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Intercontinental Hotel Group (IHG) ranks among the greatest hotel companies globally. Founded in 1946 by Juan Trippe, the hotel has grown into a mega-brand worldwide. True to its name, the hotel currently has branches located in over a hundred countries. To ensure delivery of quality and ideal hospitality to consumers, Intercontinental hotel has overseen the employment of over 350,000 at its various branches (Labbad & Niketh, 2018). On the other hand, Premier Inn remains a well-known British hotel chain. In the United Kingdom, it is the leading hotel brand with over 72,000 rooms within the 800 hotels. Mostly, Premier Inn hotels are located in large city centers, airports as well as suburbs. Its competitors include Ibis and Travelodge hotels (Bowie et al., 2016). For these two giants to excel, they must own competitive and excellent marketing strategies. Therefore, my selection of Intercontinental Hotel Group and Premier Inn is to offer a deeper comparison of the different marketing strategies employed by both to attain such great success and competence.
To begin with, the two mega hotel brands possess distinct principal marketing strategies. For the Intercontinental brand, their marketing strategy is one that majorly focuses on solving customer needs. Depending on the nature and preferences of the target market, the hotel brand incorporates a market differentiation strategy to attain the required market segmentation (Labbad & Niketh, 2018). The hotel brags about exceptional product development designs. To intrigue customers, its products possess unique features as well as outstanding names which make them conspicuous in the already competitive market. During product development stages, some of the major factor put into consideration by the hotel include; quality, features, nature of packaging, varieties, brand name as well as augmented services.
On the other hand, Premier inn has attained its advanced brand position through a sole simple premise. The pioneer major budget hotel in the United Kingdom gunners many markets via its promise to customers of a good night's sleep (Bowie et al., 2016). If one feels unsatisfied by the services they offer, the promise allows them to get their cashback. Its brand position thus lends it an upper hand or rather a competitive advantage enabling it to edge over its peers. To guarantee top-notch satisfaction during sleep, they avail different pillow types to clients to choose the best (López-Andreu et al., 2019). This is also because different people share different preferences. Also, its rooms manifest consistency when it comes to colour, beds, decorations as well as interior furniture. The products are always tried and selected based on comfortability levels (Bowie et al., 2016). True to its promise, Premier Inn manifests a greater understanding of its clients’ needs and requirement and offer value in the most worthwhile form thus assertively promising a better night's sleep. 

To promote and advertise its products, Intercontinental hotel employs the use of various media channels. Mostly, televisions and radios act as their main advertising channels. The use of such channels is usually beneficial to any company as it reaches greater matches (Labbad & Niketh, 2018). The consequent result of this is the attraction of a larger number of customers. To grab extra customers, the company also employs social media and online marketing. This channel is not only cheaper but also beneficial as the world is rapidly evolving into an internet one. Some of the major online platforms aiding the company’s advertising include YouTube, Twitter, and Facebook which always brag of a great monthly usage (KHAN et al., 2018). According to its advertising statistics, the company has over a hundred thousand likes as well as following in those platforms. The company leaves no chance for competitors as it additionally engages in numerous sales promotions. Annually, the company engages in several trade exhibitions as well as other advertising events (Vo, 2016). Given its enormous sales force, the company also engages in personal selling leading to its increased presence in many retail stores. In its annual budget, a certain sum of money is usually allocated for promotional purposes. 

Similar to Intercontinental hotel, Premier Inn uses a variety of marketing mix which is usually consistent, targeted s we as seamless. For example, upon the launching of its TV Ad, emails were sent to all of the company's mailing list. This was evident as it gave a sneak preview just before hitting the screens. One of the key promoters to Premier Inn's products is the 'dad of the year' competition which has proven to be appealing to lots of families. Also, it employs the use of social media in communicating and advertising new hotels as well as destinations (George, 2021). In addition to the already effective email newsletters and its almost perfect website, the company uses other viable channels to reach a greater market. Its strong brand is in itself a promoter to the sales. Premier Inn uses Lenny Henry as its celebrity face. The celebrity even provides short video clips to customers as well as the target audience which offers tips on how to experience a good night's sleep (Wood,2016). If this is not a top-notch marketing strategy, then none is. 

The two companies deal with sustainability in different ways. For the Intercontinental hotel group, all hotels are provided with access to the IHG Green Engage system. This is an effective online sustainability platform. Its main purpose is to allow all IHG hotels to track, measure as well as give reports on their current carbon footprint levels (Rosa & Silva, 2017). It also measures and reports on utility consumption. Additionally, the system offers over two hundred green solutions which in turn help the hotels reduce their environmental footprints as well as drive their resource efficiency (Milićević et al., 2016). Besides, it avails meticulous technical guidance usable by the hotels in implementing the suggested solutions. All the operations conducted by Intercontinental Hotels Group are fortified by the commitment to engage in responsible business. Worldwide, hotels are at the local communities’ hearts. IHG is no exception. Therefore, to safeguard the communities’ environment, the company constantly improves its operations to ensure the retention of its positive impact in the environment (Rosa & Silva, 2017). Over the years since its inception, Intercontinental hotels have set achievable internal and external objectives with one been its journey to a better tomorrow launched in February this year in form of " 2030 Responsible business commitments". This document entails specific desires for not only carbon but also waste, water, and community inclusivity in its diverse nature. 

Premier Inn also cares for the human race as well as our planet. This, therefore, acts as the main motivator behind its slogan that being a Force for Good is at the core of everyone's actions. The company engages in the donation of foods to needy communities. Also, the company helped in raising €17 million needed for the incredible GOSH causes (George, 2021). The funds were used in the sourcing of quality pieces of cotton used in manufacturing comfy bedding and other items for their customers. This mega UK hotel chain keeps on setting better industry goals aimed at attaining sustainability. Premier Inn is actively taking part in major activities that will make the planet a better place. 

In response to the increased uncertainty levels that resulted from the ongoing coronavirus (COVID-19) pandemic globally, the two hotels came up with measures to ensure their customers' health safety and the wellbeing of all guests as well staff and workers. Intercontinental hotel has maintained constant contact with many health-related organisations and most importantly the World Health Organisation (WHO) (Filimonau et al., 2020). Also, the company has severally been contacting the Centres for Disease Control and Prevention (CDC).  Also, the company has dealt with the relevant authorities in coming up with the most viable and suitable actions (Sharma et al., 2021). 

Premier Inn has not been left behind in the fight against the monster virus. As the United Kingdom government has given varying restrictions to different regional parts, the company has constantly revisited its set restrictions and measures to ensure they rhyme with those set for the specific regions (Sharma et al., 2021). This includes opening and operating under the government set timelines. Therefore, before traveling to any of Premier Inn's hotels, the hotel advises one to check all the guidelines as well as the set regulations for the specific destination. 

To avail better services to customers as well as expand its business, Intercontinental hotel group came up with strategic initiatives capable of transitioning it into a real-time marketing organisation. Therefore, the main reason that made the company get away from batch marketing is to ensure that it avails relevant content to customers at the right time. To achieve this, the company has been backing technology which is becoming its backbone. Anyone who visits the Premier Inn hotels always comes out with a testament to how comfy they are. The purple colour initiates welcome you into a luxurious room, one with warmth (Giglio et al., 2020). The consistent design and layout leave one with an impression of a home away from home. Premier Inn draws its major strength and success from its understanding of all brand positioning elements. The constant evolution of the two companies suggests their top-quality market sensing abilities. 
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