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[bookmark: _Toc555236491]Executive Summary


Hyatt and InterContinental Hotels Group (IHG) are leaders in the hospitality industry that operate in the upscale/luxury segment. This paper explores the factors that contribute to their financial status. Although their profit is similar, significant total revenue has been gained. The organisations’ market position targets authentic and personalised experiences and is empowered by partnerships and staff training. Their growth potential is achievable through extension into new geographic locations and market segments. Finally, their commitment to corporate social responsibility has a significant contribution to their financial status as they display trust and positively contribute to society and environment.
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Hospitality has evolved into an international industry that offers a variety of services depending on the client's budget, preferences, and interests (O’Gorman, 2009). Perceiving it as an opportunity with bright financial prospects, many companies have risen throughout time, creating a highly competitive environment.
InterContinental Hotels Group is a popular hotel chain opened in 1946 (IHG, 2023c). The concept of the brand was designed in America but later sold to the British company Grand Metropolitan. Later, it has become an independent firm that targets upscale, and luxury marketing segments, with few additional economic properties. 
Hyatt Hotels and Resorts is an American hospitality brand, founded in 1954, that operates across sporadic locations around the world (Hyatt, 2023b). Their portfolio is dedicated to offering upscale and luxury accommodations and services. 
The two companies have a relatively short history in the hospitality industry. However, they gained international recognition and with the public’s increased interest in travel, they can upgrade their success level. 
This paper aims to compare the financial potential of the two hotel businesses represented by their total revenue, market position and growth potential. Additionally, it will investigate what implications corporate social responsibility has for their development.

[bookmark: _Toc2106246281]Total Revenue

 The notion of total revenue sums a hotel’s financial outcomes generated from selling its facilities, over a certain period (Erdem and Jiang, 2016, p.302). Certainly, it is ideal to trade as much as possible to gain the highest level of profitability. However, it is important to prioritise the customer relationship and invest in optimising the rooms and the amenities (Denizci-Guillet & Shi, 2019, p.978). Otherwise, the customer may complain, ask for refund (which means a financial loss forthe company), spread negative feedback, nd develop lack of trust towards the brand. Thus, it is important to focus on balancing the creation of customer loyalty while maximising the resources usage.
During the last twelve months, Hyatt Hotels and InterContinental Hotels Group earned the sums (in USD) below:
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(Yahoo! Finance, 2023a)
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(Yahoo! Finance, 2023b)

Although Hyatt achieved a higher total revenue than IHG, the companies’ profits are approximately the same. Hyatt’s profit (1,126,000 USD) had been 1,71% higher than IHG’s (1,088,000 USD). 
Adjusting its marketing strategies and its 4P’s approach would give Hyatt the chance to gain more profit, increasing their revenue potential. The brand could have unexpected financial impairments or losses in particular venues. Focusing on customer satisfaction first rather than orientating to surpass the competitors is more profitable (Tunç, 2020, p.48). Winning the guests' loyalty and contentment will serve on a long-term basis and Hyatt would rise on the top ranks in the industry.
Besides the franchise and management fees, the company revealed that a consistent amount of their revenue comes from direct bookings from IHG App. This means a greater income for the business (IHG, 2022). Therefore, technology plays an important role in increasing the sales of rooms and services. Continuously investing in digital equipment and software leads to innovation and financial advantages.

