9











A comparison of the marketing methods of two multinational hotel chains.
Name: Alisa Andreea Tudorache
Student ID number: 2207141
The module title: Marketing Essentials BMIH4005
Lecturer’s name: Luciana Suardi


Table of Contents
1	Introduction	2
2	Marketing Choices and Direction	2
3	Current Market Position	3
4	Marketing Strategies	3
5	Green Marketing and Sustainability	5
6	Pandemic, Positioning and Message to Customers	6
7	Conclusion	6
8	References	8



[bookmark: _Toc117259543]Introduction 
The assignment includes the selection of two multinational hotel brands and to compare their marketing strategies and methods. The hotels selected for this purpose include Crowne Plaza and Premier Inn. For the comparison, the discussion has been carried out considering the concepts of segmentation, targeting and positioning, marketing mix and green marketing. 

[bookmark: _Toc117259544]Marketing Choices and Direction 
Premier Inn is the largest hotel brand in the UK, founded in 1987. The hotel is operating with the purpose of providing quality and affordable hotels to guests (Premium Inn, 2022). The marketing choices and direction of Premier Inn are evident from its emphasis on both traditional and digital marketing channels. In this manner, the tactics are mainly based on the simple premise of promising guests an exceptional experience (Johnson, 2015). Premier Inn has also directed its customers to move from traditional hotel marketing to the creation of a more emotional relationship. The hotel has invested £20 million in marketing aimed at broadening digital reach (Jefferson, 2021). On the other hand, Crowne Plaza has also been inclined towards driving future growth by balancing investment in the existing brand through marketing for enhancing perceptions and performance. The hotel has always been directed towards capturing demand through tailored marketing promotions and campaigns, which are further supported by resources, including PR kits (Parsons, 2022). Crowne Plaza’s substantial investment in marketing is further evident from leading loyalty programmes and incorporating digital technology. Besides targeting customers through websites and social media, Crowne Plaza has also emphasised meeting influencers for further scaling customer experience (Annual Report, 2021b).    

[bookmark: _Toc117259545]Current Market Position 
The current positions of the two hotels in the market can be analysed based on the concept of STP (segmentation, targeting and positioning). Segmentation is concerned with the division of the market into different segments and targeting them accordingly (Dolnicar, 2018). Although Premier Inn has its presence all over the world; however, the hotel has managed to capture a well-known position in the UK market. Demographically, the hotel is mainly targeting customers from middle to high-income, specifically emphasises families. Besides this, with regards to psychographic and behavioural segmentation, Premier Inn has focused on targeting those more inclined towards seeking for reasonable budget; however, better customer service at the same time (Bas and Sivaprasad, 2021). Besides this, being one of the leading hotels in the UK, Crowne Plaza is mainly targeting customers as per their psychographic attributes. In this manner, the main target market of Crowne Plaza is the customers that are less conscious about price and prefer travelling for leisure purposes. In this manner, the hotel tends to be more selective in targeting its audience (Annual Report, 2021b). 
Positioning represents the extent to which a product or service offered by an organisation stands in relation to other competitors (Dolnicar, 2018). In this manner, Premier Inn has positioned itself as a budget hotel that is more inclined towards providing ease to the customers in terms of effective services (Jones and Comfort, 2021). Apart from this, Crowne Plaza has positioned itself as a hotel which is more inclined towards the provision of a distinguished service experience and style (Sakovska et al., 2022).  

