A comparison of the marketing methods of two multinational hotel chains





















































This essay focuses on the marketing methods adopted by two varying multinational hotel chains and how their marketing approach may help their business focus its limited resources on the most promising areas for growing sales and achieving long-term competitive advantage (George, 2021).


This essay also tried to focus on how hotel chains like Premier Inn and Hilton’s marketing methods aids in the development of products and services that maximize profit. It also illustrates how these companies uncover the areas affected by organizational development, where a marketing strategy is necessary. This helps create an organizational plan to meet consumer demands (KuŸmicki, 2019).


Hilton and Premier Inn are two varying hotel chains in the UK regarding their size, marketing strategy. As of 2017, there are more than 570 Hilton Hotels & Resorts locations in 85 countries and territories spanning six continents, founded by Conrad Hilton on May 31, 1919, and currently controlled by Hilton Worldwide. These Hilton-owned or -run properties are operated by Hilton franchisees or independent contractors (Ulfa, 2020).


Premier Inn Hotels Ltd provides a variety of services, including lodging, dining, internet booking, a farm home, and guest rooms. With hotels all throughout the United Kingdom, Premier Inn Hotels caters to travellers from Ireland, Spain, and the United States.


Marketing tactics may have a significant influence on a company's culture by helping to inculcate a marketing orientation in the minds of everyone who works there. Customer loyalty and distribution channel management are two examples of indirect competitive advantages that can be directly linked to the marketing function in case of Hilton’s. This is an alternate view of marketing strategy. In case of Premier Inn instead of focusing on customer and channel connections, the domain becomes even more constrained when the only thing being focused on is one aspect of the marketing mix (Mwiti, 2020).


For the first time in 20 years, the low-cost hotel chain Premier Inn has returned to television advertising with a $10 million marketing plan aimed to give its brand "warmth." Premier Inn rates are quite reasonable, even for families and couples traveling together, and they often have special offers like early booking discounts or last-minute specials for holidays and other special events. Deals and promotions are a great method for a low-cost hotel to draw guests and increase income. Premier Inn’s  e-commerce director Charlie Herbert, who is in charge of all marketing, believes that when the economy recovers, the biggest issue for marketers will be how their brand responds to customer behaviour changes (Chang, 2019).


Hilton's most often utilized technique for locating target consumers is STP. Targeting and positioning are the three main phases of STP. Segmentation includes categorizing current customers and the market into various groups based on their shared features, while targeting determines which group represents the company's future consumers. The brand divides its services based on the distinctive ambiance and experience, the bundle of services and other supplementary services such as Spa, Gym, Hygiene aspects, price and staff. To attract high-profile corporate clients and society's upper crust, the company utilizes a premium price approach. With the use of a unique selling proposition, it entices buyers (Ho, 2021).


For a player in the hospitality sector to succeed, they must have a well-known and trusted brand. Over time, Hilton has built trust with its customers by using technology advances to enhance the guest experience and by upgrading business procedures on a regular basis. Another Hilton approach that has proven successful over time is exceptional staff retention, which has resulted in a strong brand presence across 540 properties in 78 countries (Nugraha, 2020).


In terms of Premier Inn’s  strategy, the company may first segment its present clients based on their earnings. Premier Inn has always positioned itself as a low-cost hotel that offers decent service at a reasonable price. Customers on a tight budget have responded well to this technique. As a result, low-income consumers are the company's primary priority (Jiang, 2020).


According to Argadian (2017) due to fewer information sources and greater switching costs, low-income clients are more likely to remain loyal. They are also highly price sensitive, and promotions and discounts are well-received by this demographic.


Masatip (2020) suggest that the advertising medium must be appropriate for each market if it is to appeal to buyers in that market. Premier Inn’s  target clientele value money, therefore discounts and special offers are nearly always effective for the company's cheap hotels. Digital marketing is also the most efficient promotional method, reaching consumers all over the world thanks to the Internet and globalisation.


