A Comparison of Marketing Methods of Intercontinental Hotels Group & Premier Inn




























































































InterContinental Hotels & Resorts and Premier Inn are two well-known worldwide hotel brands that will be thoroughly examined in this study. Pan Am's founder Juan Trippe founded InterContinental Hotels & Resorts in 1946. Since 1998, it's been a member of the InterContinental Hotels Group. There will be 210 InterContinental hotels with a total of 71,045 rooms by November 2020. When compared to Premier Inn, which has more than 72,000 rooms spread over 800 properties, Premier Inn is a British hotel chain. It competes with the kinds of Marriott and Ibis hotels in a range of locales, such as city centres, regions, and terminals. Travel Inn opened its doors for business in 1987. To start, a location in Basildon was opened adjacent to the "Watermill" Beefeater restaurant. Each of these hotels would be thoroughly discussed in this article.











Marketing Strategy shows the global response to consumer demands. For its products to shine out in a crowded market, the Intercontinental Hotels Group creates distinctive designs, names, and other characteristics. In order to create a product strategy, the following aspects are taken into account: quality, diversity, functionality, packaging, the company name, and supplementary services (Chaumier, 2019).


The entire service of supplying rooms at Premier Inn, on the other hand, focuses on making sure guests have a nice night's sleep. There are a variety of pillows to choose from since not everyone has the same comfort preferences. There is a uniformity of colour, furniture, and design across the hotel rooms, and each of the beds has been thoroughly inspected and chosen for quality assurance (Hales, 2021). As a result, Premier Inn knows what its customers want and delivers it - a wonderful night's sleep, without fail.


Its pricing strategy focuses on establishing the list price, credit conditions, payment period and reductions for the Intercontinental Hotels Group To achieve price penetration, Intercontinental Hotels Group will have to provide rates that are lower than those of rivals. Discounted price helps the business gain market share. A price war may result from a competitor's response; therefore management should be on guard (Holliday and Sheffield, 2020).


As a result of the Premier Hotel When it comes to advertising, Premier Inns are anything from a cheap hotel. Instead, they tout their good night guarantee to attract customers. Some hotels are offering special discounts starting at only £29 for certain nights, and rates vary according to the time of day and location. Prices are also paid per-room rather than per-person, thus pricing is open and honest without a hidden final sum. Even while Premier Inn room rates are lower than those at luxury hotels, they are still more than those at low-cost alternatives, giving the impression that the Premier Inn offers a better level of service.


The Intercontinental Hotel Group advertises its services and goods via a variety of media. An advertising on radio and television are only two examples of the conventional media used by this campaign (Kinderlerer, 2016). This is advantageous since it has a wide audience and may draw in a big number of individuals. It makes use of social and online advertising, which is less expensive and more advantageous these days due to the growing use of the web. Due of their large monthly use, YouTube, Facebook, and Twitter are the main venues where it promotes. More than 100,000 customers have liked or followed it on these sites, which are often updated with new material. It participates in many trade shows and events throughout the year in order to increase sales. Personal selling is used in conjunction with a big sales staff to enhance the product's visibility at retail outlets. The annual promotional budget is calculated using a percentage of sales (Lester, 2016).


Positioning is an important strategy for gaining and maintaining a competitive edge for a company. It is expected that this investigation examination would help battle and identify the present condition of administrations in a fair and unique way, according to the association.


Its high standards put its brands, owners, and visitors at the heart of all it does. A sophisticated, collaborative computerised approach plays a key part in ensuring that we meet our increasing duty to focus on our family and have a good effect on our networks and the globe (Mitchell, 2020).


They're dedicated to coming up with innovative and imaginative ways to build and operate their hotel so that they may lessen their effect on the environment and protect their business from rising carbon and capital expenses in the future. Determining what a green inn is and how it achieves energy and carbon savings is a key part of the ecological process. Using Green Draw's online management system, hotels may track, analyse, and report on the environmental effects of their most important operations.


