Assignment 1: A comparison of marketing methods of two multinational hotel brands 
Module: Marketing Essentials ( BMIH4004 REWORK)
Lecturer: Chris Wilkin
Student name: Oana Simona Ungureanu(2209544)




[bookmark: _Hlk128229803]Title: “A comparison of marketing methods of two multinational hotel brands”
This essay’s main reason is to uphold the major comparison of two well-established multinational hotel brands in the field of their situational analysis, marketing mixes, and market segmentation. Marketing in the hotel industry is all about providing quality room services that also envisage several relative issues for attracting targeted customers. Marketing management in hotel management is a kind of hotel business discipline that insists on implementing the practical application of marketing techniques and the management of the hotels’ resources as well as activities (Armstrong & Kotler, 2019). Hotel Hilton is a subsidiary business but still, it has a distinct brand image in the market as it provides modern facilities for the upper class of society; in comparison, Holiday Inn indulges in ensuring people’s holidays excellent so that its targeted customers can enjoy their vacation efficiently. This essay will represent a comparison of their marketing choices, current market positions, marketing strategies, and marketing actions for ensuring sustainability and green messaging. 
Marketing strategies are application that indulges in tracking businesses’ marketing resources as well as activities (Ulusoy, 2015). For exploring their situational analysis, SWOT and PESTEL analysis (attached in the appendix) can be used. First of all, PESTEL analysis can be applied. In the case of the political environment, Brexit impacted the hotel industry significantly. Besides, the pandemic situation insisted on the government declaring frequent lockdown sessions. Hilton Hotel experienced huge losses in comparison to Holiday Inn but Hilton Hotel is experiencing lots of complexities due to the trade restrictions imposed by Russia(Sneller et al., 2023). In the case of the economic environment, the rising inflation rate has been affecting the price level of materials used in hotels. In the UK, Hilton Hotels are to increase the service charge of its rooms and services and this has negative impacts on the global customers of this hotel. Holiday Inn also gets impacted but it has been serving a particular region and trying to keep pace with the situation (Tounta, 2022). In the case of social environment, Hilton Hotel is concerned about the increasing level of violence and crime rate globally but the customers of Holiday Inn, especially millennials prefer to compare the price and the amenities before checking into this hotel. In the case of the technological environment, Hilton Hotel utilizes artificial intelligence, robotics, IoT, etc. significantly but Holiday Inn focuses on utilizing its website so that customers can book and secure payment. In the field of environmental factors, Holiday Inn always takes measures for lowering food, water, and energy wastage. Hilton Hotel faces the complexities of seasonal traveling that can invite miscellaneous people around the world affecting the environment significantly and for this, operational expenses are maximized (Ferrell, 2022). In the case of the legal environment, Hilton Hotel needs to abide by the minimum wage act, global standards, and so many legislative issues. Holiday Inn needs to envisage significant factors impacting customers’ choices where the guests tend to select places for safety. 
Strengths of Hilton Hotel include a strong diversified portfolio of brands, an asset-light business model, globally recognized operations, and nearly 100 years of industry expertise. Holiday Inn requires only international chain hotels in some particular regions of the world that are completely renovated with international standards and quality (Fox, 2023). Hilton Hotel has weaknesses in the form of high indebtedness and the market share in a highly competitive industry keeps declining but the weaknesses of Holiday Inn include its limited room facilities and its parking process is not properly maintained. Hilton Hotel can utilize the integration with new technologies and corporate tax cuts for ensuring significant growth. With PC under great threat, Holiday Inn can open door to attract its customers to changing trends in the hospitality sector (Jefferson, 2022). Airbnb business model is the most crucial threat to Hilton Hotels; Holiday Inn lacks business activities and tourist influx. 
Hilton Hotel has almost 103 years of experience in the hospitality sector and was founded by Conrad Hilton. This multinational hotel’s headquarter is in the USA. It has now 7,000 properties in 122 countries and for this, it is known for its 18 distinct brands (Hilton Hotel, 2023). 
