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The Intercontinental Hotels Group Plc has been established in 2003; even though it may seem like a new organization, the origins of the organization can be traced back to 1777 when Williams Bass has founded the Bass Brewery. Once the UK government put restrictions upon the number of brewery and pubs owned by a single establishment, Bass started to expand the business into hospitality industry. This chain of hotels is currently listed on the London stock exchange (IHG, 2021). As of 2020 the organization employs over 320,000 people all over the world in its over 5000 properties (IHG, 2021). The learner has selected this organization for the assignment because this multinational chain is present almost every country in the world, therefore, is better able to understand and convey the impact of market evolution, and other changes (Labbad and Niketh, 2018).
Best Western International has a completely different business model than IHG; BW International owns the BW hotels and resorts which have licensed over 4000 hotels and hospitality establishments around the world (Sztorc, 2017). Even though it has been established long before IHG in 1946; the organization has started to expand in Asia and Europe in 2002 (Bestwestern.com, 2021). These markets are one of the most profitable markets for IHG even now. The learner has selected this organization this is completely different from IHG in every aspect such as business model, market segmentation, capabilities and so on. It will be easier for the learner to draw the differences between the two (Wang and Liu, 2018). 
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The Intercontinental groups of Hotels or IHG is present in over 100 countries with 3500 properties that offer 535,000 rooms to its guests (IHG, 2021). The organization has founded its marketing strategy on product differentiation. It has 16 different brands i.e., hotel chains that cater to different categories of consumers based on demographic as well as psychographic factors (IHG, 2021). Based on these factors the organization has segmented the available market which is then used to skill fully target the IHG consumers for the brand. it has segmented the market in three categories – mainstream, upscale, and luxury; based of demographics(IHG, 2021). The organization uses different marketing and business strategies based on the market; for example, in America and Europe it usually has franchise properties, whereas in emerging marketing it follows a managing model (Silvar and Bayer, 2017). This refers the organization being directly involved in the management of the properties. 
Best Western has been consistently lauded for its marketing efforts in the hospitality industry; the organization typically follows strategic partnerships in its marketing approach (Bestwestern.com, 2021). Along with strategic partnerships, digital marketing of Best Western is also quite innovative which is constantly working with each owner to help them stay aligned with the organizational direction and objectives (Bestwestern.com, 2021). The organization has segmented its market in two categories – mid-market i.e., consumers from middle income households, and upscale i.e., people with hIHG-income. Its target audience is both business and leisure travellers from both demographics (Bestwestern.com, 2021). To understand its marketing approach, one must first understand that Best Western is not just a group of hotels, rather it’s a community of independent hotels that has come together to pool its marketing capabilities to generate higher revenue. Therefore, unlike IHG it does not follow a single marketing approach on all fronts (Sanchez-Casado et al., 2019). 
Globally the hospitality industry and more specifically the hotel industry has been valued at 1.22 trillion dollars in 2021 (Statista, 2021). Considering the Coronavirus pandemic of 2020, the InterContinental Group Hotels have generated 13.5 billion dollars in gross revenue, which has been only 27.9 million in 2019(InterContinental Hotels Group PLC, 2021). It has managed to gain the highest levels of profit from the American market; the organization has attributed 52% of its profit from the American market, which is followed by the EMEAA market i.e., Europe, Middle East, Asia, and Africa (InterContinental Hotels Group PLC, 2021). This shows that even though IHG is a UK based organization, it has a deep understanding of the global market; hence it is one of the leading international hotel chains in the world.
However, Best Western group of hotels has not witnessed such success in this year; rather the organization has been struggling as ‘Paycheque Protection Fund’ has shut down, and the organization has witnessed a steady decline if customer engagement and revenue generation (Bestwestern.com, 2021). The organization has also reported that post the pandemic and initial lockdown the hotels has witnessed a massive decline in its summer bookings and revenue, similarly in the winter and holiday season again. However, there are several new brands that have associated with the group, which makes up 40% of its pipeline (Bestwestern.com, 2021). 
