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Because of the global economy's dynamism, businesspeople and tourists are often requiring to travel to different countries around the world. As a result, the hotel sector is growing at the same rate as it does to welcome these new people. Hilton and Premier Inn's sincerity and commitment make the hospitality industry more dependable for global tourists. Hilton International, headquartered in the United States, has been operating in 131 countries for 94 years through its 30 distinct brands and 7000+ properties. In the United Kingdom, Premier Inn operates 800 hotels with 72,000 rooms, which makes it the biggest hotel chain in the country. 
Among international hotel chains, Hilton is the brand leader, with the most strong brand portfolio in the market. This is why Hilton was selected from Group A. After being named as the “Best Budget Hotel Brand” and “Business Travel Award 2019 & 2020”, Premier Inn was selected from Group B because it is one of the best budget hotel brands in the world for business travellers. 
With the advancement of technology, the people's culture and way of life have shifted as well. To keep up with the times, a marketing strategic shift from traditional to digital occurs. Hilton has a distinguished history and has grown primarily through mergers and acquisitions. For instance, in 1966, it acquires an airline catering service. The Fairfield Inn and Residence Inn were acquired by the company in 1987. It hopes to get a better understanding of Generation X, Y, and future visitors in order to entice them with a unique brand (Mansour Ghazi, 2020). Hilton advertises its hotels and facilities via the production and distribution of films on various social media platforms like Facebook, Twitter, YouTube, etc.; however, in the past, this was confined to conventional TV ads or just the picture in newspapers and magazines, as was the case with many other companies. Additionally, it has a corporate social responsibility policy titled "Spirit to serve," through which it encourages charity donations, staff volunteering, and some other kinds of community engagement to benefit others. In 1987, Premier Inn established a second that named 'Travel Inn' in order to compete with the Travelodge chain of hotels (Iqbal, 2019). Whitbread is the owner of Premier Inn, the biggest hotel chain in the United Kingdom. There are four pillars that underpin Premier Inn's marketing strategy which is targeted advertising, luxury offerings, improved reservation distribution, and increased sales activity. It redesigned its webpage in 2008, and it currently gets three million unique visitors each month. When it comes to promotion, Premier Inn has always guaranteed a "good night's sleep," which is why the company employs celebrity endorser Lenny Henry to show how to obtain that.
The occupancy ratio, the numbers of rooms and resorts, the revenue percentage, the number of operational areas, etc. all are contributing to a multinational hotel chain's market position. Hilton is the highest-earning multinational hotel company, with nearly 10.3 billion US dollars in revenue, nearly double the amount earned by other leading hotel companies (Mensah, 2020). Hilton was ranked second in the world in terms of brand value. Hilton has the most powerful brand portfolio with 30 distinct brands, making it the market leader in this category. During the period 2017 to 2019, Hilton's worldwide occupancy rates were almost 74 percentages; however, owing to the global pandemic COVID-19, these rates dropped to 32 percentages in 2020. Aside from that, Premier Inn is the biggest hotel brand in the United Kingdom, with over 2,000 locations. It earns 1.3 billion British pounds in the fiscal year 2019/2020. It operates more than 72,000 rooms in more than 800 hotels worldwide (Griffin, 2019). Premier Inn's occupancy rate in the United Kingdom is expected to range between 80% and 75% between 2011 and 2020. Premier Inn has been awarded Best Budget Hotel Brand at the Business Travel Awards for the second time in a row, in 2019 and 2020. On top of all that, Premier Inn has been recognized as the best hotel brand for families by Trip Advisor Travellers’ Choice Award for 2019. As a result, we can say that Hilton is the best-known hotel brand in the world, while Premier Inn dominates the UK market and has a good worldwide standing.
