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A Comparison of Marketing Methods in Intercontinental Hotel Group and Wyndham Hotels and Resorts

[bookmark: _Toc84231124]Introduction
As long as the population is growing, the demand for services in hotels is bound to grow. As a result, different multinational hotel chains have been developed worldwide to cater to the need. They usually comprise many hotels which are under centralised governance with particular management strategies. However, the competition in this sector is stiff, and companies need to identify outstanding strategies to gain a competitive advantage (Huh, Lee, and Lee, 2019). This paper compares the marketing methods of Intercontinental Hotel Group and Wyndham Hotels and Resorts. It discusses the marketing choices of the two hotel chains and the direction they have taken, their current market positions, the marketing strategy they use now, the consideration regarding green messages, and the changes they have made considering the Covid-19 pandemic.
The primary reason behind choosing the two hotels is the difference in the location of the two hotel chains, hence the difference in target markets. Intercontinental Hotel Group is based in the United Kingdom, with InterContinental Tamanaco as the oldest current chain member. Wyndham Hotels and Resorts is based in the United States. The difference in the location helps bring out the differences and the similarities of the two hotel chains. Another reason for selecting the two hotel chains is that they are among the world's largest hotel chains, with Wyndham describing itself as the largest hotel franchisor in the world. 
Marketing Choices by IHG and Wyndham Hotels and Resorts
Marketing is an essential tool in making a solid customer base and helping attract new customers for organisations to achieve goals within a predetermined period. For example, Intercontinental Hotel Group has 16 brands (Labbad and Niketh, 2018) marketed under four categories: the luxury collection, premium collection, essentials collection, and the suites collection. In addition, Wyndham Hotels and Resorts has twenty-one brands that are categorised into seven categories: upscale, distinctive, lifestyle, mid scales, luxury, economy, and extended stay.
[bookmark: _Toc84231125]Current Market Position
Organisations use the market mix as an essential tool for introducing their new products and services to the market. The choice of the market mix is essential in attracting customers. The marketing mix includes the product, price, promotion, place, process, physical evidence, and people (Xie, 2015). IHG is a holding company for the product since it produces the product and reaches out to the customers directly. IHG generates its revenue by marketing its operations and handling its operations. Its rooms are equipped with modern facilities which help attract customers.
On the other hand, Wyndham Hotels & Resorts sells its products categorically, with each category serving a different product but with all the products under the same brand name. The variety of products gives the customers a broad choice to choose (Sedmak and Brezovec, 2017). Its products are highly differentiated, with unique features of products. In addition, its products have a traditional design that may be the specific taste for some customers.
The pricing strategy is dependent on the target group. The pricing method for IHG uses a hybrid strategy that ensures the maximum price for the products. The pricing technique used for pricing its products includes first premium pricing, emphasising the target group's favourite brand and product (Drechsler et al., 2017). The second is psychological pricing due to its range of different products. The third technique is geographical pricing, enabling IHG to reach out to people in different geographical regions. The last technique is Bundle pricing which increases the consumer's rate of trial. For Wyndham hotels, the pricing strategy is competitive since information of the other competitors is known, and many competitors exist within the industry and consider costs in setting the process. It offers a wide variety of features; therefore, its prices are higher. In addition, products sold online have a slightly higher price due to the additional delivery cost.
The placement of an organisation's product is essential in targeting the market and selling the product (Guetat, Jarboui and Boujelbene, 2015). IHG has its properties in many countries all over the globe. The store's management is centralised, which gives it control of its operations. The store is also licensed, which gives the consumers security and the get to enjoy the product. Wyndham places its products in two marketing ways. The first is the online selling of the products to customers with an intense partnership with numerous delivery service providers (Maidiana and Hidayat, 2021). The second way is to sell its products in wholesales, where afterwards the products are redistributed through retailers, ensuring the product's availability in different places.
