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1. Introduction:
The main purpose of writing this essay is to highlight different approaches of marketing methods and strategies at hotel level between 2 hotel chains that belong to different categories. The choice of hotels was designed so that there are common parts, but also important differences in terms of marketing strategies approached. The first hotel chain, Crowne Plaza, it is classified as Premium Hotel and the second one, Premier Inn chain it is considered to be part of Essentials Hotels, so that their clients are from different categories and with different requests and expectations, so that their marketing can have different approaches.
“ Marketing is engaging customers and managing profitable customer relationships. The aim of marketing is to create value for customers in order to capture value from customers in return.” ( Kotler et al. 2019, p. 2)
“Customer expectations in all markets are evolving and creating value is a primary aim of market-orientated businesses. Four key benefits can be derived from adopting marketing as a guiding business philosophy: customer value, customer satisfaction, customer loyalty, long-term customer relationships.” ( Jobber and Ellis-Chadwick, 2020, p.15)
2. Main body:
Crowne Plaza is part of InterContinental Hotels Group, currently having 401 hotels in more than 60 countries with a capacity of about 110 000 hotel rooms. The hotels are located in the middle of the cities, in open central areas or luxury resort destinations. Beside the guest rooms, the hotels have a glamorous reception that makes the check in and out experience easy and comfortable for their guests. They also provide customers with a wide range of public spaces and facilities like pools, fitness centers, meeting and event rooms, restaurants, room service and dinning. (IHG, 2022)
In terms of marketing strategies, they have varied from their establishment (1983) to the present. At the moment most marketing campaigns are carried out in the online environment on their website and on social media, on Facebook, Instagram, Twitter and LinkedIn, an Act communication.
On Crowne Plaza website they suggest people to become their members for discount and offers, a customer loyalty strategy, engage customer interaction and value. A good way to get more clients is to get feedback from the customers, to get the opportunity to offer better products and services and in this way to get more customers. “Knowing your customers is the key of effective digital marketing – and engaging with them on a social platform can be incredibly revealing, without being intrusive.” (Ryan, 2017, p. 123)
On Crowne Plaza Facebook official page, most of their posts are messages for people with the purpose of creating a relaxing mood, strategies regarding the place of the hotels especially for the resorts and holiday destinations. Those are two examples from Facebook and both of them give the link to the specified hotel.
“Stay at Crowne Plaza Helsinki - Hesperia  and experience the true meaning of blending business and pleasure” ( Crowne Plaza, 2022)
“Go far to go far in life. Make your satellite offices the most inspirational, beautiful and enticing destinations around the globe. [image: 📍]: Crowne Plaza Sydney Coogee Beach “ ( Crowne Plaza, 2022)
On Instagram they applied the same strategy, posting very nice pictures with the hotel, the rooms and facilities, but also with the landscape and they put accent on the placement of their hotels, as mentioned previously, most of them located in the city center or on the beach or others great locations for wonderful holidays. In this case it is used convert process with the purpose to attract indecisive customers. Examples took from Instagram are:
“Rise. Work (or…not). Recharge. Repeat. You can do it all at Crowne Plaza” ( Crowne Plaza, 2022)
“You deserve to put your feet up. In fact, we insist.”   ( Crowne Plaza, 2022)
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Fig.1 “Now more than ever, flexibility for work and leisure travel is key (what we like to call, blended travel). Take a look at our new study to learn why blended travel is a necessary perk to attracting and retaining talent, among other findings.” ( Crowne Plaza Hotels&resorts, 2022)
Through the image attached on LinkedIn, the main aspect is the hotel location and through the attached text, the emphasis is placed again on the combination of work and relaxation, Crowne Plaza offering meeting rooms in many of its locations and relying a lot on corporations as important clients, which attracts a large number of reservations and the loyalty of those customers.
One of the strategies implemented by the hotel chain is customer segmentation.                         “Segmentation and targeting are fundamental marketing disciplines that underpin all marketing strategies and tactics. Segmentation recognizes that hospitality customers are enormously varied, but they can nonetheless be clustered into groups with similar needs, wants, expectations and requirements.” ( Bowie et al. 2017, p.57) The profile of the clients to whom it is addressed are those who combine travel with work, those who participate in congresses, those who want to enjoy time with family, but at the same time to focus on their jobs.