For the time being, Hilton is going all out with its advertising strategies. To put it another way, it focuses on corporate workers and businessmen of the upper-middle or upper-class in big cities near conference centres, airlines, and alluring worldwide locations with continuously educated and intelligent staff. It has 30 different brands. It generally follows a high-end pricing policy. However, its pricing strategy varies according to geography, brand, and market demand. Through its multi-channel strategy, it increases inventory speed and thus reduces costs (Rutherford, 2018). Premier Inn, the country's largest hotel chain, is well-known as a budget hotel. Its rates are not calculated on a per-person or per-room basis. As a result, total costs are more transparent in this case. It is consistent in its delivery of superior services. Premier Inn, like Hilton International, locates its hotels and properties in convenient locations. The company has traditionally advertised its offerings on televisions (including a "dad of the year competition" to attract to the family sector), in newspapers, and on social media platforms such as YouTube, Facebook and Google AdWords, etc. Visitors may reserve hotel accommodation by email, phone, or mobile application without having to leave their homes or offices. Over half of their reservations are booked via the mobile app. Clients of Premier Inn are always welcomed by well-trained, courteous, and dedicated personnel in a convenient environment. It provides convenient services and a seamless experience from booking to check-out (Alamai et al., 2020).
Personalized marketing is being used by hospitality businesses to interact with their customers in new and innovative ways. Using a proprietary cookie policy, Premier Inn is able to collect more precise data about a consumer and create advertisements and web pages appropriately (Barrows and Bosselman, 2020). It results in increased consumer leads that are generated via customized promotional offers and smoother customer service. Because customer data are clearly defined, Hilton can develop and disseminate data-driven and consumer engaging advertising through email, which is then sent to the appropriate audience. Consumers may share basic service information via an artificial intelligence-powered website and messaging app like WhatsApp catboat (Lukanova and Ilieva, 2019). 
Hilton is actively involved in environmental messaging and sustainable marketing. In order to make a positive effect on the environment, society, and economy, it has made the praiseworthy decision to set up the SERVE360 program (Della Corte, 2019). In order to lessen the impact of climate change, Hilton is constructing eco-friendly resorts, expanding its use of green sources, and cutting carbon emissions dramatically. Priorities include cutting water use by 15%, cutting carbon emissions by 30%, eliminating 50% of the food waste and a minimum of 30% renewable electricity usage by 2025 (Hilton et al., 2018). Additionally, it invests in programs that promote equal opportunity and long-term solutions for women and physically disabled people. Additionally, it invests in nurturing children, providing aid and support, particularly during times of need. Premier Inn is well-known for its dedication to ecological sustainability, which includes caring for its guests, workers, community, and ecology. Food waste reduction is a target of SDG 2030, and it is being achieved via donations to charity organizations. As part of the Real Junk Food Project, it provided over 500,000 meals last year (TRJFP). The company gives back to the community by organizing fundraising events and creating job openings. To assist co-workers to grow in their professions, it offers extensive training. GOSH, the Great Ormond Street Hospital for Children's Charity, with whom the Premier Inn have been partners since 2012 to do social responsibility. Half of the 15 million pounds which was raised by the company will go toward the development of a Premier Inn clinical facility (ligula and Mbogo, 2021).
A new idea in-home delivery food service named "Hilton on Wheels" has been adopted by the management of Hilton since they think the new social distancing culture will endure in the near future (J. Turner, 2020).  As part of this initiative, it has combined with food delivery businesses Zomato and Swiggy and plans to keep operating and grow in the future. Through another campaign dubbed "We Care," Hilton is making an effort to adapt to the new normal of social distance (Lucas, 2020). By implementing these measures, the hotel is hoping to provide guests with a better feeling of safety and cleanliness in their rooms. In order to guarantee the safety of guests and employees, Premier Inn has introduced the Premier Inn Clean Protect program into its hotels. There have been improvements to hygiene and safety procedures throughout the guest experience, from check-in to check-out, as well as a partnership with the world's top provider of hygiene products. According to Williams (2020), Premier Inn is also revising its health procedures and regulations to guarantee that they comply with updated government health standards and provides updates on its website 24 hours a day. 
Economically and psychologically, the hospitality industry benefits us. Today, the hospitality industry not only contributes significantly to global GDP but also serves as a blessing to humans by assisting us in maintaining sound mental health. Hilton and Premier Inn's sincerity and commitment elevate the hospitality industry to a new level. When it comes to revenue, Hilton is the world's biggest hotel business, and it also has the greatest brand portfolio in the industry. Premier Inn, on the other hand, is the best available option for tourists who are on a limited budget (Bhatt, 2019). The improved cleanliness of hotel rooms during the worldwide epidemic is something Hilton and Premier Inn are both trying to promote to consumers.
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