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For businesses operating in the hotel, industry marketing is crucial due to the high competition. Similarly, for businesses in the hospitality industry, staying up-to-date in the industry is vital that can be achieved through marking. It enables the hotel to communicate with the customers, attract them, and gain an advantage over competitors (Bruni et al., 2017). Hence, the essay discusses two hotel chains, Hilton and Premier Inn, whose segmentation, targeting, approaches, advertising, and marketing techniques are presented. 
Hilton hotels and resorts date back to 1919, in which the hotel, The Mobley, was acquired, followed by the establishment of the first hotel under the Hilton name in 1925. Since then, the hotel has expanded significantly, with 18 brands operating in 119 countries (Hilton, 2021). On the other hand, Premier Inn was founded by its parent company, Whitbread, in 1987 under the name Travel Inn, which later changed in 2004. The hotel is operating in the industry, with a significant number of hotels mainly in the UK and Germany (Premier Inn, 2021a). 
Visual attention is vital for businesses to communicate with the customers, and through marketing, hotels gain the interest of the customers. It also enables in intrigue customers and influences their selection and buying behaviour. Hence, hotels use different approaches in gaining the attention of the audience, conveying the message, and generating consumer behaviour as per their need. Through marketing, businesses are able to influence potential customers that aids in increasing the sales and revenue for the businesses (Wang et al., 2018). Thus, Hilton focuses on marketing a product, services, and brand name through creating customer relationships and loyalty, alongside promoting the quality offered. Since the hotel serves a large number of customers globally, it focuses market itself through brand campaigns to attract the consumer base. Hence the hotel adopts brand marketing in which brand positioning and architecture are focused through premium pricing strategy (Helmold, 2020). Premier Inn hotel market its products to its customers for quality and value for money. The hotel attracts its customers by offering customers affordable services and products to appeal strongly to the customers. The hotel takes part in brand positing by offering its customers an economical place for accommodation, food, and services (Whitbread, 2021). 
Hilton's targets more than one segment of the customers, including all geographical locations it has its hotels in, and customers having luxury lifestyle, value-focused, all genders, middle and senior aged professionals, entrepreneurs, upper-middle to elite class, and millennial travellers (Hotel Tech Report, 2021). Additionally, since the hotel comprises a wide range of brands, it markets the brands based on high-quality services, uniqueness, and value. Segmentation and targeting play a vital role in the hotel's marketing as its campaigns are created after thorough research of the customer needs. This aids in refining the message that the hotel wants to deliver and ensuring that the campaigns are run with efficacy and reach maximum impact. Hence campaigns such as “Expect Better, Expect Hilton” focuses on delivering the message of high quality and service offered by the hotel in all its brands (Talbot, 2019). 
 Moreover, generalisation in marketing focuses on brands and businesses using a similar approach to attract customers with standard or same marketing activities (Wensley, 2016). Premier Inn has based its geographic segmentation of the UK and Germany, and the customers focus on value for money, family-centric, and economical accommodation and vacation. Hence, Premier Inn appeals to the customers by emphasising family for all its hotels. The hotel takes part in attracting its target market through different forms such as holding competitions such as "dad of the year" and more. Through its same approach for marketing a place for good night sleep and sales promotions, it has created the image of budget hotels (Turton, 2014).
In the past years, technology development and adoption have been significant that has resulted in increasing the use of social media tools for marketing purposes. It enables in attracting a wide range of customers, establishing relationships, and developing and enhancing brand (Garrido-Moreno and Lockett, 2016). At the same time, with technology adoption, advertising has changed from using only traditional marketing to either predominant digital advertising or using a combination of both. Similarly, marketing techniques have increased to attract more customers. The hotel focuses on communicating directly with its audience to gain maximum impact and outcome of its marketing activities. Hilton has taken an active part in digital advertising through social media, television, and its own mobile application as compared to its previous years (Talbot, 2019).  Additionally, the Hilton balances the traditional and digital advertising due to the wide range of customers geographically. The social media marketing technique aids in engaging with the customers, boosting loyalty, and representing the services offered by the hotel. It opts for more social media marketing, followed by internet advertisements. However, email marketing is less focused due to lower contribution towards revenue generation and customer engagement observed by the hotel (O'Brien, 2016). 
Furthermore, Premier Inn takes part in traditional and digital advertising, along with multiple marketing techniques. The hotel performs marketing through TV ads, emails, and social media promotions. It actively attracts its customers through an email newsletter, discounts on the website, and offers on social media platforms. Additionally, it has developed its own application that results in one of the most contributing channels (Turton, 2014).  Premier Inn evolved its marketing activities with adopted digital advertising more in recent years.  By embracing paid advertisements, enabled engaging with the customers more efficiently and improved the hotel's visibility. It has adopted mass media techniques to maximise traffic and advertise the brand not only for the locals but also travellers (Think with Google, 2021).  
Moreover, green marketing focuses on advertising products, services, and brands towards environmental sustainability and concerns. Hence, Hilton has set its environmental goals that the hotel is willing to achieve by 2030. The hotel has created goals to reduce waste output and landfill and water use by 50%, alongside reducing carbon intensity by 61% and reducing the environmental footprint in half. Additionally, the hotel engages with the customers to promote environmental sustainability from their end and work together to achieve the goals. Summarily, the hotel publishes its activities towards a greener environment and monitors its impact to ensure that the customers are aware of the practices (Hilton, 2019). Similarly, Premier Inn has adopted also focused on diminishing its environmental impact of achieving zero carbon emission by 2040, installing solar panels by 20%, and launching CleanProtect throughout the country. By this, the hotel is able to showcase the focus on the hotel towards environmental safety and climate actions, along with an emphasis on customer safety (Premier Inn, 2021b). Additionally, during the pandemic, Hilton launched a global campaign using digital platforms "to new memories". The hotel launched the campaign after gathering feedback from the customers; hence it enabled the hotel in reconnecting with the audience and influenced them to choose the hotel for having new experiences and make new memories. The marketing campaign induced the loyal and potential customers to overcome their fear of travelling and take part in having more experiences with their loved ones. Additionally, it emphasised the stressful times during the pandemic and influenced to choose the hotel for relaxing experiences. This creative approach of the hotel changed the previous focus from professionals to families and reconnection (Baar, 2020).  Premier Inn, during the pandemic marketing, focused on the health and safety of the customers. The hotel chose digital and print media to launch its “rest easy” campaign, which resulted in higher conversion and reinforced brand consideration. Hence, during the pandemic, the hotel focused on expanding its digital reach to attract more customers and improve the opportunity for business recovery. It became one of the major leading brand campaigns by the hotel in the past three years that also acts as a way back to TV ads (Jefferson, 2021).
Marketing is one of the key elements that are necessary for every business to stay competitive and excel in the industry (Bruni et al., 2017). This led both hotel chains in adopting different marketing strategies to stay competitive and successful in the market. For the essay, two hotel chains have been focused on, and different factors of their marketing strategies were discussed. The essay demonstrated that different hotels opt for different techniques and emphasis digital marketing. At the same time, the use of social media, internet advertisements, and emails is used by both; Hilton and Premier Inn. However, the focus on each medium differs due to different segmentation and targeting.  Hence, marketing plays a vital role in attracting customers and improving engagement and visibility for businesses operating in the hospitality industry. Additionally, the essay demonstrated that marketing needs to be evolved to stay updated with the trends and requirements of the industry and customers. With efficient and influential marketing, the hotels have been able to create brand positing that further enables in establishing customer relationships and loyalty. 
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