Assessment Component 1
TITLE: A comparison of the marketing methods of two multinational hotel brands (Premier Inn and Hilton Hotel)

Marketing Essentials 
BMIH4005


ZOI MICHALARI   
2233812

Lecturer: Scott James 


 









Table of contents
Introduction………………………………………………………………………….3
Main body……………………………………………………………………………3
Conclusion…………………………………………………………………………...6
References……………………………………………………………………………8
Appendix……………………………………………………………………………11










Introduction
The main reason to do the essay is to fulfil all the components of the module. The summative assignment will be completed with the submission of the essay. Premier Inn Hotel is a British limited hotel Chain and it is one of the largest hotel brands in the UK which has the headquarter in Dunstable, England (Premier Inn 2024). The hotel chain has more than 800 hotels with a capacity of around 72000 rooms (Premier Inn 2024). The present Group CEO is Dominic Paul. Hilton Hotel and Resorts is a global brand of hotel that was founded by Conrad Hilton. The present CPO of the company is Brian Roger Belanger. The hotel chain has around 584 hotels and 216379 rooms (Hilton Hotels 2023). The hotel chain is present in more than 94 countries. Fortune Magazine 2020 ranked hotel no 1 as per the employee survey satisfaction rate (Hilton Hotels 2023).

Thesis statement: The marketing strategies of Premier Inn are comparatively better than that of Hilton Hotels

The main implication of the assignment is to develop a comparative analysis of marketing methods between two multinational hotel brands. The chosen hotel brands are Premier Inn and Hilton Hotel. The assignment will help in the comparison of the brand's marketing strategy through the use of situational analysis tools. The marketing mix will be discussed by the use of segmentation, and positioning targeting. The marketing communications will be developed in the research study with the help of Similar Web Analysis.  The essay will be completed with the help of a justified conclusion. 
Main Body
Situational analysis to access the Internal and External analysis of the brands
External analysis through PESTLE and Porter’s 5 forces
The PESTLE analysis of the Hilton Hotel shows that political stability has become an important factor as there is a lot of political instability seen within the UK and European Union. There is a reduction in several visitors visiting the UK. Revenue of the hotel has significantly decreased, the trade between various countries has infected the operations of the hotel and the lockdown has tremendously affected the hotel (Fei et al. 2024). Economic factors such as GDP growth growth rate inflation rate and interest rate have affected the Hilton hotels and covid-19 impacted the overall operations of the hotel. Owing to trade wars and the reduction of income of the demographics, people visiting premium hotels have significantly reduced. Hotels have continuously upgraded their technology implications to help in understanding the customer's value. The legal factors of customer laws and other UK regulations in recent years are affecting the hotel. Porter’s 5 forces show that the bargaining power of the customers has significantly reduced and an increase in the bargaining power of the suppliers has been seen. The stiff competition from other luxurious hotel chains is seen as per the pricing strategies. 

By looking into Premier Inn, it is seen that similar kinds of political and economic factors are impacting the company. The social and technological upgradation are similar in the hotel chains (Kushniruk 2023). The pragmatic association of the legal factors is coherently followed in the hotel chains. Porter’s 5 forces show that collective bargaining of the suppliers is low as the hotel chains have their seasonal supply chain management which is different from that of Hilton Hotel Chains. 

Internal analysis through Porter’s value chain
From the comparative analysis of Porter’s value chain of both the hotel chains, it is observed that resource-based implications of Hilton's management are higher than that of Premier Inn. It is observed that the financial management of Hilton Hotels is more furnished than that of Premier Inn. The efficiency, productivity, service flexibility, and marketing advantages of Hilton Hotel are higher than that of Premier Inn. It is seen that thousands of employees are coherently managed with exceptional management practices (Bardukova 2023). The alliances with stakeholders are higher than that of Premier Inn as this hotel chain mainly focuses on the value chain systems of the customers. Premier Inn mainly focuses on operations management with revenue management systems rather than personnel management (Said 2023).

