentials, like they give their honored customers to book with them directly and bundles with lower rate (Hilton Honors,2021). As for place, Hilton has hotels mostly in the Uk at the heart of cities with access to the airport. They use digital platform to advertise about their company such as their websites and social medias and other websites too. The public relation process by Hilton hotel is the best not only in the Uk but also globally. This is evident from its global position as a leader in hospitality (Lock,2021). Hilton gives training to their staffs before the first shifts and made hem knowledgeable of their menus. As for booking anyone can book through agencies like Booking.com, C Trips, Expedia etc. Even booking can be done by telephone and Walk-in booking also available. They have free Wi-Fi covered in whole hotel and their elegant environment gives the perfect atmosphere to their customers (Hilton,2021). Hilton's marketing strategy has enabled its hotel chains to succeed in a competitive space. As for marketing campaign Hilton uses most of travel influencers to advertise about their brands because nowadays influencers play a huge impact on hospitality marketing (Mediakix,2021).

Hilton has built its reputation on raising the standards of the guest experience. They have positioned themselves in the hospitality marketing with their innovations like room service, minibar, central reservations systems, Hilton honors app and Digital key technology (Grano,2021). The LinkedIn profile for Turton (2014) says, Premier Inn their position is based on one single thesis that is to give it guests a good night’s sleep. If any consumers are not experiencing this will get refund, no other hotel does this which makes them positioned themselves on the competitive hospitality marketing.

Hilton hotels are committed to cutting their environmental footprint in half by 2030.They are using their award winning LightStay system from 2009 to measure, report and improve their environmental impact across their global profile of managed and franchised hotels. They are taking the leadership position in fighting climate change, as they are establishing science-based targets to decrease greenhouse gas emissions in line with the Paris Agreement and taking major steps also to reduce water waste (Hilton,2021). However, Premier inn reduce food waste by donating over 140 tones foods those in needs, also targeting to reduce their carbon emissions by 50% within 2025 and reducing their waste by recycling their beds, pillows and duvets ( Premier Inn, 2021).

During pandemic, travelers' priorities changes where they were searching for clean and protection for themselves rather than looking for service. Hilton brand launched Hilton CleanStay in selected hotel in partnership with trusted household cleansing brand, Lysol (Hilton,2021). They even took an initiative that called workspace and offers day-use rooms that includes a spacious desk, chair and enhanced Wi-Fi to attract business travelers and other consumers. ‘To New Memories’ is a global marketing campaign of Hilton introduced in October 2020, main reason is to reawake people's passion for travelling by reminding them of what vacations, gateways and adventures feel like (Grano,2021). Premier Inn also went into a partnership with Diversey, to keep their new enhanced hygiene promise which is named Premier Inn CleanProtect. In their cleanprotect service they are taking measures like minimizing contact at reception with protective screens while checking in, keeping strong and trained housekeeping staffs to give a better peace of mind, laundering Bed Linen and towels over 60*C to disinfect and cleaning of high touch area etc. (Premier Inn,2021).
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