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Introduction
	Positioned in department stores, resorts, and coastal towns, Crowne Plaza is a British multinational chain of opulent full-service hotels with headquarters in the UK. It is a member of the InterContinental Hotels Group family of brands, which also contains InterContinental Hotels & Resorts and Holiday Inn Hotels & Resorts, and it manages more than 431 hotels and more than 118,000 rooms worldwide. Located close to busy airports (Crowne Plaza Hotels).
IHG Hotels & Resorts, with its main office in Denham, Buckinghamshire, owns the Holiday Inn, an American hotel chain with its headquarters in Atlanta. With 1,173 operational hotels and more than 214,000 available rooms as of September 30, 2018, the company, which started as a US motel chain, has expanded to become one of the largest hotel chains in the world( "Holiday Inn". development.ihg.com)
In this work, the two mentioned hotels will be analyzed comparatively, this paper being divided into five distinct sections.



1. Marketing mix
	Crowne Plaza

	Product - In the hospitality industry, it's critical to market yourself as a full-service provider. The business provides a wide range of services, including meeting spaces, wedding and banquet facilities, special celebration services, restaurants and bars, catering, private pools, gift shops, and retail outlets (Crowne Plaza, 2020).
Price – Determine the substantial cost of products that are more valuable and can be thought of with more features and advantages. The premium pricing method is this. Properties are priced between luxury and luxury. Consequently, they might be categorised as premium. Place – This hotel uses the internet and data innovation extensively in its delivery techniques. The business's homepage contains a number of features to help clients in the right way, such booking venues, setting up events and ceremonies, setting up meetings, setting up flights, etc., boosting the effectiveness of delivering services serve as a platform
Promotion – The company has partnered with payment banks, various restaurants for selection of food vendors and many other organizations to increase access to hotels as part of the group's promotional initiatives. Additionally, materials from top-notch publications have been used by various consumer commentators for additional promotion.

	Holiday Inn

	Product - The hotel features furnished, air-conditioned rooms in a comfortable environment with many amenities such as comfortable beds, bedside tables, telephone, refrigerator, free newspaper, free room service, chargeable laundry service and tea/coffee maker in every room .
Price - The main motivation is to provide the right product and the best service at the right price. Holiday Inn sets the hotel's price by meeting value with a quality framework, and the pricing strategy is also kept so that Marriott can maximize its revenue without losing its brand name.
Location - Generally, when choosing a distribution strategy, people look for parameters such as maximizing sales, maintaining steady growth, and providing the right service to customers at the right price that is value for money and brings profit.
Promotion - fully focused on digital promotion of the product. As an international brand, it has created a website that showcases all its products in great detail and allows users to book hotel rooms through a simple procedure. It is promoted using various advertisements, videos and events on various social media sites.



2. The Marketing Environment (Micro-SWOT)
	Crowne Plaza

	· Strengths: 
- Strengthen the company with a business model that does not rely on the financial strength of assets to implement growth projects faster.
- Broad geographic distribution as the company operates in several key markets
The world gives him access to a large number of clients.
- Highly engaged employees with a focus on training and development, therefore
Qualified and experienced workers can be retained.
- Standing in the market for a long time has given him considerable fame and
- A strong position in international tourism
· Weaknesses:
-The corporation looks to have an antiquated security system, with physical security that may be adequate but digital security that needs upgrading and might potentially reveal trade secrets (Lewin, Massini&Peeters, 2009)
-The corporation regularly offers luxury services, and it doesn't appear that the hotel chain provides any services that would be considered to be on an economic level.
-have a lack of financial services.
-The organisation runs a number of legal risks as a result of its several locations of operation.
-restrictions that have an impact on profitability overall
· Opportunities:
-Technological advancements that can provide a business a competitive advantage and significantly improve the quality of the services it provides to clients.
Due to the diversity of visitors, the hospitality industry has a variety of niche markets that allow businesses to target certain clientele with less competition, hence increasing profitability.
-Amount of globally existing new markets that the corporation may access to take market share, such as those in Asia and the Middle East 
· Threats:
-A decline in the company's standing in the worldwide market, indicating that rivals are stealing market share from it. The company's global ranking fell to third place as a result (Zigan&Zeglat, 2010)
-Increased rivalry between various hotel-related businesses, which is anticipated to reduce profitability