 
[bookmark: _Toc779941021]Market position

The market represents the products and services exchange to meet certain needs and wants of a group of people. It comprises all the processes, strategies and prices that a business undertakes to achieve its goals (Deepak and Jeyakumar, 2019, p.3-5). The hospitality market primarily covers food and beverage, lodging, then entertainment, well-being treatments, and leisure activities. Due to its continuous development and customer demand, the industry is characterised by a competitive environment. Therefore, Hyatt and IHG must orientate their efforts to gain guests’ satisfaction and even exceed their expectations to achieve success. A market position is considered as a driving force that empowers the organisations to strive for development and innovation.
IHG is determined to share its services more to the upscale and luxury segments, considered the most substantial opportunities based on guests’ needs (IHG, 2023b). Focusing on a restrained and specific public gives the advantage of clearer goals and strategies to the organisation. Also, its specific exclusivity contributes to brand building. Pohland and Kesgin (2018, p. 226) demonstrated that upscale and luxury hotels encounter fewer obstacles than mid-scale venues in terms of value-based pricing strategies. Due to the increased level of generic products offered by mid-scale companies, there may be lower complexity in pricing practices, compared to the other two hotel ranges. Also, IHG’s activities rely on several partnerships (recruiting agencies, suppliers, training centers) that contribute to the business's efficiency and differentiation from competitors.
During the last five years, Hyatt has started partnerships with several hospitality companies (Hyatt, 2019) and extended their property management control over more than eight countries (Hyatt, 2018). Therefore, more income sources have been added without the costs of building new accommodations under the brand name. Although the company is based on upscale and luxury venues, it has a particular focus on leisure, health and wellness, a marketing segment that captures increasing attention. A high proportion of consumers are looking for more balance between life and work, for sustainable experiences that fulfil the entire human being (Osti and Goffi, 2021, p.360). Thus, the customer will assess Hyatt’s performance through the wellness dimension, how the hotel managed its amenities to enhance the quality of life. The level of supplying the aesthetics, organic products and authenticity features will distinguish Hyatt from the rest of the businesses. Also, these will require proper training and development of human resources to ensure their fulfilment at highest standards.
Thus, it has been noted that both companies’ focus is the upscale/luxury segment. Their approaches differ at levels of property management, revenue strategies, staff training and customer service. As the demand for their service may carry a seasonal feature across the multiple global locations, it will result in different levels of achievement.

[bookmark: _Toc1486871810]Growth Potential

The Growth Potential represents a development index that a company can achieve depending on its resources and opportunities (Úbeda-García et al., 2018, p.3610). However, the latter are not a guarantee of success. It is also necessary to choose and manage the right strategies to obtain the desired performance (Sainaghi et al., 2013, p.152).
Due to the exclusive focus on places around the world, Hyatt could consider extending their locations to other continents (e.g. Africa, South America) and regions (Eastern Asia). Markets with low competitiveness represent an opportunity to introduce the brand (Setiawan, 2020, p. 37), especially because Hyatt has gained already a successful reputation worldwide. The advertising costs may be smaller, compared to a market where there are several companies ahead with significant advantages. Also, Hyatt would attract foreign travelers as they may be more familiar with the brand than with the local hospitality venues. 
According to Gheribi (2018, p. 52) designing new products and personalised services may lead to significant growth for IHG. Setting them into a “limited time” or “premium experience” frame would create a competitive advantage and further, it would encourage the customer’s purchase decision.  Masatip et al., (2020) highlighted that creating experiences within the venue that connect people are attractive for Generation Z guests (competitions with prizes, board games evenings). Also, as the IHG is spread across various countries, adopting certain customs or culturally specific elements (food, clothes, music, entertainment) would set apart the venue from an average one. People who travel from abroad are orientated to experience authentic aspects of the local lifestyle (Cam, Quy, and Kim, 2021, p.511).
Hyatt and IHG are internationally present to offer their services. However, there are still possible markets to extend their business and to make the most of the specific elements of the local region. 
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Corporate Social Responsibility (CSR) has been defined as a self-regulatory model which implements accountability and transparency in all business activities and promotes conscientiousness toward their impact on the environment and society (Aras et al., 2010, p. 231). It has been shown that a high level of CSR positively impacts the financial performance of a company (Qiao & Wang, 2022, p.938). People will be aware of the management operations and the correlated fairness, so they will display trust by paying for their services or products. 
Hyatt’s CSR, called “World of Care” (Hyatt, 2023), encompasses a diverse palette of goals and applications: Care for the Planet (sustainability), Human trafficking awareness (identify possible victims or abusers) and Well-being (physical and inner health support). The tourists will contribute to these causes through their purchases at Hyatt as they will be aware of their support’s impact. Additionally, diversity and inclusion are highly valued within the business, so it attracts people from various backgrounds both as guests and employees (Gehrels and Suleri, 2016). Diversity matters because it equals various skills and ideas which leads to an advanced level of innovation. Further, Hyatt flourishes in financial advantages because people feel worthy inside the company. 
In the case of IHG, among their CSR practices is IHG Green Engage, a consistent initiative to promote sustainability within their venues (IHG, 2023a). Adeshola, Irani, and Kiliç (2022, p.572) reported that adhering to sustainability practices has benefits for both the firm and the environment, including reduced costs, more attractiveness, and continuous novelty. The hotel’s collaboration with local suppliers increases the food quality because of people’s interest in organic meals (Robinot & Giannelloni, 2010, p.168). Another CSR is reflected by IHG Academy, a partnership with educational providers (IHG, 2023a). Through their Academy, the business helps local individuals to upgrade their education and enhance their employability inside the organisation. This strategy carries the potential to retain the workforce due to employees' interest in their professional development within the company (Mishra and Otoo, 2018, p.437). Consequently, the staff’s experience is strengthened, and the hotel operations run smoothly.
It is notable that both organisations have a consistent agenda regarding the CSR which is key to their advancement on hospitality marketing. However, it is remarkable that IHG developed more practical strategies to keep the staff than Hyatt. A competent and professional team is one of the attributes that contributes hugely to guest satisfaction (Marković & Raspor Janković, 2013, p.162). 

