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A comparison of the marketing methods of two multinational hotel chains



The chosen hotels are group A Intercontinental Hotel Group (IHG)
And group B Wyndham Hotels and Resorts. 
The chosen hotel chains are from group A and B and comparing the marketing strategy they use in the past and now and what direction they made after the pandemic and how they deal with it and what are they message for the customers and how are them positioned on the market. What is their green message if they have and what consideration they made within their marketing sustainability. What message they send us after the pandemic. How they are changed.



The reason we selected these two hotel chains were because of the large-scale operation around the world, and the luxury and prestigious location between the large cities and countries. The hotel chains are well known around the globe and the reputation and customers they have made its wide.
The IHG hotel group own 16 brands and 6000 hotel destinations. The group have been operating for more than 70 years, and it can be tracked back to 1777 when they opened the first hotel. The story starts in a brewery, and they expand to international when the first flight started taken off. IHG.ihgplc.com. Aviable at: https://www.ihgplc.com/about-us/our-history.
The luxury brands they have especially in China are targeting the upper class and businesspeople offering business venues, gathering and private party venues for the rich people. A few of the brand are echo friendly, located in a beautiful natural environment, and focus on wellness, luxury places targeting people who want longer to stay for relaxing and leisure including spas and high-tech.
Hotel Tech Report (25. august.2020) IHG's 17 Hotel Brands Explained. Aviable at: IHG's 17 Hotel Brands Explained (hoteltechreport.com) The marketing is targeting the rich customers. The strategy they apply for each brand by segmentation to difference every need and want for each customer. They are focusing on long term relationship with the people and to keep the customers happy, so they come back they are marketing their products on focusing to bring people together. The marketing choice they have made is to give the people choices on their product with different prices and affordable choices to each brand. That is defying them to approach the marketing mix to offer the marketing experience and the unique of each brand and style they have. So, everyone can have access to the hotel group starting with luxury to affordable prices and suits with resorts and every kind of need from leisure to business travel. For cheaper price to more expensive. All the comfort is included in every brand marketing, and they offer long, or short term stay. All this included with high quality customer service and good hospitality with warm welcome everywhere. 
Apart from traditional advertising with the radio, television, and brochure the IHG group launched their first mobile app in2010, after a few years the hotel group announced the apple watch translator in March since then it has 4 million downloads and is the success for the app. IHG.ihgplc.com (June 2015) IHG launches series of mobile and in-hotel digital technology pilots.

The marketing position IHG have is strong. The consideration they made within their marketing regarding sustainability and green messaging is to maintain their position on the market and growing further and making long profit term with exceptional guest experience. They invest into digital approach and the guest's wellbeing. To make a positive difference for the community and the planet. IHG is sending a green message to save the environment. With the Covid-19 outbreak they send message to the customers about keeping them safe and taking extra measures for all the safety rules including commitment for clean environment, and social distancing in the hotels main entrance to keep the staffs and guest safety. There is more flexibility with the bookings, offering extra time for cancelation or change of date with the new covid restrictions and update. The hotel updates the guest with the app and digital about the changes they apply for each destination.
IHG. Ihgplc.com,2021 (https://www.ihgplc.com/about-us/our-strategy) 



Talking about IHG and comparing with Wyndham Hotels and Resorts it is a little bit different because they both are big hotel chains and to check their similarities and differences is not easy.


So, talking about Wyndham Hotel and Resorts we know that it is extremely competitive, they are planning to open more hotels and franchising around the world.
Wyndham hotel chain have around 21 brands around the world, approximative 8900 hotels in 95 countries, and 797000 rooms. They have 87 million members on Wyndham app and raising every year. They are one of the leading hotel chains in the world and award winning on competitions. As the large hotel chain growing, they are own only 20 present of the hotels and mor specialized in franchise. Wyndhamhotels.com (2021)
 The history of the hotel group is going back to 1981in Texas and has an up and down history.in 2015 Wyndham launched a new loyalty program which allows the members to redeem points up to 15000 and can redeem for a free night in any of their hotels around the world. 



Specifically speaking about the strategy of the B hotel it is to make it easy to compare with group A. The hotel chain marketing it is targeting everyone mostly the common people around world, travellers on the roadside with low budget and offer luxury brands for those who choose to have a once in lifetime experience. They are using smart technology to give quick response to their customers. The brands they have are located everywhere around the world easy to find them for the travellers from city centres to roadside and sea view locations to mountains views. Having the balance within the traditional hotels and innovation, with unique brands. They are planning a steady growth around the world with marketing segmentation. Forming the brands to make the guests to feel trusted by reducing the risk of losing the business. With that they specialize in market segment defined by price service level and location.
The luxury brand Wyndham Hotel and Resorts have it is targeting those who want comfort and longer stays with a unique experience at the beachside or mountains. With the various hotels within lower budget, they are providing comfortable stays and competitive prices for everyone. For every brand they are having different marketing choices, so they are changing the way of marketing use for each brand. Neven.S.(2014) Apart from traditional advertising from newspaper to brochure they are using the online technology and digital marketing and we can find information's about the hotel on the internet. The new Wyndham app they released a few years back is it extremely popular and shows that there are targeting people for long relation terms. The marketing strategy they used before were for seasonal or long term, now after the covid19 outbreak they are changing to a quick marketing which adapts for every day, using the new flexible policies for the bookings and short-term promotions for everyday travellers. The green message they send out it is to protect the natural environment and step by step to achieve it without using all the natural resources keeping their sustainability.
The changes they made after the virus outbreak called Covid19 it is to keep ambitious standards on the hygiene keeping the customers safe and happy. Changing the flexibility of the bookings and updating covid policies for the time being. Advertising a safe place for each person with social distancing rules and cleaning stations by the entrances.


 The pandemic did not affect as much as we expected because they are steady on the market and keep growing. 
Comparing hotel, A and B about the marketing choices they made. IHG hotel group uses marketing segmentation targeting for the higher budget people and the hotel B is using marketing mix for everyone.
Their market position is stable and growing, their sustainability is steady.
There is not much difference between them regarding the covid19 because both on their marketing side updated the covid policies and safety measures around the hotels and providing extra hygiene care and safety rules for the travellers, including hygiene stations. The lockdown rules changed the way they market the hotels because they must provide the extra care for advertising within the covid safety update. The marketing message they give now to the customers is it that they are in a safe place if they choose them, providing all the necessary care and improvement with the hygiene measures for each brand. About the green message they send both are in a leader position trying to help the nature and reduce the pollution, but group b also is focusing on the different culture and fighting for human rights.
 The ways they market their products is differ for each brand and example IHG group segmentations targeting people based on the geographical and lifestyle behaviour. Prior to this the group chain by providing a green message was positively affected on the marketing and their strategy.
Polonsky (1994) speaks about green marketing describing as an activity that is less harmful for the environment to satisfy human needs and wants. The Wyndham group it is targeting every day traveller focusing on the economy class, workers, and any budget. Regarding the green message they send out it is having a positive impact on the people and the publicity is changed to a new way including the new message, but some not willing to pay the price. With the ecological impact of the factories and big buildings the concern within the people to save the environment affected the marketplace. Both hotels are influenced by the green message. 
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