Essay

A comparison of the marketing methods of two multinational hotel brands





[bookmark: _Hlk117792032]Student name: Elena Silvia Cazacu
Student ID number: 2207618
Module title: Marketing Essentials BMIH4005
Lecturer’s name:  Christopher Wilkin




Marketing methods plays an important role in business management, The essay would cover the two multinational hotel brands that are focused for comparison are hotel Crowne Plaza and hotel Premier Inn. Both of these are British multinational chains, and operates in variety of locations across U.K. as well as all over the world. The reason of my selection is that both of these hospitality companies are preferred by myself, as it is appreciable the way they operate and market themselves (Jobber and Ellis-Chadwick, 2019). These hotels are among the big players in the hospitality industry and their marketing strategies are at top level. We can say that Crowne Plaza and Premier Inn are rivals in United Kingdom as they both provide magnificent hospitality services and generate huge capital every year.
Both of the hotels were established in 1980s. Premier inn is owned by Whitbread group and it is among the largest players in United Kingdom with high bedroom numbers. Premier inn started with the name Travel Inn in 1987 as a rival of Travelodge by Forte which had a crown of UK’s largest budget chain. 2004 was a big change for travel inn as Whitbread changed the company’s name to Premier Travel Inn and bought 142 Premier lodge hotels, and by that they snatched the crown from Travelodge (Premier Inn, 2022). In 2007 the company was rebranded as Premier Inn for £21m. It was announced by the company in April,2008 that the company will invest £100 million for expansion in London. Premier sold off smaller hotels that had less than 30 rooms of Premier Inn are mostly newly built and are situated in many inner locations in UK (Premier Inn, 2022).  
Crowne Plaza was founded in 1983 known ass Holiday Inn Crowne Plaza owned by Holiday Inn. Later in 1999 IHG (InterContinental Hotels Group) earlier known as Base PLC bought Holiday Corporation and renamed the brand as Crowne Plaza Hotels. Head quarter of this brand is United Kingdom.  
In November 2021, Crowne Plaza started a campaign- Challenger Brand Strategy, for which they were awarded by Worldwide Hospitality Awards in the category of Best Marketing Operation. The motive of this campaign was to claim that Crowne Plaza is the best for business travel and wanted to reposition as challenger brand. They claimed that “WE ARE BRINGING HUMANITY TO BUSINESS TRAVELL” and no one knows a business traveler better (Smith and Zook, 2019). Their aim was to reposition as the best business travel preference, they redesigned their architecture and room settings as per business travel requirements such as movable desk and more formal work area, noise reduction measures, different mood light settings with different modes like work, relaxation and sleep (Bowie et al., 2016). The new design that they called New Modern aims to meet the productivity needs for the guests. They have a workplace in the hotels named The Plaza Workplace for guests to work and interact, it is also for working solo. They have spaces for booking events and to do professional business meetings (George, 2021). They also have The Studio for workshop events or private dining. According to George (2021) guests desire for a service that is more on emotional and caring side as they are stressed and alone while on business trips so they focus on human interaction with providing different activities for them. This campaign has brough satisfaction to business travelers and has turned out to be a good achievement for The Crowne Plaza.
The ongoing campaign of Premier Inn hotel “Rest Easy” is good marketing strategy that was started after COVID (Pandey, 2021). They created a television ad to portray “Same feeling, Whatever the trip” and Sir Lenny Harry narrated this ad, they sure spent a lot of money on this television ad. The rest easy campaign claims that at every Premier Inn hotel guest will have top quality experience as Premier Inn has 800+ hotels in United Kingdom. They want to promote consistency of which they are famous of, they are delivering a message that no matter the trip whether it is a business trip, day out, family vacation the guests will have top quality experience in every case (Wang and Xia, 2021). Now how can we rest easy while staying in Premier Inn as they claim. They seem to have rooms of different variety such as spacious room for family or stylish Premier plus rooms as they show in their rest easy television ad. The rates are flexible as per the requirement in case of change in plans. Premier is located in all over United Kingdom having 800+ hotels so the guests who prefer to stay in Premier have option in maximum locations. They claim to be providing the best sleep experience as they say their beds are comfortable like the bed of dreams (Hristoforova et al., 2019). They have good schemes for family as the small kids can stay and eat for free in spacious family room with their parents. Hotel also claims extraordinary cleanliness. The hotel provides multi-cuisine foods and claim to have an amazing taste. After doing some research and reading may reviews about all the things that premier claims, we found that this campaign has resulted in good comeback as the hospitality industry was affected massively due to the pandemic. People are having good experience staying in Premier and the marketing strategy seems to be gaining returns as expected (George, 2021). 
Currently Premier is the largest hotel chain in the entire United Kingdom. They generated a revenue of £590m in 2020/21. They have 82,286 rooms in United Kingdom and they are growing in Germany as well, as in Germany they currently have 5,875 rooms. They were recognized as Top employer by Top Employers Institute for straight 12 years including this one. They rank 24th in Financial Times Diversity Leaders Index. 
Furthermore, COVID affected all the industries but the tourism and hospitality industries the most. After the pandemic Whitbread the owner of Premier Inn said that in 279 of years history it was the most difficult year for them. Sales were affected by 70%, and the company had losses of £1 bn in 2020-21 financial year. The company is investing in marketing to increase the demand for staycations and for business recovery. They started rest easy campaign for three years span of time to increase the sales and reposition themselves in the hospitality industry (Jiang and Wen, 2020). 
In addition, Crowne Plaza of the InterContinental Hotel groups was also affected massively because of the Covid-19 pandemic. They faced huge losses resulting in 53.4% drop in revenue per available room (RevPAR) in the second last quarter. They closed down 3% or around 199 hotels. With the Challenger Brand Strategy, they seem to make a good comeback as in 2019 the number of rooms they had were 97,754 which reduced to 56’146 in 2020, in 2021 they seem to grow back having 68,870 number of rooms. They even made videos for guests that they are providing true hospitality and a safe and hygienic stay (Šerić and Šerić, 2021).
To summarize, we saw both the hospitality companies had their own strategies to grow after and before the pandemic. They seem to get more and more digital to provide utmost convenience to the guests for their stay (Puspita et al., 2021). The Premier Inn’s “rest easy” strategy has worked out to be a great strategy for them as they made a good comeback and are starting to gain the trust that is needed to grow after the pandemic. On the other hand ,Crowne Plaza’s challenger brand strategy that focuses on business trips and claims that they provide the best business trip experience and they know a business traveler better than anyone else, as business trips are growing because international interaction is easy because of the internet and people are able to take their business to other regions and countries, businessmen travel more often for work purposes and it’s a good strategy to focus on business related stays (Aljumah et al., 2021). If we compare both the strategies, in my opinion the Premier Inn’s Rest Easy campaign is better as they focus on all the types of stay and claim that no matter what is the trip for the guests will have the same top-quality experience as always. Rest Easy campaign is on a huge level and seems to be a three years campaign that aims for gaining back the losses the COVID-19 pandemic brought. 
It is crucial to gain people’s trust in hospitality industry because as they say people expect the treatment in hotels to be more on emotional and connectivity side (R. Taylor, 2020).
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