[bookmark: _Toc84231126]Marketing Strategies
Promotion is used to pass new information about a product to customers or attract new customers to buy the product. Intercontinental Hotel Group uses a 360-degree approach in promotion (Younes, 2015), which uses the following promotion means. First is digital marketing, where it has products and services present on all social media platforms. Second is reward programmes where customers reward loyalty by allowing redeeming points for other products and gifts. The third is community influencers who act as brand ambassadors in different locations and help influence people to buy the organisation's product and identify target groups. The last is conventional marketing, where advertisements are placed in consumer-related magazines. Wyndham Hotels use various media channels to promote their products. It uses traditional media, sales promotions techniques, personal selling, and sales methods to determine its budget (Sampson, 2015).
For an organisation to excel in its services, strong relations should exist between the people. Intercontinental Hotel Group focuses on people development and people building (Voegeli, 2021) through training employees, motivation, and succession planning. In Wyndham Hotels, people are trained to show respect to the employees and create connections. Intercontinental Hotel Group also has specific processes to ensure the growth of the business. Wyndham Hotels have systems that ensure products are always available at retail. IHG also has physical evidence of their products, like the design, while Wyndham's physical evidence is the unique packaging.
Organisations can change their marketing over time depending on demand and other factors that affect the market. For example, Intercontinental Hotel Group operates in three different methods: franchiser, manager, and leased basis (Sztorc, 2018). Through its services like loyalty programmes, the organisation can attract a large number of members. Over the last few years, the organisation has used data to target customers and improve the customers, which helps in ensuring they are up to date with the customers' tastes and preferences (Bustinza et al., 2019). These services include feeding a database snapshot of hotel guests to a customer relationship management system and retention and re-engaging with new customers. The second is using the email benefits since customers interact with multiple social media platforms, which has helped retain customers and added customer loyalty. The last change the organisation has taken in its marketing is using data to improve its customer experience.
Wyndham also made some changes to cope with the changes in the market. The changes came from a study done on hotel brands (Udunuwara, Sanders, and Wilkins, 2017). The study concluded that there is no need to update anything and make only the necessary changes. The changes are first upgrading backend technology, which increases its revenue (Lehr, 2015). New loyalty benefits help retain customers and increase guest experience. Lastly is updated properties by increasing the number of substandard quality properties removed from its assets and adding more new construction hotels.
[bookmark: _Toc84231127]Green Messaging
Environmental sustainability is a concern for the hospitality industry. According to Amaldas (2019), hotels attribute 2% of 5% of carbon emissions from the tourism industry. 75% of the environmental impact by hotels are linked to excessive consumption of resources (Amaldas, 2019). To stay sustainable and competitive, hotels are using green messaging to attract environmentally conscious clientele. IHG uses a Green Engage system in their hotels to evaluate and effect measures that reduce energy, water, and waste.
On the other hand, Wyndham Hotels and Resorts uses the Wyndham Green program to regulate water, energy, and waste in the chain (Wyndham Hotels & Resorts, n.d.). Notably, the companies headquarter emerges as one of the best green buildings in the United States. Embracing sustainability has helped the company foster more environmentally friendly packages for its clientele.
[bookmark: _Toc84231128]Changes Made in the Organisations due to Covid-19
With the pandemic, Covid-19 is intensely affecting the hotel sector, thus leading to a drop in the number of people hosted and the hotel's financial performance. Intercontinental Hotel Group ranks one thousand, four hundred and two globally in market cap. Wyndham Hotels & Resorts ranks one thousand, nine hundred and thirty-one globally.
The spread of Covid-19 has resulted in the disruption of the typical day and some changes to help cope with the pandemic. Accordingly, some services have temporarily changed, while others have closed. For instance, the Intercontinental Hotel Group responded immediately by announcing the cancellation fees for all the bookings made in the period. The hotel also provides additional Covid-19 cleanliness specific guidance, training, and behaviours that ensure high standards. In addition, the hotel has also reduced its elite membership criteria. On the other hand, Wyndham prioritised the safety of the guests and team members. All of the hotels were required to allow the guests to rebook and have flexible cancellation policies.
