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Marketing methods of two multinational hotel chains; Crowne Plaza and Holiday Inn
Crowne Plaza is a multinational chain of hotels with its headquarters in the United Kingdom; the Company provides an array of services that include but are not limited to catering for business travelers, meetings, and hospitality services at a broader and upscale. The chain of hotels forms part of the InterContinental Hotels Groups and brands. Crowne Plaza operates in nearly 100 countries and has more than 431 hotels with an estimated 118 000 bedrooms (Crowne Plaza Hotels & Resorts, 2019). The hotel's location is usually in the middle of the city centers, coastal towns, and major airports. Crowne Plaza was established as part of the premier division of hotels in 1983. On the other hand, the Holiday Inn is a chain of hotels that is part of Intercontinental Hotels and Resorts, with its headquarters in Denham, Buckinghamshire. Over the years, it has developed into one of the world's leading and largest hotel chains, with an estimated 214 hotel rooms as of 2018. This paper entails a critical analysis and comparison of the marketing strategies that have significantly contributed to the success of the two hotels. 
The Holiday Inn chain of hotels has been strategic in its marketing approach employing segmentation. Marketing using segmentation entails creating a subset of the market-based identified needs, interests, demographic, and behavior of the target customers. The services and products are then aligned to the identified needs and interests of the customer to maintain their high level of satisfaction. The hotel industry has evolved to engage in segmentation as a marketing strategy over the years. Holiday Inn Select is a brand that has identified with the upper range of services targeting business travelers. It is mainly located adjacent international airport. Ideally, the segmentation approach to marketing is informed by the place for the Holiday Inn Select hotels strategically located near the international airport (George, 2021 p61). The hotels are accessible to customers traveling and would not have time to travel to different places to look for accommodation. As such, the Holiday Inn Select hotels attract business travelers. 
Another marketing strategy that Hotel Inn uses is demographic segmentation, in which they identify their potential customers with a specific data set. For example, the Holiday Inn Club vacation is aimed at families. The accommodation comprises villas and several significant amenities for customers who visit the hotel as a family. Arguably, with demographic segmentation, companies can market to their target customers to generate a healthy response (Pathmananathan & Aseh,  2021, p.191). Consequently, the Holiday Inn Club Vacation brand is one of the most appealing to customers looking for services suitable for families since the amenities are strategically meant to serve their needs. 
Holiday Inn also uses market targeting to identify which market to enter as per its brand. Since the hotel has different brands, each has a particular segment that it targets using the customer needs. By establishing the potential customer base, they can provide the required services that meet the customer demands hence remaining competitive in the industry. For example, the Holiday Inn Express is a brand mainly focused on providing limited services for its customers at reasonable prices. Their standard amenities can address the client's needs, mainly business travelers looking for short-term stays. Another target for the Holiday Inn Express is the upper economy market segment that provides affordable prices. 
Holiday Inn Express also employs social media as part of its marketing strategy. It is important to note that social media is effective in terms of creating awareness of the brand. Since the market segment for the hotel are customers from the "upper economy," using social media with appealing images provides them with the imagination of the type of experience and amenities offered by the hotel. Unlike the traditional marketing strategies on print media and mainstream television, social media makes it possible for customers to easily interact with content through their mobile phones (Dewnarain, Ramkissoon & Mavondo,  2019, p14). Customers can interact with customer care services with easy access to the adverts on social media platforms such as Facebook, Instagram, and Twitter. As such, the social media platform provides real-time interaction with the hotel services, which is an important approach to marketing and increasing brand awareness. 
On the other hand, Crown Plaza hotel has effectively incorporated technology into its marketing strategy, including using its website for brand awareness. The hotel's official website provides travelers with a broad range of services and amenities. The hotel has its market segment for the business travel class. These are mainly people who travel to do business. As such, the amenities provided by the hotel can meet the needs of the customers visiting the hotel and guarantee them satisfaction. 
The hotel has a market segment for business travel customers; its properties are located in major urban centers, resort destinations, and gateway cities. As part of the marketing strategy, place plays a key role in ensuring that the target customers can access the services and products sold (Damijanić, 2021). Crown Plaza has been able to place its properties at strategic to make them easily accessible to business travelers. For example, the Crown Plaza is located near the Liverpool John Lennon Airport, only seven miles from the city center. It makes it convenient for travelers to arrive at the hotel at a convenient time; hence for business travelers, it is ideal for their accommodation. 
The two hotels have adopted a modern approach to marketing their services via social media platforms. Both hotels have been able to attract their customer based on market segmentation that informs their brand campaigns on social media. Most importantly, the two hotels have benefitted by using social media platforms to increase website traffic and subsequent booking (Aydin, 2020, p.21). Since social media is easily accessible to the users who are part of the target customers, creating brand awareness campaigns is effective and further extends to international markets. Arguably, the new generation approach to marketing has an array of advantages that include but are not limited to affordable marketing since creating social media pages such as Facebook, and Instagram does not cost as much as putting up a billboard would (Parvez et al.,2018, p290). For this reason, marketing via the social media platform is not only effective in terms of expanding the network of customers, but it also reduces the overall cost of marketing.
Another significant similarity between the two hotels' benefits when using social media platforms for their marketing is enhancing customer loyalty and user experience. Social media can provide important information through real-time interactions that enable hotel management to enhance their amenities in line with the customers' needs (Michopoulou & Moisa, 2019, p. 308). Unlike traditional marketing strategies, there were no real-time interactions between the customers and customer care, the use of digital marketing is an essential part of improving the relations between the customers and the hotels (Quesenberry, 2020). Thus, the modern approach to marketing using digital platforms has changed the landscape of marketing in the hotel industry.
The marketing approach by hotels has changed over the years to align with the shifting consumer behavior and trends in the industry, particularly on sustainable practices. The marketing strategies have constituted the green message as part of communicating to the traveler the measures the hotels have put in place to show their responsibilities in taking care of the environment (Eid, Abdelmoety & Agag, 2019; Osti.& Goffi, 2021). For example, Holiday Inn Express has on its website, and social media pages outlined the steps they have taken to practice sustainability. Recycling bottles, newspapers, and cardboards are part of their contribution to sustainable practices and a cleaner world. Similarly, the Crown Plaza hotels have provided their guests with options for taking part in energy conservation (Crowne Plaza Hotels & Resorts, 2019). The guest is allowed to save water and take part in the recycling of plastic waste.
In the wake of the pandemic, the two hotels, Holiday Inn and Crowne Plaza, maintained high efforts to protect the guest from infection. Their efforts included communicating to customers about the efforts they were putting in place via their websites. As part of their marketing, the hotel management ensured that the measures for safety and protection from the pandemic are on the website of the hotel to assure their travelers of their safety (Holiday Inn Express and Suites, 2022). Additionally, the guests are provided with protection and smart solution programs supported by outsourced experts conducting tests for COVID-19 (IHG Hotels and Resorts, 2022). As such, these efforts played key roles in marketing the hotels as safe and promising the customers improved safety even in the wake of the pandemic. 
Conclusively, Crown Plaza and Holiday Inn hotels have undergone significant transformations in their marketing strategies. The traditional marketing methods have proved expensive and ineffective compared to the digital and social media marketing platforms that have made it possible for the hotels to have their marketing and reach numerous customers. Additionally, marketing constitutes the trends and awareness in the hotel industry, including sustainable practices. There is a need to ensure the management of hotels is abreast with paradigm shifts in marketing in the hotel industry and integrate the same into their strategic brand awareness.
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