Holiday Inn also has 70 years of experience that was founded by Kemmons Wilson. It is also a subsidiary hotel and its parent company is IHG Hotel since 2003. It mainly serves in the Americas, Europe, the Middle East, Africa, and Asia-pacific (Holiday Inn, 2023).
Marketing strategies require several strategies that can specify the level of success of the business (Helfer et al., 2020). In the case of products or services, Hilton Hotel provides a range of services that include lodging rooms, meetings, wedding, and banquet facilities, restaurants, food and beverage services, gift shops, retail facilities, and so on. Its marketing strategies are divided into its goods and services into three major levels, including core, facilitating, and supporting goods and services. Holiday Inn envisages a mix of high-quality that focuses on ensuring internet facilities, quality room services, meeting facilities, and also food and beverage facilities. 
Pricing is the second market mix that requires several strategies. Hilton Hotel has a specific pricing model that belongs to upper upscale and upscale pricing categories. This hotel indulges in offering five-star and four-star rooms as it can charge its customers at premium levels because beyond the core product (Fox, 2023). That is why Hilton Hotel sells a set of intangible benefits, like a sense of achievement, high status, and luxury. Holiday Inn focuses on ensuring both competitive and reasonable pricing strategies for its targeted customers (Holiday Inn, 2023). Competitive pricing is the process of choosing price points that are based on the competitors’ pricing. 
Thirdly, the place is also an essential marketing mix. Hilton Hotel is placed in 120 countries around the world; it serves guests operating more than 745,000 rooms in more than 100 countries and territories. Now, it has 7,000 properties in those 120 countries (Hilton Hotel, 2023). Its distribution strategy is highly dependent on information technology and the internet in various formats. Its website paves the way for exploring the online platform that makes it easier for visitors to book rooms easily. Holiday In has operations in almost 70 countries including America, Europe, the Middle East, Africa, and Asia-pacific. It has no operation in Oceania (Jefferson, 2022). Its regional websites indulge in providing effective services in major cities and towns, airports, holiday spots, etc. 
Promotional activities can help accelerate the sales volumes of the hotels (Armstrong & Kotler, 2019). Hilton Hotel focuses on utilizing the internet, public relations, and publicity that requires brochures, websites, Twitter channels, a Facebook page, Google+, Hotel pens, pencils, and pads, and TV commercials. On the other hand, Holiday Inn initially looked at life on the road for present-day business travelers where its advertisement illustrates the antics and interactions of the entire human resource of the hotels representing effective hotel room services. 
Market segmentation, targeting, and positioning require several issues that may vary from business to business (Ferrell, 2022). In the case of Hilton Hotel, the premium pricing strategy indicates that it focuses on people having high class, the corporate world, and rich people who have ambition and luxurious lifestyles. Hilton’s brand image always targets upper-class people including divergent celebrities in divergent fields, politicians, and so on. It positioned itself worldwide and for this, it needs to focus on ensuring global standards in every field so that targeted customers can afford its pricing and facilities (Fox, 2023). On the other hand, Holiday Inn has also a reputed brand image that indulges in developing the targeted market segment. Its targeted customers are mainly travelers and people who are seeking refreshments by traveling to different places. That is why its segmentation is based on focusing the family travelers mainly (Holiday Inn, 2023). Besides, it also facilitates divergent businesses, corporate tour groups, and so on. That is why its maximum customers belong to the middle class. Besides, upper-class are also welcome by Holiday Inn and for this, people earning medium to high are the main customers. 
Sustainability and green messaging insist on conducting business operations ensuring safety and protection (Floričić, 2020). Hilton Hotel is to drive responsible travel and tourism globally (Tounta, 2022). But Holiday Inn focuses on green-friendly suppliers. 
Both multinational brands have distinct strengths and weaknesses; based on them, they can explore their existing marketing strategies to overcome external challenges and explore marketing opportunities. Hilton Hotel targets the upper class who are offered premium services at premium pricing. On the contrary, Holiday Inn targets the middle class who are offered quality services at competitive pricing. Their promotional activities are also different as they are placed in 120 and 70 countries respectively. 
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