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Introduction
	Pan Am founder Juan Trippe founded InterContinental Hotels & Resorts in 1946. Since 1998, it's been a member of the InterContinental Hotels Group. There will be 210 InterContinental hotels with a total of 71,045 rooms by November 2020. With more than 72,000 rooms and 800 hotels, Premier Inn is the biggest hotel brand in the United Kingdom. It competes with the likes of Travelodge and Ibis hotels in a wide range of locations, including city centres, suburbs, and airports. Travel Inn was the brand name under which the hotel chain first opened for business in 1987 (Enz, 2010). It all started with a location in Basildon, just near to "The Watermill," a popular Beefeater.
	In this essay, both of the selected hotels will be analysed extensively where their marketing strategies, positions and policies will be critically examined. Lastly, the essay will end with the conclusion in which the important findings of this study will be summarized.
Body
	InterContinental’s Marketing Strategy reflects the company's ability to meet its consumers' demands. Unique product designs, names, and features are developed by the Intercontinental Hotels Group to differentiate themselves in a crowded industry. Quality, variety, features, packaging, brand name, and enhanced services are all taken into account while creating a product strategy. Premier inn, on the other hand, bases its whole guest service model on ensuring that visitors have a comfortable night's sleep (Hafsa, 2020). Different types of pillows are accessible due to the fact that not everyone has the same comfort preferences (Simon, 2021). The colours, furnishings, and décor are all the same throughout, and the beds themselves have been thoroughly tested and chosen with care (Ingold, 2012). 
[bookmark: _Hlk85836744]	The Intercontinental Hotels Group's pricing strategy focuses on defining the list price, credit conditions, payment period, and reductions. To achieve price penetration, Intercontinental Hotels Group will have to provide rates that are lower than those of rivals (Lor, 2021). Discounted price helps the business gain market share (von Freyberg and Zeugfang, 2019). Even yet, management should be aware of the possibility of a price war as a result of retaliation from competitors (Ingold, 2012). As a result of the Premier Hotel When it comes to advertising, Premier Inn are anything from a bargain hotel. Instead, they tout their good night guarantee to attract customers (Jayson, 2021). Some hotels are offering special specials starting at only £29 for certain nights, and rates vary according to the time of day and location (Ivanova, Ivanov and Magnini, 2016). Prices are also paid per room rather than per person; thus, pricing is open and clear. Even while Premier Inn room rates are lower than those at high-end hotels, they are nonetheless more expensive.
	The Intercontinental Hotel Group advertises its services and goods through a variety of media. a customer may see and hear advertising for it on television and radio, as well. Having a broad reach and the capacity to draw huge crowds are advantages. Since more and more people are using the internet these days, it makes sense to advertise through online and social media channels (Thompson and Strickland, 2001). Due to their huge monthly use, YouTube, Facebook, and Twitter are the main sites where it promotes (Ivanova, Ivanov and Magnini, 2016). On these sites, it has over 100,000 likes or customers who follow it and are often exposed to the stuff that it uploads. A variety of sales marketing methods are used, including participation in trade shows and other annual events (Jayson, 2021). To boost its retail presence, it uses a huge sales team to do personal selling. When determining the annual promotions budget, it employs a proportion of sales as a measurement.
	The marketing mix is consistently used by Premier Inn, and it is targeted and seamless. To give its customers an early look at their TV commercial before it aired, Premier Inn sent an email to its mailing list (Jayson, 2021). After a year of intense competition and aggressive social media marketing to promote new hotels and activities, Premier Inn has narrowed its focus on the family traveller (Ivanova, Ivanov and Magnini, 2016). Premier Inn makes superb use of all available media, including email newsletters, special discounts, and a great website. Premier Inn's famous face, Lenny Henry, even offers some sleep advice in a video.
	The IHG Green Engage system offers all of IHG's hotels access to a full online sustainability platform that allows hotels to monitor, measure and report on their energy consumption and carbon footprint. In addition to comprehensive technical assistance, the system offers hotels more than 200 "Green Solutions" to help them enhance resource efficiency and reduce their environmental effect (Ogbeide and Siahmakoun, 2020). The activities of IHG are supported by a dedication to ethical business practices (Jessica, 2021). To minimise the environmental effect and be a constructive force for change in local communities across the globe, the firm wants to constantly improve the way these hotels function (Teare, 2019). A set of 2030 Ethical business commitments issued in February 2021 by IHG contains specific targets for carbon and waste, as well as diversity, equal opportunity and inclusion and the effect on the community. This is known as the company's Journey to Tomorrow.
	Premier Inn gives a lot of thought to the well-being of its employees, its customers, and the environment (Ogbeide and Siahmakoun, 2020). The company's mission is to be a "Force for Good," and this is evident in everything they do, from giving excess food to communities and raising over £17 million for GOSH's worthy causes to ethically sourcing all of the hotel cottons for hotel plush bedding (Jessica, 2021). This means a customer can relax knowing the hotel know about making good changes and doing the its part to better the environment in which the customer live.
	From the perspective of COVID-19 because of the continued and growing uncertainty caused by a coronavirus (COVID-19) all over the globe, the health and well-being of hotel visitors and workers are the hotel top concerns (Sanchez, Heene and Thomas, 2019). Keeping this in mind, the hotel like to provide a customer with an update on the hotel reaction to the epidemic (Aigbedo, 2021). The World Health Organization (WHO), the Centers for Disease Control and Prevention (CDC), and other global organisations, as well as national authorities for country-specific regulations, are in communication with the hotel to ensure that the activities the hotel take are thorough and appropriate in nature (Hemmington and Neill, 2021). While at the premier inn, hotel and restaurant rules are always being reviewed to ensure that hotels open and operate in accordance with these differing government limits in different regions of the UK. As a result, before travelling to England, Northern Ireland, Germany, the Republic of Ireland, Scotland, or Wales, please ensure that customers examine the recommendations or legislation that apply to a client and their destination (Ogbeide and Siahmakoun, 2020).
Conclusion
	In a nutshell, IHG undertook a strategic strategy to transform into a real-time marketing company in order to better serve its consumers and expand its business. With batch marketing gone, the ultimate objective is to provide more relevant material to clients at the right moment. So that they may do this, IHG has made significant investments in a technological backbone as well as in processes and organisations that support a new marketing strategy.
	The hotels themselves are a testimony to the brand's promise of a "good night's sleep." The purple colour of the Premier Inn brand evokes feelings of warmth and elegance, and all Premier Inns have a similar layout and style, giving the impression of a home away from home. Black-out curtains, extra pillows, and comfortable, high-quality mattresses all contribute to a restful night's sleep. Rooms are always spacious, clean, and well-lit. It is the Intercontinental Hotels Group's pricing strategy to determine list prices, credit terms, payment durations and reductions in prices. Intercontinental Hotels Group will have to provide prices that are lower than those of competitors if it is to achieve price penetration. The company gains market share by offering products at a discount. In the event that rivals retaliate, management should be prepared for a price war. There is nothing cheap about Premier Inn when it comes to advertising. It's their good night promise that sells them instead. Depending on the time of day and location, some hotels are charging as little as £29 for certain nights. Pricing is open and transparent since guests pay for the whole room rather than a single individual. Premier Inn prices are cheaper than those at luxury hotels, yet they are nonetheless more costly because of the added fees.
	Premier Inn's success may be attributed in large part to the company's ability to execute successfully across all of the company's brand positioning elements. The seamless uniformity across all channels and the dedication displayed here to the brand promise may help all organisations. With the brand's continued growth, it's clear that they have amazing market sensing abilities and will continue to expand and provide exceptional value for customers.
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