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[bookmark: _Toc117722780]Introduction
Marketing refers to all the activities which are undertaken by companies to enhance brand awareness and convert the target audiences into actual customers. Making and applying proper marketing strategies is crucial for all industries to sustain themselves in the market and there is no exception for the tourism and hospitality industry. In this essay, two multinational hotel brands have been selected to compare their marketing methods and strategies. The selected hotel brands are Crown Plaza, a British multinational hotel chain founded in 1983 and headquartered in the  United Kingdom known for offering luxury hotel services and Premier Inn, the UK’s largest hotel chain positioned as the UK’s best budget hotel (Chadwick, 2019). In this essay, the distinctions between Crown Plaza and Premier Inn in the case of branding and promotional activities based on products and services offered by them have been addressed with suitable explanations. In addition, the distinctions in the targeting and segmentation plans of Crown Plaza and Premier Inn have been discussed, with decent recognition of various findings. Finally, some adjustments in the business models of such two hotel brands swayed by the green message and COIVD pandemic have been recognized.
[bookmark: _Toc117722781]Market Choices
Crown Plaza is a British hotel brand which operates its hotel business in approximately 100 countries around the world and has gained very great fame for offering luxury services (Ghauri, 2014). It highly focuses on business-class people who want luxurious hotel facilities which give it a competitive advantage over the market. On the other hand, Premier Inn is addressed as the UK’s largest hotel chain that has more than 800 hotels and approximate 72000 rooms in different locations. It is very much popular for offering quality and affordable accommodation for businesses and families. Crown Plaza shares its mission statement that “To create great hotels guests love” . Here, the main distinction between Crown Plaza and Premier Inn has been explained based on the market that they have chosen (Housden, 2008). The business class people who are ready to pay whatever money just to get a luxurious hotel experience are the main target group of Crown Plaza. It only focuses on providing luxury hotel services. That is why Crown Plaza has built a very exclusive, premium and high technology-supported environment to meet the target audiences' needs and wants. In comparison with the market segmentation of Crowne Plaza, Premier Inn highly focuses on people who are looking for the best accommodation within budget.
Currently, to meet the requirements of different customers and grab the whole market, both hotel brands have made some changes to their ongoing business strategies (Kotler, and Kartajaya, 2017). Though Crown Plaza focuses on providing luxurious services to high business-class people, it is now offering some economy-class accommodations and other facilities for the customers. In contrast, Premier Inn has built exclusive rooms featured by technologies and premium facilities to grab the market of high business class people (Ryan, 2012). Moreover, both Crown Plaza and Premier Inn are focusing more on digital marketing and social media platforms for their branding and promotional activities rather than traditional advertising such as newspaper ads, billboards etc.
[bookmark: _Toc117722782]Market Position
Crown Plaza has a stronger market position than Premier Inn because of the strong support from Intercontinental Hotel Group and as a result of the excellent brand image (Hultman, et al., 2021). In addition, Crown Plaza has a higher internet review and an overall quality of service review than Premier Inn, which is strengthening. Crown Plaza's present market position in the hospitality sector is magnificent. Moreover, in the present market conditions in the global hospitality industry, Crown Plaza has so far been able to secure a place in the hearts of visitors as an extremely premium brand of hotel.
On the other hand, Premier Inn is also holding a very good position in the market because of its largest hotel chain around the world and its positive brand image among customers. Premier Inn highly focuses on offering affordable accommodation for those who want the best budget accommodation (Kapoor and Kapoor, 2021). It has been able to establish a very good reputation in the market because of its quality services at a reasonable price. It has a few luxurious rooms too for the fancy people but it is known for providing the best budget accommodations.
[bookmark: _Toc117722783]Strategies
Crown Plaza's principal marketing strategy is to provide premium services to focused customers with the goal of ensuring financial expansion and boosting a significant reputation all over the world. Crown Plaza's marketing strategy includes both online and offline efforts (Khan, et al., 2018). It employs an approach to product development where the most peculiar kinds of offerings are set in place and made accessible to customers (Leung, et al., 2015). For example, digitalized security, automation, AI-based hotel services, and digital network equipment for interacting with stakeholders involved. All of Crown Plaza's marketing strategies have been remarkably effective at providing them with value creation.
