A comparison of the marketing methods of Hilton and Premier Inn
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In order to advertise their products and services, companies engage in marketing activities. Marketing experts use numerous tactics to accomplish so, such as generating posters and flyers. Because of the internet's huge popularity, businesses are now using social media to promote and sell products and services. This study will compare two global hotel businesses, Premier Inn and Hilton, and their marketing tactics. Both global hotels are successful in their own right.This study will focus on their recent marketing messaging to customers amid the Covid-19 pandemic and their sustainability considerations.
This study's thesis is that marketing approaches and strategies assist organisations generate profitable goods and services.
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The Whitbread group founded Premier Inn in Dunstable, UK, in 1987. With around 800 hotels, it is the largest hotel chain in the country. Premier Inn has various subsidiaries, including Comfort in Kensington, Quality Hotel, and others. This hotel's marketing strategy is separate from other top hotels like Ibis. Because of their massive social media involvement with consumers throughout the pandemic, this hotel chain was picked. Despite the epidemic, the Whitbread firm generated over 398 million British pounds, according to Statista (2021). After Premier Inn, Whitbread bought another hotel chain in 2004. The acquisition added 141 hotels to its portfolio. Until 2004, the concerned group's hotels were all branded Premier Travel Inn. In 2007, Whitbread chose to shorten hotel names and changed it to Premier Inn.
On the other hand, Hilton is an international brand of luxurious hospitality service provider situated in America. It was founded in Texas, the United States by Conrad Hilton in 1919.  Barron Hilton, son of Conrad Hilton has spent almost three decades as the president and CEO of the Hilton hotels corporation. In 1949, Hilton became the first international hotel chain with a new opening of a hotel in Puerto Rico (The Conrad N. Hilton Foundation, 2021).
This specific hospitality brand is present in a total of six continents with more than 584 hotels.  More than 6500 properties have been owned by Hilton with a presence in 119 countries worldwide (Hilton, 2021). Despite the Covid-19 pandemic situation, it has been able to generate 4.3 billion US dollars in 2020. As per Statista (2021), the company has faced a downfall in revenue of 51.63 percent on an average compared to 2019. However, it has been able to earn a striking amount of revenue even after facing a worldwide lockdown situation. Hilton tends to follow a positioning strategy whereas Premier Inn follows the market segmentation strategy.
The multinational hotel chain from the UK consistently uses a marketing mix strategy since its inception. According to the market and consumers’ demand, Premier Inn has successfully modified its features and service strategies to attract more consumers. The company has enhanced their cleanliness strategy to promote more hygiene at the hotel premises. During its initial days, this company used to be known as Travel Inn (Hospitalitynet, 2021). A major purpose of this hotel is to provide quality and affordable hotels and services to its guests and create an assertive impact on the whole world. To be top in the competition of the stated industry, the hotel has further acquired various hotels, that are further known as subsidiaries of the same.
Mainly, this particular hotel chain focuses on its promotional strategies to foster its services to a large number of consumers. Following both geographic and behavioural market segmentation, it has been consistent and seamless in its operations. Since the hotel chain is actively present worldwide, evidently, it follows a geographic segmentation strategy. As stated by Gichuru and Limiri (2017), customer generation and retention are easily done by this strategy. Premier Inn is mostly found in the areas like the city centre, suburbs and airports. On the other hand, behavioural strategy is associated with the common habits of the existing and potential consumers belonging to the market.
As mentioned by Morton (2018), such habits include online shopping tendencies, loyalty and many others. Premier Inn has been immensely active on the internet since consumers prefer hassle-free access and booking facilities. In terms of promoting their hotels and services, this brand has been immensely active whenever a TV commercial has been launched. By sending personal emails through its mailing list, the concerned company has been found to be providing a sneak preview to its consumers before the official launch of the commercial advertisements. Besides that, this brand has been effectively using social media platforms to deliver the news of new destinations and hotels. However, Farah (2021) mentioned Primer Inn has been able to grow its market shares even during the lockdown. The company had 814.9 million pounds’ cash in a deposit, whereas 1.2 billion pounds’ undrawn liquidity was there.
In terms of the Hilton multinational brand, the founder Conrad Hilton has mainly believed in buying and acquisition of more properties. This used to be performed as an approach to market and business expansion. In 1927, Hilton was expanded to Texas, Waco and was able to open its first hotel with cold running water and air-conditioning public areas (Hilton, 2021). Further, during 1946 the brand has been able to buy more properties and enlisted its name to the New York stock exchange. Hilton brand has been able to expand on a large scale during the early 2000s. It has launched its vacation-ownership subsidiary. This specific company has consistently followed a positioning strategy to expand its market and business. As stated by Camilleri (2018), this strategy mainly focuses on creating a strong customer base.
Further, a sustainable rate of consumer retention could be achieved a well. Providing the services like extreme hygiene, cold-running water and air-conditioned public areas at its earlier stage has helped the brand to attract and create a wide range of consumer base. Further, worldwide expansion of the same has assisted the company to retain its consumers on a large scale. Alike Premier Inn, Hilton has been active on the internet and social media platforms as well to connect to a larger customer base (Hung, 2017). In terms of promoting and advertising their offers and new launches, Hilton uses customised email and other platforms to attract consumers and make a stronger base. The current market capital of Hilton has been 40.28 billion US dollars (Google finance, 2021).
Currently, Premier Inn has been following an integrated business model which has been supporting the brand to gain a competitive advantage in a risky market as well. At present, the concerned hotel has been going through five basic stages of the integrated business model to achieve more sustainability. Such stages include control and fund development, balance leasehold, consistent customer offering, end-to-end operation. 97% direct booking is included in this specific business model as well (Whitbread, 2021). For achieving a large scale of sustainability including the promotion of green message, Premier Inn has decided to step to force for good strategy.
This brand is a member of GOSH, for which it has been able to raise over 17 million pounds to provide and source cotton for comfy bedding. Food wastage has been stopped from their end as well for promoting a sustainable future. Along with that, this brand has also reduced their number of wastage to promote a green message worldwide (Premier Inn, 2021). Further, to protect the consumers from the spread of Covid-19, this brand has effectively started its CleanProtect campaign (Premier Inn, 2021). Consistent maintenance social distancing, hygiene, anti-viral sanitising spray has been included in its list. Relevant videos are posted on their YouTube channels to keep their consumers aware of the same, so that, they can easily opt for staying at Premier Inn.
Hilton has been effectively stepping towards marinating corporate social responsibility by deciding to cut the usage of natural resources. The Hilton Effect Foundation has been established as a non-profit seeking organisation. Moreover, to fight with Covid-19 after lockdown the brand has modified and enhanced its cleanliness strategy significantly as well (Hilton, 2021).
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