








A Comparison of the Marketing Methods of Two Multinational Hotel Brands: Crowne Plaza and Premier Inn









Student name: Elena Silvia Cazacu
Student ID number: 2207618
Module title: Marketing Essentials BMIH4005
Lecturer’s name: Christopher Wilkin
Word Count: 1457



Contents



Introduction	3

Main Body	3

Conclusion	5

References	7




[bookmark: _Toc124845121]Introduction

The purpose of this essay aims to present the marketing method and strategies chosen by two multinational hotels to understand the impact of the functions of marketing on the overall performance of the hotels. According to the study by Gillespie and Swan(2021), Marketing is an important part of business development andthe essay will analyse the complete marketing functions such as segmentation, targeting and positioning as well as marketing communication which the chosen hotel chain uses to reach out to their customer. Market analysis is an important part of the marketing strategy formulation because it helps in identifying the target set of customers and provides the right communication channel to reach out to them (Bowie et al., 2016). The chosen hotel chains for the analysis are Crowne Plaza and Premier Inn.
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Crowne Plaza is a British multinational hotel chain which was established in 1983 as Holiday Inn Crowne plaza later in 1994, it was renamed Crowne Plaza after Holiday Inn got acquired by IHG. The headquarters of Crowne Plaza is in Denham, United Kingdom.Crowne Plaza is one of the biggest hotel chains in the world covering around 100 countries with more than 431 hotels. The hotel brand is famous for its upscale hotel services and is considered premium (IHG Plc., 2022).
Premier Inn is the largest hotel chain in the United Kingdom, established in the year 1987 by the name of Travel and later Whitbread group acquired it and changed the name to Premier Inn in 2007. The headquarters of Premier Inn is in Dunstable, England, UK. With over 800 hotels in the UK and other counties, Premier Inn has become the biggest hotel chain in the UK and leading in the world. Premier Inn is an economic range hotel which provides quality services to their customer at the most affordable prices (Premier Inn,2022).
The marketing strategies of both hotels are very different as well as their target audience is also very different. Both companies use different STP processes to identify the target audience and establish an effective communication channel (Redjeki et al., 2021). 
Segmentation strategy is the same for every hotel chain such as they divide the population into small groups specific to the factors which affect the marketing strategy of the hotel chain most. The population can be segmented into groups based on age, gender, occupation, income, social status and behaviour (George, 2021). For example, Crowne Plaza and Premier Inn have segmented their customer group on the basis of their age, occupation, income level, social status, buying behaviour as well as family size. These segmented group has helped them to choose their desired target group for brand positioning.
From the segmentation both Crowne Plaza and Premier Inn select their target group. For Crowne Plaza the target group are people from 21-60 who are working in corporates, with good income and high-class status in society, looking for a place to conduct their business or for vacation whereas for the Premier Inn, the target customer is also from the age of 21-60 who are looking for a quality stay at the most affordable prices. The target group can be the middle-class or upper-middle-class for the Premier Inn (Gillespie and Swan, 2021).
Both of them have successfully positioned their business to their target audience and the communication channel has been established as the Omni channel where both traditional and digital mixes of communication are being used to attract their target customers. Both companies are using different and innovative marketing strategies to increase their customer base by targeting their segmented customer groups (Jobber and Ellis-Chadwick, 2019).
The marketing campaign used by Crowne Plaza in the year 2021, by the name of "challenger brand strategy" was awarded as the best marketing operation by the worldwide Hospitality awards. The idea behind this campaign was to rebrand Crowne Plaza as the best hotel for business stays and travel. They claimed during this campaign that they are bringing humanity back to business travel and providing the best services for business travellers. For this campaign, they redesigned their rooms and architecture, more close and friendly to people travelling for business purposes (Gillespie and Swan, 2021). The rooms included portable and moveable tables for work, creating a meeting and workstation in the lobby, noise cancellation areas, different lighting settings and establishing work station with Wi-Fi and internet to conduct meetings and seminars inside the hotel. They called this change New Modern to improve the productivity of the business people choosing to stay at their hotel. This was one of the biggest campaigns for rebranding by an established brand and helped Crowne Plaza to gain business and corporate people as their customers. They understood the need of their target customer as such providing a calm, friendly and caring atmosphere to reduce stress and engage in more fun activities during their stays (Eagle et al., 2020). This has become one of the biggest marketing hits for Crowne Plaza.
The current marketing campaign used by the Premier Inn is known as Rest Easy which they started after the pandemic. The marketing channel which they used was a television ad in the voice of Sir Lenny Harry, which concluded the Premier Inn as the "same feeling, whether the trip". This advertisement may have cost them a fortune but it was worth it because the ad made a place in the eyes of the customer (Premier Inn, 2022). The brand promised their customer through the advertisement that, no matter where they stay in any hotel of Premier Inn, they will find the same quality of services everywhere. The aim of the hotel chain is to promote consistency in maintaining the quality of the services. To make the hotel accessible for everyone, they have various styles of rooms such as specious rooms for family holidays, stylish and premium modern setting rooms and many more (Santos and Silva, 2019). The rates are flexible and prices are dependent on the size of the room and the time of the year. The hotel also offers great deals and discounts to their customer using digital marketing tools and techniques. The hotel claims to provide the best beds for sound sleep as their key marketing tagline (Chamboko-Mpotaringa and Tichaawa, 2021).
The COVID-19 pandemic has brought many challenges and issues in the hospitality industry. The whole industry has faced huge losses during the pandemic (Ntounis et al., 2022). Because of the lockdown, hotels were closed and businesses were completely shut down even after the lockdown, people were hesitating to stay in the hotels due to safety issues. This situation called for a new marketing strategy and change in operations for big hotel chains like Crowne Plaza and Premier Inn (Keogh-Brown et al., 2020).
During the pandemic, Premier Inn lost almost a billion dollars which wasaffected by 70% of the sales of company (WhiteBread Plc., 2022). At the same time Crowne Plaza as well lost almost around 53.4% of its revenue and due to that it had to close many of its hotels (The Guardian, 2020).
It can be seen from the discussion and comparison that both of the companies faced major losses during the pandemic and came up with different marketing strategies to strengthen their business and regain the market share which they lost during the pandemic. Using the technology and digital marketing strategy, both have established a reformative strategy for their brands such as the marketing campaign of Crowne Plaza by the name of challenger brand strategy where they targeted business and corporate people and Premier Inn’s Rest Easy strategy where they targeted each customer segment through digital platforms and television advertisement (Mason et al., 2021). Both of the strategies seemed working very well for them and they were able to gain market share and cover the losses since the pandemic.
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So it can be concluded from the above discussion on the marketing strategy of Premier Inn and Crowne Plaza that, with the help of an effective marketing strategy, a hotel chain regains its market share and cover the losses caused by the pandemic. After analysing the strategy of both Crowne Plaza and Premier Inn, it can be concluded that the strategy of Premier Inn was more universal and customer-centric which helped them target their customer better and they quickly covered their losses and regained the market position of a top hotel chain in the UK whereas the strategy of Crowne Plaza was limited to their only one target set of customers which was business class or corporate people but they utilised the marketing completely and delivered what they promised to their target customers. It helped Crowne Plaza to slowly reduce its losses and regain profits. This concludes that marketing is an important function in the growth and development of a hotel chain.
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