A comparison of the marketing methods of two multinational hotel chains.
Group A Intercontinental Hotel Group (IHG)
And 
Group B Premier Inn
This essay will be introducing the subject of marketing by specifically comparing and contrasting the marketing methods and strategies of the brands of two multinational hotel chains namely Intercontinental Hotel Group (IHG) and Premier Inn. It will consider what part of segmentation and targeting plays within their marketing of their brands whether there are the same or different. Furthermore, the essay will discuss the different generational approaches to marketing, the use of social media and digital marketing versus traditional advertising and marketing techniques. In conclusion the essay will discuss how the two chain hotels have changed their marketing over-time to include whether their marketing methods have been influenced by providing a ‘green’ message? And what changes have the two hotel chains made during the pandemic to their marketing.  
Marketing has been defined in different ways by different authors. According to the American Marketing Association (2021) marketing is the varieties of activities or process of planning, creating, communication, promotion, delivering, implementing the conception, pricing, and distribution of ideas, goods, and services to create exchanges that satisfy individual and meet organisational goals. While Cronje, et..,al (2007) defines marketing as consisting of administration tasks and judgments directed at efficaciously meeting opportunities and pressures in a vibrant environment, by successfully developing and reassigning a need-satisfying market offering to customers, in a way that the objectives of the business, the customer and society are attained (Lux tripper, no date). 
 
 
The Intercontinental Hotel Group (IHG) and Premier Inn Hotels are multinational hotel chain business in the hospitality industry. Both the hotels’ brands are unique and have a clear and comprehensive marketing and branding strategy that is sustainable and different from its competitor. 
The IHG operates hotels and resorts across the globe offering 4 collections, 16 brands and 6,000 destinations to choose from of luxury, essential, premium, distinguished design, foods, unforgettable service bind luxury and lifestyle collection in extraordinary experiences each in its own unique way (Travel Advisory, 2021). Its Unique Selling Proposition (USP) is its elegance lifestyle it offers its customers unique from its competitors such as the lux benefits in terms of; the organisation of all trips and tours, handpicked hotels & resorts, exclusive privileges and offers, dedicated advisor from start to end, tailor-made itineraries built just for the customer and loyalty discounts – the more you book, the better saving you get (Lux Tripper, no date).  
IHG is one of the leading hotel companies in the world and its marketing methods and strategy are based on a strong loyalty proposition, a family of much-loved brands, outstanding hotels, talented teams, and long-standing proprietor in key markets internationally (Barr, 2018). According to Barr (2018) Chief Executive Officer it is these basics that are the basis upon which the company has executed a vibrant and effective strategy in helping to considerably grow the business and create significantly returns for its stakeholders. In 2018 it accelerated its growth by combining its Asia, Middle East and Africa operating region with Europe which allowed the company better use their scale, share the best practice and in turn increased investment in specific markets (Barr, 2018). This was a good strategy that allowed the company too generally to move to a new organisational structure resulting in being able to work faster and more effectively as one international team bringing about integration of the Commercial and Technology functions in maximising revenue delivery and bring new products and services faster to the market. This new strategic optimised the company brand portfolio; improving hotel revenue delivery using digital and technology innovation which enhances the guest experience; improved the owner proposition across growth, hotel prologues and performance; that enabled to strengthen the IHG Rewards Club loyalty programme through personalisation and influential corporations according to Barr (2018). IHG objectives is to provide true hospitality for good, its ambition is to deliver industry – leading net rooms’ growth and the strategy is to use its scale and expertise to generate an extraordinary guest experiences and owner returns required to grow the brands in the business most valued markets and segments (IHG, 2021). 
The IHG does apply market segmenting, targeting, and positioning in its market strategy. The market segmentation strategy of IHG follows market differentiation and niche marketing which is creating a variety of products that are targeted to different markets and exclusive to each market targeted (Libraries, no date). It has put in place measures that guarantee that it attracts more clients from a wider range by creating different products for different market targets. For example, by focusing and differentiating business strategies it has created hotel brands like the Crown Plaza that serves the extravagance customer segment, the Holiday Inn to cater for the mid-price segment, Holiday Inn Express to provide for the economy segment, and the Holiday Inn Select for the business travel segment(IvyPanda, 2020). 
