A comparison of the marketing methods of two multinational hotel chains



Student name: Ionela Beatrice Hulub
Student ID number: 2214483
Module Title: Marketing Essentials BMIH4005
Module Lecture: Ruth Taylor-Davies




 






A comparison of the marketing methods of two multinational hotel chains
Crown Plaza is UK based multinational hotel chain that operates in more than 100 countries across the world. Crown Plaza is a renowned brand of the International Hotel Group (IHG). The brand was established in 1983 and currently has more than 401 operational hotels with bedrooms counting 109996 and employs more than 4000 employees (IHG, 2022). The mission of this company is to make business travel better, more comfortable and more flexible. Hence, offer all sorts of services needed to make stays great. On the other hand, Travelodge is the largest private hotel chain in the UK that has more than 590 hotels across Ireland, Spain, and the UK offering 40000 bedrooms (Travelodge, 2022). Travelodge was established in 1985 and is located in Thame, England. The company offers rooms for all sorts of customers at different price levels. I have selected these two hotel brands because these two brands have significant differences in operation, market targeting and positioning, and overall marketing. A comparison of the marketing strategies of these two brands will make this essay.
There are significant differences in the marketing of Crown Plaza and Travelodge that range from rooms offered to promotional strategy. Crown Plaza is a luxury or premium hotel brand under the umbrella of IHG. Crown Plaza offers luxurious bedding and upscale services to business customers such as individuals and companies (Wario, 2022). Crown Plaza offers bedding and event-hosting services where clients can arrange their meetings. The parent company IHG, has 17 brands in total which offer different types of rooms and services. Crown Plaza was established as an upscale version of Holiday Inn, the largest hotel chain in the UK. Thus, Crown Plaza offers luxurious services at premium prices to its customers (IHG, 2022). on the other hand, Travelodge offers its services to all sorts of clients. The company has been a choice of economy-class customers who wants quality service at a competitive price. Travelodge has been catering for this need of people for a long time. Travelodge commenced operation in the UK in 1985 opening its maiden hotel at heart of England. The brand was recognised as the value hotel of the UK in that year. Since that time, the brand has grown gradually and currently is the largest independent private hotel chain in the UK. Currently, there are 14 Travelodge PLUS hotels that offers diverse services to meet the affluent business customers (Travelodge, 2022). Moreover, around 200 of Travelodge hotels now offer bar and cafes for customers to make customers’ stays entertaining and comfortable. Thus, in recent years Travelodge is focusing on high-class business customers and launched Travelodge PLUS with a view to cater to the needs of wealthy business travellers (Wu, 2021).
Segmentation is a significant part of marketing strategy and effect marketing and overall business success. Both Crown Plaza and Travelodge follow a demographic segmentation strategy as they divide the potential market based on their demographic attributes such as income level, social class, price preferences, etc. Crown Plaza Serves the high-earning wealthy business customer segments (IHG, 2022) whereas Travelodge concentrates its focus on low- and middle-class people who prefer low-cost quality services. However, there are other brands of the Crown Plaza hotel chain under IHG which serve the other demographic segments e.g., low and middle-earners. For instance, Holiday Inn, a hotel brand of IHG, serves low to middle-earners with quality service. On the other hand, Travelodge PLUS is designed to meet the needs of business customers with a demand for high-quality services at higher costs. Moreover, there are differences in the targeting and position of Crown Plaza and Travelodge as well. The rooms and other things in Crowne Plaza hotels are designed with a view to satisfy the needs and preferences of business customers to make their accommodation pleasing. The Think Tank campaign aimed to increase Europe-wide awareness of the Crowne Plaza brand and strengthen its positioning amongst business travellers. thus, it is apparent that the target customer of Crown Plaza is high-class business customers and the brand has positioned itself in the market as a high-class luxurious brand. Crown Plaza attract wealthy business clients by offering superior quality services and accommodation and charging premium prices. On the other hand, Travelodge has been popular for its best-price service implying quality services at lower prices. Travelodge offers services to satisfy the needs and demands of both business clients and individual leisure class clients. The rooms of Travelodge are designed in a way that is suitable for meeting the requirements of both types of customers. Thus, the target customer group of Travelodge are both business class and personal leisure travellers (Wu, 2021). From another perspective, Travelodge serves low to medium ends clients in the market. Therefore, the positioning strategy of the brand, Travelodge, can be stated as a value hotel brand since the company caters for the need for good quality services at a relative price.
While talking about promotional strategies, two hotel chains e.g., Crown Plaza and Travelodge use both online and offline promotional channels. While talking about Crown Plaza, the brand uses social media platforms to connect with customers and promote various services, facilities, discounts and offers. Crown Plaza actively maintains social media platforms as the brand posts 3 to 4 contents weekly on Facebook as well as on other social media platforms like Instagram, YouTube, etc. (Parsons, 2022).  YouTube plays a special role for both Crown Plaza and Travelodge as many customers record their stays in these hotels and share on YouTube their experiences and highlights special services. In the case of Travelodge, social media platforms are more important compared with Crown Plaza which is comprehensive from its contents and activities on Facebook and other social media. Travelodge is more active in creating attractive and alluring content for social media. However, both brands are very emphasized SEO marketing because people from home and abroad are used to booking a hotel online and SEO marketing helps brands visualise their online presence to customers easily (Dennis, 2016). For instance, one can easily find the websites of both brands by merely writing the name on the search bar. Thus, these brand uses online channels for marketing. On the other hand, these brands use offline channels with equal emphasis. Crown Plaza sponsors various programs, for instance, The Crowne Plaza Invitational at Colonial, a PGA Tour golf event held yearly in Fort Worth, Texas, is sponsored by Crowne Plaza Hotels & Resorts. They sponsored supporting Rickie Fowler, the 2010 PGA Tour Rookie of the Year, in 2012 (IHG, 2022). Moreover, the brand uses TVC, magazines, etc. for its promotion. Similarly, Travelodge uses TVC, Radio, Magazines, etc. for their promotion. They brought famous personalities to feature TVCs and other promotional content (Dennis, 2016). Thus, the two brands use similar channels but in different ways for marketing their services and information.
During the covid-19 pandemic period, both hotel chains limited their operations. At that time, the companies used different strategies for marketing. In place of their traditional marketing approaches that highlighted the rooms and facilities, both brands consciously highlighted their safety measures to gain customers' trust for their stay. They implemented safety measures suggested by the governments of operating nations and followed the safety rules and regulations (Wario, 2022). Moreover, after the pandemic, Crown Plaza has planned to re-posit its marketing by refocusing its target customers to include economy customers as well as the world of business is undergoing a critical recession and people are becoming more economical to fight the recession. With its new blended travel program, Crowne Plaza has the opportunity to increase its marketing efforts because it can more effectively target these specialized markets with tailored communications. Even before the pandemic, the group had always placed a strong emphasis on balancing work and personal life.
To conclude, Crown Plaza and Travelodge use different marketing strategies that range from segmentation to promotional strategies. Crown Plaza is more promising to serve high-end customers whereas Travelodge is focused on serving lower-end customers. Due to their target segments, their branding and promotional strategies vary significantly. Crown Plaza is much more focused on creating a long-term relationship with customers which is apparent from its sponsorship and other marketing strategies, whereas Travelodge is aimed at attracting more and more customers to its hotel which is clear from its social media marketing strategies. Both companies are now changing their focus from their traditional customers and preparing to serve other segments which are fuelled by the Covid-19 pandemic. Thus, the covid-19 pandemic has changed the marketing strategy for good. 
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