A comparison of the marketing methods of two multinational hotel chains
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This essay is to observe the marketing methods used by multinational hotels such as The Hilton hotel and Premier Inn. To see if their methods are similar or vary in their actions to attract customers to their company. Both companies are very prominent in the Uk and can be found in most major cities. The aim of any organization in the hospitality industry is that, the core benefit is the thing that the customer is purchasing. It can be for example the simplest things such as a place to sleep, a place to eat at the restaurant or a venue like a conference center for an event. The core product of the hospitality organization is determined by the customer. The products that the hospitality provides, branded or not, offer the functional benefit of some kind (Bowie and Buttle, 2016).  
The Hilton group hotels have 18 brands in 119 countries. It started in 1925 when Conard Hilton bought the first Hotel and bared the Hilton name in the city of Texas in the United States of America. Now it has more than 6500 properties worldwide and over 1.02 million rooms (Hilton, 2021).  
The Premier Inn is owned by a company called Whitbread. It was named Premier Inn after the Whitbread company bought Premier lodge in 2004, and merged it with their previous acquisition Travel Inn, which they had bought in 1997 (whitbread, 2021). Premier Inn has 2 other hotel brands, and it has over 800 hotels, with the vast majority in the UK (Premier Inn, 2021). 
  
Marketing is engaging with customers and creating value for them and achieving a profit in return for the business (Kotler et al, 2017). The Hilton Group tries to achieve this with its number of brands that try to cater to all aspects of people's disposable income scale. In 2002 the Hilton Group launched premium resorts at exotic locations (Hilton, 2021). By going down the premium exotic route they are targeting the people with the most disposable income and to give them an experience that they would not get in their own country. The segmentation of brands also offers choices for people who have diverse needs and expectations. 
On the Premier Inn side, they have concentrated on the budget market and in 2020 they were awarded ‘Best Budget Hotel Brand’ (Premier Inn,2021). And their other two hotel brands are aimed at budget-minded customers. Profits can be achieved by market segmentation, where the price for rooms can differ, for example, higher price for normal customers while the low price for students or senior citizens (Omega)  
  
Companies need to measure their marketing performance to improve their competitive position (Bruni, A. et al, 2017). The Hilton Hotel is focused on the luxury high-tier experience for their customers with brands all over the world and locations that are photogenic. Offering gourmet meals, top of the line amenities. The promotion of peoples well being is an advantgeous marketing to diffrentiate from competitiors (Sirgy, 2019). Some hotel rooms offer wellness rooms for a more relaxing stay (Hilton, 2021). While Premier Inn has been concentrating mostly in the UK, where it is a very prominent advertisement with Sir Lenny Henry, a well-known Uk comedian who was used from 2008 (The Times, 2021).  
  
  
 Marketing must be understood as not just making a sale but the satisfaction of customers. If an organization understands and engages the customers' needs and begins to make a product that provides the customer with price and value, then they will have a product that will sell easily (Kotler et al. 2017). Winning numerous awards over the years the Hilton Group has gained free publicity of their hotel brands all over the world (Hilton, 2021). With a presence on the internet at sites like YouTube, Facebook, and Instagram to mention a few. Tapping into social media allows a larger reach for groups of people (Amoroso, Mukahi, & Ogawa, 2014). Hilton hotels have planted their brands in the mind of the internet crowd, with up-to-date photos of exotic locations on Instagram to video blogs on YouTube for potential customers to view and hopefully want to go to those locations in the future. In the digital age, social listening is the method used to view conversations around certain words, phrases, or brands. It is more than just checking on a tweet from Twitter. It is using all the data to discover opportunities or create content for customers (Jackson, 2017). The Hilton Hotel has also been using influencers to advertise its products. Influencers are endorsers who can share a companies vision through their tweets, blogs, and social media (Freberg, 2010, p. 90) 
The use of advertisement to share information about a service or product as part of a promotional campaign (Iveson, 2012). The Premier Inn has been using television adverts to advertise how easy it is to book a hotel room with them. They show the comfort of good sleep as their best value when booking with them. They have a web presence with an easy-to-use booking system online for customers. For the past three years, Premier Inn has not advertised on TV. They have gon back to TV advertisment and their new advert is called ‘Rest Easy’ (Whitbread, 2021), which is aimed at prime time visibility for the company. Both companies have been advertising in order to gain new customers and while Premier Inn seems to be advertinsg to the masses with their new TV adverts, Hilton has chosen mostly to target segrated clients with there blogging and tweeting campaing and more online pressence.
  
The awareness of environmental problems by consumers is growing by the day and more hotels have been actively responding by developing green practices to improve their image in the eyes of their guests (Moise et al. 2021). In 2015 Hilton joined the United Nations ‘Sustainable Development Goals’ program. The goals were to reduce energy consumption, help the local population in developing countries to clean water and sanitation (Hilton, 2015). By reducing energy consumption, they have reduced their expenditure while looking after the environment and helping with clean water and sanitation they have added value to their presence in developing countries. Hilton hotel also have ‘Travel with Purpose’ which is a strategy to invest in social impact and reduce environmental impact in half by 2030 (Hilton, 2021) 
Any organization that does not respond to customers' expected level of change and needs will fail to provide any services that meet the customers' satisfaction (Heskett, et al, 1997). Premier Inn ‘Force for Good’ campaign is there to make sure that surplus food is donated to the local communities, raise money for worthy causes, and source their cotton responsibly (Premier Inn, 2021). Previously during Earth Day in 2018, Premier Inn made a commitment to cut their carbon emission intensity up to 50% by 2050 (Premier Inn, 2018). Now in 2021 they have stated that they will achieve net-zero by 2040 (Premier Inn, 2021). Ecological initiatives are the main factors that influence hotel guests (Berezan et al., 2014). Also in 2019 Premiere Inn made a statement that they will get rid of their single waste plastic by 2025. All these actions by Premier Inn is there to make the customer aware that they are an environmentally friendly and responsible organization. 
  
  
  
The Covid19 pandemic made the world's economy shut down like a light switch being flicked off overnight (UNWTO,2020). Hotels such as the Hilton had to shift into different customer needs. Due to the lack of customers able to travel and the fear of getting Covid19. The Hilton introduced a program called ‘Hilton Stay Clean’, partnering with Reckitt, maker of Lysol & Dettol. It was an increased cleaning regime to make customers safer. Also, social distancing within the hotels was implemented with face-covering mandatory. Contactless arrival was introduced via the Hilton app (Hilton, 2021). All these measures were taken to make the customer feel safe and secure in their hotel and should they wish, they had an option to call housekeeping anytime they felt it necessary to clean the room. 
The Premier Inn has partnered with Diversery, a leading cleaning, and hygiene supplier to produce their ‘Clean Protect’ program. To give the customers extra peace of mind when they book their stay at any of the Premier Inn (Premier Inn, 2021). They have also changed the check it time to 4 pm to give more time for the cleaning staff. 
  
The essay has shown that regardless of the size and position of a hotel, if they do not change with the times and see the latest trends that the customers want, then they will not be the ones that the customer will give their business to. With changing times and unforeseen circumstances, the hotel industry has been able to adjust to environmental needs, customer safety, and utilizing the structure of the hotel to become more visible with social media and taking part in a community activity such as distributing unwanted food to the community, helping to ensure clean water is available. By doing those things they ensure that they are looked at favorably. They have different branding to grab the segmented customers looking for different needs. Understanding the customer and their needs is the holy grail of hospitality. Do those two things and customers will be attracted to their businesses. 
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