Ginger Taggart, the Vice President, Brand Management of Global Crowne Plaza Hotels & Resorts, said: “People want in-person connections, and they also want the space to satisfy demands outside of the traditional 9-5 to enhance their well-being.” (Johnson, 2022)
“In our Crowne Plaza survey, 96% say they look forward to travelling again for business and for leisure. Pandemic restrictions have changed how people see travel, and while many are still navigating a changing world, it’s clear that for many blended travelers , there are new opportunities to take advantage of a more flexible way of living and working.” (IHG, 2022)
Premier Inn is the largest hotel chain with more than 800 hotels all over UK. They offer a large variety of rooms: single, twin, family, accessible rooms.The brand color is a dark purple, which suggest implied high quality.
Premier Inn is using a lot of way for promoting including TV, radio, online advertising, email marketing, PR and social media, that is reach strategy and act, trying to get customers who purchase for the first time.
Premier Inn used site selection strategy with the aim of achieving significant growth:                “ Demographics, including key data on businesses, the employment profile tourism, visitor statistics, road network and traffic densities, and other relevant hotel demand drivers, have been compiled for each location.” ( Bowie et al. 2017, p.163)
On their website the transmitted message is “ From booking to bed, we're here to help you rest easy” ( Premier Inn, 2022) The idea of this being the home comfort provided by their beds: mattresses and pillows that are even for sale on their website. They put accent on prices, to offer the lowest price for their category.
A good marketing strategy is the using of a famous voice for their adverts in the person of the comedian Sir Lenny Henry. 
Premier Inn on Facebook the first message that you see it’s: “True comfort is knowing what you’re getting”,(Premier Inn, 2022) each post being accompanied by a short message and the urge book now as well as a link to the reservation.
Premier Inn on Instagram is adopted the same pattern of strategy that emphasizes the price, unmissable offers, the comfort of the rooms and especially of the bed and sleep. Messages found on Instagram are:
“There's no bedding quite like Premier Inn bedding ☁️ Take the hotel feeling home with our bundle sets, available at the link in our bio 💜” ( Premier Inn, 2022)
“If unlimited breakfast is your cup of tea then have we got news for you 😏 Ok... maybe it's not news as such, but our famous all-you-can-eat breakfast is the best for a reason 💁‍♀️ “    ( Premier Inn, 2022)
On their website and on social media most of the methods are including prices, promotions, reductions, discounts, getting the best price, emphasizing price strategies. Here are some examples:
· Kids stay free!
     	 We’re ideal if you’re looking for great-value family breaks, as up to two kids stay and eat breakfast for free with a full paying adult. (Premier Inn, 2022)
· Free parking
Over 500 of our Premier Inn hotels across the UK offer free on-site parking.
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Description automatically generated]Fig. 2 Savour and save with our current food & drink offers (Premier Inn, 2022)
	Regarding sustainability they set an industry leading target to reduce carbon emissions with 50% in the next 3 years and working as well on using plastic only where is absolutely necessary.
Both hotel chains have adopted post Covid strategies easy to be found on their websites, focusing on the safety and health of customers.
“We all play a part in supporting safe travel and we want our guests to be able to stay with confidence. Our number one priority is your health, safety and well-being.” (IHG, 2022)
“The safety of our guests and team members is our number one priority. That's why we’ve implemented extra precautions as part of our Premier Inn CleanProtect promise to ensure all our hotels are clean, safe, and adhere to the latest government guidance.” (Premier Inn, 2022)
3. Conclusion:
Comparing the marketing strategies, Crowne Plaza apply product, place and physical evidence strategies, while Premier Inn is using more price, promotion and people strategies.
	For the future of their marketing approaches, they will continue evolving and focusing more and more on customer’s needs, creating databases, that will help “prospects to become customers and then nurturing customers into lifetime customers”. (Smith & Ze, 2020) 
An important aspect for the future strategies, that has to be taken in consideration is keeping the customers for long periods and try to make them loyal to the brand.
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2 meals from £8.99, available Monday to Friday 12-6pm

Tuck into tasty favourites like Smothered Chicken, Fish & Chips and Chicken
Tikka Curry with our great value daytime menu at any Brewers Fayre,
Whitbread Inns or Cookhouse &, all from just £8.99** for two meals. A starter
or dessert can be added onto your meal for just £2.49* too.

> View daytime deals menu at Brewers Fayre
> View daytime deals menu at Whitbread Inns
> View daytime deals menu at Table Table

> View daytime deals menu at Cookhouse + Pub
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