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  A comparison of the marketing methods of two multinational hotel chains.


This essay will explore and contrast the multinational chains Hilton and Premier Inn. The aim is to understand the marketing decisions they have made and the marketing paths they have chosen. Moreover, within this paper will be investigated the chains actual position and current strategies. Lastly, the essay will illustrate what choices the multinational chains have considered about sustainability and green messaging in their marketing.
Conrad Hilton founded Hilton Hotels Corporation in 1919, leaving an indelible mark on the global hospitality industry. Furthermore, with the acquisition of the Roosevelt and Plaza hotels in New York City, it became the first hotel chain to span the entire United States (Hilton, n.d.). Its dedication to enhancing the visitor experience led to the world's first implementation of televisions in guest rooms. By introducing a multi-hotel reservation system, Hilton also revolutionised the industry and gave rise to the modern reservation system. Additionally, Hilton's entrance into the UK market showcases the company's dedication to global expansion and ability to adjust to varying market demands. The company has placed its facilities in important areas throughout the nation, providing services that are customised to fit the specific cultural differences of each location (Chen, Chang, and Chu, 2011).  Differing from, Hilton has chosen for the comparison as it has a strong collection of hotels like Waldorf Astoria Hotels & Resorts, upscale hotels like Hilton Hotels & Resorts, and affordable hotels like Hampton by Hilton. Hilton's strategic brand segmentation allows them to serve a wide range of customers, which demonstrates their excellent marketing skills (Stories from Hilton, n.d.).
On the other  hand, the British hotel chain Premier Inn is known for its affordable accommodations and has become one of the most prominent brands in the hospitality industry. Its history of success and growth is a testimony to its ability to adapt to the changes in the market (Tempest, 2008).Premier Inn was created through a merger between two of the UK's leading hospitality companies. In 1987, Whitbread launched the Travel Inn brand, which aimed to provide travellers with affordable lodging options. The brand quickly gained popularity and expanded its reach  (Whitbread PLC, n.d.). Furthermore, in 2004, Premier Lodge was acquired by Whitbread, which then combined it with the Travel Inn brand. Their goal was to create a unified budget hotel chain. As  a result, The Premier Inn was born in 2007. The Premier Inn brand was able to quickly expand its reach due to the increasing demand for budget-friendly accommodations. It currently operates over 800 hotels across various countries (Ghandour, Bilal, Mudassar, 2015). Premier Inn has chosen for the  comparison as the success of the brand can be attributed to its large-scale marketing efforts. Its various initiatives, such as the Good Night guarantee, demonstrate the company's dedication to providing its customers with exceptional service (Ghauri, 2014).
Premier Inn and Hilton are two established companies in the hospitality industry that have successfully used various marketing strategies to maintain and expand their market shares. Firstly, Hilton’s  portfolio includes various brands that appeal to different consumer segments, such as luxury hotels like Conrad and Waldorf Astoria (Housden,2008). It also has a variety of value-focused brands, such as Tru by Hilton and Hampton Inn Through this segmentation, Hilton can market its brands to its target audience with a variety of services and experiences.  Moreover, through its various marketing campaigns, Hilton has been able to connect with its potential guests. For example, the company's "Stop clicking around" campaign emphasizes the benefits of making a reservation through its website or app. These campaigns help the company maintain its competitive edge and attract more customers (Clow and Baack, 2013).  Additionally, one of the company's most prominent marketing strategies is its loyalty program, Hilton Honors. It offers various perks to encourage repeat customers. These include free WiFi and late check-outs, as well as the capability to earn points for free nights (Hilton, 2021). The program has been further enhanced over time by introducing new features, such as rollover nights. Also, Hilton is a leader in the development of technological innovations and digital marketing. Through its various platforms, such as its app and website, the company has been able to enhance the experience of its customers (Chaffey and Elis-Chadwick, 2019).  For instance, by allowing members to book their rooms and check-in using their mobile phones, the Hilton Honor app has been able to provide a convenient and personalized experience. The company's marketing efforts are also able to gather valuable data on its customers. At the same time, in an effort to appeal to a more eco-conscious crowd, Hilton has started to promote its social responsibility initiatives (Kotler et al., 2020). For instance, the company's Travel with Purpose campaign seeks to reduce its environmental impact by half by 2030 (Travel with Purpose | Hilton ESG, n.d.)
