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INTRODUCTION
[bookmark: _Hlk85662915]'Marketing is the management process responsible for identifying, anticipating and satisfying customer requirements profitably. '  (CIM, 2021) With the following definition of marketing, the following multichannel will be discussed: Hilton Hotel and Premier Inn, as well as the current state of marketing and how the pandemic has affected customers and businesses. The two hotels were chosen because of the strength and size of the businesses, as well as how economic condition has transformed in general since the pandemic.

























[bookmark: _Hlk85734461]HILTON HOTEL 
[bookmark: _Hlk85732617]'In 1925, Conrad Hilton funded the first Hilton Hotel, with the objective of operating the best hotel in Texas.' (Hiltons, 2021A) The Hilton Hotel has increased enormously throughout the years as a result of its innovative and marketing strategies. In 1955, the product was enhanced by using a variety of different platforms to make reservations by 'telephone, telegram, or teletype.' From a marketing perspective, the Hilton hotel like any other business, wishes to make the most cost effective ways in the upcoming future. Customers will be able to use a service again in the future if clear goals and strategies are in place. In 1955, air conditioning was installed in Hilton hotels to help customers feel more comfortable depending on the weather. This immediately makes people want to utilise the service again as it prioritises consumer demands and wants. In the current era, the Hilton Hotel has expanded to '76 countries, allowing customers from all ethnic backgrounds to benefit from the hotel's services.’ (Hiltons, 2021B). Expanding to ‘76 countries improves demand and allows customers to discover more about the service, while boosting the company's market share. The Hilton Hotel is divided into segments of values that are used to promote the brand's purpose. ‘H - We're passionate about delivering exceptional guest experiences'.  (Hilton, 2021C) The marketing mix is formed as a result of the firm's management.
For example, at the Hilton Hotel; the product includes food, services, guests, security, and room. This is required in order to satisfy a customer's requirements. The Hilton Hotel has rooms available to provide customers with the best service possible 24 hours a day. Electronic devices such as a television, for example is a product that may gratify customers.
[image: Chart