Marketing Mix comparison 
Marketing mix of Hilton Hotels 
The product strategy in Hilton Hotels is done through mixed marketing strategies with the implications of a variety of hospitality services that include Hilton Garden Inn, executive services, and loyalty programs such as the Hilton Honors Program. The target segments are mainly the business segment which implies luxurious vacations. The expansion strategy of the business proposition of Hilton Hotels has shown collaboration with online platforms, airlines, cruises, car rentals, dining outlets, financial institutes such as American Express, and rail travel (Jolene 2023). The pricing strategy that is followed by Hilton's marketing group is through exclusive pricing strategy and types of hotel services are different according to the service purpose of the customers. The price range of the hotels starts from €500 to €3500 per night (Hilton Hotels 2023). The premium pricing is one of the inclusiveness of the brand. The distribution strategy that is followed by Hilton services is through direct and indirect distribution systems the hotel's presence is seen in more than 100 countries and it has more than 51000 properties therefore Hilton hotels can focus on the Western countries by targeting exclusive segments of the society (Hilton Hotels 2023).  Hilton Hotels in recent times focuses on new emerging markets such as China and India. The promotion strategies that are followed by Hilton Hotels include a collaboration strategy with many business firms, institutes, and multinational companies depending upon the booking priority of the customers (Kim 2024).

Marketing mix of Premier Inn 
The products and services that are provided by Premier Inn are based on types of customers. The rooms are categorized as double and single rooms with customized requirements for handicapped customers. The Hypnos beds are the most common facilities that are enjoyed by the customers. Free Wi-Fi is provided as well as restaurant facilities are provided. This is similar to Hilton Hotels (Olowoporoku and Olubiyi 2023). The pricing strategy of the hotel chain is based on flex, semi-flex, non-flex and standard rates. This is comparatively lesser than that of Hilton Hotels which follows a premium and exclusive pricing strategy. The promotional strategies of both the hotel chains are similar and integrated marketing communications through digital media, social media, radio, and celluloid are followed by the companies. The multi-channel approaches are seen in both hotel chains to provide insights into the customer propositions (Bovsh et al., 2023).
The marketing mix strategies of the hotel chains are different from each other owing to the location as well as the needs of the target markets. It is seen that pricing strategies are different as well as the target markets are different (Kulyk et al., 2023). There are no secondary target markets seen in Hilton Hotels but Premier Inn has a segment that helps in emphasizing the secondary target markets. The propositional value for the customers is the same but there are different strategies for price and product offerings (Aroul et al., 2023).

Segmentation, Targeting, and Positioning 
Hilton Hotel focuses on geographical segmentation whereas Premier Inn focuses on demographic segmentation. The targeting strategies for the hotel chains are different. It is seen that Hilton Hotel focuses on the luxurious aspects of society whereas Premier Inn through a luxury chain hotel helps in targeting the middle-class markets through their marketing strategies and discounts. The position of Hilton Hotels is premium whereas the positioning of the Premier Inn is based on middle to luxurious customers (Marques, 2023).  Strategic marketing communications are coherently maintained by the hotel chains but the actionable approaches are different. Hilton Hotel focuses on dual preferences of the customers whereas Premier Inn focuses on multichannel approaches. This helps in the attraction of better customer engagement and better loyalty from the customers with proper segmentation and targeting approaches. Psychographic segmentation is included by both hotel chains and this helps in the development of value propositions for customers who are from a particular section of society (Zhang et al., 2023). Therefore, both hotels face backlashes in the developing region where the revenue generation is comparatively lower than the expected revenue generation from the Western countries (Sadhale, 2023). 
Conclusion 
From the above understanding, it is seen that the thesis statement of the essay is accurately presented with the help of arguments. It is seen that with the implications of better strategic and actionable approaches of multidimensional criteria of Premier Inn, the hotel chain has better financial performance than Hilton Hotels. It is seen that though Hilton Hotels might have more Global positioning than Premier Inn the implications of strategic logistics of customer bargaining and supplier bargaining are maintained by Premier Inn. PESTLE analysis shows similar narratives for both hotel chains but the pragmatic choices of Premier Hotels after Covid-19 have changed. The incorporation of higher bargains with the customers is enhanced and this has shown better decision-making implications within the marketing intelligence and business intelligence landscape. Premier Inn is better in the attraction of customer engagement and better loyalty from the customers with proper segmentation and targeting approaches. Psychographic segmentation is included by both the hotel chains but the emotional intelligence of the customers is to be maintained. This is done with the cognitive approach of Premier Inn. This has helped in the development of value propositions for customers who are from a particular section of society.
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Appendix 


Figure 1: PEST analysis of Hilton Hotels 
(Source: Created with Creately) 


Figure 2: PEST analysis of Premier Inn
(Source: Created with Mindtools) 



Figure 3: Porter’s value chain analysis of Premier Inn
(Source: Created with Mindtools) 



Figure 4: Value chain of Hilton Hotels
(Source: Hilton Hotels 2023) 
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