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In this essay I would like to choose Intercontinental Hotel Group (IHG) from group A and Wyndham Hotels & Resorts from group B. There are several reasons to choose this hotel and resort. One of the reasons is that the two hotels are always striving to ensure maximum service to their customers. At the same time, they have ensured maximum service by understanding the needs of the consumers. Feedback from customers at both hotels is good. Most of them have expressed satisfaction with the services of the authorities (Hasrat and Rosyadah, 2021). At present, when renting a hotel or resort, the first caterer is their security system. The security arrangements of the mentioned hotels and resorts Intercontinental Hotel Group (IHG) from group A and Wyndham Hotels & Resorts from group B seem to be quite good. For these two special reasons, I have chosen two hotels.
[bookmark: _Toc85665328]Comparison of the marketing methods
Historical background of Intercontinental Hotel Group (IHG) 
The Intercontinental Hotel Group (IHG) was founded on 15 April 2003 about 18 years ago in England, United Kingdom. The history of this hotel is very old and varied. Its history is about 200 years old (Hotels, 2021). In 1988, due to legal complications in Britain, the hotel authorities made major changes. Intercontinental Hotel and Group highlighted their name since 2003. But before 2003, Intercontinental Hotel Group (IHG) changed its ownership various times. In 1998, it was sold to the British brewery Bass and in 2000, the British Bass company sold it to six continents again (Voegeli, 2021). This hotel was damaged by malware a few days ago and was far behind. Infected with this malware, the hotel lost a lot of its credit card information and suffered a lot of losses.
Historical background of Wyndham Hotels & Resorts
Wyndham Hotels & Resorts was formed in 1981 about 40 years ago in Dallas, Texas, the United States by Trammell Crow. This hotel has a very diverse historical background (McCune, 2021). It is sold by changing ownership several times in a step-by-step manner. At first, it start its journey as Hospitality Franchise System (HFS) and after buying the ownership by Trammell crow the president of Trammell Crow Company it named Wyndham International from the name of his wife Wyndham Robertson. In 2008, it purchased ownership for 150 million dollars from Global Hyatt Corporation. In 2010 they had approximately 13000 guest room facilities and more than 40000 employees working with them around the world (Gürlek et al., 2021).
The current market position of Intercontinental Hotel Group (IHG) 
At present Intercontinental Hotels and Resort is conducting business with great power. They are making a global impact by exploiting their long-standing tradition and reputation. They are currently serving more than 100 countries around the world. They have about 6,000 hotels and 885,000 guest rooms. With such a huge amount of scope, it is constantly serving the customers. They have added 16 brands under their hotel (Li et al., 2021). Most of which are world-famous. Their demand for food and beverages is so high that food and beverages accounted for 13% of the 15% revenue growth in 2020. Launching 8 call centres for customers around the world and providing regular services. Moreover, they are presenting their updates and facilities to the customers through websites in more than 100 languages
The current market position of Wyndham Hotels and Resort
Wyndham Hotels and resorts are coming up with services as roadside hotels and resorts. Travellers are especially attracted to them for their convenience. Having roadside facilities makes it convenient for travellers to travel. Many hotels are located far from the station or airport. In these hotels or resorts, people usually rent for a meeting or program. But on the roadside, travellers, as well as people from any organization, are hired for the meeting. So far, they have linked 21 brands to their hotel business under 6 categories. They have branches in about 9280 places around the world. They are constantly serving customers across such a huge space.
Marketing strategy used by Intercontinental Hotels and Resort
To run any business you have to follow certain tactics. When it comes to running a business, you should focus more on marketing. Nowadays marketing is done in many ways. In today's age of technology, everyone spends a certain amount of time online. Using this opportunity, Intercontinental Hotels and Resort has chosen the path of online marketing (Alamsyah et al., 2021). They are using social media to promote themselves online. Because nowadays everyone gives time through social media. This makes it possible to reach consumers easily. However, there are some difficulties in this case. That is, which social media will run more campaigns is a matter of consideration. However, Intercontinental Hotels and Resort is using its website to promote its identity. Their website has a description of all their services. Anyone can book a seat at their hotel at any time from their website.