Description automatically generated with medium confidence]The price of a Hilton Hotel room varies depending on the size and style, therefore it's an important part of the marketing mix. Prices are greater for a more comfortable experience. As a result, the market share expands. Hilton Hotel is after all 'the UK's leading budget brand at 41%' 
Figure 1, shows that the brand's awareness is at ‘92 percent, implying that sales and marketing strategies are high and have an impact on consumers. Almost 83 percent of guests would recommend this hotel to others, with 14 percent rating’ this as exceptional in 2020. This may appear low since the pandemic began in 2020, and customers faced various worries, or because there were not many people around at the time due to health and safety concerns. (Worthington, 2021A)
[bookmark: _Hlk67263918]Looking at the reviews can help the hotel attract more visitors, which leads to a rise in sales and corporate demand. Bookings are made easier for customers because many customers own a smart device such as a smartphone or laptop. It's also critical to evaluate your content as  'fake information being posted on their channels to reassure them that the displayed content is genuine'. (De Vries, 2021A) Customers at the Hilton Hotel are encouraged to provide a review based on their experience during their stay. Almost 79% of consumers read hotel reviews before booking, and ‘41% check social media, which is another marketing strategy because many guests aged 16 to 34’ (De Vries, 2021B) would use it to evaluate a product/service. Hilton hotels is streaming across smart devices such as Amazon Echo and Google Home, allowing voice assistant to select the best and closest hotels to stay at, with Hilton Hotels most likely being one of them.
PREMIER INN
'A good night's sleep guaranteed' (Premier Inn, 2021A) – Premier Inn, a well-known hotel chain in the United Kingdom, strives to deliver a pleasant and efficient service in order to give the guaranteed good night's sleep. Premier Inn has used marketing strategies in the past and has received an outstanding certificate claiming that  'Premier Inn won three out of the six categories in the 2007 Hotel Marketing Awards for their rebrand'. (Tempest, 2021)
'96 percent of people have heard of it, and 61 percent have used the service,' (Worthington, 2021B) that according to Premier Inn, and many customers have returned after their stay, and approximately 90 percent would suggest it to others as a ‘It’s positive endorsement rating ('excellent' or 'good')'. (Worthington, 2021C) Frequently, the hotel receives remarks such as reliable, friendly, and efficient, indicating that the hotel's marketing was not false and that guests are satisfied with the hotel's service. The customer interactions at Premier Inn have risen significantly, making customers ‘guest technology/‘smart’ rooms, greater personalization, and in-room fitness and entertainment'. (Worthington, 2021D) This has made services accessible to anybody with a smart phone, allowing for increased personalization and access to the platform from anywhere. With the app or accessibility to the hotel via a mobile device, more customers may cancel or book right away. Customers have different possibilities because hotels have evolved in the number of customer interactions and entertainment provided to them in order to keep them coming back and visiting it once again.
When the timing is appropriate, promotion is very essential for Premier Inn to allow the company to obtain as much market share as possible. This will result in an increase in consumers, allowing the company to stand out amongst its competitors. Premier Inn pricing is comparable to the Hilton Hotel; 'from £29 and prices vary depending on time and location'. However 'Premier Inn room prices are still higher than budget competitors.' (Turton, 2021A) This implies that the marketing elements in place must attract customers to act.
The hotel's physical proof is in place, and as previously mentioned; the hotel's fundamental value ensures a good night's sleep. Nearly everywhere throughout the hotel, ‘the purple color is present’ (Turton, 2021B) implying that the hotel is true to itself and connotating on warmth and elegance. Customers pick up on the aspects of market and the brand is practically speaking to customers to come and stay since the symbol of the moon is present on the logo, giving off a sense of warmth and relaxation. The rooms are constantly kept clean and tidy, with extra items such as pillows and bedsheets provided. 
The website's description and infographics emphasize the finest hotel to stay at, such as 'free Wi-Fi 24/7 or tuck into tasty meals.' (Premier Inn, 2021B) This naturally attracts customers because many would desire something like this to keep them occupied while they are there.
In specific locations, Premier Inn also offers a bus service that allows customers to depart from their flight and travel straight to the hotel where they would be staying. ‘A private shuttle bus runs between the hotel and the airport’. (Premier Inn, 2021C) This is a great method to encourage individuals to come forward since they won't have to worry about extra fees or costs to travel from point A to point B.
Cleanliness, customer service, and value for money were all factors at Premier Inn. Many customers will undoubtedly return to this hotel. (Bachelor, 2021)

[bookmark: _Hlk67263953]POSTIONING DURING PANADEMIC
Many companies were affected by the COVID 19 pandemic, as many stakeholders stopped working, resulting in a decline in income. The Hilton Hotel, on the other hand, 'promoted Test and Rest packages, which enable guests to take a PCR test before check-in, stay overnight and receive the result the next morning on their smartphone.' (De Vries, 2021C) This occurred immediately following the lockdown to guarantee that the customers were safe and secure at all times. Despite just being tested and assuring customers had a place to stay and isolate if necessary at the Hilton Hotel, this still made Hilton hotel have some income.  Hilton Hotel didn’t stop there but they still managed ‘supporting the sustainable development of Africa’s travel and tourism sector.’ (De Vries, 2021D) 'Despite limited travel options in most of 2020 and the disruption that travel restrictions caused for many consumers, the desire to travel remains strong.' (De Vries, 2021E)
However while looking at Premier Inn, ‘Premier Inn is still the most popular accommodation brand in the UK, but it appears to have suffered the worst impact from the pandemic, probably due to its extensive nationwide reach.’ (Worthington, 2021E) This could be due to the loss of customers and the subsequent lockdown, which resulted in no revenue or supply from stakeholders. Due to the pandemic, the Premier Inn massively was affected. ‘£725m loss in the six months to 31 August, compared with a profit of £220m in the same period last year. Revenues plummeted to £250.8m from £1.084bn.' (Kollewe, 2021A) This had a significant impact on the company, since it resulted in a loss of revenue and the cancellation of numerous customers hotel bookings. Many customers were obliged to search for alternative accommodations, and the company's reputation being ‘the country's largest budget-hotel chain’ (Kollewe, 2021B) suffered as a result and businesses such as these hotels fell behind in demand and awareness within the market, which built bringing customers together to the company and ensuring everyone is satisfied and desired, but unfortunately the pandemic had affected a lot of people, and marketing strategies are now in place to grow customers again.
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Figure 1 - (Worthington, 2021)




