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This essay will focus on the marketing strategies and methodologies of hotel brands by observing their resources and demand. Regarding the market demand hotels need to perform their functions based on their capacity for serving the customers and these activities are engaged with the marketing essentials hotels business which will be highlighted in this essay.
Based on the functions, size, and ownership of hotels here selected two multinational hotel brands Crowne Plaza and Best Western for describing their business functions concerning their capacities.

The Crowne Plaza is a British multinational hotels and resorts chain founded in 1983 with 431 locations in worldwide serving in more than 100 countries and here its parent company is IHG (InterContinental Hotel Group). In these hotels, the client can get better hospitality with a staycation including breakfast and dinner (Crowne Plaza, 2022).
The Best Western founded by M.K Guertin in 1945 is serving worldwide with its 4700 locations. This is diversified their hospitality in different regions based on regional demand (Best Western, 2022).

Roberts, J.H., Nelson, C.J., and Morrison, P.D. (2005) analysed the marketing model for a firm as their defensive marketing strategy against a new competitor’s launch. For that existing firms need to adopt the marketing strategy for believing the existing firm with new service and these activities are costly and tactful functions.
Surviving in the competitive market depends on the capacity, resources, and tactful decisions of the firm for meeting the client’s demands and gaining competitive advantages (Kotler, 2017).
Like other business firms, hotel and resort business success are also determined by its capacity, resources, marketing strategy, serving style, and the way of meeting the client’s demands. Here, for gaining competitive advantages hotel and resorts business also need to focus on the differentiation in their serving style (Roberts, 2005).
Sometimes, the reliable brand message of the hotel business also considered the differentiation of their functions and ability to attract clients.

Crowne Plaza as a subsidiary brand of IHG also performs business functions regarding the standards of IHG and this hotel in three forms worldwide a franchisor, a manager, or an owned base (Crowne Plaza, 2022). Here, Crowne Plaza work based on contingency management which means a situation-based decision that was needed to what kind of forms are implanted by Crowne Plaza. Crowne Plaza fully maintains hotel and resort standards by offering its service in city centers, near major airports, and coastal towns. Crowne Plaza tries to customize the customers’ needs by providing world-class service through their brand resources which improves their performance quality. Here, this company organizes a fund from which they invest in marketing with meeting client satisfaction (Crowne Plaza, 2022).
Best Westerns presently focuses on expanding its market in the middle east and African countries. They mainly focus on urban, airports, and gateway for its locations by introducing different brands such as Best Western Plus, Premier, SureStay, etc. Here, Best Westerns recognized every brand separately for measuring their performance (Best Western, 2022).

Among different marketing strategies positioning is one of them and using this strategy one firm can build one’s brand identity in the customer’s mind from its competitors. Positioning helps to gain a competitive advantage in the hospitality business, this positioning is held by promotional activities and better service to the clients. Creating brand positioning in the customer’s mind needs offering reasonable prices, unique service, and quality in the terms of the competitive market in the hotel business (Camilleri, 2018).
Crowne Plaza ensures its positioning strategy by performing and offering booking procedures and changing with free-of-cost, health and safety procedures in their service and interior. Crowne Plaza also deals with discounts in specific seasons. Earning points through staying in the hotel and getting rewards, getting the membership, etc. helps to promote Crowne Plaza. Digital marketing and its app IHG One Rewards also help the position of the Crowne Plaza in customer mind (Crowne Plaza, 2022).
Best Western arrange its information in an organized way & simplify that it helps travelers get information about Best Western. It’s also much investing in digital marketing like SEO for more reaching in target audiences about their services. Exclusive member rates and rewards points never expire also instigate customer minds about the branding of Best Western (Best Western, 2022). Spreading different locations in different regions also helps Best Western for positioning brand identity in the customer’s mind. 