In the current world, consumer expectations, and the market has changed. Hence, IHG has also shifted its focus from product differentiation to strengthen the factors to drive growth (Williams et al., 2019). During the pandemic the hospitality industry has suffered the highest financial losses; hence, it is inevitable that IHG has shifted its focus on enhancing growth. For example, the organization has focused on enhancing its sales force of 21,000 globally (InterContinental Hotels Group PLC, 2021). Considering the pandemic, IHG has also developed ‘IHG way of clean’ programme which prioritizes safety and sanitization of the guests. IHG has also aimed to strengthen its digital marketing approach after witnessing the social media surge of 2020.
The BW marketing strategy is currently focusing on enhancing value proposition through redesigning the products, as BW believes that hotels rooms are perishable items (Nusair, 2020). Other than this, the organization has also changed its pricing strategy that now focuses on value-based pricing (Bonn et al., 2018). Through this, Best Western has clearly communicated the brand’s deliverable from each of the properties and products, and set a price as per the perceived value of the product in the consumer’s eyes. However, many argue that changing the pricing strategy may not be effective for the current market (So et al., 2020).
In early 2021 IHG has announced a programme namely ‘Journey to Tomorrow’ which has described ten comprehensive aims for the next decade (Graziano, 2021). These commitments include – improving the lives of the community of 30 million around the world, increased access to safe water in high-risk areas, reducing carbon footprint in line with environmental reports, reduce waste generation, and enhance inclusivity and diversity. The organization has conducted a world-wide survey which shows 82% clients believe it is important for a hospitality organization to meet these criteria (Franzoni and Avellino, 2019). Consumers are also willing to spend 32% more on an average on hotels that has these organizational values (Ng and Tavitiyaman, 2020).
The sustainability approach for Best Western in quite different from IHG; this organization focuses on technological innovation for sustainability. For example, investing in energy conscious behaviour, hybrid and electric vehicles for guest to reduce fuel consumption, and so on (Franco, 2021). Since this organization has over 4000 independent hotels all around the world; it is able to diversify its efforts. Other than climate friendly transportation, BW is also invested in protecting the environment and protection and conservation of the bees. 
The primary changes that can be seen in IHG marketing strategy is that it has started with over 180 properties directly managed by the group; however, in order to increase flexibility, the brand has adopted an ‘asset light policy (Mackenzie and Goodnow, 2020). This has reduced the number of hotels directly managed by the group significantly. Other than the ‘asset light policy change the organization has not changed its marketing policies too much; the higher management of IHG has reported that rather than changing marketing approach it believes in changing the priorities (Hsieh et al., 2020). Therefore, after the pandemic the marketing message has centred around the brand, consumers, and the owners. Rather than differentiation, IHG is focusing on marketing scaling and enhancing guest experience(InterContinental Hotels Group PLC, 2021).
Best Western group of hotels has focused on building customer loyalty; as discussed earlier the organization suffered significant blow owing to the pandemic. Therefore, in order to revive the situation customer engagement and loyalty is key (Bharwani and Matthews, 2021). Since the loyalty programme at Best Western has consistently been the best in US; enhancing its impact is more plausible for the company. Through its ‘We Care Clean Program’ the organization has not only started to follow CDC guidelines of social distancing and sanitization, but also focus on a safe and clean stay for the guests (Filimonau, 2021). The objective of the program is to ensure the sanitization does not interfere with the guest’s stay or their safety. 
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In conclusion it can be said, that the essay has provided a clear understanding of the differences between the InterContinental Hotels Group Plc, and the Best Western group of hotels. IHG’s marketing strategies are more focused on driving growth which used to be about product differentiation. However, BW has changed its marketing strategy from strategic marketing to value proposition and changes in the pricing policy. In case of sustainability also these two brands have completely different approach; IHG is more focused on the community and environment, whereas BW is focused on technological innovation and development. However, in terms of post pandemic changes in marketing strategy both organizations have incorporated their own cleaning and sanitization drives. 
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