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Intercontinental Hotel Group (IHG) and Best Western International, Inc. are two renowned hotels chains that operate across the world in several countries with their established brands. IHG was established in England and its headquarter is in Denham, Buckinghamshire. It has a total of 16 different brands in across over 100 countries. The hotel group has a total of 5,959 hotels which houses 883,819 rooms (InterContinental Hotels Group, 2021). The company has excellent market reputation in terms of its hotel ambiance and decoration. In 2020, it added 285 new hotels in the brand lines which increased its market share by 4%. On the other hand, Best Western has a smaller number of hotels of more than 4700 under its 18 brand names (bestwestern.com, 2021). The hotel group is headquartered in Phoenix, Arizona. More than 2,000 of the hotels are located in the North America region. The hotel chain’s brand has three tiers including Best Western, Best Western Premier, and Best Western Plus (best-western-rewards, 2021). 
IHG and Best Western are extremely popular in the market across the world, but their marketing methods are different which is due to their different market segment. IHG has four brand classes which include Luxury and Lifestyle, Premium, Essential, and Suites (Vasić and Čerović, 2021). These four varieties serve different customer segments based on their market potential and needs. Premium hotels, for example, mainly for the convenience of the customers (IHG, 2020). The hotels of this brand class make sure that guests get personal and purposeful experience during their stay at the hotel. On the other hand, experience at the Essential hotel brand mainly covers a warm and trusted service. Luxury brands of the hotel provide a distinctive and personalized service with unique experiences (IHG, 2020). The way Best Western classifies its hotel is quite different from that of IHG. Its hotels are divided into 3 different names including Best Western Hotels and Resorts, World Hotels Collection, and SureStay Hotel Group. The Best Western category is for extended stay with upscale options for the guests who want to travel places. The World Hotels Collection serve the customers with unique experience which will be unforgettable for them as they visit the exquisite the ambiance and its rooms. The SureStay Hotel provides value-based service to the travellers so that they can have service at an affordable price. 
The two hotels market their service in their unique manner and these methods of promoting their products have changed over time even though some similarities can still be observed in the two hotel chains. In the hospitality industry most of the hotel chains have several brands that serve different customers based on income demography (Ktait, 2020). IHG and Best Western even though has different brand classes and serves different customer segments, the basic marketing methods of he two organizations are quite similar. Both these hotels at first keep track of their target customers and identify their valuable needs and wants, and communicate service-related messages to the customers as needed. However, the two hotels have some unique ways of serving their market and conducting their marketing techniques. They also have changed their ways of serving the customer during the pandemic.  
During the pandemic, IHG’s management responded to the changing dynamics due to this global crisis so that its businesses can survive in the time of such social distancing and social change (Korstanje and George, 2021). The first change was brought in its loyalty program which included some changes in the ways the hotel operates. For example, the changes are related to how the hotels are going to serve in the restaurants and what customers will qualify to stay in the hotel. As the pandemic has made everything much unpredictable IHG also adopted a new flexible cancellation policy so that if a customer has some sort of emergency they do not hesitate to cancel and get their reimbursement (Davras and Durgun, 2021). The changes are also observable how the hotel maintains its relationship with the customers. To ensure engagement with the customer approximately 1500 guest relations agents were employed who worked from home and still provided great customer service.
Best Western also made several changes in its marketing approach in order to ensure that the customers of the company stay loyal and feel comfortable in getting service from the company during the financial hardship imposed by the pandemic (Davras and Durgun, 2021). The first strategy of the hotel chain was to introduce new discount offers of several kinds: One is See You Soon which includes a $20 off from the price, and another is Senior Discount which is offered to senior citizen for a saving up to 15%. Other offers include AAA Discounts, Government and Military Discount and Early Web Special (save 15% to 30% when you book early).      
The use of technology has become a major issue in hospitality industry. It has revolutionized the industry and brough several advantages to the marketing approaches in the hotel chains. IHG and Best Western also adopted different new technologies to provide valuable and fast service to its customers. IHG has installed a new cloud-based technology which will allow the firm place the performance-driving tools in a quicker way (Barrows, 2020). The hotel chain will also develop a first-class booking experience with its industry-leading Guest Reservation System. Its digital check-in service is highly efficient and worked effectively during the pandemic. More than 1000 IHG hotels currently has this check-in service. The service is provided through a mobile app which helps customers for check-in and check-out. This service has come out very fruitful during the pandemic.
best Western has several marketing strategies and among them an efficient one that helped the company grab a lot of attention is its Trial Stay. The hotel offers its target market segments to stay at its hotels for free as a trial of their service. During the stay the hotel provide all sorts of facilities to the guests and regularly takes critical feedbacks from them in order to find out the lacking in the service of the hotel. This strategy helped the hotel get the attention of the millennials and created a buzz in the market. IHG used a quite similar marketing strategy call Experimental Marketing which also offered a trail stay at its hotels. It also created a good buzz in the hospitality industry and helped IHG develop its customer service by a greater quality.     
During the COVID-19 pandemic new health and safety guidelines are introduced in the entire hospitality industry. Companies had to change the way they serve the customers with new policies. The important issue was raised how these new guidelines are to be communicated with the customers. IHG formed a Global Cleanliness Board along with industry-leading experts Cleveland Clinic, Ecolab and Diversey in order to ensure that the policies are in line accordance with government rules and that these new changes are communicated to the market (Ross, 2020). On the other hand, Best Western Cleanliness and Hygiene Council was formed for the hotel chain’s cleanliness policies. All these policies were informed to the customers via email, text messaging, and personal contact over the phone. This technique provided proper assurances to the customers (Arjona, 2020). 
The pandemic also raised questions about the environmental sustainability within the hospitality industry. This industry significantly contributes to the environmental pollution which has become a global concern in current times. Environmental sustainability is one of the SDGs which is highly focused in the industry nowadays (Revfine.com, 2021). IHG and Best Western both the hotel chain responded correctly with regards to this issue. Best Western is planning to go completely green by 2030 (Presenza, Messeni Petruzzelli and Natalicchio, 2019). By 2025, it will adopt sustainable energy consumption by 60%. One of the best practices found in Best Western is that the hotel uses recycled products in order to promote recycling within the industry and among its customers.  
Intercontinental Hotel Group has been charged for environmentally unsustainable practices because many of its hotel caused several environmental damages in some areas such as Asia. However, the hotel chain has adopted some practices which will result in a major shift in the firm’s sustainable practices. In response to that, IHG Green Engage™ has been formed which handles the hotel’s environmental management system (Doswell and Nailon, 2019). It made significant improvement for its water management. It is also using sustainable energy sources to power its hotels and restaurants. 
In this era of digitalization, hospitality industry is highly focused on digital marketing alongside the traditional marketing. Both IHG and Best Western have adopted this marketing tool. IHG has recently increased its social media presence which is attracting a large number of millennials. This helps the hotel to send its messages to the customers quicker and efficiently (News Break, 2021). IHG promotes its hotel’s service via social media platforms. Best Western also digitized its marketing functions to make better customer reach. It is developing an app that will help it serve more efficiently. 
To end the discussion, it can be easily said that though there are several differences in the ways the two hotels operate and reach their market, there are also certain similarities. The hotels have responded to the changing dynamics related to the pandemic and efficiently handled the transition. Several hotels were shut down across the world during the pandemic, but the two hotels managed to get the grip and handled the situation better than many other hotel chains (Doswell and Nailon, 2019). Though the business is not strong, the IHG is comparatively in good shape and so is Best Western. The two hotel chains responded to sustainability practices in an efficient manner as well. 
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