[bookmark: _Toc84231129]Conclusion
In conclusion, different multinational hotel chains use different marketing strategies to attract new customers and retain customers. The marketing strategy may change depending on the prevailing conditions. For instance, the current market is sophisticated, tech-savvy, and environmentally conscious. Therefore, hotel chains incorporate traditional forms of promotion with digital options such as social media and mobile applications. Importantly, environmental sustainability is being communicated through green messaging not only as a means to attract clients but also to manage operational costs in hotels.


[bookmark: _Toc84231130]References
Amaldash, K.H., 2019. Hotel industry and environmental impact. [Online] Available at: https://www.slideshare.net/AMALDASKH/hotel-industry-and-environmental-impact [Accessed 1/10/2021].
Bustinza, O.F., Gomes, E., Vendrell‐Herrero, F. and Baines, T., 2019. Product–service innovation and performance: the role of collaborative partnerships and R&D intensity. R&D Management, 49(1), pp. 33-45.
Drechsler, S., Leeflang, P.S., Bijmolt, T.H. and Natter, M., 2017. Multi-unit price promotions and their impact on purchase decisions and sales. European Journal of Marketing, 51(5-6), pp. 1049-1074.
Guetat, H., Jarboui, S. and Boujelbene, Y., 2015. Evaluation of hotel industry performance and corporate governance: a stochastic frontier analysis. Tourism Management Perspectives, 15, pp. 128-136. 
Huh, C., Lee, M.J. and Lee, S., 2019. A profile of spa-goers in the U.S. luxury hotels and resorts: a posteriori market segmentation approach. Journal of Hospitality Marketing & Management, 28(8), pp. 1032-1052. 
International Hotel Group, 2021. IHG Green Engage system. [Online] Available at: https://www.ihg.com/content/us/en/about/green-engage [Accessed 1/10/2021].
Labbad, S.A. and Niketh, S., 2018. The role of digital marketing in creating brand awareness and measuring customer satisfaction at Intercontinental Hotel, Al-Jubail, Saudi Arabia. International Journal of Research in Economics and Social Sciences (IJRESS), 8(5), pp. 60-71.
Lehr, D.D., 2015. An analysis of the changing competitive landscape in the hotel industry regarding Airbnb. River Forest, IL: Dominican University.
Maidiana, K. and Hidayat, Z., 2021. Distributing goods and information flow: factors influencing online purchasing behavior of Indonesian consumers. Journal of Distribution Science, 19(7), pp. 5-17.
Sampson, P.B., 2015. Social media or personal selling? Strategy for successful sales of student projects. International Textile and Apparel Association (ITAA) Annual Conference Proceedings, p. 30.
Sedmak, G. and Brezovec, A., 2017. Visitors' preferences for museum interpretation: identifying and targeting market segments. Academica Turistica, 10(2), pp. 141-150.
Sztorc, M., 2018. Building sustainable intercultural relationshipby hotel corporation staff. Kwartalnik Ekonomistów i Menedżerów, 47(1), pp. 159-173.
Udunuwara, M., Sanders, D. and Wilkins, H., 2017. Customer relationship management (CRM) practices in the hotel sector from the perspective of leisure travelers. Colombo Business Journal: International Journal of Theory and Practice, 7(2), p. 35.
Voegeli, C., 2021. A case study of knowledge management practices at the Intercontinental Hotels' Group. SSRN Electronic Journal.
Wyndham Hotels & Resorts, n.d. Corporate information. https://corporate.wyndhamhotels.com/wp-content/uploads/2021/04/2021-WH-ESG-Report.pdf [Accessed 1/10/2021].
Xie, Y., 2015. The relationship among marketing mix, customer satisfaction and customer loyalty of Chinese tourists to economic hotel of central Bangkok. Thailand: University of the Thai Chamber of Commerce).
