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A Comparison of The Marketing Methods of Two Multinational Hotel Chains
This essay discusses and evaluates the marketing strategies of two broad hotel chains that selected their marketing strategy and methodologies and worked in the competitive market by overseeing the resource and demand. In the present era, marketing strategy is a very important thing for a hotel business. The marketing strategy and methodologies are developed by the need of the customers and their choices. The development of proper strategies is also important for the market's survival and keeping pace with the industry. The two hotels selected for this essay are the International Hotel Group (I.H.G.) and Premier Inn. These two hotel chain groups are some of the most famous and renowned hotel chain groups worldwide.
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Figure: The business portfolio of I.H.G. (InterContinental Hotels Group P.L.C., 2021)
The International hotel group is one of the most leading hotel companies in the world (InterContinental Hotels Group P.L.C., 2021). It has 6031 hotels globally, where 350,000 people work across more than 100 countries (InterContinental Hotels Group P.L.C., 2021). The theme of this hotel chain group is to deliver true hospitality for good across its service line. It has a total number of 889,164 rooms worldwide. The hotel is known as the I.G.H. hotels and resorts. This group's famous hotels and resorts are Intercontinental Hotel and Resorts, Regent, Kempton, Hotel Indigo, Voco, Hualuxe, Six Senses, Even Hotels, Holiday Inn, Holiday Inn Express, Avid, Atwell Suites, Candlewood (InterContinental Hotels Group P.L.C., 2021). These brands are popular and loved by millions of consumers all over the world. 
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Figure: Customer engagement and occupancy level of Premier Inn (Pyman, 2021)
Premier Inn hotel group is owned by Whitbread company (www.premierinn.com, 2021). Premier Inn is the United Kingdom's biggest hotel brand, with a presence in other European countries. The hotel group has more than 800 hotels worldwide, of which the lion part is situated in the United Kingdom (www.premierinn.com, 2021). Around thirty thousand people work in more than 12,000 Premier Inn hotels and restaurants worldwide to serve 5 million customers every month (www.premierinn.com, 2021). It emphasizes the quality with affordability that gives its stakeholders ways to live, work well, and positively. This hotel is famous for its hotel rooms and quality food. Mother company Whitbread was established in 1987 (Whitbread P.L.C., 2020). Premier Inn is the highest-earning source for the company (www.premierinn.com, 2021).
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Figure: Hotel brands positions (Rahman Yusuf and Sulisnaningrum, 2021)
[bookmark: _Hlk86336440]A competitive hotel marketing strategy is important for hotel brands (Slattery, 2019). In the first case, I.G.H. hotel and resort group are using the market differentiation strategies to find out appropriate market position in this continuously changing character of the customers. It has sustainable business activities and a large customer base that pays over 120 million worldwide. The customers also have different choices based on price and quality expectations (InterContinental Hotels Group P.L.C., 2021).
There are three different ways by which I.H.G. hotels and resorts work. The business forms are a franchise, leased, and own (InterContinental Hotels Group P.L.C., 2021). The main target segment of this group is the mainstream, upscale, and luxury segments of the hotel industry (InterContinental Hotels Group P.L.C., 2021). The main focus of this business is to provide and arrange packages based on the needs and wants of guests on different kinds of occasions. Many third-party hotel owners in the market work for I.G.H. hotels and resort groups (InterContinental Hotels Group P.L.C., 2021). In a mature market, like Europe and America, the group generally follows the franchise model. In contrast, management models are used in emerging markets like Greater China and other Asian Countries (InterContinental Hotels Group P.L.C., 2021). Some of the businesses are on a lease basis by other companies.
[bookmark: _Hlk86336727]On the other hand, Premier Inn is a business that is operated on itself. There is no franchise lease model in this business operation (www.premierinn.com, 2021). There is an opportunity for alternative investment. Some other business opportunities can be aligned with this hotel business of Premier Inn. Premier Inn's main customer segmentation is Businesses and Families basis. They target customers looking for budget accommodation for personal or business purposes (www.premierinn.com, 2021). Their target group is the travellers who are visiting all over the United Kingdom, Ireland, Germany, and other European countries and backpackers who travel and stay at a minimum cost (www.premierinn.com, 2021). Their market positioning used to be to ensure that it's the best budget hotel in Europe. Also, it is the most renowned brand in the visitor economy in the United Kingdom. It always extensively advertised its chain of hotels (www.premierinn.com, 2021). This premium brand offers budget room fairs for all kinds of customers. It has a strong relationship with various online travel agencies and websites where deals and offers are available for customers for online booking (www.premierinn.com, 2021). It has already established itself as the best hotel chain in Britain and an emerging hotel chain in other European counties (www.premierinn.com, 2021).