The marketing strategy of Premier Inn is to provide quality and premium services at a reasonable price (Manishimwe, et al., 2022). It has designed its offerings in such a way which are value for money to its customers. Premier Inn offers several pricing options, including flex, semi-flex, advance, standard, and non-flex rates. Customers can choose from a number of alternatives among them and flex provides the most adaptable alternative, allowing them to revoke or change their accommodation until 1 pm on the date they are planned to take place (Murniati, 2020). It utilizes both online and offline platforms for communicating its variety of offerings to its customers.
[bookmark: _Toc117722784]Sustainability and Green Messaging
Crown Plaza being one of the most luxurious hotel brands in the world has undertaken several initiatives for practicing sustainability in its marketing activities. It lowered its paper-based marketing by more than 45% after 2017 (Parvez, et al., 2018). It has also initiated automatic message services for target customers as part of its environmentally friendly and sustainable messaging. Crown Plaza has developed a sustainable and green messaging marketing campaign through which customers are notified programmatically anytime they visit any app or website that contains the word Crown Plaza (Samatovich, 2021). Crown Plaza has used highly developed pollution control approaches to sustain the environmental environment in a healthy state.
Premier Inn, on the other hand, as one of the largest and most well-known hotel brands, has incorporated sustainability and eco-friendly messaging into its promotional activities. In light of global sustainability and environmentally friendly messaging concerns, Premier Inn has made a significant change in its promotional considerations by introducing social media branding and smart hotel advertising (Slootweg and Rowson, 2018). In addition, Premier Inn has indeed been eligible to provide a variety of environment-conscious services to its customers, such as environmentally attractions and recyclable packaging. All of these factors contributed to favourable marketing in light of Premier Inn, which adhered to green and environmentally friendly methodologies.

[bookmark: _Toc117722785]Marketing duing COVID
During the pandemic of COVID-19, Crown Plaza's ad campaigns altered, and Crown Plaza presented the notification of being a very clean and safe brand that delivers protected facilities. Crown Plaza also distributed the healthy-located message since the global epidemic of the covid-19 period. In addition, a few of the conventional marketing transitions have been recognised in Crown Plaza's advertising campaigns (Sujit, et al., 2022). Crown Plaza, for example, has prioritized digital promotion channels over evolving banner ads and posters for promoting its offerings. Crown Plaza has also elevated its digital performance appraisal and interaction activities to reach out to clients and furnish them with superior service-related awareness.
During the global covid-19 pandemic, Premier Inn worked tirelessly to raise public awareness about the coronavirus through marketing efforts (Hultman, et al., 2021). Simultaneously, Premier Inn has communicated several short videos on different digital platforms to demonstrate their purpose and actions taken to enhance hygiene factors and promote social stepping away in the hotel. Premier Inn prioritizes the safety of its employees and visitors and that is why they have implemented the "Clean Protect Promise" to ensure that all of its accommodations are clean, safe, and follow the most recent government guidelines (Kapoor and Kapoor, 2021). Marketing initiatives taken to enhance public awareness regarding coronavirus by Premier Inn during the pandemic have incredibly increased its brand value.
[bookmark: _Toc117722786]Conclusion
In the conclusion, from the overall analysis of marketing adjustments made by Crown Plaza and Premier Inn, it can be said that both hotels are holding a very strong position in the market on the basis of their unique offerings (Salem, 2021). In the essay, it has been identified that Crown Plaza offers luxurious services for the high business class people who are ready to pay a lump sum of money to get high premium services whereas Premier Inn focuses on providing value-for-money services for the people who are looking for a best in budget accommodation (Tan and Despotis, 2021). Recently, both hotel brands have changed their marketing strategies and promotional activities with respect to developing a sustainable environment and green messaging practices as well as making adjustments to the impact of covid-19 on the hospitality industry.
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