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Marketing activities in the hospitality and tourism sector have been very important to attract customers and gain their property tension (Hultman, et al., 2021). Also, in maximum cases, the methods and strategies of marketing for multinational hotel chains are not the same because of the brand value and overall quality of services offered by the institutions (Kapoor and Kapoor, 2021). This particular essay has been prepared by selecting two different multinational hotel chains. One has been selected named Crown Plaza, another one has been selected as Holiday Inn. The differences between Crown Plaza and Holiday Inn in terms of marketing, their products, and services have been discussed with a proper illustration. Also, the segmentation plan and the targeting plan differences of Crown Plaza and Holiday Inn have been discussed with proper identification of different evidence. Also, some of the generational approaches of marketing used by hospitality businesses for promoting and advertising the production services of their business have been discussed in this essay as well. At last, some of the changes in marketing strategies of those two chains such as Crown Plaza and Holiday Inn have been identified which has been influenced by the green message. Also, some of the changes in marketing strategy adopted by Crown Plaza and Holiday Inn during the pandemic, COVID-19 time have also been identified and discussed.
The market choices
The first company elected has been Crown Plaza which has a good reputation as it is one of the prestigious brands of intercontinental Hotel groups (Khan, et al., 2018). 100 countries across the world and the mission of Crown Plaza is to create great hotels and guest loves. The competitive advantage Crown Plaza gets from the market is because of its luxury services. Again, Holiday Inn is another quite successful global hotel chain which has started its journey in 1950 (Leung, et al., 2015). Holiday Inn also offers good quality hotel services by conducting regular marketing audits. Now the basic differences between Crown Plaza and Holiday Inn have been done in terms of identifying the market choices. The mass targeting option has been adopted by Holiday Inn in which Holiday Inn has focused on offering services for all types of customers in the market (Manishimwe, et al., 2022). For this reason, Crown Plaza has developed its hotel which includes luxury rooms as well as economic classrooms (Murniati, 2020). But the segmentation strategy and approach of Crown Plaza are slightly different from Holiday Inn. In this case. Crown Plaza is only focused on offering luxury hotel services to guests. And that’s why Crown Plaza has developed high-class hotels that include all the digitalized facilities for individuals. 
In recent times both Crown Plaza and Holiday Inn have made some changes in their marketing approach (Parvez, et al., 2018). For example, Crown Plaza has now offered some economic classrooms and other amenities for their guests. On the other hand, Holiday Inn has highly focused on creating luxury-class hotels in some of the developed countries such as European and Asia developed countries (Parvez, et al., 2018). Also, the marketing approach has been changed such as both Crown Plaza and Holiday Inn. Traditionally used the newspaper and billboard advertisement strategy, but now both of them are using website-based advertising and digital marketing advertising for their business promotion.
Current market position
The current market position of Crown Plaza is very high in that you get another European country (Samatovich, 2021). Crown Plaza is having good support from its parent company which is the intercontinental Hotel Group. Because of that particular brand image, the market position of Crown Plaza is comparatively high compared to Holiday Inn. Also, the online rating and the overall service quality rating of Crown Plaza are pretty good compared to Holiday Inn which is improving. The current market position of Crown Plaza in the hospitality industry (Slootweg and Rowson, 2018). Also, In the current market condition in the hospitality industry across the world, Crown Plaza has been able to create a position in the mind of the customers for being a very luxury brand of hotel.
On the other hand, the market position of Holiday Inn currently is also very stable in terms of financial situation. Holiday Inn always focuses on economic approaches and also offers economic class services to their guests (Sujit, et al., 2022). For that purpose, Holiday Inn can generate the maximum amount of revenue by selling more services. Holiday Inn also has some luxury category Hotel services like Crown Plaza but a larger amount of revenue of Holiday Inn received from they are selling of economic class and moderate class service selling (Tan and Despotis, 2021). In the European market and the global market, the current market position of Holiday Inn is very stable as well.
