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[bookmark: _Toc85228156]In adherence with this assignment, it is important to comprehend the significance of marketing in the hospitality industry . The contemporary role of effective planning in marketing enables businesses to stimulate growth and success. This assignment will examine the significance of articulating  marketing methodologies in which are in articulation  by hotels and will outline how different hotels achieve and implement different marketing strategies. This will be explored using two diverse hotels  – Hilton Hotel and Premier Inn . This assignment has chosen to focus on the Hilton Hotel and Premier Inn as they are two contrasting hotels but are both successful and have a well established customer base. 

In accurateness view of the question  it is important to recognise that an organisation is able to influence a customer preceptive on regarding a brand or product. This strategic strategy can be facilitated by the use of the 7ps.  (Proctor, T 2008,). This can be recognised as the marketing mix which specify areas of focus for a business which helps implement a comprehensive marketing plan. ( Fifield, P 1998)

Product is the entity which helps stimulates a demand and satisfies the needs of existing and new customers using its service and product.  The product strategy in the Hilton Hotel marketing strategy can be recognised in adherence to the diverse hospitality services across the globe which is facilitated through its luxury hotel chains.  The Hilton Hotel strives to satisfy both the needs of travellers and business guests in the premises. For example The Hilton Garden Inn provides executive services such as the lengthening n stay suites and vacation which form part of the Hilton marketing mix.  (MBA Skool Team, 2017). The premier Inn product marketing mix focuses on consistent colour , furniture and beds. But is suited to satisfy the different needs of the consumer such as by providing variety of pillow. To help acquire a comfortable stay for consumers at a discounted price for example Premier Inn has facilities a diversification strategy which is in conjunction with its partnership with its bed maker host which help provide mattresses to guest at a discounted price. (Andrea Mak 2017) 

For the Hilton Hotel the pricing variable is an area of focus in which the company have been able to implement stringent measures to help aid customer involvement and satisfaction.  This is evident through the hotels different pricing rates for different consumer classes depending on affordability. The hotel adopts a premium pricing which is in cohesion with its high quality service .  The price ranges differs with its added value services such as spa, and restaurants. The hotel has adopted skimming pricing strategy, in which during peak periods operating at higher prices. Enabling  the company to help examine and maximise its net profit during peak seasons ( John Dudivskiy 2016). The premier inn is classified as a ‘budget hotel’, which differs in price due to location and time. The prices are charged based on per room rather than per person. One may argue that although in comparison to luxury hotels such as Hilton Hotel, Premier inn prices still faculties low prices, Premier Inn still project higher prices than other budget competitors which may indicate element of quality within the competitive sector. ( David Turton 2014)

For the hospitality industry, location is a very important segment a business must consider in order to make the service available to consumers. The Hilton appeals to both the travellers delight and the business consumers. Focusing on the leisure element, Hilton has established their hotels near major vacation spots such as beaches to add to the consumer experience. But the hotel also attracts business consumers by situating the hotel near airports to make it more accessible for travellers.(Hitesh Bahsin 2019). This element has been adopted by Premier Inn as the hotel is paramount in many city centres, near airports which offer car parking facilities .Alongside across to the motors way which appeal to many diverse customer segments. 

The promotional strategy has played a major role in the success of the hilton hotel. By focusing of push promotion strategic the main use of promotion is done via advertisement by the use of media and print advertisement. This enables consumers to obtain information on the service which is offered by the hotel. Other uses involve sales promotion by the use of membership cards, which enables to access the service at a discounted price. This increases the customer base of the hotel.  ( Watson et all 2007). 	Premier inn engage in a consistent use of the promotional marketing mix by engaging in TV adverts to help promote the business. In conjunction with social media , newsletters and websites to help establish their brand. 