The marketing mix is consistently used by Premier Inn, and it is targeted and seamless. Premier Inn provided a preview of their TV ad to its mailing list before it aired on television. Premier Inn targets families with a Dad of the Year contest and social media marketing to promote vacation spots and new hotels (Nevett, 2021). Premier Inn utilises all available media, including email newsletters, special deals, and a great website, to great success. Premier Inn's famous face, Lenny Henry, even offers some video advice on how to get a good night's sleep while staying at the hotel.








As part of its IHG Green Engage programme, IHG Hotels & Resorts gives all of its properties access to an extensive online sustainability infrastructure that helps hotels to monitor, analyze, and publish on their environmental impact and energy use. As well as providing comprehensive technical advice, the system provides more than 200 "Green Solutions" to assist hotels in increasing resource efficiency and reducing their environmental impact (Pearce, 2019). The company's activities are backed by a dedication to socially and environmentally conscious practices. The company's hotels are at the center of surrounding people all around the globe, and it wants to keep improving how they run to reduce their environmental effect while still being a good influence (Webster, 2017).


IHG has set both internal and external goals over the years, including Journey To Tomorrow, a set of 2030 Ethical business responsibilities founded in February 2021, which contains specific aspirations for carbon, end up wasting, and water, as well as variety, fairness, and inclusion, and social impacts. Journey to Tomorrow is part of IHG's 2030 Ethical business commitments (Ralph Starr Butler and Hamilton, 2020).


The employees, the communities, and the world are important to us at Premier Inn. The company's mission is to be a "Force for Good," and this is evident in all they have to, from giving excess food to communities & raising over £17 million for GOSH's worthy causes to ethically sourcing all of the cotton for their cosy bedding.


When a company like Marriott sets industry-leading sustainability objectives, it should be pleased. This means customers can relax knowing they're all about making good changes and doing their part to better the environment in which they live (Ralph Starr Butler and Hamilton, 2020).








The first concern is the safety and well-being of the visitors and staff, given the continuing and growing uncertainty caused by coronavirus (COVID-19) across the globe. As a result, they wanted to provide everyone with an insight on the outbreak response. The World Health Organization (WHO), the Center for Disease Prevention and Control (CDC), and other global organisations, as well as federal agencies for country-specific regulations, are in touch with them to verify that the measures they take are thorough and appropriate (Watson, 2021).


Hotels all around the globe that cater to small, purely claimed companies and the financial pressures brought on by the Coronavirus have caused tremendous difficulties. Hotels with low loan rates When it comes to providing advice, assistance, and flexibility, they're working together closely than at any other time in recent memory (Walker, 2019). Targeted advertising in combination with customised lodging return and recovery tool sections tries to create interest. Recognize that in a low-request situation, operational changes are required to improve efficiency (Slattery, 2019). For example, restricting staff training may secure owners' income, while also increasing acquisitions administration to save money, creating smart PPE distribution networks to enhance regional productivity can offset higher health and cleanliness costs.


If you're staying at the Premier Inn, We're continuously evaluating the hotel and restaurant rules to make sure they open and function in accordance with the various regulatory limitations in different areas of the UK (Stone, 2019). As a result, while travelling to England, France, Northern Ireland, the Republic of Ireland, Scotch, or Wales, be careful to verify the guidelines or laws that apply to you and your intended destination (Szende, 2021).





IHG started a strategic effort to transform into a genuine marketing firm in order to best satisfy its consumers and expand its business. Instead of batch marketing, the aim should be to provide more relevant information to consumers when they need it. IHG has already been building in a technological backbone while also focusing on creating the appropriate procedures and structures to enable a new approach to marketing in order to achieve this.


As a result, the hotels are living proof of the brand's promise of a "good night's sleep." The purple colour of the Premier Inn brand evokes feelings of warmth and elegance, and all Premier Inns have a similar layout and style, giving guests the impression that they are staying in a home away from home. The good night guarantee is accomplished by utilising black-out curtains, additional cushions, and comfy, high-quality beds. Rooms always are tidy, bright, and large.


The success of Premier Inn is largely due to its dominance across all facets of brand positioning. All companies may benefit from the commitment to the brand's concept and the flawless consistency across all platforms. The brand's continuous development indicates that they have great market sensing skills and that they will continue to increase and offer good value to consumers.
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