A comparison of the marketing methods of two multinational hotel brands
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The comparison of two international hotel brands' marketing approaches and strategies is the focus of this essay. Crowne Plaza and Travelodge are the two hotels that were selected. The distinction between these two businesses is that Crowne Plaza has a wider geographic reach. The UK, Ireland, and parts of Spain are where Travelodge is mostly based.

The primary purpose of marketing is to support this by generating long-term delight rather than short-term deception. Companies rely on customers returning to repurchase in order to operate profitably. The goal is to draw and hold on to clients. Since ancient times, business operations have been influenced by the fundamentals of marketing. This goes all the way back to the early 1990s. This serves as a fundamental principle for businesses of all sizes, shapes, and types. Customers' requirements and desires change throughout time, thus marketing strategies must adapt to reflect and satisfy the needs of these new consumers. While the Four Ps (product, price, promotion, and place) continue to be essential components, relationship marketing, value creation, and a consideration of sustainability and green messaging were also included in the larger content (Jobber,2019).
Through information, marketing research serves as a bridge between consumers, customers, the general public, and marketers. These details outline potential and issues (American Marketing Association, 2017). All firms must solve these in order to generate revenue and remain competitive.

Crowne Plaza is one of the most upscale hotel chains in the world, with 402 locations, 110,317 rooms, and 114 more under construction in major cities, gateway cities, and vacation destinations. During customers' stays, Crowne Plaza offers business-ready services, spaces, fast food, and other amenities (InterContinental Hotels Group Plc, 2022).

Travelodge is the second hotel used for comparison. The biggest independent hotel chain in the UK. The first discount hotel brand, Travelodge, debuted in Barton under Needwood in 1985. There are currently 590 hotels with 40,000 guest rooms spread out across the UK, Ireland, and Spain (Travelodge, 2020). With low-cost options for both pleasure and business travel, Travelodge aims to make travel accessible to everyone.

A multi-national hotel and resort and a UK independent hotel brand are the two hotels that will be contrasted in order to see how they differ or are similar, as well as how they market to attract guests.

As the first cheap hotel chain in the UK, Travelodge pushed to offer businesses quality economy rooms. Customer demand led to this decision. Travelodge's Karen Broughton The sales and marketing director at Travelodge thinks that as their business customers' priorities shift, those staying in five-star hotels will be more interested in this offer. The radio was their main marketing tool. In keeping with client expectations for additional workspace and places, Travelodge also revamped its bars and social areas, including more comfortable chairs, higher tables, and USB ports. This was done to tie in with premium rooms. It's also essential to keep customers loyal. To assure personalised service for returning customers, Travelodge spent £1 million on staff training. Putting hot chocolate and a KitKat in the rooms is one decision that makes sense because it gives the clients more value and encourages them to return. Even when prices go up, political events like Brexit don't undermine consumer confidence. Travelodge UK is the company's primary market, and expansion is still planned, with the opening of 250 new hotels over the next ten years (Gee, 2017).

The well-known Crowne Plaza Hotels, a popular place for travelers to stay near airports, are stepping up to help reduce the stress of numerous individuals trying to manage unpredictable travel-related concerns, extend their travel, and enable them to complete obligations at work. Hybrid living, hybrid lives, and the new care economy—where the family travels with working parents—are the four current lifestyle trends that the travel and hospitality sector may capitalise on. With its integrated travel package, Crowne Plaza has the flexibility to increase its marketing efforts in specialised markets even before the pandemic. but now aspires to be distinctive from the mass (Parsons, 2022).

Because he brings his considerable experience in numerous jobs spanning Sales-Unit, pre-opening, MICE Segment, and Weddings, Rishabh Jain was hired as a Director of Sales and Marketing at Crowne Plaza, Great Noida (India), with the goal of increasing hotel income. He will work closely with the food and beverage team to develop strategies to increase the hotel's visibility and reputation (Rishabh Jain elevated to Director of Sales and Marketing at Crowne Plaza Greater Noida, 2022).