[bookmark: _Toc117259546]Marketing Strategies 
The marketing strategies of the selected hotels can be analysed using the concepts of the marketing mix. Toma and Gradinaru (2018) have defined a marketing mix as a framework that is used for defining actions or tactics used by an organisation for promoting its products or services. 
Premier Inn has claimed to understand its customers' needs and, therefore, is inclined towards providing value in terms of consistency in customer service. The products range from rooms and comfort in the form of different pillows and mattresses. Consistency in colour, furniture and decor, as well as a multi-functional lounge, relaxation zones and designated work areas, have further added to the customer attraction (Jones and Comfort, 2021). Premier Inn has adopted a low-cost pricing strategy when compared to other luxury hotels; however, the prices are still high. Prices also vary in accordance with the location and time. Multi-channel marketing efforts have also been the hotel's real strengths, which is evident from booking through phone, app or website. Besides this, hotels are located in city centres, near airports and motorways, with car parking facilities (Annual Report, 2021a). Compared to this, Crowne Plaza is offering different types of rooms to stay in, along with other amenities, such as a fitness centre, proper cleaning and sanitation, 24-hour service at the front desk and others. As far as the location of Crowne Plaza is concerned, the hotel has its presence near Excel Exhibition Centre and London Stadium and in other such well-known areas. With regard to the pricing strategy, it has been identified that Crowne Plaza is introducing luxury services to customers that seek luxury experiences. For this reason, the rates are comparatively high. However, additional services are also offered for providing convenience, such as booking through websites (Annual Report, 2021b; Kozhukhіvska et al., 2022).   
As discussed before, Premier Inn has incorporated traditional marketing channels, such as TV ads and is also using digital media for promoting destinations and hotels. The hotel’s strong digital presence is further evident from its investments in digital campaigns targeted at the development of B2B corporate relationships. Furthermore, social media is also increasingly used for driving traffic towards websites and higher conversion rates, with improved user experience on websites (Annual Report, 2021a; Jefferson, 2021). With regard to promotion for Crowne Plaza, it has been determined that the hotel has directed its efforts towards digital marketing. The hotel has emphasised marketing campaigns and promotions. Furthermore, the hotel has increasingly invested in creating loyalty programmes for the customers, following sales promotion techniques. The demand for branded hotel experiences has enabled Crowne Plaza to invest increasingly in marketing initiatives (Hahn, 2021). 

[bookmark: _Toc117259547]Green Marketing and Sustainability 
Sustainability and green marketing are concepts concerned with the protection of people and the planet and generating profits (Chandran and Bhattacharya, 2021). Premier Inn has emphasised embedding its sustainability credentials in structural development and financing. This is evident from the issuance of green bonds associated with long-term environmental projects. The development of a sustainability strategy is directed towards the accomplishment of net zero targets by 2040 by using 100% renewable energy and a certified supply chain, following sustainability accounting standards. With these efforts, Premier Inn has marketed that it has always been concerned about the negative impact of the business activities and, therefore, inclined towards driving a positive change (Anilkumar et al., 2019). On the other hand, Crowne Plaza has established environmental sustainability committee aimed at reducing energy in hotel operations. The hotel has recognised that guests have started paying close attention to the commitment of hotels to look after the world. For this reason, the hotel is emphasising to operate and growing responsibly. Therefore, Crowne Plaza is also investing in making external commitments to driving social and environmental change by launching a utility data-gathering tool for informing steps to operate sustainably. Crowne Plaza has also partnered with suppliers to ensure sharing of the same responsible business commitments (Hahn, 2021).   

[bookmark: _Toc117259548]Pandemic, Positioning and Message to Customers
It is undeniable that Covid-19 has significantly impacted the businesses of hotels. However, as Premier Inn emerged from the pandemic, the hotel emphasised making the most of available opportunities. The operating model of Premier Inn allowed it to take necessary actions to deal with the crisis situation. The hotel has given its customers the message that it is behaving responsibly towards the customers and, therefore, has become more flexible in its approach of bookings. In this manner, Premier Inn has developed its position as a brand that is prioritising health, safety and well-being and has also enhanced hotel hygiene to protect the business and its position (Annual Report, 2021a). After the Covid-19 pandemic, Crowne Plaza mainly emphasised guest engagement and delivered the message that the hotel has become more inclined towards incorporating health and safety protocols, along with ensuring the quality of guest service and booking experiences based on increasing digitalisation (Annual Report, 2021b). This is an indication that both hotels have made significant investments to capture the desired positions in the hospitality industry after the pandemic.   

[bookmark: _Toc117259549]Conclusion 
Premier Inn and Crowne Plaza are among the two well-known hotel brands in the UK. Crowne Plaza is mainly targeting customers seeking luxury experiences, while Premium Inn has developed its position as a budget hotel. However, there is not much difference in the facilities and amenities offered by them. At the same time, hotels are incorporating different marketing tactics so as to differentiate from others. Furthermore, it is undeniable that both hotels also make investments in rebuilding their image in the hospitality sector after the pandemic. It has been claimed that the hotels have made significant efforts to fulfil the expectations of the customers regarding cleanliness, hygiene and leisure. 
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