











A comparison of the marketing methods of Hyatt Hotel and Intercontinental Hotel Group



































Marketing Essentials BMIH4005


Dr. Jayne Griffith Parry









































The marketing process has become a crucial part of the current business market to grab the attention of customers. The essay describes the importance of marketing strategies used by different hotel chains. The customer’s needs are changing rapidly due to the availability of rivals and information (Sigalingging and Leiwakabessy, 2021). Hotel organisation needs to design a new marketing strategy and implement strategies to meet the needs of customers. This essay describes two hotel chains that understand the size, ownership and location. The selected hotel chains for the essay are Hyatt Hotel Corporation and Intercontinental hotel group. International Hotel Group is a British hotel chain that started its operation in 2003 in Denham (IHG, 2021). Now it has more brands from its 6000 hotels by its 350,000 employees. Hyatt Hotel Corporation is an American based hospitality chain operating business worldwide since 1957 in Riverside Plaza, Chicago (Hyatt, 2021). It has 1,157 hotels in 67 more countries worldwide and 127,000 employees are working here (Hyatt, 2021). The main reasons for choosing these hotels are the same size and capacity to operate a business. 





Marketing is the core of competitive business market now and organisation needs to design a competitive marketing strategy to achieve success. The organisation needs to design marketing methods that will be costly and non-duplicable for rivals (Sigalingging and Leiwakabessy, 2021). Competitive advantage refers to the ability of an organisation to gain success using abilities and resources in the marketplace. The hospitality industry must utilise the resources properly to gain a competitive advantage like other associations. The main contrast between hospitality and other industry is the service type. Differentiation helps to secure the current business process and gain a competitive advantage (IHG, 2021). In the hotel industry, differentiation means providing proper reliable brand information or message to consumers. 


Intercontinental Hotel Group (IHG) has three categories to operate its services including managers, franchisor and let base. The form of business of IHG mainly depends on the brand, market development and inclination of the proprietor. IHG hotel focuses on the needs of consumers and provides a customised message (IHG, 2021). Therefore, it concerns the brand to meet the needs of customers. The company helps to improve the services by encouraging its owners and franchisees to deliver high-quality service, which improves the overall productivity and performance, increasing customer satisfaction and profitability (Wearne and Baker, 2017). IHG has a system fund to manage all the hotels where everyone contributes to the fund and the fund is used to manage the marketing process and guest reservation of the hotel.  


Hyatt Hotel is extending its business rapidly in the competitive hotel industry. Then it extends business worldwide and gives permission to brands to extend in airports, college campuses, urban areas (Hyatt, 2021). This hotel is popular among the customers for its quality service for individuals which brings the best position. This helps to increase the motivation for each brand and hotel. This helps to improve service and the organisation treats employees as family members. Develop the network and create a new working environment. It provides freedoms to customers and employees (Hyatt, 2021). 


According to Netcials (2021), Positioning refers to the strategy of an organisation which deals with targeted customers to achieve a competitive position in the competitive market. The organisation must analyse the market trends of the hotel business to see the advertising process by proper research to understand the challenges and situation in a proper way. According to Hyatt Hotel service, it focuses on earning more pout by delivering high-quality service, develops the delivery channel, updates the guest service system. The digital marketing process of Hyatt hotel mainly works with driving traffic and changes them into the conversion of customers and brand storytelling (Hyatt, 2021).  The website of IHG plays a vital role in covert visitors into customers for its organised information which informs customers about the service. The targeting content helps to offer different booking services to customers and designs maps for hotels in different locations to compare hotel services. 


The hotel industry must have to offer different services under reasonable techniques where the organisation must have to provide the required service to the customers based on the life cycle. Hyatt promotes job opportunities for local communities and young generates to support jobs under RiseHY programs (Hyatt, 2021). It increases investment in this sector. It also focuses on partnerships with different organisations for working with youth, carbon emission and water management and solves these problems (Riabenka and Postova, 2021).  


