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In the hotel industry, the role of marketing is of utmost importance as marketing is associated with letting the customers know of the products and services of the hotel and incurring an impeccable impact on them. The purpose is to maximize revenue of the hotel. In the current era, with the advancement of technology and digitization, hotels are implementing a range of tools in order to communicate with the customers and attract them. As such, some of the important marketing tools include SEO, social media marketing, rewarding direct booking, defining of unique value proposition, mapping customer journey and data analytics. The purpose of the current research is to make comparative analysis between the marketing activities of Marriot and Premier Inn. The marketing factors which have been considered include communication strategies, promotional strategies and segmentation, targeting and positioning strategies. The target customers of the hotels have also been identified along with providing suitable recommendations to boost their marketing activities for customer attraction and profit maximization.
[bookmark: _Toc118286506]Marketing of products and services  
One of the potential ways through which Crown Plaza markets its products and services is through its website. According to López-Andreu, Papadopolous and Jamalian (2019), the hotel has paid attention to well designing of its website which provides an insight to the brands owned by the hotel along with providing adequate information on room tariff, rates and availability. The hotel has also implemented user generated content strategy. The partnership of the hotel with social media influencers and celebrities is also an important element boosting brand image and name of the hotel. The hotel has implemented Bonvoy, which is a customer loyalty program and as part of that, the customers are provided with a range of benefits (Rutz and Watson, 2019). The instance of Crown Plaza’s international M Live shall be provided in this regard which has emphasized on building collaboration between communities. It is a platform where content is generated on a range of topics. This provides greater brand identity of Crown Plaza among its global customers.
On the contrary, the promotional strategies of Premier Inn include investment of a lump sum amount on advertising on different platforms including radio, social media, digital platforms and media. As stated by George (2021), as of 2022, the total investment incurred by Premier Inn on marketing activities of products and services included £20m and the aim of the hotel has been to broaden its digital teach. The similarity between the marketing activities of Crown Plaza and Premier inn is that both the hotels focus on digitization, social media and digital media marketing strategies (Terence, 2022). On the other hand, the difference is that Crown Plaza does not focus on print media and radio whereas; Premier Inn has been focusing on these platforms.
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The primary segmentation strategy of Crown Plaza is income-based segmentation. This hotel chain targets the luxury travelers who are inclined towards luxury vacations and staying experiences. Thus, as reported by Karampini (2018), Crown Plaza targets the people in middle to upper income groups and has initiated he brand of Crowne Plaza® Hotels & Resorts which are equipped with extravagant services and rooms. However, in order to expand its customer base, the hotel has also implemented behavioral segmentation as part of which the target market includes the over-the-road travelers. The hotel also targets corporate people for arrangement of their business meetings and for that, the brand that it operates with is Crown Plaza Conference Centers (Mariño-Romero et al. 2020). In some situations, some travelers travel for prolong period of more than one month and the hotel chain has realized the importance of cost-effectiveness in those situations. Therefore, Crown Plaza ExecuStay is operated by this hotel for the travelers needing accommodation for more than one month.
On the other hand, the segmentation strategy of Premier Inn is primarily demographics. The target market of Premier Inn includes families and thus, age-based segmentation strategy is implemented by this hotel. According to George (2021), the key focus and USP of the hotel is comfort and quality. In this aspect, income of the people is also an important factor to consider by the hotel and thus, the hotel employs income-based segmentation strategy. The targeting strategy includes targeting the middle-income groups. The hotel ensures to make the services and products affordable for all its customer bases. The similarity in segmentation and targeting strategy is that both Crown Plaza and Premier Inn focuses on providing its hotel services to corporate meetings and families (Nalley and Gregory, 2021). However, the difference is that Crown Plaza provides luxury services at high costs and Premier Inn focuses on cost-effectiveness and affordability.
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Crown Plaza is known for its excellent marketing communication strategies and thus it has refrained from its old-fashion travel norms. As reported by Ribaudo et al. (2020), the communication strategy of this hotel chain includes using social media to influence knowledge, awareness and perception of its customers. This has culminated in 80% of the Crown Plaza customers using social media to influence their purchase decisions. Crown Plaza has also been seen to communicate with its customers using Snapchat through which the customers have gained visualization of the luxury properties newly been initiated by it. Crown Plaza uses every social media platform that is there including Youtube, Facebook and other channels. This has turned out to be highly effective for targeting and attracting the young aged customers as well as middle aged customers. The generation of user specific content is also influential for the customers which has helped in establishment of brand recognition and identity.
On contrary, the marketing communication strategy of Premier Inn focuses on a range of traditional and contemporary marketing communication channels. According to Tan and Despotis (2021), personal selling is one of the marketing communication strategies implemented by this hotel chain which helps in establishment of direct ties and contacts with the customers and engage in one-to-one communication. Some of the communication techniques under this strategy include personal meeting, emails, and telemarketing. Premier Inn also indulges in advertising which is a non person promotion and is done in magazines, newspapers and televisions. This helps in indirect communication with the customers where they get to know of the new products and services initiated by the hotel chain (Ferrell, Hartline and Hochstein, 2021). The similarities between Crown Plaza’s and Premier Inn’s communication strategy is that both focus on creating user generated content for customers. However, the latter focuses on conventional and contemporary forms of marketing communication.
[bookmark: _Toc118286509]Recommendations  
In compliance with analysis of the marketing and communication strategies of Crown Plaza and Premier Inn, some issues and loopholes have been identified with both the hotel chains. Thus, the following recommendations shall be provided for both the hotel chains: 
At the preliminary stage, it is important for Crown Plaza to expand its customer base and for that, the important strategy is to implement income-based segmentation (Czinkota et al. 2021). The hotel should target the lower to middle income groups which would help in expanding its customer base. 
Additionally, despite excelling in the field of advertising, marketing and promotions, one of the issues faced by Crown Plaza groups is breach of data security, due to which it has faced a number of legal consequences in terms of protecting the private and confidential data of customers. As studied by Fyfe, Bent and Seaman (2020), an important factor that brands need to adhere to in terms of advertising and promotions is to be truthful to the customers and at the same time, ensure to protect personal data of the customers. Therefore, Crown Plaza should put emphasis on appointment of security officer or technical expert who would be entrusted with managing the privacy and confidentiality of customers’ data. 
The recommendation that shall be provided to Premier Inn is that the hotel should expand itself to the luxury hotel sector. Currently, it focuses on the cost-effective hotel services intended for corporate members and family members. However, it is important to add to the competitive advantage of the firm and for that, it should expand itself to the luxurious sector (George, 2021). It shall initiate new brands under luxurious segment which would help it expand its customer base and market.  
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To conclude, the comparative analysis between the marketing strategies of Crown Plaza and Premier Inn shows that Crown Plaza excels more in the field of marketing and communications. It has implemented a range of marketing communication strategies and promotional strategies with specific focus on user-generated content. On the other hand, Premier Inn focuses on a combination of conventional media platforms including tv, newspaper and magazines along with contemporary marketing strategies such as social media and websites. The recommendations provided for Crown Plaza is to initiate cost-effective services for expansion of its market and customer base. On the other hand, the recommendation provided to Premier Inn is to expand in the field of luxury hotels for ensuring increased customer base and competitive advantage. 
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