[bookmark: _Toc1540307217]Recommendations

[bookmark: _Toc362024156]Hyatt

A talented and competent workforce is essential for Hyatt’s success across the globe. The quality of education and professional opportunities may differ from one country to another which may create imbalances in different venues’ performances (Williamson et al., 2020 p.636).  Therefore, it is necessary to design strategies in order to help the staff to access equal chances to learning and growth, so they will thrive in the changing business environment (Mara, Govender and Makka, 2021, p.197). Partnerships with local formal institutions or accredited online training programs would deliver more resources to shape professionals at the brand’s desired level. They would achieve more skills to accomplish their tasks and exceed the guests’ expectations for service quality. 
Also, the leadership teams need continuous development to help and empower them with up-to-date knowledge, trends and abilities (Damnjanović, 2019, p.59). In consequence, their decision-making and management styles will support and boost Hyatt in the industry.

[bookmark: _Toc877316033]InterContinental Hotels Group

According to Sickel (2017) and Kelleher (2022), IHG confronted with multiple cyberattacks and data breaches over the recent years. A data breach occurs when an unauthorised user disclosed a set of confidential data (Fowler, 2016, p.7). As a result, the guest satisfaction and purchase intentions suffer and the company losses financially. Although it is difficult to assess the client’s prejudice, IHG must show honesty, announce the incident, then provide support for its guests. Besides a professional attitude towards them (explanations, apologies, empathy), it is highly recommended to ensure an economic compensation such as discounts or refunds (Lu, Mattila and Liu, 2021). If the customers will feel valued and cared for, the brand may suffer less as their feedback and word of mouth will contain positive aspects as well after the incident.
Data breaches can affect a high number of visitors, so the economic compensation may seriously affect the company’s resources (Rozycki, 2018, p.1). Thus, IHG should prevent such events by engaging the latest technology and digital strategies (Peng et al., 2023), introducing awareness training for employees (Barati and Yankson, 2022). Consequently, the chances of another cyber-attack will be minimised through the most effective investments which cost less in comparison to the benefits obtained in a long term. The financial status of IHG will not be affected in the digital space. The relationship with the guests will not be damaged and further, it will build security and trust.

[bookmark: _Toc2126235704]Conclusion

It can be concluded that many factors contribute to the financial achievement of Hyatt and IHG. Behind the profit, there are several brand strategies, goals and practices that must be tailored in accordance with demand and social trends. Therefore, the two organisations must adhere to quality, improvement and transparency to succeed in the hospitality sector.  
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