Marketing strategy used by Wyndham Hotels and Resort
Marketing is very important in any business. After starting a business, it is difficult to move forward in that business if you cannot present it to the people. Therefore, it is important to introduce yourself to potential consumers before starting any business. That's why we need a good marketing strategy. Like other hotels and resorts, Wyndham Hotels and Resort also markets online and offline (Pew et al., 2021). Although offline marketing is difficult, it is a more effective process. Because in offline marketing, if the customer has any question about the company, he can easily know. As a result, everyone's idea about this company is clear. Businesses can also be expanded by bringing services closer to the people. Because when people travel, they want to be around their travel spot. So their priority is to stay at a nearby hotel King Resort. So the hotel authorities are expanding their business by opening many branches (Bondarenko et al., 2019).
Consideration made by Intercontinental Hotels and Resort
These hotel authorities have focused more on their luxurious services. They are claiming the service of the world because they provide high-quality service to all premium people. Besides, they are very careful about the food and drink in their hotel. They have taken themselves to a much higher level with their food and beverages. Because 20% of their total revenue last year came from outside the residential system. And 13% of this 15% comes from food and drink. This means that the quality of their food and beverage has satisfied the customers to some extent. So they are promoting their food and beverage in their marketing (Daniel, 2021). Moreover, they are marketing more with their rich housing system and security. This is a green message to attract their customers.
Consideration made by Wyndham Hotels and Resort
These hotel authorities are running more marketing campaigns with their worldwide availability. According to them, they are the most branched organization in the world. Due to which any customer can easily take their service. Since they have many branches, they can go to many places with their services. This means that no matter where the customer goes, their service is ready for him (Telusinternational.com. 2021). Again they are showing people in front of them as a roadside resort. Because for the convenience of people's travel, they want to take a hotel or resort on the side of the road or in a place with transportation facilities. They are mainly paying more attention to travellers. Because of the expansion of the tourism industry, many travellers are now available. And with those travellers, they have aligned their marketing strategy.
Messages to the customers regarding the COVID-19 pandemic by Intercontinental Hotels and Resort
With the coveted situation in mind, Intercontinental Hotels and Resort has arranged all the safety from their reception to the room. Regarding the safety of Covid-19, they have assured their customers that the hotel authorities are ready to provide their overall service in case of any need (InterContinental Hotels Group PLC. 2021). If anyone wants to arrange a meeting or conference at their hotel or resort, they are ready to provide adequate safety there as well.
Messages to the customers regarding the COVID-19 pandemic by Wyndham Hotels and Resort
Covid-19 pandemic is not allowing any customer to enter their hotel area without a face mask. Moreover, they have given the message to the customers that every one of their employees is serving the customers by maintaining maximum safety. Sanitation is available at the main entrance to their hotel (Wyndhamhotels.com. 2021). Each room has a separate hand sanitiser, mask, personal protection equipment, etc. for each customer. Moreover, this corona situation has changed their food arrangements. Above all, they have made all kinds of preparations to attract customers.
[bookmark: _Toc85665329]Conclusion
In the essay, group A selected the Intercontinental Hotels and Resort (IHG) and group B selected the Wyndham Hotels and Resort both of them are special from their different side. They are doing their business quite well from their perspective of business (Pavlova, 2020). But their business strategy is mostly different from one to another. Both the company and their business details about marketing policies and development process are described in the essay. Intercontinental Hotels and resorts can claim the best in terms of their luxurious accommodation and good food and beverages, they don’t compromise with their quality and their marketing strategies is dependent on their best quality. Wyndham Hotels and Resort can claim the best in the world with its availability and roadside facilities. That is to say, they can do marketing with all their unique opportunities. It is possible to attract customers as well as achieve success in the hotel and resort business.
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