After the long closure during the pandemic, travel and tourists’ organizations have started to welcome their prospective customers but maintain the proper protocols and guidelines (Davis, Boswell, and Frechette, 2021). As the effect of the pandemic had a strong impact on the business factors, especially visitor organizations, companies of the sector had to bring changes and modify their current marketing strategies for unveiling their new services to the customers (Godwell Nhamo, 2020). In that regard, both I.H.G. and premier inn hotel chains started running their marketing activities mostly online (InterContinental Hotels Group P.L.C., 2021). As the prospective customers and users of online platforms increased significantly during the global closure, the hotel chains targeted this increased number of users to reach them efficiently using fewer resources (Davis, Boswell, and Frechette, 2021). In running online-based marketing activities, these hotel chains have been using various social media platforms for customer engagement and the increased number of users (D.E.B. and NAFI, 2020). Both of the hotel chains expect to witness an increase in their number of customers after the completion of the global vaccination program (DEMİR, DEMİR, DALGIÇ, and ERGEN, 2021). Their online marketing strategies also include providing various safety measures and protocols during the travel for the customers. This is likely to make the travel safe and help the organization maintain its hospitality services without breaking any safety protocols (Rahman Yusuf and Sulisnaningrum, 2021).
Businesses worldwide have started to reduce their impact on the environment and customize their activities to make this sustainable (Shanidze, 2021). Like this global trend, I.H.G. and Premier Inn also changed their marketing activities to raise sustainability concerns and make their operation eco-friendly. I.H.G. has a long-term vision to make their future operation more environmentally less impactful by bringing changes and addressing green environment concerns (InterContinental Hotels Group P.L.C., 2021). By 2030, I.H.G. wants to reduce its electricity consumption and increase the use of renewable energy by 30% (InterContinental Hotels Group P.L.C., 2021). It also works with many voluntary organizations to increase carbon emission awareness among their stakeholders. They also plan to incorporate eco-friendly strategies and increase the less impactful products throughout their business operation (InterContinental Hotels Group P.L.C., 2021). They expect that this behaviour will impact customer behaviour and persuade them to do their daily activities in an eco-friendly way.
For ensuring hygiene and cleanliness, I.H.G. initiated the I.H.G. Way of Clean that includes proper training and infrastructure incorporation to ensure safety regulations in every step of their operation (InterContinental Hotels Group P.L.C., 2021). It also partnered with Wellness 4 Humanity to conduct rapid on-site COVID 19 testing to tackle the spread of this virus during the customer's stay (InterContinental Hotels Group P.L.C., 2021).
Premier inn also initiated various measures to ensure safety and eco-friendly services. The authority has continuously provided safety information and COVID-19 data to keep their stakeholders alert and well-known about the current situation (www.premierinn.com, 2021). To ensure safety protocols, it initiated CleanProtect, its new enhanced hygiene program that guides customers in doing activities and maintaining the system measures during their stay at the residence (www.premierinn.com, 2021). This hygiene promise aims to increase social distancing, use hygiene and anti-viral spray, use protective equipment for the front-line service provider, and make the concerned people more aware of the impact and necessity (www.premierinn.com, 2021). The authority also incorporated strategies and set goals for ensuring less environmental impact by their business services. On international earth day 2018, eat committed to reducing its carbon emission by 50% by 2025 and as much as 80% by 2015 (www.premierinn.com, 2021). It also increased the use of renewable energy towards service night and reduced electricity consumption. Taking these initiatives, these hotel chains ensure a more sustainable business environment for the future (www.premierinn.com, 2021).
Being a part of the visitor's economy, I.H.G. and Premier Inn have many responsibilities to stakeholders and customer bases. So, changes are needed to keep pace with the industrial movement and comply with the newly enforced conditions (Tung, 2021). During the pandemic, both of these hotel chains have brought changes in marketing strategies to reach the new customers and unveiled their services, beginning safety protocols. More online-based activities, including targeting social media users, have been taken by these organizations to reach a larger number of audiences in a matter of time. These organizations have also taken safety initiatives and programs to continue their business operation after the global closure and increase their business operation by maintaining safety measurements at every point possible. These are likely to bring changes in customer behaviour and help develop an eco-friendly and sustainable business environment for the future.
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