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A comparison of the marketing methods of two multinational hotel chains

This essay will present a comparative analysis between two international hotel chains Intercontinental Hotel Group and Hyatt Hotel Corporation. These two hotel chains were selected because of their long history in the hotel business and successful manner of operation in the recent past. The importance of marketing decisions is crucial as these decisions help build a brand, attract customers, and maintain loyalty. IHG has more than 200 years of experience in hospitality, according to Yang et al. (2020). Jay Pritzker established Hyatt and the company made it public in 1962. Both brands have a significant presence in the current hospitality industry, according to Hyatt (2021).
Customer targeting by both organisations 
IHG has gone through various stages of development. From brewer business in 1777 to the current hospitality industry, the company has shown remarkable growth and success in the market. A lot of it is due to its rigid marketing strategies. One of the crucial marketing tactics the brand has followed for a long time is its segmentation, targeting, and branding. The company has tried to connect with consumers with different brands. The company has also associated its name with luxury. An organisation requires a solid strategy to become successful in the long run, and IHG seeks this opportunity through new technologies, as George (2021) mentioned. Hyatt Hotel Corporation focuses on customer satisfaction and steady growth by acquiring and partnering with several existing boutique hotel chain to add more brands and properties under its name. Hyatt segments its customers by income level and uses differentiating strategies to make it more promising for customers, as mentioned by Borden (2020). Unlike IHG, Hyatt tries to be more personal with its customers by inspiring culture, traditions, and local community rather than being synonymous with luxury. IHG’s focus is more toward customers who can pay to their luxury hotels. Almost all the brands under IHG are based on luxury hotel branding. However, with brands like Holiday Inn, IHG targets mid-scale customers. Hyatt’s 50% revenue comes from upper-upscale categories with brands like Hyatt Regency, Hyatt, and Hyatt Centric.
Product and branding decisions and market positioning 
An organisation can target the most customers by appropriately positioning its products/service. Nowadays, most hotel chains do not reply to only one customer segment. And instead, they focus on different customer groups to maximise profits (Bowie et al., 2016). IHG has a range of brands under its name, which focuses on customers from other classes. Hyatt follows the exact positioning as IHG and divides its brands to target different customer base segments. Hyatt has about 925 owned properties in about 65 counties with more than 226,000 rooms. IHG accounts for 8% of the branded market share, which is approximately 3% of the total market, according to InterContinental Hotels Group (2021). 
The parent corporation's various brands cater to a diverse customer base, such as premium, upper upscale, high - end, budget hotels (full-scale service), budget hotels (limited service), and economy category. Hyatt’s revenues were at $4.6 billion in 2017, according to Webb et al. (2021). The company’s total assets amount to $7.7 billion. Even though both companies have ventured into the luxury business of the hospitality industry, IHG has successfully implemented luxury branding. Whenever IHG comes to mind of customers, they think of luxury hotels but in a somewhat affordable price range. However, both brands have similar positioning in the market by catering to different customers with specified brand models.
Current marketing strategies
Marketing strategies of organisations have changed dramatically over the past few decades as newer, and more suitable method of approaching toward customers have emerged (Kotler et al., 2013). Technology plays an integral role in the marketing strategy for both IHG and Hyatt. IHG has made premium websites for its guests and investors in more than thirteen languages. Their sales team was made up of 8000 representatives who perform hotel sales in over 100 countries in which they have an existence. IHG’s loyalty program has the highest priority club rewards, which are also the highest in members comprising 48 million guests in the industry, as Quick (2020) mentioned.  

