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The purpose of this essay is to explain the differences between the ways in which two of the largest hotels in the hotel industry (Hilton Hotel and Premier Inn) market their products and how they have changed their marketing over time. 
Worldwide is a high competition in hospitality industry, therefore each hotel is having its own strategies to become the greatest and for this to be achieved, they are aiming towards quality improvement of their services to gain new customers. Customer relationship management (CRM) is also very important as is considered one of the key developments of relationship marketing (RM) being the only way to gain loyalty and maintain long term relationships with customers. (Roya et al, 2016,89-112)
One of the highest rated hotels is Hilton Hotel and was founded in 1919 by Conrad Hilton. Is well known for its largest full-service hotel brand in the world and expands in 85 countries by continuing to set the standard for hospitality, administering new product innovations and services to touch guests’ necessities. Diversity and inclusiveness are the cornerstone of Hilton's talent policy. (Tourism 2015)
Hilton uses the four Ps to market their services: Place (clients can book through various media formats), Product (offers transport from and to the airport to clientele), Price (various price categories for various products), Promotion (publishes and focuses on adverts in select places) and
media. The reason for this is to ensure that the goal of marketing department is reached. As a marketing strategy, Hilton Hotel focuses on creating and encouraging strong customer relationships and filling questionnaires where they can share their feelings, opinions and experiences based on the services offered. Also, digital marketing (such as social media, phone apps, tv commercial) and behavioural research will be directed through continual interactivity between Hilton staff members and clients. (IvyPanda 2021) 
This way the hotel will be able to apply a plan of action that upgrades Hilton’s reputations. 
All businesses are going to produce some waste, from catering plastic, cans, food, electronic items and furniture, office paper being the most important source of water for most businesses. The way Hilton embrace sustainability is by encouraging employees to print two pages of text on each side of paper, cutting the numbers of waste-paper bins at desks, cutting down on paperwork, and less printing, therefore its strategy is to use less and recycle more. (Goodall,2009, p.219)
The tourism industry, the world's fastest growing industry, is solidly connected to sustainability with large volumes of information accessible to anyone, anywhere. More and more tourists express their desire for a clean environment, but also want to pay more attention to developing and promoting sustainability. Globally, sustainable tourism becomes more and more outspread - not only customers' demand for this type of tourism is growing, but also suppliers in the tourism area keep developing new green programs and governments increasingly create policies aimed at encouraging sustainable tourism practices. (Pamfilie et al,2018)
Garett (2012) states” "Going green is here to stay and it is the right thing to do."
 In terms of sustainability, in 2008 the Hilton Hotel in Florida gained green lodging certification. In the same year, Hilton Hotel achieves cumulative savings of 1 billion USD for managing wisely its carbon, waste, water, and energy on environmental, operational, and social platform. (Lellis 2019)
McCarthy (2021) states that “as the hospitality industry pushes ahead on the road to recovery, Hilton remains optimistic about the future, supported by a resilient business model and a strong commercial engine. Continued conversion signings, new development, and extended stay brands are contributing to the expansion of its one million room portfolios”. The Covid-19 pandemic has had an amazing impact on the global hospitality industry, yet Hilton saw continued improvement and evolution across all categories and brands in 2020. The company recently shared that it exceeded its one million rooms breakthrough in the fourth quarter and achieved 5.1 percent net unit growth for the full year. (Skift 2021)
The second high rated hotel is Premier Inn. Is a British hotel chain and the UK's largest hotel brand, with more than 72,000 rooms and 800 hotels that operates in a various locations including city centres, suburbs and airports competing with the likes of Travelodge and Ibis hotels. The company was established by Whitbread as Travel Inn in 1987, to compete with Travelodge. Whitbread bought Premier Lodge in 2004 and fused it with Travel Inn to form the current business under the name "Premier Travel Inn", which was then shortened to "Premier Inn". Premier Inn accounts for 70% of Whitbread's earnings. The awards won proves it: Best Budget Hotel Brand 2020, Business Travel Awards 2020; TripAdvisor Travellers' Choice Awards 2019; Best Budget Hotel Brand, Business Traveller Awards 2019; Certificate of Excellence, TripAdvisor 2019; Top rated large hotel chain 2019; Best Budget Hotel Chain, Business Traveller Awards 2018; Best Midscale Hotel Brand, Business Travel Awards 2018; Best UK Midscale Hotel Brand, British Travel Awards 2018. (Premier Inn 2021). After a deep analysis of marketing investments, Brand France declares Premier Inn the world’s strongest hotel chain and was given a BSI (Brand Strength Index) of 88.7 out of 100 overtaking Hilton and Holiday Inn. (Gilliland 2017)