IHG mainly works economically and has ensured the development of the operational process, individuals, concentration expansion and show the effect on True Hospitality for Good. It operates business taking in mind the culture of competition. It focuses on the right decision from every layer of management. Here, everyone has responsivity to work in IHG (IHG, 2021). Developing good culture, focuses on the utilisation of resources, developing a working environment, ensuring human rights, decency and balancing the workplace. 


Most organisations cannot reach targets because of poor marketing strategies, plans and techniques. Therefore, some organisations cannot develop a proper culture of marketing, organisational practice. Therefore, the marketing plan of business does not work because of the imbalance of market trends and organisational ability. The success of an organisation does not rely on the development of strategy, it relies on the proper execution of the strategy. According to Reid and Bojanic (2017), successful marketing manager does not focus on plan rather they focus on execution of strategic process which includes planning, vision and development. To being a success, these three parts are essential for every organisation. It is not important to define the marketing strategy rather it is essential to focus on the goal and boost employees to achieve the target. 


Some hotels have plans but cannot gain success. Here, a hotel requires proper design, facilities and customer’s awareness. Hyatt focuses on the uniqueness of service as it can attract customers (Hyatt, 2021). On the other hand, IHG focuses on low-cost services to attract customers. Both strategies are effective in the marketing strategy. A hotel chain must think about the customer needs and operate a business to gain experience. Hyatt hotel chain operates a business for many years and gaining success. Determining the needs of visitors, IHG hotel archives the current position. The key to marketing in the hotel business is to design the marketing system for the whole process and segment them for a better outcome (Reid and Bojanic, 2017). 


Green marketing is a broad concept in recent markets which means the practice of development and advisement service focussing on environmental sustainability. The organisations focus on the recycling process, organising social programs on greening world, contributing to the environment, waste management, donating to charities, green development, developing a clean environment, training employees to work with the environment (Riabenka and Postova, 2021). When delivering service worldwide, an organisation should think about green marketing to protect the environment. IHG focuses on carbon emission, waste management and using natural resources when operating services in different hotels. IHG has planned for reducing franchises and direct operations under the science-based method in 2030 (IHG, 2021). Therefore, IHG has planned to introduce a new hotel with renewable energy and zero-carbon emissions. 


Hyatt planned in 2014 that it would be the most critical environment to convert hotels by 2020. The main targets under the target were reduction of energy and water, maintaining chain of production, community-based service (Hyatt, 2021). Hyatt uses EcoTrack to investigate information based on hotel services and environmental management. It also helps to determine the task, processes and dashboard for each hotel under Hyatt company. It is not easy for Hyatt to operate a business in different culture, environment, ages and designs where it faces different challenges also get many opportunities (Hyatt, 2021). Hyatt determines the energy evaluation to understand the property level and take new projects for improving the current situation. 





Marketing strategy is key to achieve success in the competitive hotel business market and increase brand awareness among customers. The hospitality industry has faced huge trouble for the global pandemic as people had a restriction to go out from home, most of the businesses were shut down and people did not need to go outside and travel somewhere. All the events and conferences were cancelled which influenced on hospitality business. 


Hyatt focuses on the safety of customers, clients during the Covid-19 pandemic. After the post-Covid-19 pandemic, Hyatt follows the guidelines of the government (Hyatt, 2021). The global acre and Cleanliness of Hyatt hotel ensure a high level of health safety and security for employees working in Hyatt. It has ensured hygiene in all the hotels by training employees. Hyatt is giving a message to its customers that it is providing high safety service to its customers. 


IHG hotel focuses on the implementation of their marketing strategy again after the vaccination process as people will travel and choose the hotel. Here, IHG hotel will provide service safely. IHG hotel thinks about a situation carefully as it positively influences the customer’s satisfaction and safety for owners, visitors and employees (Nykiel, 2019). The whole system of IHG hotel will be upgraded through the clean programme where it introduces training equipment, communication system (IHG, 2021). Customers will see the rating of cleanliness from booking to staying in the hotel. IHG hotel sends the message to customers that it is providing service with health safety from each stage of service. 
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