Hyatt's method is to drive long-term steady future while meeting customer expectations, owners, and shareowners. The strategy of Hyatt focuses on three core aspects: i) Maximising Core Business ii) Integrating New Growth Platform iii) Optimising Capital Deployment. Currently, the company focuses on specific strategies, including focusing on culture and relationship with guests, tailoring customer profile and delivering a personalised experience, and operating with excellence and growing with intent, according to Baker and Legendre (2020). IHG’s primary strategy contrasts with Hyatt. IHG is inclined more toward owning fewer assets. IHG's business plan set the basis for growth prospects by franchising and controlling hotels rather than acquiring them, reducing costs while increasing profits. This strategy is different from Hyatt’s long-term sustainable growth strategy. 
Considerations have been made regarding sustainability and green messaging.
Sustainability stands on three pillars: economic, environmental, and social. Businesses devote to sustainable development by taking the necessary steps such as eliminating waste, investing in renewables, and aiding organisations that do sustainable activities. IHG Green Engage system is an online sustainable environmental measurement system that allows hotel chains to quantify and handle their effect on the environment. As per Airoldi (2021), hotel chains can pick from over 200 “Green Solutions” which are intended to help them save power, water, and stop wasting.
The company also adopted a ten-year sustainability plan in 2021. IHG’s new marketing campaign includes their future goals as they cut down their carbon footprint, reduce their usage of single-use items, and focus more on recyclable and reusable items. In 2014, Hyatt adopted a multi-year sustainability program similar to IHG’s ten-year plan (Graziano, 2021). 
Hyatt's plans involve lowering greenhouse emissions and intensifying water use, as well as reduction of waste and acquiring sensibly by selecting more viable alternatives. According to Jiang and Wen 2020), the hotel chain intends to collaborate with hotel developers to create lower impact accommodation as well as innovative and inspiring places to resolve environmental challenges. With Covid-19’s impact on the world, Hyatt also modified its sustainability program, and in 2021 the company introduced a new set of strategies. Hyatt introduced Hyatt EcoTrack, which is very similar to IHG’s data-driven sustainability metric, which helps Hyatt measure and analyse sustainability data. The company has integrated its sustainability program into its marketing campaigns. Both IHG and Hyatt provide transparent data to the public in a consistent and meaningful way. 
Positioning strategies regarding the COVID-9 pandemic,
Due to Covid-19, the world economy suffered terribly. The hospitality industry was hammered with unprecedented challenges, as Wieczorek-Kosmala (2021) mentioned. Social distancing, lockdowns, and travel and mobility restrictions resulted in the closure of many hospitality businesses globally. However, some hotels have started operating under constraints, while many countries’ hotels are still closed. IHG addressed the situation directly and acted according to the government health guidelines. The company promoted its trust in the vaccination program and stated that the company believes that vaccination will allow people to return to travel and hotel accommodations. IHG now has a dedicated section on their website, which delivers its stance and messages from higher officials regarding Covid-19, according to Shin et al. (2021). The company also implemented a number of measures to address health and safety protocols, such as the implementation of digital check-in to reduce contact on arrival, additional deep cleaning of high-touch surfaces, sanitizer stations, physical distancing procedures, government mandated face coverings for visitors among others. The company is offering a chance to earn double points for loyal members to stay at hotels. Hyatt hotels follow similar guidelines and health safety measures for their guests. Moreover, Hyatt offers complimentary on property Covid-19 testing in all Hyatt resorts in Latin America, according to Rosen (2021). Hyatt updated their website by incorporating Covid-19 messages for their guests. They have inspired the message, “Safety First, Wellbeing Always.” Additionally, Hyatt implemented similar health protocols like IHG in their hotels to reduce the spread of the virus.





Conclusion
A strong marketing strategy is the heart and soul of any business. The hospitality industry is a competitive market. So, conveying the messages of a brand effectively to desired customers is a crucial element of success. This report analysed and compared the various marketing choices Intercontinental Hotel Group and Hyatt Hotel Corporation have taken over the years to adjust their global chain of hotels. IHG has a greater market reach than Hyatt. However, both brands have a successful image in the hospitality industry, and guests worldwide love their services. Both companies applied different marketing strategies to reach the current market position they have. IHG still has room for improvement, especially in the pandemic situation. The hotel chain can implement free Covid-19 tests like Hyatt hotel have done in high Covid-19 concentration countries. Hyatt also can learn from IHG’s extreme caution to health measures and dedicated marketing strategy of maintaining franchises. But there were also many similarities in how they operate and convey their messages to their guests. Both brands have greeted sustainability with extreme cautiousness and responded effectively to battle the crisis Covid-19 brought on the world. 
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