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This essay will show the comparisons between the multinational chain hotels and especially between they methods of marketing and how they deal with all the needs and demands from their customers.
Here will be compared one of the biggest brands in the world Hilton Hotel and one of the largest hotel in the United Kingdom, Premier Inn.
First hotel Hilton was open in 1925 by Conard Hilton in Texas and now it is one of the most respected brands in the world (Hilton, 2021).
Premier Inn hotel is own by the company Whitebread and it is one of the largest hotel in the United Kingdom and wide spread all around the country like they said ‘With over 800 hotels across the UK and beyond, we really are everywhere you want and need us to be’ (Premier Inn, 2021).
What is marketing? According to Rick Spence (2010), marketing is just a grey area that covers all the activities between the moment that you produce a product and the moment that you sell it. 
First big difference that is noticeable between Hilton Hotel and Premier Inn hotel is that Hilton is a hotel worldwide and resorts and Premier Inn it is running their hotels just in United Kingdom. Hilton Hotel has around one century of service and owns 18 brands across 119 countries, while Premier Inn hotel is much younger in this service area, running from 1987.
Marketing strategy means reaching for a type of consumers and making them customers for buying services or products. Marketing strategy needs to cover “the four P’s”, product, price, promotion and place. This four P’s are the key factors for making the business successful (Adam B. 2016).
Hilton Hotel is continuous diversification through their supplier diversity program they continually growing their customers segments having a lot of partnerships with non-profit organizations. Anu Saxena says that “Despite one of the most challenging times for the hospitality industry, we are proud of the Hilton’s unwavering resolve to our supplier diversity initiatives. Our team remains committed to diversifying our supplier network because we recognize the last impact there partnership create.” (Hilton, 2021). They hope that they will have and at the same time they will make a very big impact on the world and changing for the best.
Despised the fact that Premier Inn hotel is not worldwide spread hotel they are a very big company in United Kingdom. They are proud about the fact that they own a significant number of 800 hotels and they focuses on their comfort for the customers and the food and services that offers (Premier Inn, 2021).
Beside that Hilton Hotel has a lot of luxury places and resorts to stay across the whole world they have also think and about the segment of customers that can’t rich their luxury therefore we have here a big company that offers services for all types of customers. With their brands and their expansion all over the word they cover an extremely big market segment. The brand is targeted at both business and leisure travellers with locations in major city centres, near airports, convention centres, and popular holiday destinations around the world (Hilton, 2021). 
On the other side Premier Inn Hotel is spread across the United Kingdom, they are just in a few countries not all around the world, the brand covers most the family segment, they offer a lot of comfort and possibilities for family with kids but also Premier Inn Hotel offers the other segment of customer as they are located in city centres, suburbs and also airports (Premier Inn, 2021).
As Jane Martin and Jim Blythe (2019 p. 227) say that the price is setting “by the law of supply and demand” it is obviously that Hilton Hotels being more known and having a larger number of hotels and brand and possibilities has the option to set for the luxury demands a price much higher, but Premier Inn doesn’t have the possibility to getting an extremely higher price as they are kind of new on the market place and whit not so many choices.
The promotion in marketing is one of the biggest element that need to be aware of and this is made by “identifying the needs of the target segment to buy the company’s products”. This is the concept that is including all the activities that are used by the company to make the customer to buy their product or service (Sidhanta and Chakrabarty, 2010).
The most important objective in the promotion process is to increase the customers. Hilton Hotel has made an extremely big promotion for their brand and their company. They invest under $100 million on their publicity just in the last year, advertising on over 250 different media proprieties and launching 75 new products (Media Radar, 2021)
Premier Inn owner Whitebread has a different strategy knowing as “investing to win strategy”. Is expected to invest over £350 millions this year in publicity and refurbishment and more, but with hopes that they will be able to cut £100 millions from costs (Michaela, 2021).
In the last couple of years hotel sales and marketing has change as a result of rapidly development of technology, that means that also hospitality needs to grow up fast and develop. It is important for hotels to stay up to date with social media and it is also important to have a lot of options for guests to use as many online services for booking and choosing the best of the best. Hotels marketing leaders needs to be aware of rapidly changing technology and provide ways for their customers to choose their hotels (Court, Rachel, 2019). It is understandable that the technology in 21th century has change a lot and marketing depends on that and is creating a new marketing known as digital marketing. This is focused on marketing that is using just media devices like computers and telephones (Esha, Ashank 2017 pp. 49-53)
Hilton Hotel can be proud that they are up to date with technology and as example they are the first hotel that used in their guests rooms air conditioning and TVs. Before the brand implements a new technology for the customers, they are trying to see if this new technology is useful and satisfying for the guests and also for Hilton members. They are first that implement “Digital Key” where the guests can open the hotel doors with their phones, customers can also order services, text to front desk and much more (Kieron, 2017).
Premier Inn it is also trying to keep up to date with technology, they are launching a technology that is targeting people around 25 and 40 years old. They made an application that are allowing guests to control lights and air conditioning and also local area guide. The brand make this especially for the people that are focusing on technology in everyday life (Anna, 2014).
During the pandemic Hilton Hotel had also challenges and loss in their hotel industry and they took a lot of precautions to support their guests and provide resources. They launch an industry for standard cleaning rooms, they offer the possibility to choose their own rooms, they make a Hilton’s team member assistance fund to support Hilton’s member who were affected by the Covid and much more (Hilton, 2020).
Also, Premier Inn Hotel had a lot of loss during the pandemic said they owner Whitebread, but the summer booking was growing. They loss of more than £1bn for the year to 25 February, compared with a £280m profit the year before (Julia, 2021).
As technology is growing and marketing is advancing marketing managers should keep up to date with tis. All the advances in technology have a big impact on all that marketing means and it is also changing and increasing the demands in the 4PS area (Ronald, 2019).
It is obvious that both hotels are increasing their strategy in marketing and with all the demand that they have from the guests about the 4PS and even that Hilton Hotel has much more brands and is knowing worldwide, Premier Inn Hotel is just behind and continuity growing. Also both hotels are evolving and continually expanding and creating and giving new experience for their guests.
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