	Holiday Inn

	· Strengths: 
-High brand awareness and memory as a result of effective advertising
-Over 1200 hotels globally
-Parent firm also has a strong brand value
· Weaknesses:
-Still demanding to increase penetration in the evolving markets
-Huge quantity of opponents means narrow market share
· Opportunities:
-Voyagers are beholding for new destinations
-Country particular seasonal offers
· Threats:
-Increasing costs for operations indirectly affecting hotel rates
-Decline in tourism industry due to natural disasters, terror activities etc



3. The Marketing environment (Macro) PESTEL
	Crowne Plaza

	· Political 
There are several potential for Crown Plaza Hotels to expand into new geographic regions both inside New Zealand and beyond. Collaboration with the SAMHI group in India may be advantageous to the organisation (Chaturvedi, 2017). 2000 rooms will be rebranded to fit the Holiday Inn Express concept, allowing the business to meet consumer demand while also branching out into new markets. According to a 2018 article titled "IHG will launch 300 additional mainland China hotels within five years," there are several chances for expanding operations in China by constructing 300 new hotels between 2018 and 2023.
· Economic.
Economically speaking, the business is quite successful and is expanding steadily in every region. The extensive range of brands and Crown Plaza Hotels' global reach are two further benefits. For instance, in New Zealand, the significant consumer recognition of brands like InterContinental, Hotel Indigo, Holiday Inn, Candlewood Suites Hotels, and others helps to drive up profitability.
· Socio-cultural 
From a social perspective, the company's rewards programme attracted complaints from consumers who, for example, did not obtain the benefits that had been previously promised to them. The two flaws highlight the need for the business to focus more on the loyalty programmes at its hotels in order to provide a distinctive value proposition. Inadequate Information Technology (IT) security and the IGH Rewards Club should be brought up while discussing the technical environment of Crown Plaza. For instance, the chain's 1,200 hotels were impacted by the theft of credit card details including cardholder names, card numbers, internal verification codes, and other sensitive information (Sharp, 2017).
· Technological 
Multimedia technologies are used in the sector to increase productivity and expand commercial prospects. Today, it is a necessary tool for all corporate operations, from manufacturing to marketing (Sigala, Airey, Jones & Lockwood, 2001). Employees must show that they can make use of the information obtained and produce new knowledge when the competition heats up. Hotels must thus have the most up-to-date information systems and a plan in place for how to use the data they collect. Advance reservations made using an online reservation system are improved.
· Environmental Legal
Vacation spots are marketed as possibilities to vacation in a paradise, yet their practices do more to destroy the environment than to protect it (Ethical Consumer, 2007). Because of this, customers are more conscientious and seek out ethical businesses, eco-friendly lodging, and environmentally friendly goods. Consumers would reject such hotels even if the authorities did not impose environmental regulations and social monitoring.

	Holiday Inn

	· Political 
Government policy has a big impact on Holiday Inn operations. the business. We are concerned about the environment, health, and safety of our workers. The government also owns it. The obligation to licence the aforementioned Due of its extensive presence, Holiday Inn should obey employee taxes. Procedures and Responsibilities. Things like travel are impacted by how strong the government is. Furthermore, a tax review might result in lower tax rates for hotel owners.
· Economic.
Holiday Inn excels at working techniques above all else since potential customers come from various parts of the earth. The firm gains by embracing the concepts of consumer behaviour, personality, and product. This is because, in conformity with its values of the society, the corporation gives the American, European, and Asian markets first attention.
· Socio-cultural 
Hotels occasionally run out of rooms during the holiday season, but that is not the case with the holiday inn. Over busy seasons, advanced reservations are quite helpful. Holiday Inn is also aware of what its clients require. There are several options for packages and activities, so visitors never get bored.
· Technological 
The Holiday Inn is now easily accessible by cellphone, mails, forums, travel agencies, and many other channels thanks to technology advancements. Additionally, the business gives its visitors the greatest experience possible by providing all in-room amenities. The hotel is also equipped with the most recent technologies. The SWOT assessments and evaluation of the Holiday Inn are available online and attract additional guests. Thanks to advanced technologies.
· Environmental Legal
The setting and ambiance play a significant role in a hotel's success. People travel for a variety of purposes, including vacations, business trips, and national tours. The Holiday Inn satisfies its guests' needs by making their surroundings pleasant. Hotel owners cannot control the seasons, but they may adjust their prices by considering the climate and the period before billing their customers.