Camilleri M.A. (2018) mentioned that market segmentation is a process of dividing the market into some groups based on specific characteristics here market segmentation helps hotel business identify their customer groups which help to customize their client’s demands. In the hotel business market segmentation is performed by the firm based on income level and demand, purposes of travel, booking lead time, length of stay, and, geographical region of potential customers. Market segmentation is important because it helps to maximize revenue by implementing a variable pricing strategy by segmenting the market.
Crowne Plaza segments its market based on its capacities and customer demands and here in terms of location, it is also segmented in its market such as the maximum locations of them are situated near airports, coastal towns, city center , etc. Crowne Plaza also offers bundle offers for celebrating the momentum occasion of individual life.
Best Western offers pet lovers pet-friendly hotels, special discounts for those who are 55+ ages, a low rate guarantee for fixed income holder, and it has government and military discount offer for attracting clients those are the market segmentation strategy of Best Western.

Targeting denotes the selection of potential clients to whom one business firm can offer one’s services or sell one’s goods (Petzer, 2008). Targeting strategy involves the segmentation strategy of marketing essentials and after segmenting the market one firm can choose which segment is better or which is important for the firm.
Target customers of the Crowne Plaza and Best Western are travelers, businessmen, immigrants, and those who want to enjoy their vacations and celebrate the great momentum occasion of the individual. Here, Best Western more focus on opening their locations worldwide for introducing them as a residential hotel, and here it is proven by recently opening new locations in Asia and Africa.

Marketing communication performs through the different promotional channels of the hotel business (Smith, 2008). Here, the most usable marketing communication for the hotel business is advertising for providing the right message to the right people who are considered potential clients. Digital marketing with spreading brand identity in social media also the marketing communication for Crowne Plaza and Best Western. Apart from these, Crowne Plaza introduce a campaign named ‘think tank’ targeting business travellers for advertising their message differently through electronic and press media.

Regarding the life cycle Best Western offers its opportunities to clients for a long time rather than the Crowne Plaza and according to the number of locations Best Western is also ahead of Crowne Plaza and for that it reaching its business message more rapidly than the Crowne Plaza. But Crowne Plaza has the best opportunity as it’s one of the subsidiaries of the IHG which helps Crowne Plaza getting popularity in the competitive market.

In this climate-changing arena, every business should conduct them in terms of sustainability with a green message to the world (Furkey, 2014). Here, Crowne Plaza play this role by reducing its carbon footprint by 17.6% in 2019, and Crowne Plaza created a green team for supporting them to reduce carbon footprint. Their motto is ‘A Greener Stay’. Here, Green Team also engages with recycling the products (Crowne Plaza, 2022). Best Western adopt a project named ‘Stay for the Planets focusing on the main five segments such as energy, water, refuses, purchases, and behaviours. The President of Best Western aims to reduce CO2 emissions by 20% this year. For that, they are continuously concerned about water and energy consumption and recycling rubbish, and well behave with the guests (Best Western, 2022).

Best Western introduce the We Care Clean program for protecting the Covid-19 and this program helps guests and hoteliers prevent from the Covid-19. High qualities cleaning technology is also installed in the Best Western hotels (Best Western, 2022). Crowne Plaza introduces a message to the target audience about Covid-19 ‘Your safety, when you meet, is our priority maintaining this slogan they more focus on cleaning activities of them and arrange offers concerning about Covid-19 (Crowne Plaza, 2022).

The hospitality industry has a great contribution to the economy. Besides their business here some recommendations are for them that they need to be flexible with booking conditions and rules of cancellation and provide benefits to the guests who pay in advance. Also, need to update their website content and review for that potential clients can know updated info about the hotel.

This essay concluded that there are several marketing strategies like positioning, targeting, segmentation and marketing communication etc.  which are implemented by Crowne Plaza and Best Western whereby found different similarities and dissimilarities between two multinational hotel chains with analysing their marketing strategies and activities in different situations. In the hospitality industry, both are performing well and contributing to the economy and for their success, they also focus on marketing essentials.
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