

8


A Comparison of the Marketing Methods of Two Multinational Hotel Chains  

                                                                       Name:
Popovici Nicoleta Claudia 
Student ID number:
2107688
The module title: Marketing Essentials BMIH4005
                                                            Lecturer’s name
                                                                             Deborah Lloyd




Introduction
	This essay aims to make a comparison between two multinational hotel chains. The chosen multinational hotels for this essay are Hotel Hilton and Premier Inn. These two hotels are selected for comparison because of the marketing choices and their directions within marketing. Both the hotels provide the best services to their customers by keeping in mind the mission and vision statements they claim. This essay will compare the marketing choices of both multinational hotel chains, including their historical background and the marketing choices in the past. The essay will also compare their current market positions, what marketing strategies they use now, and the considerations the multinational hotels are making within their marketing approach regarding sustainability and green messaging. Moreover, positioning of both hotel chains will be compared regarding the Covid-19 pandemic, along with their marketing messages to the customers.
Discussion
	According to Chang et al. (2019), Hilton Worldwide Holdings Inc. has a diverse marketing approach, and it has gained a competitive edge in the hospitality industry. Conard Hilton is the founder of Hotel Hilton, who founded the hotel in May of 1919. The hotel has a broad portfolio of beautiful resorts and hotels. Thus, every staff member of Hilton hotel is determined to provide the best quality of service to the customers. On the other hand, Premier Inn is the largest brand in the UK and is a British chain of hotels with more than 72,000 rooms and 800 hotels in total (Bowie et al., 2016). The Headquarters of Premier Inn Hotel is in Dunstable, the United Kingdom, and its subsidiaries are Comfort Inn Kensington, Westminster and Quality Hotel. Premier Inn has been well known for its marketing approaches throughout the years.
	Camilleri (2018) presented that Hotel Hilton use the enterprise marketing strategy to reach more potential customers and guests and attract them towards the best hospitality services they offer. Hilton hotels use an Enterprise Marketing strategy, which has helped the hotel chain in improving their brand image for a wide variety of customers (Mahrous and Hassan 2017). According to Azhar et al. (2018), enterprise Marketing strategy plays a vital role in building its overall image and brand name. An organization must spread awareness among the customers for the brand, as it is extremely important to use the services offered by the brand repeatedly. On the other hand, Sharma et al. (2020) presented that Premier Inn actively uses the individual marketing strategy because this strategy helps create brand campaigns for the multinational hotel chains. The hotels actively interact with the target customers of the brand. The above notion has also been supported by the study of Fuentes et al. (2017) which stated that a company could achieve a competitive edge over the customers if effective marketing strategies are used. Thus, effective marketing strategy helps Hotel Premium Inn to gain customer loyalty with the business.
According to Husain et al. (2016), the focus of Hilton Hotels is on premium pricing strategy so that the brand can cater to the needs of high profile business class and upper class of the society. For this purpose, to make the offers promising, the brand uses differentiating strategy. The pricing strategy adopted at Hilton Hotels is according to the customers' tastes, who are mainly drawn from the upper-income segments. On the other hand, as per Elsharnouby and Elbanna (2021) Premier Inn ensures that its processes are optimised around the customers' experiences, and for this, the brand has gone to great lengths. The main function is that breakfast and meals in the hotel are booked separately, allowing flexibility and transparency in price. 
	Considering the current market positioning, it can be analysed that the marketing strategy used by Hilton Hotels focuses on positioning the hotel as a place that offers the best services to the customers. According to George (2021), Hilton Hotels uses the 4Ps of Marketing to provide exceptional and calculated services to the customers and ensure that sustainability practices prevail in all its hotels. Although, Hilton Hotels use the same marketing strategies, but due to political, economic, environmental, social, legal and governmental policies, the marketing strategies may vary in some regions. But the nature and approach of the marketing mix are the same all over the chain of hotels (Camilleri 2018). Customers can access the Hilton hotels through different media formats and make their bookings on the website from other world locations (Camilleri 2018). 
