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This essay will discuss the market strategies, the importance of them and the methods that the Hotels approach to satisfy the needs of the customers and at the same time to remain on top of the Hospitality Industry.
Also, this essay presents a comparison of the methods and marketing strategies between Hilton and Premier Inn.
According to Dev et al. (2009, pg.19-20) “Although profitability, market share, return on investment, and other performance benchmarks ultimately determine the success of any strategy, a market orientation is meant to achieve such goals by providing customers with superior value on a sustained basis.”


Hilton with 18 brands and more than 6,500 properties worldwide across 119 countries is one of the fastest-growing and world’s largest company. First appearance dated back in 1919 when Conrad Hilton buys the first hotel The Mobley in Texas and a couple more hotels in the next years. Due to his ambition, today Hilton became part of the most respected brands in the world (Hilton, 2021).
Premier Inn is owned by Whitbread and was founded in 1987. With over 800 hotels across the UK, Premier Inn became one of the largest and known hotel brand across the United Kingdom making a big step when in 2016 the brand started to expand its territory in Germany and in Egypt (Whitbread,2021).


Due to the instability in the early 1990s, Hotels had to come with a new approach creating value in its hotel’s operation. One of them is the accessibility for the customer to find a hotel in nearby marketplaces ( Huckestein and Duboff, 1999, pg.38). Understanding the accessibility is a key point to reach the customer needs and the location in which the hotel is placed can determine which category of customers can be reached.
Being one of the top companies in the world, it must maintain a high reputation and great services for each class of customers that they have. With a wide range of brands, from a luxury brand like LXR Hotel and Resort to the leisure one like Hampton, Hilton approach more than one category of customers satisfying the needs from VIP to business, from travellers to one-night stay.
Bondarenko et al. (2019, pg.392) explain “According to the marketing theory, it is reasonable to refer to the following main strategies applicable for the hotels: undifferentiated marketing strategy, differentiated marketing strategy and a concentrated market strategy. When deciding on the practical use of the strategy of undifferentiated marketing, a hotel product originally intended for a wide consumer audience in created. In the case of such a strategic approach, the hotel aims to attract all possible audience who do not make special requests to the conditions of their accommodation and a set of additional services.”
Premier Inn comes in the market industry offering high services for the guests on a holiday, one night stay or business event such as a conference.


One of the most effective marketing methods in this era is digital marketing. Pelsmacker, Tilburg and Holthof (2018, pg.48) point that “hotels should establish a digital marketing plan, and that it is important for hotel managers to actively manage their online presence”. Hotels should have a well-made website easy to access as the first interaction with the customer is most of the time through the hotel website.
Hilton provides a well-made website which the customer can easily choose from one of the hotel brands around the world using the location, providing different offers and packages. Market91 (2018) “Brand segments its services on a basis of its unique ambience and experience, the bundle of offerings and other complementary services like Spa, Gym, Hygiene factors, pricing, and staffs. The brand focuses on a premium pricing strategy thus catering for the high-profile business class and upper class of the society. It uses a differentiating strategy to make it promising for its customers.” Focusing on more than one category of clients, Hilton adapts its marketing strategy and website to a large area attracting potential new customers via website, social media ads like TikTok and Facebook.
Think with Google (2015) reveal that “Premier Inn has seen its investment in Hotel Ads deliver substantial, measurable results. In particular, Hotel Ads have proven a powerful tool in reaching new customers. Hotel Ads make it easy for the customer. They are more relevant, location-specific and include the right data points. We have a shared objective with Google in that we both want to make the lives of our customers easier, and Hotel Ads deliver that value for us”. Making an easy way for the hotel to reach and interact with customers. 
Khan (2012) said that” Direct marketing allows a business to engage in one-way communication with its customers about product announcements, special promotions, bulletins, customers inquiries, and other confirmations.” Like Premier Inn send new promotion by email to old customers. 


According to Sahin et al. (2020) “The growing concern for the environment and the related activities performed by many industries increased the importance of green marketing strategies of their products. The claims including ‘eco-friendly’, ‘sustainable’, and ‘green’ have been used by marketers to communicate the sustainable aspect of their products and brand, and encourage consumers to conserve.” In the era 2021 most of the customers can be attracted by the logo ’green’ and it can be a double win for the hotel making it eco-friendly and inviting consumers to become new customers by the idea of the green message. 
Due to the hospitality industry practice of great volume of energy and water consumption, hotel consumers turn out to be more receptive to eco-friendly messages, making them attracted to the hotels which promote green support, respond to green customer requests and minimise the costs (Sahin at al. 2020).
Premier Inn has a great green message. By 2040, Whitbread promises that the brand will succeed the zero-carbon emission, by2025 will eliminate unnecessary single-use plastic and reduce food waste by 50% by 2030. The brand is also part of the Forge for Good, a movement that supports the planet. Some of the actions are GOSH raising £15m through their term, donations for charities, 11 years as a top employer giving opportunities for people to work in the hospitality industry (Whitbread, 2021).
Hilton, as a part of the green message, intends to improve their impact on the planet by reducing the gas emission by 61% by2030, decreasing the water use amount by 50% by 2030 and lowering the waste of food by 50% by 2030 leading to an eco-friendlier industry (Hilton, 2021).


The Covid 19 had a huge impact on the travel and global economy which has led the hotel industry to take serious measurements regarding the travelling, quarantine phase and the new regulations. Each country comes with a specific set of rules that the companies and businesses must adopt as restricting the access for the customers which travel from regions with a high risk of contamination, a strict cleaning procedure for the rooms, some of the hotels requesting a covid test at the arrival leading the hotel industry to lose a huge part of the clients. Now being at the post-pandemic, hotels are trying to win back the customers with a variety of methods. One of them is guaranteeing that the hotel is a covid safe place, well hygiene and cleanliness (Jiang, 2020, pg.2567).
Premier Inn is introducing CleanProtect, a program that provides extra hygiene and safety measures for the guests from the arrival time at the hotel to departure (Premier Inn, 2020)
Artificial intelligence is a new approach to the post-pandemic situation, due to the covid 19 being high transmissible from person-to-person more hotels adopt receptionist robots, informative robots, cleaning robots which reduce the spread of the virus and make the environment more safely for the customers (Jiang,2020, pg.2565). Hilton introduces Connie, an informative robot that tells guests’ hotel information, locations to eat and nearby attractions. An innovative and useful idea to approach the guest in the post-pandemic state (Social Tables,2021).
An opportunity post-pandemic was created for the hotels helping the guests when, in the middle of the covid-19 pandemic several people started focusing more on the mental and physical well-being leading the hotels to implement meditation programs, fitness programs, gym covid safe space (Jiang,2020, pg.2568). Hilton announces the great idea. “A revolutionary room has arrived in hospitality, so you can pursue fitness and wellbeing on your terms. With Five Feet to Fitness, enjoying the privacy and the work out in the personal room (Five Feet to Fitness,2020). A great idea to stay in shape, clear the mind and being covid safe at the stay at the hotel.

Knowing the type of customers which a hotel wants to attract lead to a specific market strategy and methods which must be approached carefully in a way that the brand message, qualities and services are clear for the consumer. At the same time to create an environment where the customer satisfies its needs (Dev et al. ,2009)
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