4. Creating Customer Value & Engagement 
	The majority of hotels utilise a variety of technology as a byproduct to discover more about their clients. A reservation engine or PMS is a very efficient tool that may produce useful statistics, even though they don't acquire all the essential data the hotels need to be successful. Given the present environment, the odds of success in the lodging industry are increased by knowing what has to be improved and when it should be put into practise. Utilize all available data sources. Using the new technology  the company need to accommodate wisely will help to achieve long-term success. Due to their scale, both hotel chains have made significant progress in gathering client feedback and data and have access to it.
This marketing strategy stresses easy access to a wealth of information because the organisation is heavily involved in everything linked to the digital world. We must utilise methods that can extract important information from huge data sets and a very high level of control while working with them.



5. Effective Use of digital Marketing 
	Digital marketing is typically seen as a fresh way for companies to engage with their clients and comprehend their behaviour. Some concepts have roots in conventional marketing. In their marketing strategy, businesses frequently blend conventional and digital marketing techniques (Veleva and Tsvetanova, 2020). Holiday Inn and Crowne Plaza use social media platforms like Instagram and Twitter to interact with guests and get feedback. This enables visitors to post narratives about their hotel stays. Additionally, the two hotels may advise guests of upcoming events and programmes (Crocker, 2013). Nowadays, businesses use highly developed, integrated digital marketing strategies. However, it is suggested that machine learning algorithms be used to boost productivity and streamline staff duties.



Conclusion
	The legal and political climate hints that travellers would choose to avoid the UK and go to Paris instead, where the VAT is significantly lower and results in less expensive vacations. Spending by consumers has reduced, and they are more aware of the environment. Since a result, Crowne Plaza Hotels in the UK would need to maintain a green environment, use cutting-edge technology in all of its operations, and guarantee that hotel room rates didn't go up (as taxes are high).
Today, the travel and tourism sector is acquiring more significance as it is seen as a chance to boost the economy, create employment, and boost exports for the nation.
Prior tourist conditions appeared to be deteriorating as a result of a variety of causes, including the slowdown in the global economy and natural calamities. The Crowne Plaza group of hotels and resorts serves clients all over the world. Crown Plaza Hotel is also known as Crowne Plaza. It is a UK-based firm that provides food for various groups, including business travellers, gatherings, traditional markets, etc.
The firm currently has operations in more than 52 nations. Numerous trends that are evolving in the tourist sector are having an influence on the global business climate, where growing economies are viewed all over the world offering viable options for growth.
The overall economic situation in the Middle East appears to be moving toward diversification since oil reserves are depleting quickly, necessitating the development of other sources of income that will support future growth. The hotel business in Qatar is growing steadily over time, and Ansoff Market offers a clear classification of markets in this situation, making it possible to label it as a new market. Already, hotels are providing services that primarily appeal to local or business travellers in this area.
In addition to identifying these important elements, this study also identified potential obstacles that Crown Plaza may face in the future. Customer satisfaction is a crucial element in the hotel sector and is essential to its survival in the twenty-first century. Customers will turn to thr competition if the company can't. Nothing organised By placing a strong emphasis on improving relationships with clients, the Crown Plaza hotel has significantly elevated its standing in the worldwide hotel sector. The management has been able to maintain higher quantities of revenues for the company thanks to the policies including personalised services, reward points, gift certificates, and privacy issues, among others.
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