Marketing strategies
The main marketing strategy of Crown Plaza is to offer luxury-class services to the targeted customers to ensure financial growth and also increase their positive recognition across the world (Hultman, et al., 2021). Crown Plaza has been highly focused on adopting its capability of exploring the online market. And that’s why the basic marketing strategy of Crown Plaza has been designed in both online and offline platforms (Kapoor and Kapoor, 2021). Crown Plaza uses a product development strategy in which the most unique type of services are established and offered to the customers (Khan, et al., 2018). Such as QR, code-based, room key, AI-based hotel services, and digital internal networks for communicating with the stakeholders of the business (Leung, et al., 2015). All those marketing strategies have been quite successful for Crown Plaza as It is providing them with a competitive advantage.
On the other hand, Holiday Inn is also having some unique types of marketing strategies but mostly in traditional format (Manishimwe, et al., 2022). In this case, Holiday Inn offers marketing messages on both online and offline platforms. Holiday Inn always try to innovate economic products for the guests and that’s why they have been quite successful to differentiate their brand from others. Also, as a part of the marketing strategy, Holiday Inn has adopted a multi-million dollar marketing campaign that asked the guests to look again at the brand (Murniati, 2020). That particular marketing strategy has increased the market position and the overall rating of Holiday Inn. Also, providing free high-speed internet access and all the other loyalty programs offered by Holiday Inn have been the major factors of marketing strategies adopted by Holiday Inn.
Marketing considerations regarding sustainability and green messaging
Crown Plaza has been one of the most premium brands in the world and they also have focused on sustainability practices in their marketing activities (Parvez, et al., 2018). The paper-based marketing of Crown Plaza has been reduced by 45% after 2017. Also, as a part of sustainability and green messaging, Crown Plaza has introduced automatic message services for the target customers (Salem, 2021). In this method, Crown Plaza has offered marketing promotion messages to them. Customers automatically whenever the customers visit any website or app that includes the name Crown Plaza. Advanced waste management techniques have been applied to maintain the ecological balance of the environment by Crown Plaza.
Holiday Inn has also been one of the most popular brands that have adopted different sustainability practices in their marketing campaign (Samatovich, 2021). The introduction of social media marketing and digital promotion of the hotel has been the major step that Holiday Inn has taken in their marketing considerations due to the sustainability and green messaging issues globally (Slootweg and Rowson, 2018). Also, Holiday Inn has been able to offer a lot of sustainable services for their clients such as eco-friendly resorts and recyclable packaging (Sujit, et al., 2022). All those factors have worked as positive marketing in the context of Crown Plaza, which has followed the factors related to sustainability and green practices.
Marketing during the pandemic COVID-19 time
Here, during the pandemic COVID-19 time, the marketing messages of Crown Plaza have changed and Crown Plaza offered the message of being the most hygienic brand that offers safe services (Tan and Despotis, 2021). Also, the safe staying message has been shared by Crown Plaza during the pandemic covid-19 time (Khan, et al., 2018). Also, some of the typical marketing changes have been identified in the marketing activities of Crown Plaza. Such as Crown Plaza has highly focused on digital promotion platforms rather than developing banners and billboards related to their services (Kapoor and Kapoor, 2021). Also, the online feedback and online communication activities have been increased for Crown Plaza in order to connect with the customers and then offer them better service-related knowledge.
During the pandemic COVID-19 time, Holiday Inn has also been quiet, and proactive to change its marketing tactics (Leung, et al., 2015). A lot of discounts and other beneficial messages have been sent by Crown Plaza to their customers. At the same time, some videos have been shared on YouTube and other digital platforms by Holiday Inn to show their intent and steps that have been taken to maintain hygiene factors and ensure social distancing in the hotel (Kapoor and Kapoor, 2021). Also, being a sustainable brand, Holiday Inn has always tried to promote its brand during the pandemic of it 19 times. All those changing marketing messages during the COVID-19 pandemic time has been quite successful as Holiday Inn has received a lot of positive review from their target customers.
Conclusion
So, at the end of the essay, the overall evaluation of the changes in marketing among two of the multinational hotel chains named Crown Plaza and Holiday Inn is suggesting that both of the companies are having a good market position in their respective field (Leung, et al., 2015). Crown Plaza has been so good at offering luxury hotel services, Holiday Inn is good at offering all types of luxury and economic hotel services. Also, both companies have been quite successful in changing their marketing strategies and activities due to different external situations such as the sustainability issue, green business practices, and the pandemic COVID-19 issue.
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