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With a wide number of international hotel chains on the market, it is important to adopt a marketing strategy that would differentiate your business from those of competitors. According to Duffy et al (1998) and Ndubisi (2007) there is a world-wide trend towards loyalty marketing. Whilst social media and the internet have become a great tool for digital marketing, with the potential to reach wide audiences, the proliferation and fragmentation of media options can also represent a challenge. making it more difficult to reach new consumers. In this context, hotel companies need to develop marketing strategies and messages that can reach even the busiest households, with adults working and having less time to interpret all the messages their receive (Bowie et al. 2017).

International Hotel Group (IHG) is one of the world’s leading hotel chains which leads multiple hotel brands such as Crowne Plaza and Holiday Inn. The aim of this essay is to compare these marketing methods of these two multinational hotel brands. The reason why these two brands have been chosen is because, interestingly, whilst they are part of the same chain, there are both similarities and essential differences in how they are marketing their products and offers. 

In order to provide an accurate analysis of the marketing methods, it is essential to consider the evolution and history of the business, including their marketing choices over the years. IHG became an impressible sized company starting from a small company. This worldwide success has been attributed to a trial-and-error strategy, experimenting various concepts until reaching the high level of franchising. In literature, this has been recognised as a linear model of growth based on various acquisitions (Godin et al., 2006). Marketing has played a major part in achieving this success and it is what differentiate the two brands from each other. Overall, market segmentation and a unique value proposition have been the main positioning strategy for IHG, and critical features of each segment have been considered adequately. For instance, Holiday Inn has been presented as an upper economy hotel with affordable hotel rooms, perfect for large group bookings and gatherings. Therefore, the target markets of this brand have been groups of friends and families. As of 2022, on the IHG website, Holiday Inn boasts highlights such as “Reconnect and refresh” to show that the hotels have been designed to bring families and friends together at an affordable price. By comparison, Crowne Plaza’s target segment are the business travellers, on their website offering often needed features when travelling such as “Extend your stay” and “Make Flexible Plans” and the business presents itself as providing “The flexibility your business and events need”. Therefore, IHG’s strategy informs the market of the differences between the two brands. The differentiation is important here because it directs business travellers towards Crowne Plaza and families looking for recreating towards choosing Holiday Inn. Consequently, this strategy is useful as each consumer gets the service and products most suited for their needs and therefore the consumer satisfaction can be increased. 

A similar marketing strategy that both brands employ is that of loyalty marketing because both brands are part of one of the most popular loyalty programmes in hotel industry, the IHG Rewards Club (IHG, 2022). This type of loyalty programmes which started in the airline business, are now implemented in the hospitality industry also. The model employed is known as the promotional currency approach because a currency such as points is earned as the member spends more. As Duffy (1998) mentions. Loyalty marketing is more than just a marketing strategy, it is also a state of mind of the company. As the two brands show, loyalty marketing has become integrally linked to the services they offer. Members check in first or faster, they receive upgrades and rewards. All of these special benefits are sought after by consumers and therefore they are attracted to the business, therefore a marketing strategy such as this one is appealing to them. Consequently, this marketing strategy also seeks to build stronger and more durable relationships with the consumers, this helps with problem solving in the case in which a consumer is no longer happy with the service. It has been noted that the customers who feel like they have a say in the experience they receive become advocates of the brand (Tanford et al., 2016)

Furthermore, another important aspect to consider is how these businesses have adapted to the COVID-19 business environment in terms of how their marketing strategy has shifted (Hoekstra and Leeflang, 2022). In the face of a global pandemic, IHG had to create a marketing strategy that infomrs about the health and safety of the guests.  Because the Crowne Plaza and Holiday Inn are part of the same multinational hospitality company, the COVID-19 marketing has been done in a similar matter for both brands. The multinational company has launched IHG Clean Promise consisting of new protocols and service measures that would offer both guests and employees more confidence in terms of protection from the virus. These protocols have been developed in partnership with experts in hygiene and cleaning technologies such as Ecolab or Diversey. To emphasise the ability of the brands to meet the needs of the people after COVID-19, the websites of the brand have been updated with marketing messages in order to provide customers with what is needed in order to make an informed decision. 

Another important aspect of the two brands is how both of them have chosen to highlight the sustainability of the business through a green marketing strategy. Grant (2008) mentions that, in the context of climate change, a company that offers more sustainable services or products offers a significant eco-advantage of competitions, by appealing to those customers who are willing to make sustainability and green consumption a high priority. There are strong green brands in retail that boast about their sustainable products, yet the hospitality industry has been criticised as a high pollutant and contributor to climate change (Youssef and Zeqiri, 2022).  When it comes to the Holiday Inn and Crowne Plaza, the way through which the brands approach green marketing and advertising has been done in a similar manner for both, as all properties under IHG need to take part in the IHG Green Engage system, a system that has four levels of certifications that hotels can achieve so that they can reduce energy sue up to 25% (IHG, 2022a). As part of their marketing initiative, both Crowne Plaza and Holiday Inn have published sustainability reports. However, the websites offer limited information concerning their exact approach to sustainability. Whilst IHG discusses issues such as climate change, water and energy conservation, recycling, sourcing, protection of natural resources, only brief details about specific undertaken actions can be found on the internet. Literature argues (Chen, 2015; Sloan et al., 2009) that leading hotel chains need to strengthen their approach to sustainability, and they need to research more effective ways that they can utilise marking communications to keep consumers involved and informed in their progress towards meeting sustainability goals Hariandja (2021) Moreover, by improving their green marketing strategies, hotels such as Crowne Plaza and Holiday Inn can enhance the transparency of their commitments. Villarino et al. (2015) and Brackett and Carr (2015) bring to discussion the facts that consumers in the hospitality industry may not always been attracted by sustainability, posing the general assumption that whilst sustainability increases, the quality and luxury of a hotel stay can decrease. Therefore, both Holiday Inn and Crowne Plaza may not engage in full potential sustainability marketing and advertising in fear that the mainstream consumer may be deterred at the absence of a consumer value proposition elements that can create satisfaction (efficiency, cost effectiveness, performance, convivence) 

To conclude, Holiday Inn and Crowne Plaza present both similarity and differences when it comes to their marketing strategy. The two brands have a similar approach, marking for loyalty and adopting a position of segmentation in order to attract specific consumers at specific properties. The differences here can be found in the messaging and the way each consumer is being attracted to the business, by offering products and services that would suits business travellers (Crowne Plaza) and families (Holiday Inn). When it comes to COVID-19 the brands have adopted similar marketing strategy for all properties, they offer similar messages for all brands part of IHG in order to provide a unform, trusty and reliable message to all IHG customers. The brands have a similar marketing style when it comes to sustainability, they offer information and discuss some of their commitments and achievements, yet details on how this is achieved are not many.  
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