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Introduction

The brand marketing strategies refer to the modalities and organisation chooses to market their products and services and it can include segmentation, positioning, targeting, marketing communication. The STP model which takes in consideration the market segmentation, targeting best customers and positioning the organisational offer is used to identify the most valuable segment of customers and how to offer products and services and best communication way (Mind Tools, 2017).
This report analysis the marketing strategies for Crowne Plaza and Premier Inn comparing similarities and differences in their way of action. 


Crowne Plaza
The Crowne Plaza is a luxury business hotel with carefully selected locations that are acclaimed as stylish destinations with different types of rooms, bars and restaurant that offer inventive food from different cuisines. It also offers fitness centres within the hotel that has latest gym technology and stylish design with shower in well-equipped changing rooms. This strategy for repositioning has worked for Crowne Plaza for the modernisation introduced but also for the staff training aimed to increase customer satisfaction and has managed to differentiate the hotel form the competition (Marketing Week, 2011). In order to analyse the marketing strategies the Crowne Plaza uses, the STP Marketing model will be adapted. When identifying the target audience/ clientele for this company (segmentation), it could be noted that it is most frequently the wealthy businessman. As a result, it may be inferred that a luxurious, central setting with focus on high quality service and business facilities would be ideal for these customers. Therefore, the hotel wants to ensure that their spaces and services will put the customer at the center of their focus for personal relaxation, but also for professional productivity (Hospitality Net, 2022). The installation of modernized conference rooms, increased customer service and improved technology facilities within the last 5 years has therefore catered to this audience, with guests expressing their excitement about the trendy, creative and comfortable meeting rooms (targeting) (IHG, 2021). When assessing positioning, and how the hotel may attract their target audience, it could be argued that website advertising and loyalty programs would best cater to the wealthier customers and businesspeople, as it would further encourage more visits through the concept of rewards. This is why IHG offers a rewards program across all their hotels, wherein they provide offers such as guaranteed stays in every hotel, complimentary meals and Wi-Fi (IHG, 2021), as well as up-to-date, enticing and informative websites. The success of this marketing strategy has been reflected through their gross revenue, as Statistia reports the “2.3 billion U.S. dollars in gross revenue during the 2021 financial year, an increase of 25.7 percent from the previous year's total of 1.8 billion U.S. dollars”. This strategy for repositioning has worked for Crowne Plaza for the modernisation introduced but also for the staff training aimed to increase customer satisfaction and has managed to differentiate the hotel form the competition (Marketing Week, 2011). Therefore, it could be suggested that the increased focus on websites, customer tailored services and loyalty programs (in contrast to premier inn’s more technologically oriented marketing strategies) are successful in attracting the target audience which the hotel caters to, and that the brand has been developed around high standards to ensure customer satisfaction and hotel performance in a way which will further promote the reputation of IHG and the Crowne Plaza chain in a way that caters to the middle, upper and business classes, thus boosting their revenue and success. 

Premier Inn

Premier Inn is chain hotel part of the Whitbread company which activates within the UK hospitality industry. Premier Inn has a high number of hotels throughout the United Kingdom, in Dubai and in India, and has recently also expanded operations in Europe. In contrast to the luxury-oriented Crown Plaza, the focus of the premier inn chain lies in different segment with customers that are budget oriented. Despite this, it could be argued that the target audience and segmentation of customers/clientele is much broader than the Crowne Plaza, due to the convenient locations and good quality of the services within the Premier Inn hotels. Therefore, the organization focuses on two major segments (Whitbread, 2012). Premier Inn’s strategy is to ensure customer engagement with the brand, excellent assistance regarding the booking system, and as it is a budget option, many bookings are short term and short notice. That is why the organization has focused in developing an app that can be used for bookings, but also for guest to leave their feedback which is considered a success as it can be observed that customers preferred to make bookings via the App (Big hospitality, 2011). It could be argued that this is a highly successful marketing strategy as it appeals to the convenience, ease and accessibility needs of clients, making their booking experience and stay within the hotels much easier and therefore ensuring higher customer satisfaction. Another Marketing strategy that Premier Inn has (successfully) adapted has been promotion of the hotels through a social media preference. Due to an increasingly more ‘modern’ target audience, Premier Inn can be found on all social media platforms, ranging from Instagram to Facebook, and even Twitter. Through their social media campaigns, they’ve been able to promote events, showcase rooms and facilities, and entice the “social media” generation (targeting), as “79% of people report that user-generated content on social media significantly impacts their purchasing decisions.” (Hubspot.com, 2022) This therefore suggests the impact and outreach social media can cause, which is something that Premier Inn are using to promote their hotels and services, a strategy which ultimately differs form the Crowne Plaza’ main marketing strategies. However, although Premier Inn offers lower prices rooms, its aim to ensure high standards for service provision can be considered a similarity with Crowne Plaza. The positioning for middle-class families as the leisure guests is realised through successful promotional advertisement, and further spread through platforms such as Twitter and TripAdvisor. Business travellers also choose Premier Inn for short stays to keep low expenditures and because of the abundance of choices across the geographical areas. Whilst the pandemic has affected the entire hotel industry from luxury hotels such as Crowne Plaza to budget ones such as Premier Inn, the increased cost of living has determined Premier Inn to focus on the brand positioning and enhance to its customers that the hotel is there to assist them being reliable through the Rest Easy platform (Marketing week, 2022). The hotel recognizes the current challenging times, and it uses its unique business model to position themselves as figureheads of budget friendly hotels, grow and create competitive advantage. 

Luxury vs budget hotels and differing Marketing strategies
Crowne Plaza has been described above as a luxury hotel and Premier Inn as a budget hotel. Travellers and holiday makers can choose based on their budget and needs between a more comfort and tailored services or a more simplistic accommodation. When comparing each company’s marketing strategy, it can be argued that both strategies are equally successful in marketing and promotion of a brand, as according to the STP marketing model. Whilst the Premier inn chooses to attract new clients (due to the short-break nature of their hotels), offering convenient locations, connections to good transport and quality night accommodation and breakfast options, they choose to market their services via social media and review sites, priding themselves on their convenience and quality. Alternatively, the Crowne Plaza opts to keep its existing customers and attract new customers by their satisfaction scorings and attention to detail and luxury, opting to expand and offer the best services to their existing customers and attract businesses with their facilities. It could be concluded that both hotels are equally successful, despite their different marketing strategies, as they both ultimately attract their target audiences.







Conclusion and recommendations 
The hotels analysed in this report have different brands marketing strategies with different strategies for segmentation, targeting and positioning. It also differs the way of marketing communication with their customers because of the different characteristics and needs of their customers. 
It is recommended for both hotels to ensure continuous communication with their customers. Also the hotels should embrace digitalisation more as it has become part of society especially with the pandemic. In relation to that it should also have contingency plan for similar situation as it has affected majorly all services. In order to ensure future growth both hotels should focus on developing services that are easy to access using smart phones or other technological devices as Premier Inn has developed their own app. It could be used for scheduling and service provision scheduling. It could be argued that it would lack the personal interaction, but it should be as a complement to the service already provided. 
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