Since it is the foundation of Crowne Plaza's revenue, the Crowne Plaza Qurum Hotel in Oman conducted research and analysis and discovered that preserving customer loyalty is of the biggest importance. Customers' post-purchase attitudes were also noted as a crucial component for creating a lasting impression and brand loyalty. High-quality food products, an exponential expansion of its infrastructure (sustainability), physical characteristics, and consumer involvement are factors that affect customer loyalty (Zeiter and Sheidi, 2021).

As you can see, both hotel companies consider customer needs and want while making changes. Retaining consumer loyalty is the top priority. In order to stay current with consumer demands and expectations, both hotels will employ skilled sales and marketing personnel.

Based on the company's objectives, competitors, and different customer types, the Travelodge market segment is divided into four customer groups: business travellers, leisure travellers, group meetings (both business and leisure), and others, such as truck drivers, utility crews, construction workers, etc. Travelodge divides its consumers into two categories: psychographic segmentation and demographic segmentation. The former identifies the customers based on their age, occupation, gender, nationality, religion, and level of education, while the latter does it based on their personality and lifestyle (WePapers.com, 2020).

Five geographic segments make up the Crowne Plaza market. Demographics: middle-aged and older professionals with greater incomes. Psychographic segmentation of people with strong desires and high social standing. Geographic; concentrates on constructing hotels in various locations with a specified consumer category. Benefit-based segmentation is the technique of dividing the market into groups of consumers based on the advantages they expect from the product. Usage Rate Base; partitioning the market according to the volume of goods purchased or consumed (StudyMoose, 2019).

The marketing landscape keeps changing rapidly and there’s so much content about marketing strategies, and there are areas where you simply need to put in the effort to keep up (Purde, 2019).

For the purpose of marketing its products, Travelodge offers tactics for both online and offline promotional efforts. The business wants to provide customers with better offers and services online. Online engagement with customers and consumer demand analysis is made possible via email marketing, pay-per-click advertising, and social media (Custom University Papers, 2019).

In order to adjust to the changes following the pandemic, Crowne Plaza made adjustments on the social platform in 2019. Hudson Yard's social media channels have taken over Crowne Plaza's Facebook and Instagram accounts and redesigned them to portray a feeling of elegance, effectiveness, and comfort. With significant audience increase and monthly engagement up over 260% (QNY Creative, 2020).

With an accelerated programme investment of $200 million in the brand, modifications to the design, and culturally appropriate and technologically enabled solutions, the Crowne Plaza Hotels & Resorts brand launched its largest consumer media campaign in 10 years (InterContinental Hotels, 2017).

Travelodge spent £26 million introducing Travelodgical puppets as part of an advertising promotion in 2015. This was to emerge as the best-value hotel in all of Britain. This television advertisement served to illustrate what today's discerning hotel guests seek, which is a high-quality accommodation at a reasonable price (Russell, 2016).

Travelodge wants to run a net-zero enterprise. Making sure to create new or refurbish requirements that represent sustainability will be important in the upcoming year. In order to combat climate change and carbon emissions, hotels are installing motion sensors and LED bulbs that automatically turn off when there is no activity. Travelodge has plans to conserve water, cut back on waste, and boost its recycling performance. Companies with supply chains are an important component of the ecosystem because they engage in responsible sourcing and supply chain management, which covers everything from mattresses to energy to carpets to laundry services (www.travelodgesustainability.co.uk, 2022).

Crowne Plaza has also taken action to address and engage in sustainability, which is IHG Green Engage system to minimise energy, water, and waste, and enhance impact on the environment. In addition to implementing strategies like sustainable purchasing and integrating sustainability into hotel operations, Crowne Plaza has installed energy-efficient lighting in guest rooms, installed energy-efficient equipment, and shown leadership and innovation in sustainable practises (www.ihg.com, 2022).
Summary of findings; both hotels spend a significant amount of money to demonstrate and prove that they pay attention to customer feedback and implement necessary improvements. Their budget and investment return are represented by the same sum. Both hotels are flexible enough to preserve and enhance their surroundings while helping to better the world. Both parties have established goals for how to improve and retain their markets while adjusting to the demands of their customers in every field, including design, catering, and ambiance.
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