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[bookmark: _Toc83914900]Introduction
The assignment aims to elaborate business chastisement of marketing and the core rudiments required to develop marketing activities. Further, the assignment aims to investigate and examine the current trends and developments in marketing. In this context, the assignment elaborates two multinational hotels' marketing trends and strategies, i.e. Hilton Hotel (A) and Premier Inn (B). The assignment will take into account the marketing strategy and directive of the Hotels along with the steps that have been taken to counter the impact of covid-19. This includes the changes in the strategy etc. 
[bookmark: _Toc83914901]Discussion 
According to Deepak and Jeyakumar (2019), marketing analysis highlights and states any activities that a corporation takes to increase its appeal to consumers. Further, Wei et al. (2020) demonstrates that the scope of marketing depends upon the organisation's marketing by offering services, goods, and information about diversified aspects such as banking, tourism, and stays in the hotel. 
[bookmark: _Toc83914902]Comparison of Marketing Methods of Premier Inn and Hilton
	Marketing methods of multinational hotels chains can be of similar taste; however, each marketing method's processes and workings are unique to every business in the hotel industry (Bowie et al., 2016). Premier Inn and Hilton's hotels are the industry's major players. Both of the hotels are quite different in terms of their marketing approach. In the industry, there are two major ways that marketing is assumed. Firstly, there is customer centric marketing and product/service marketing. Hilton hotel uses segmentation, targeting and positioning strategy to market itself.
 
 	However, the target segmentation of the two businesses is very different from one another.  The choice of the marketing mix is taken in light of the strengths and weaknesses of the business in question (Dadzie et al., 2017). Whereas, Premier Inn are UK's best budget hotel focusing on building brand value through customers' experiences. Their segmentation is also the same, as they aim at families and businesses looking for budget accommodation. Their target market is backpackers and travellers who want to spend their stay with comfort and affordable prices like £29, and prices vary depending on location and time.  The prices are charged on a per-room basis (Giglio et al., 2020, p.495).  
[bookmark: _Toc83914903]Comparison of the Strategy of Hilton and Premier Inn
 	Vertical integration of hospitality and property management with a focus on hospitality is necessary, as it reduces the time to complete a task. Moreover, there is also sharing of information. Premier Inn has started to invest increasingly more in marketing. Currently, the strategy of Premier inn revolves around gaining travellers and leisure customers. Currently, the focus is on advertising, increasing activities in sales departments, and widening reservation and how it has distributed (George, 2021, p. 33). The investment is aimed to shift the focus from the international market to further refine the business about the domestic market whilst offering the best quality service as the major losses experienced are due to increased reliance on the international market.
[bookmark: _Toc83914904]Role of Segmentation and Targeting Within Hilton and Premier Inn
	Segmentation enables businesses to engage the customers who are targeted. One of the biggest reasons for this is the close competition. As competition increases, the need for saving money internally increases. This is why market segmentation is used to save money (Pineda Alfaro, 2020). For example, Hilton targets the upper-middle class and the elite class who travel worldwide to get a costly receipt but a good experience overall (Khare and Bhagwat., 2019). 
	Premier Inn previously had a large target market, which entailed international visitors however, there has been a shift in that the business aims to shift the focus to the domestic market, fulfilling the needs of domestic travellers and leisure customers (Chandiok and Sharma, 2017). However, in the light of the pandemic, there has been quite a lot of decline in the industry, with hotels being closed or used to provide quarantine to homeless individuals to try to gain something out of it. Hence, it is expected that there will be more changes that follow as the researchers do their work (Shadmi et al., 2020).
[bookmark: _Toc83914905]Is It Different For Different Brands, Or Does It Remain the Same across the Industry 
	 Every brand is different, even when in the same industry. The significance of any industry increases when competitors do at least one thing differently to set themselves apart from the rest. It is necessary to understand that the nature of the industry entails how the businesses will react. If the industry is creative, then it is expected that there will be a greater difference in the service provided by each business (Ballé et al., 2017). In the case of Premier Inn, the focus is a narrower domestic market to encourage individuals in locale to use the service to get a good experience (Zuo et al., 2017, p. 507). On the other hand, Hilton Hotel relies on a luxury mindset where individuals shed hundreds of dollars without thinking twice. The hotel aims to reduce the target market to individuals who will pay for what they get. Each model's business success depends on how it approaches and captures the customer and the consumers' attention (Lu and Zhu, 2019).