The Premier Inn is one of the strongest hotel chains in the world based on the analysis of marketing investment, equity, and the impact of these on business performance. Its Brand Strength Index (BSI) scored 88.7 out of 100 beating rivals like Holiday Inn and Hilton (Gilliland, 2017). They are hospitality experts operating over 800 hotels in the UK and Germany providing great food and comfortable rooms. The hotel brand includes foods and beverages; where guests sleep comfy king-size Hypnos bed, an en-suite bathroom with power, Freeview TV, shower and so much more at a price to match from £19 a night (Whitbread, 2021). Their unique operating model offers a clear delivery winning client proposition that has a strong appeal to its customers in both the current and post pandemic environment (Whitbread, 2021)). Their key component of the model driving its competitive advantage is the brand strength, scale advantage, direct digital distribution, property flexibility, operational control, and everyday efficiency according to Whitbread (2021). 
The Premier Inn segmentation, target group, and positioning (STP) are the businesses, families looking for budget accommodation and its target group are travellers and backpackers, and its positioning is UK’s best budget hotel (mba skool, 2021).Its approach to marketing its brand involves promotional mix who’s components are personal selling for example telemarketing, personal meetings, e-mails, and correspondence; adverting for example using magazines,  websites, newspapers, television, and city buses; direct marketing, sales promotion and the  Premier Inn weekend promotion by comedian Lenny Henry (UAC, 2012). 
The IHG and resorts is a luxury hotel brand found across the global and was created in 1946 by Pan Am’s founder Juan Trippe. While the Premier Inn is a British hotel chain operating hotels in areas like city centres, suburbs and airports competing with the likes of Travelodge and Ibis hotels. The Marketing Strategy element of IHG is aimed at luxurious and elegance lifestyles that reflects the solution to its clients’ requirements needs. While the Premier Inn its Marketing Strategy service is aimed at providing rooms that offers a great good night sleep by understanding that not all individuals have the same preferences when it comes comfort at affordable pricing and value for money. IHG pricing strategy is focused on setting price list such as credit terms payment period, discounts which enables it to win the market share based on discounted pricing. IHG is a luxury hotel and Premier Inn is a budget hotel focusing on the good night sleep guarantee. It offers sales promotion on selected nights from £29 and this can vary depending on time and location. Also, the prices are charged per-room and not per-person. 
Both these two hotel chain businesses have over the years changed their marketing activities in delivering services to their customers’ needs and preferences. Marketing has significantly evolved from traditional marketing strategies to digital marketing and techniques. Traditional marketing used offline methods sure as tradeshows; radio, direct sales, and television to reach out to the people about their products, in today’s world hotel chains are using digital marketing techniques like social media platforms for example Google, Facebook, Instagram etc. to reach out to their customers. 
The Premier Inn has incorporated the green message in its marketing of its brand for example since 2010 it started using sustainable construction materials to reduce 30 carbon emission and 40 water saving (Premier Inn, 2018). All waste from its hotels is diverted from the landfill and it recycles its beds, pillows, and duvets. It is also removing unnecessary single use plastics by 2025 from its entire hotel and has signed up to UK Refill, offering free water bottle refills to over 3000 sites (Premier Inn, 2018). While the IHG Green Engage system provides guidance to its hotels on how to manage their waste. Through this tool it encourages its hotels to create a waste management plan how to handle, store and dispose of waste both on and off-site (IHG, 2021). 
During the pandemic, the IHG shifted completely its marketing strategy and operations by developing process that took care of its stakeholders, guests, colleagues, owners, and communities. This was done by implementing updated flexible bookings, cancellation policies, and flexibility in all aspects of loyalty programs, cleanliness and safety became the critical aspects of the business (Elliott, 2021). While the Premier Inn hotels changed its booking and cancellation policies (to flex, semi-flex, advance and standard) meaning you could cancel bookings and get a refund (Schraer, 2021). 
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