According to Mwiti (2020) there are three types of entry tactics into a foreign market: exporting, know-how and technology transfer, and FDI. Managers must weigh a variety of variables before making a choice. As an example, a Bondarenko (2019) study found that cultural remoteness reduces a company's capacity to choose equity entry options, but profitability and financial strength encourage them to make greater attempts to integrate themselves into the global market.


Renpeng (2019) states that if customer service is not the firm's primary competitive advantage, the corporation can contract with other parties to manage the hotel's operations (non-equity method). There may be an opportunity to develop an entirely owned branch if the physical infrastructure is an important selling feature and the local market has sufficient resources to build and maintain that infrastructure (Ulfa, 2020).


There isn't anything fancy or excessively complex about Premier Inn or any of the other low-cost hotels, and that includes their services. Special offers and promotions, hotel management knowledge accrued over over three decades of business, and a solid reputation in its home market are some of its key advantages. Other advantages include exceptional service at an accessible price and a well-established reputation. This means that franchising may be the preferred entrance method for the business (KuŸmicki, 2019).


About 70% of the Hilton-branded rooms were made available to non-profits and government agencies as of 2013. Blackstone Group aimed to increase the brand's reach through franchise-based operability throughout its 2007–2013 ownership period, while Hilton operated just a few new locations.


The total number of franchised rooms grew over this time period. Since the parent company is not required to pay for the support and overhead expenditures of franchised locations, this kind of franchising is extremely popular in the hospitality sector among most of the participants (DeYeso, 2019).


License agreements with brands require that franchisees adhere to rigorous brand standards. Hilton's most prominent assets, including its airport hotels and largest resorts, are all under the company's direct control and management (Chang, 2019).


Nugraha  (2020) defines the phrase "green marketing" has just recently emerged in the hotel sector. For the most part, this implies adopting eco-friendly products and services at hotels and other places to stay. However, because it hasn't been fully proved to far, some managers and customers are wary of utilizing this phrase in their judgments.


While corporate social responsibility has been around for some time, the tourist industry is just now beginning to embrace it, with several hotel chains publicly proclaiming their environmental and social commitments. The Hilton Environmental Reporting (HER) system is  an ongoing CSR project at Hilton International and Scandic. Hilton corporate management chose to establish HER, an environmental reporting and benchmarking system for all of its sites, in order to enhance the monitoring of their performance (Ho, 2021).


As part of the company's environmentalism, Premier Inn only purchases cleaning supplies that are safe for the environment and can be recycled. Managers frequently consult with suppliers to discover which goods are ecologically friendly. Using accessible information from manufacturers or product certifications as a reference also involves analyzing the life cycle of products and services (Masatip, 2020).


For example, cutting water use and waste production by half, generating jobs for women, and assisting disadvantaged youngsters are just a few of the ambitious 2030 targets. When it comes to minutiae that may make or break a hotel, Hilton is no exception. This includes sending 0% soap to landfill. There has already been remarkable progress on the 2030 goals of the firm and it is dedicated to disclosing its accomplishments yearly in the Corporate Responsibility Report (George, 2021).


Building brand recognition and opening a hotel both require effective marketing tactics. More individuals were working from home as a result of the epidemic, and business travel was impacted hard by the cancellation of meetings and corporate events. There has been an influence on leisure travel as well, but if the hotel's marketing system is centered around families and groups of friends, there are still ways to cope with diverse types of visitors (Nugraha, 2020).


Often, a company's marketing strategy fails because it doesn't align with its organizational practices, market circumstances, or both. As a result, effective organizations don't develop plans because success isn't necessarily determined by strategy. Vision, development, and planning are all part of the approach they employ. These three factors must be present in the proper percentages for a firm to be successful (Chang, 2019).


The leadership team must have a high degree of determination that spreads across the company for a marketing plan to be genuinely successful. It's imperative that resources be made available. Each and every one of them must have faith in it and think they can achieve their goals as well. When it comes to marketing tactics, accountability and clear responsibility are rare. As a result, it's critical to make certain that everyone on the team is aware of deadlines and their responsibilities in executing the plan (Mwiti, 2020).
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