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Essay on The Effect of Globalisation on Hilton Hotel’s Marketing strategy.
International marketing refers to the marketing efforts while doing business globally in which marketers set goals and formulate marketing strategies considering the difference in global operations, similarities with the domestic region, and assessing the global opportunities, (Mayrhofer, 2016). In this essay, the effect of globalization on global marketing from the perspective of Hilton Hotel will be discussed. Hilton Hotel is an American flagship brand that operates its business in 117 countries and is best known for diversified hotel chain offering lodging services with its 6000 properties and 975000 rooms, (Hilton Hotel, 2020). According to the Brand Finance, Hilton Hotel has a 35% growth and its estimated brand value $10.8 billion in 2020, (David, 2020). Below is the discussion on how Hilton’s marketing strategies are being affected by globalization. 
The tourism industry is much more competitive due to multiple players and technological advancement across the globe, (Wandi, 2016). Hilton Hotel has several competitors who are operating business pretty well in loading services among which Marriot, Peninsula Ritz Carlton, Intercontinental are prominent, (Parker, 2019). Marriot, another American hotel chain is larger than Hilton operating the business in 127 counties with more than one million rooms, (How and Lee, 2020). Peninsula is one of the oldest hotels in Hongkong operation business in 15 large cities mostly in China which is not as diversified and large as Hilton is. Ritz Carlton is also an American hotel chain mostly known as a luxury loading services provider which operates in 30 countries and Intercontinental also targets different economic segments offering economic, business, and higher-class services but both the brands have a smaller number of properties and rooms compared with Hilton. Hilton has to counter these competitors with its unique selling proposition of services standardization, a keen focus on consumer satisfaction, and integrated IT system.
Advertising is done in connection with all parts of the business. The Hilton Lodgings are excited about determining their accessible administrations like transportation, correspondence, and convenience administrations to give an unmistakable picture to the clients, (Phalippou, 2018). Promoting has a dream that causes the public to comprehend the inn's motivation and heading. The lodging markets itself in manners that for the most part shows its objectives in giving the best administrations and friendliness, (KOTLER, 2020). It is done such that individuals can see the distinction of its administrations contrasted with different lodgings. The Hilton markets itself so that the administrations and cordiality are extraordinary and better. Hilton established a dedicated group of people for its marketing department which knows well that some strategies require longer vision and time while others not. Hilton monitors and follows up its marketing strategies and modifies if requires for making ensure that the target consumers get the right information. To improve the working relationship with the client Hilton uses credit cards, offers specific standardized services, (Đurić, 2019). Customers are informed in detailed about the services with a written catalog as well as a digital catalog through its websites and using a different digital platform like Facebook, Twitter, Pinterest, and numerous travel agencies, (Chang, Ku, and Chen, 2019). The utmost principle of Hilton is to provide a quality experience for customer satisfaction for which its customer care team relentlessly working 24/7. STP model and the marketing mix are the two marketing essential organizations use to set marketing strategies for having a competitive advantage and meet the needs of the right customers. Hilton targets business client and middle-aged people who have higher income and tend to spend higher for quality services. Hilton’s pricing strategies for each class confirm that cost of its services is competitive. Its uses almost all payment method available be it cash on digital currency and it also practices seasonal pricing to be fair around the year. The place known for convenience is an essential component in the marketing mix which is leveraged very well by Hilton as it locates its hotels in attractive locations where tourist and business clients find it convenient, where transportation is very easy. For marketing, the brand promotional strategies play a significant role and Hilton uses almost all the promotional mix available to some extent but it puts great effort on publicity and public relation as it’s already got enough recognition. Hilton has spent $1 trillion on making the life of communities better by 2019 and set visions to get zero carbon resignation by 2030, (Hilton Corporate Responsibility, 2021). Besides, its digital presence in different media also helps to convey the right message to the target audience using artificial intelligence, search engine optimization, and so on. Digital marketing has made the firm easier to be found and known its varied services, prices, and locations within a second, customers can find digital catalogs, therefore, it increases the number of sales, (Rahis, 2018). The marketing information system maintains the database with information that is required to set marketing strategies and make marketing decisions, (Rowley, 2015) which is being used in Hilton for making its marketing mix strategies, doing marketing research, establishing a client relationship, personalizing, and standardizing services, and so on. 



The term globalization is an interaction whereby overall interconnections are practically every circle of movement are developing which can be viewed as a ceaseless cycle in a business where the limits of nations are moving or vanishing where it includes financial, political, legitimate, innovative, and social components, (Waters, 2013). In hospitality, globalization is a crucial factor due to its different aspects which hospitality businesses can’t avoid if they want to sustain in this competitive business environment where the border is just a mere concept. For doing business globally hospitality and tourism services providers require to adapt to the local culture, lifestyle, religion as well, (Sheel, 2012). A business’s effectiveness much depends on the knowledge and information it has about different countries and their cultures. Globalization has a much influential role in Hilton’s strategy formation for its international business as globalization creates many advantages and disadvantages as well. Being an American brand Hilton changed itself much following the different cultural aspects of different countries as extents of the cultural elements of America differ from that of other countries like China, Latin America, Japan, India, etc. Hilton’s different sun-brands offer lodging services modifying with the local culture like, for China and India it has three sub-brands Upscale- Conrad Hotels & Resorts, midscale- Hilton Garden Inn and low scale- Home2 Suites categories, (Hilton.com, 2020) designed the hotel considering the local culture and preferences of servicescape and how they react towards the physical environment which is shaped by the local culture. Language is one of the critical barriers in global business for hospitality business which has been overcome by Hilton as it hired from locally and also provides training regarding languages, culture, taste, and preference of the local communities. In most of the countries where Hilton operates, different multinational hotel chains like Marriott, Peninsula, Hyatt, and local brands also have a strong presence which makes the business environment much competitive. The world is changing rapidly so do Hilton Hotels in terms of service quality, hotel locations, servicescapes-like technological devices, online presence, and so on to meet the desires of the visitors. Today's visitors prefer the online platforms to search for information, book hotels and make payments, therefore, Hilton has developed attractive websites and ensure different payment methods for customer convenience, and created interactive communication spaces where visitors can share their opinions and suggest the hotel chains. The changes in global climate are the most growing concern for human beings, Hilton has taken many steps to cut its environmental footprint like by 2030 it wants to be carbon neutral.  Measures taken in response to the covid-19 pandemic by Hilton Hotels are praiseworthy as undertook different beneficial steps for both the employees and visitors. For customer peace of mind, Hilton has made all the booking even the non-cancellable fully refundable, for employees, it supports with financial back-up to the affected ones, and supporting the national and local governments providing housing for healthcare workers, (Covid.hilton.com, 2020). It conveys the message to the guest to stay home safely informing different safety measures and saying that its services will are the same as before and it ensures customer health safety through the Hilton CleanStay program. 
To sustain in the competitive business most hospitality organizations want to extend the business globally which requires bringing many changes to adapt to the local context. Globalization affects firm both positively and negatively but organizational success depends on how effectively they adapt to the cultural, religious elements of the regions where they want to operate a business. Hilton Hotel has strategically handled the process of globalization and became one of the top brands in the world providing smooth hospitality services. 
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