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   The marketing environment of a service provider organization consists from the factors that influence its ability to satisfy consumers' needs and desires. Hospitality has become one of the major industrial sectors with fast and dynamic growth. It is a cross-industry that includes many complementary businesses (Mucunska and Nakovski, 2022). Initially, a hotel that wants to join a chain shouldn't build a marketing strategy and assess its feasibility. A modest component of the overall is the chain hotel. Anyhow, the fact that a hotel is a member of a particular chain is a sort of unification of standards, which varies based on the priorities of a single hotel company (Davahli et al. 2020). Customer insight marketing is simple to implement; by just asking visitors to fill out a quick survey, or even a guest book if they like something a little more traditional and private, they can make an influence. Hotel managers must continually look for new forms and techniques of marketing activities if they want to remain competitive in the hotel market and extend their market segment in addition to maintain it.
   Crowne Plaza and Holiday Inn hotels belong to the brand family owned by InterContinental Hotels Group. This brand it is currently the largest in terms of the number of rooms it owns, more precisely 888,147 rooms in its 6,061 hotels located in almost 100 countries around the world (InterContinental Group, 2022). Being located close to the city's main business, shopping and tourism areas and the airports, these hotels offer the necessary services for business tourism in a relaxing atmosphere (room-service, swimming pools, fitness rooms, etc.). Comfort amenities including internet conferences, business meetings, special rooms for children, special TV programs for children, children's meals and many other facilities. Crowne Plaza is a full-service, luxury hotel brand with culinary facilities at the highest level and exceptional accommodation in the hotel rooms. Due to the high prices for the services offered by the Crowne Plaza, consumer profile (age, income, hobbies, job title, goals, etc.) is unlike the Holiday Inn hotels that are intended for average income customers. Fernandes and Michel (2021) stated that Holiday Inn is IHG's flagship brand, generating 36% of total revenue. Besides business trips, this hotel targets family and leisure trips.
Kotler et. al (2018, p.228) states product positioning as how the product is defined by consumers according to important attributes - relative to the rival product the place it occupies in the minds of consumers (feelings, impressions, perceptions). Customers will choose the hotel based on its perceived value. The customer is pleased if the actual value of the service meets or surpasses their expectations. In case of the hotels described above, marketing efforts would appeal to customer desires. For the Segmentation Targeting and Positioning (STP) tool in the hotel industry, the booking method is used, channel segmentation is for recognize the target audience and the way they prefer to book. Business segmentation is also used to establish the reason of travel for each visitor.
   It has been found that Crowne Plaza has been repositioned as the major challenger brand for business travel. It is more linked, versatile, and digital. The distinction between work and play has never been hazier, and modern business travellers anticipate being able to conduct business whenever and wherever they like (Lin et al. 2020). The hotel lobby has been changed with The Plaza Workspace. It provides to visitors an environment that fosters creativity and engagement. It has designated locations for break-out meetings, socializing, and times when more seclusion or focus is required in addition to being adaptable for solitary working. 
   In their report, Fuchs and Diamantopoulos (2012) describe positioning as a complex collection of customer perceptions, sentiments, and impressions about a company or a product, frequently in comparison to rival brands. Similar definitions of product positioning based on how the target market is seen in relation to rivals are offered by the majority of authors (Amoako et al. 2019). Customers will always position a service or product in relation to the market, even if the company is not engaging in strategic positioning. 
In the case of Holiday Inn, a hotel brand's position may be seen from the views of the visitors and the brand's management. The distinctiveness of the product or service and the marketing are what define positioning success. One of Holiday Inn's primary product development initiatives was to modernize the chain's properties to provide guests with greater comfort and sleep quality (Gustavsson and Larsson, 2020). Finding new, lucrative market sectors was another obstacle that the Holiday Inn management worked to conquer because the hotel industry was struggling and was becoming more competitive (Ho et al. 2021). Holiday Inn could have leveraged its history and heritage to gain a competitive advantage given that many consumers associated it with happy childhood memories of family vacations, but instead chose to do away with it.