On the other hand, Premier Inn value proposition is centred on providing guests with high-quality accommodations at affordable rates. Premier Inn's motto, "Everything's Premier but the Price," it was a part of its marketing strategy. It emphasizes the Good Night Guarantee, which provides guests with a refund or comfortable stay (Johnson, 2012). However. the latest marketing campaign from Premier Inn, named "Rest Easy," has substantial marketing ramifications and strategic decisions  (www.premierinn.com, n.d.). This campaign emphasises the consistency and predictability that Premier Inn guests can anticipate, regardless of the hotel's location. The promotion attempts to alleviate any concerns that guests may have by promising that Premier Inn's rooms will always match their standards. Additionally, the company has utilized digital marketing to its advantage. It has been able to enhance the efficiency of its website and improve the experience of its customers (Smith and Zook, 2020). In 2021, almost a hundred percent of the company's bookings were made online. One of the company's marketing strategies is innovation. Through Hub by Premier Inn, Premier Inn was able to cater to a different market segment by introducing a new type of hotel that's focused on affordability and technology (Bowie et al., 2017). Additionally, in response to the increasing number of consumers who prioritize sustainability, Premier Inn recently opened the UK’s first battery-operated hotel in Edinburgh. The company's marketing approach aligns with the growing trend of choosing establishments that are socially responsible. Due to the company's expansion plans, Premier Inn has been able to establish a strong presence in various international markets. It has also been able to appeal to different cultures through its marketing strategies (Chaffey and Elis-Chadwick,2019). 
When looking at the current market position, Premier Inn has an 8.1% market share in UK. This makes it one of the most prominent players in the industry (IBISWorld, 2023). The company has built a strong brand reputation due to its ability to capitalize on the rising popularity of value-for-money hotel accommodations and staycations. As the largest hotel chain in the UK, Premier Inn is well-positioned to capitalize on the country's growing demand for value-for-money accommodations. Its commitment to innovation, digital technology, and energy efficiency also helps it maintain its competitive advantage (Kotler et al., 2020). Moreover, the occupancy rate of Premier Inn hotels increased from 29.4% in 2020 to 68.3% in 2021.This shows that the hotel has a strong customer base. In spite of the COVID-19 pandemic, Premier Inn was able to bounce back and grow its revenue by 189% in 2021 and 2022 (IBISWorld, 2023). Even though its operational expenses increased, the company was able to return to profitability.
In contrast, Hilton’s market share fell from 10.33% at the end of the fourth quarter of 2022 to 10.17% at the end of the first quarter of 2023. This move represents a 0.16 percentage point loss in the company's market share over that time period (Statista, 2022).  This drop could be attributed to a variety of variables, including changes in consumer behaviour, competition from other hotel chains, economic situations, or other business-related factors (Jobber and Elis-Chadwick, 2020).   Furthermore, Hilton's "Every Job Makes the Stay" campaign represents a fundamental strategic shift in how the corporation offers itself to prospective consumers as well as prospective employees. This is an example of an "employer branding" campaign, which seeks to improve a company's reputation as an employer while also attracting top personnel (Stories from Hilton, 2023). 
Premier Inn and Hilton have both included sustainability and environmental responsibility into their marketing strategies, emphasising their dedication to lowering their environmental footprints. The 'Force for Good' programme at Premier Inn defines their sustainability plan, emphasising their dedication to generating opportunities, supporting communities, and accepting responsibility for their environmental impact (Premier Inn, n.d.). Their marketing emphasises their progressive efforts and establishes aspirational sustainability goals, implicitly guaranteeing stakeholders that they will continue to develop (Bowie et al., 2017).  Similarly, Hilton is a proponent of environmental conservation. They measure and improve their environmental effect through their LightStay system and specialised programmes focusing on energy, water, and waste (Stories from Hilton, n.d.). Hilton's marketing emphasises the company's industry-leading role in the battle against climate change, with science-based aims to cut greenhouse gas emissions in accordance with the Paris Agreement. Both firms' green marketing emphasises their recognition of the critical role that businesses play in tackling environmental concerns. Their marketing activities in this area help to improve the image of their business, appeal to environmentally sensitive clients, and contribute to their overall corporate social responsibility aims (Kotler et al., 2020).
To conclude, both Premier Inn and Hilton employ various marketing tactics supported by digital technologies, brand segmentation, and customer loyalty programmes to cater to a diverse consumer base and assure their growth and success in the hospitality business. Their dedication to sustainability, as evidenced by different programmes and green language in their marketing efforts, demonstrates their corporate social responsibility, enticing the environmentally conscious consumer. Despite different market shares and hurdles, both chains have proven their ability to adapt and survive, effectively placing themselves as industry leaders. 
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