[bookmark: _Toc83914906]Social Media and Digital Marketing vs Traditional Advertising and Marketing Techniques 
	Social media and digital marketing have become a very important part of the modern business environment. Social media and digital marketing have enabled businesses to take a step closer to the customers and the consumers. Premier Inn social media marketing strategy is quite new and still in its early stages (López et al., 2019, p.130). 
 	However, it is believed that an effective strategy will enable them to rely on analytics so that well-informed decisions are made that lower risk associated. The hotel chain's website has been receiving greater traffic, which can directly translate into success in social media platforms (Slootweg and Rowson., 2018). By developing a stronger e-commerce strategy, the business greatly improves its ability to remain up to date with the trends and changes in the market so that up to date strategies are devised before being implemented. On the other hand, Hilton Hotel has not made effective use of social media marketing.
[bookmark: _Toc83914907]Discussion of Premier Inn and Hilton's Changes in Marketing Strategy over Time 
	 Changes in marketing strategy are the result of a need to meet changes either internally or externally. Internal changes are prompted when there is a new project that is undertaken by the business. Moreover, external changes refer to the macro factors that are highlighted using PESTLE and SWOT analysis. There has been a vast change in the business environment globally as businesses are tying up to improve services (Lauer, 2020). Due to this, the hotels have partnered up with smaller and larger businesses to further reduce the costs whilst gaining a market advantage over the competitors. 
Premier Inn has changed its ideal customer from international to domestic giving them a fair chance to fulfil domestic needs whilst learning about consumer behaviour to devise effective solutions (Kainthola., 2021). On the other hand, Hilton has opened its doors to e-commerce development using SEO and SEM. It also starts to benefit from analytics using tools such as Google Analytics.  Moreover, the marketing has also become more long term focused so that the management does not have to decide regularly (Barmpa, 2018). 


[bookmark: _Toc83914908][bookmark: _Toc83914909]Has Marketing Been Influenced By Providing A Green Message
	CSR efforts of hotels are known as green initiatives to reduce the carbon footprint produced due to the services provided to the customers. Moreover, the initiative to use recycled materials is one of the best steps that can be taken to improve the outlook of the hotels in the eyes of the public. This is one of the main reasons behind the shift of the focus from international to domestic market so that customised and eco-friendly steps are taken to become the preference in hoteling before it can aim for international competition. 
	The business has promised to ensure that the carbon footprint will be cut short, and certain changes will be made to the amenities provided to the customers whilst ensuring that the quality of the service is not likely to decrease (Proka et al., 2020). In addition, Hilton Hotel has started to invest in green energy and other initiatives that cut down the carbon footprint to attract environment-conscious customers. However, the business has often come under fire for maltreatment of the employees, which led to customers being lost, as they believed that the company had double standards to get the money from the customers (Budarma and Erawati, 2021). 
What Changes Have They Made During The Pandemic?
	Premier hotels during the pandemic allowed homeless individuals to be given a place to quarantine, disallowing the chances of contacting coronavirus. Now that the industry is on the brink of revival, the hotel chain has taken it upon themselves to partner up with distribution businesses to reduce the cost of doing the business whilst also attempting to find eco-friendly means of remaining in the healthy transaction to benefit one another (Books., 2020). Moreover, to make up for the loss of sales, the shift of the business to the domestic market can improve the chances of success in a shorter span of time. Hilton, on the other hand, has emphasised product innovation, marketing creative and customer connection. 
 	With each of these pillars, the business aims at reiterating a stronger version of the trust between the hotel and the customers that existed before. This will be done by investing in safety standards by partnering with Lysol and Dettol to regain the lost trust (Allen, 2018). 
Conclusion
	In conclusion, the strategies between businesses may be similar; however, the outcome is quite different in most cases. This is due to the difference in the business as every business has a set of marketing strategies that is unique to itself.  Nonetheless, the decisions in terms of the tools used to simplify and paint a larger picture so that better decisions could be considering the current position.
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