The Hilton relies upon its loyal and upcoming market customers. To preserve  brand image the hotel must uphold its quality of service and market image. One may argue the Hilton have successfully been able to deliver by the use of running support desk and customer services. By the use of highly skilled employees they are able to to reach customer expectations to establish customer brand loyalty. This is evident through the use of trip advisor website as the hotel successfully deal with majority of its customer complaints to help preserve its success. Premier inn have been able to balance between quality and its success. 


Physical evidence is both important for the Hilton and Premier in in order to increase the growth of the company.  The Hilton offer a premises with  luxuries interior and exterior which is in cohesion with the high quality of programme and resource available to match with the high standard which the consumer expect. (Abhijeet Pratap 2021)
  For Premier Inn they have established their brand image around a ‘good nights sleep’. The use of the purple brand colour which is consistent and prevalent through all the hotels this projects a homely image. 

The Hilton is able to uphold the process of service provision at a premium level. By providing easy accessibility by use of website and hotel booking chains this has increased the demand for its services. Premier inn have paid attention to ensure processors are optimised for the customer experienced. By creating a booking system which is quick and easy. 


It is important to consider how both organisation use market segmentation to effectively target specific groups of the consumers. This is can be facilitated by using market segmentation which allows a business to divide the target audience into approachable groups. Hilton have used Demographic segmentation to target middle and senior aged professional of a higher upper class with high level of income. As the Hotel charges premium prices for its services and produces by targeting individuals who desire a luxury stay. Whilst the premier inn target families on a lower budget but is also suited to business travellers who may  look for a short stay with good quality as there are extensive hotels situated around the UK.
 
The hospitality industry  have recognised the importance of addressing their social responsibility and sustainability in order to help draw in more consumers this type of marketing strategy can be illustrated as green marketing. The Hilton have adopted this strategy which can be illustrated under the Hiltons ‘Travel with purpose’ in which help the hotel aim to reduce their environmental impact by reducing the carbon footprint. Their 2030 goals which is in alliance with the United Nations Sustainable Goals such as preserving resources by engaging in re-engineering waste. (Hilton 2019) This strategy has also been acquired by premier  by aiming to reduce carbon emissions intensity by 50%. With many other objectives such as investing in solar panel to support the use of renewable energy. (Premier inn 2018). Green marketing is important strategy in which both businesses have adopted as this makes the organisation more attractive to consumers which can help increase brand locality with socially conscious customers.  

In  any business especially in the hospitality industry ,marketing strategy is vital in order to build a brand.  The pandemic has a significant distribution in the hotel industry due to a combination of local lockdowns and travel restrictions. Many hotels have had to temporarily close. As business travellers were now working from home and leisure travellers were restricted on travel due to national lockdowns. Due to the pandemic , Hilton Hotel have focussed their attention on the safety and wellbeing of the guests and employees. As Hilton Hotel continuously monitor guidance from Word Health Organisation. The Hilton have introduced ‘Hilton CleanStay Program’.  By introducing more hygiene practices such as increasing the cleaning schedule and introducing contactless delivery. ( Hilton 2021) This helps increase consumer confidence by creating a  safe and clean environment . Premier Inn has responded to the impact of Covid-19 by implementing ‘Premier Inn CleanProtect’. The organisation have focused on creating a clean and protected environment by acquiring a partnership with Diversey, which is a global cleaning and hygiene product supplier to ensure the highest standard in hygiene. 


To conclude one may argue that marketing plans may not always result in success for example  confusion may arise between the marketing function and the concept and organisational barriers. (Malcolm H.B. McDonald 2010)
Therefore it is vital organisation an organisation pays attention to the changes in the business environment and market. (Michael K. Rich 2000)Therefore, a business must carry out extensive research of the internal and external factors to gain a better understanding of the market to build the foundation of the marketing plan.  A successful marketing plan must be flexible, as not everything may go to plan. Having a rigid plan may not cover unexpected situations such as a new competitor which can be costly to a business. In the hospitality industry a business must aim to understand the different types of consumers in order to establish a successful marketing plan to help the business succeed.(Roshni Wijashinha 2021).
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