Premier Inns market choices are various and the way they market those strategies is by using 7P’s. Product: The service of providing rooms to guests determines a good night's sleep. A variety of pillows are available due to customers’ needs and satisfaction and so are the mattresses when it comes to comfort. Each room is coloured differently, furniture and decor and the beds themselves have been specifically tested and selected. In a fantastic example of diversification. (Turton 2014) Price: Classed as budget hotel, Premier Inn guarantees a good night sleep despite not having so much advertising although the room prices are higher than budget competitors. (Turton 2014). Promotion: an excellent promotion for Premier Inn is the Tv Ad and social media to advert and promote new hotels and destinations, also by having an excellent website, email newsletter and great offers, uses all channels to good effect. (Turton 2014). Place: as mentioned earlier, the way Premier Inn uses its marketing strategies is through a consistency of channels offering a variable choice of booking such as via phone, website, or app. Another way of marketing is by having numerous offers in city centre, airport hotels that has the parking facility and motorway locations. (Turton 2014). People: good feedback from customers proves a lot of implication, dedication, and professionalism from staff members at Premier Inn therefore standard customers, in time becomes regulars. This type of feedback raises the company’s profile and makes the customer feeling valued. For this to happened is important that all staff members are well-trained, friendly, and committed to the brand. (Turton 2014). 
Promotion: Having an excellent website, Premier Inn also uses social media to make people aware of its fantastic offers being a fast and precise way of promoting the business. (Turton 2014). The use of online advertising is important to support the company’s objectives and to amplify its profile. (Wiley et al,2015, p.25)
Process:  Years of experience and great implication has brought Premier Inn to great distance that guarantees that processes are optimised throughout customer experience. (Turton 2014). 
Physical Evidence: As the signage suggests, the purple brand colour projects the image of home-from-home. The lay out of the rooms is very important as offers a variety of accessibilities for customers, such as black-out curtains, extra pillows, high- quality mattress and dimming light. The rooms are clean, airy, and specious. It’s the right thing for a good night sleep. (Turton 2014) 
In 2018, Premier Inn takes its responsibility to reduce, reuse and recycle the resources by moving towards green gas across all Premier Inn hotels and to invest in efficient appliances to reduce gas consumption. Another great idea is the installation of solar panels and reducing emissions by moving to electric fuel vehicles. (Premier Inn 2021) 
Its sad how Covid19 has had a major impact for Hotel Industry around the world as it has affected not just the business itself but the employees as well. The majority were either out of work or losing hours, people aren’t taking vacations, events and business conferences have been postponed or even cancelled, resulting in bringing many industries to stoppage. (Shahab 2020)
During pandemic crises, Premier Inn assures customers of safety by changing the check-inn time from 3pm onwards, giving enough time to staff members to clean the rooms and premises to the highest of standards. The website is being updated regularly to ensure customers of the latest government guidance and informing them of the use of additional hygiene and safety using Premier Inn Clean Protect. (Premier Inn 2021)
Premier Inn focuses soon on digital marketing, online booking, check-in kiosk opting to eliminate reception and registration counters, aiming to create a safe environment for customers to return also works towards ways of achieving success in a competitive world by looking into innovation, cheaper products, better services, and a better quality of goods.
This essay has shown the ways Premier Inn and Hilton Hotel survives and thrives into the collapse of Hospitality Industry, using self-motivation, building long term relationships with customers, exercising self-discipline, problem solving, improvement of marketing strategies that keeps their profile high rated (also includes special rooms for customers with disabilities).  Although the competitiveness between the two hotels is fierce, they can make a difference on the market by simply the way they pay seriousness to the involvement in hospitality field and the way they treat their customers. Each one of them has its own way of driving and maximizing the attention to the customer therefore they become unique.
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