   Inviting an influencer to serve as a brand ambassador is one strategy that works well for many hotels. Long-term marketing frequently employs brand ambassadors (Slootweg and Rowson, 2018). This is what Crowne Plaza Hotels and Resorts have done in this instance. This raises the bar for Value Innovation (Sota et al. 2020). These brand representatives providing advice and tactics that guests and hotels may use. 
In the case of Holiday Inn, this is the most important phase in the marketing planning process because without defining realistic, attainable goals based on a study of the marketing audit, strategic decisions cannot be made (Semenova et al. 2018). It is crucial to distinguish between aims, which describe the desire to do something, and strategies, which describe how to carry out plans, because marketing objectives are focused on the items that will be offered in a certain market. 
   Ho et al. (2021) claims that the idea of green marketing appeared as a result of human impact in affecting the environment. Businesses that serve as evidence of how brands are transformed from being revenue-driven to environmentally conscious to operate with the lowest possible level of environmental harm. The Holiday Inn franchise organization contributed $650,000 annually, or one penny per room per night, to the university's finances, which was a crucial contribution. The organization offered 10 management training programs annually, with an average of 45 students per session (Hole et al. 2019). By utilizing eco-friendly packing or avoiding it, making products recyclable, and following the practice of green marketing, businesses release eco-friendly products or build the atmosphere that accompanies them, producing articles using green energy, creating products from recycled resources to decrease waste, choosing regional distribution to reduce the capacity required for shipping. In marketing, the customer is the most crucial element. The strategies described above are a wonderful method to meet their demands, which you must accomplish (Ibrahim and Aljarah, 2018). Adaptability is also very important key in marketing strategy. Any business must create, test and implement a very flexible method that responds to changes in perception and customer demand. Therefore, encouraging repeat businesses to follow customers through the use of effective marketing strategies leads to the support of the company's success.
   The amount of money spent on marketing, advertising, and promotions has altered as a result of the worldwide coronavirus (COVID-19) epidemic (Kruhlyanko and Kormakova, 2020).  To maintain a steady flow of money, brands and businesses must change their plans for existing and forthcoming marketing efforts. Brands are currently working to discover the proper tone in the middle of a global health issue. But in the future, it's expected that the industry will be more aggressive and innovative marketing strategies will be necessary (Khan and Hossain, 2018). Governments are closely monitoring potential unfair and deceptive business practices to protect vulnerable consumers, keep an eye on aggressive marketing campaigns and crack down on COVID-19 scam artists as businesses adapt how to market their products and services in the midst of the COVID-19 crisis (Romanyuk and Gareev, 2019). This shift will only affect how businesses operate and how they grow and keep their audience and brand. The problem lies in how companies sell their products and services and in attracting customers. It offers guests a setting that encourages creativity and participation while being built with productivity in mind. In addition to being flexible for solitary working, it features specific spaces for break-out meetings, socializing, and moments when greater isolation or concentration is needed (Floričić, 2020). The Plaza Workspace has altered the hotel lobby on the other side. It offers guests a setting that encourages creativity and participation while being built with productivity in mind.
   It can be concluded from the above study that, the competition in the hotel sector today is fierce and only becoming worse. Crowne Plaza and Holiday Inn are two hotel brands that serve the meeting and convention industry, as well as business travellers. They belong to the family of brands owned by InterContinental Hotels Group. Both hotels have designated locations for meetings, socializing and isolated locations for solitary work. In the 21st century, the hotel industry cannot survive without taking care of certain parameters, customer satisfaction being a key parameter. In a dynamic environment, the originality and creativity with which information is shared helps the business grow very quickly. Marketing is the main action that makes potential customers aware of the existence of the product or service, exposing their benefits through different promotional campaigns.
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