On the other hand, Ghandour et al. (2015) presented that Premier Inn uses the marketing mix consistently and is targeted and seamless. The brand using marketing campaigns and when its first TV advertisement is launched, a sneak peek of the ads review was sent to the brand's mailing list before it hit the screens. However, according to the study of Husain et al. (2016) Premier Inn highly appeals to the family market segment. The multichannel marketing efforts of Premier Inn are its real strength. Customers can book the services via phone, website or app, which gives the customers a consistent experience.  However, the app also helps customers find their nearest Premier Inn Hotel. The brand positioning of Premier Inn in the market is its biggest strength and the key to success. The brand colour suggests the warmth and luxury at the hotels that the customers can experience, which is great physical evidence of hospitality. Thus, luxury and warmth are prevalent throughout and at all Premier Inn hotels (George, 2021). 
Considering the marketing strategies used by the hotel chains, it has been observed that Hilton hotels uses social media marketing to promote its business. In addition, the hotel chain publish air adverts as part of their promotional strategy in selected locations and media. The hotel chain also participates in various trade exhibitions in different parts of the world where its products are sold to prospective clients by its representatives. Hilton hotels strongly utilise public relations functions to build strong relationships with the customers. On the other hand, Ghandour et al. (2015) explored that Premier Inn uses social media marketing and email newsletters to promote its destinations and new hotels. Premier Inn also attracts customers by offering different exciting services and has maintaining an excellent website. Thus, the brand uses every marketing channel of recent times to good effect and with a strong brand presence throughout (Elsharnouby and Elbanna, 2021).
Regarding sustainability and green messaging, it has been observed that the products offered by Hilton Hotels are of premium quality and according to the sustainable and green approaches that ensure less waste. As per Chang et al. (2019), the hotel uses recyclable packaging that is yet another contribution towards a sustainable environment. Hilton hotels are dedicated towards reducing the environmental footprint to 50% by the year 2030 (Hilton, 2021). On the other hand, Premium Inn has made an industry-leading sustainability commitment that will observe 50% reduction in carbon emissions by the year 2025 and more than 88 per cent by the year 2050. It is all part of an extensive Whitbread initiative of the Hotel chain that established a science-based carbon target (SBT) (Premium Inn, 2021).
	Due to the Covid-19, the Hilton hotels have also raised the hygiene factors and installed sanitisers in different places at every Hilton Hotel and resort. The hotel is attentive towards the SOPs imposed by the government regarding the coronavirus and pays extreme attention to the customers' health and safety. Hilton is working with Mayo Clinic and RB/Lysol for elevating hygiene procedures from check-in to checkout (Hilton, 2021). On the other hand, Premier Inn has also published an announcement on their website regarding how the brand is considerate about the safety and wellbeing of the guests. The hotels are made safe, clean for the customers, and will have a protected environment for all. Premier Inn has claimed that the hotels are following all the SOPs imposed by the government regarding Covid-19, and every Premier Inn hotel has launched a new rigorous daily cleaning regime “CleanProtect” to ensure that the hotels are clean. For this, Premier Inn hotels have also changed their check-in time to 4 pm over the summer (Premium Inn, 2021).
Conclusion
It is concluded that both the hotels are using different marketing methods to attract the customers to avail their products and services. It has been observed from the comparison that a proper and accurate marketing method must be used so that customers can be attracted to the business and retain them for the long term. At present, Hilton hotel chose a unique and serene ambience based on brand segments of its services. The Hilton hotels use unrivalled personalised services, and with them, the hotel guarantees that the customer will have a unique and positive experience with them. Thus, value-added services are being offered to the customers. On the other hand, for Premium Inn, people are essential element of its branding. Every staff member at the facilities is determined to provide the best customer experience to the customers, which help in securing customer loyalty. Moreover, it can be established that both multinational hotel chains are also continuously working towards sustainable approaches to safeguarding the environment and ensuring that the SOPs imposed by the government are strictly followed at the premises. 
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