A comparison of the marketing methods of two multinational hotel chains
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IHG is one of the world's major hotel companies, and it has a thorough reliability programme in addition to an unrelenting dedication to providing Authentic Lodging to its guests. They are focused to providing information about cutting-edge network strategies and techniques. It is controlled by the resources light system, which is absolutely and visibly visible. The Hyatt Hotel, on the other hand, is one of the most sumptuous lodgings on the planet. A total of 925 properties in 65 countries were maintained, expanded, and acquired by the company. Hotel chains Hyatt and Zilara operate hotels under the Hyatt Zilara and Hyatt Ziva names, respectively. Over the past five years, the economy has grown at a rate of 2 percent per year on average in small business districts (Hyatt, 2021).  Demanding hotels must cope with both their interest and their ability to provide. Also, if hotels of the same size and ownership types, such as Intercontinental Hotel Group (IHG) and Hyatt Hotel Corporation, differ in their importance of reaching these capacities is determined in this essay.











Differences between competitive marketing and feasible competition are nearly impossible to distinguish in the field of marketing. If this is the case, the system should provide advantages that cannot be duplicated and that would be prohibitively expensive to duplicate if it were to be replicated. The ability of an organisation to concentrate on its capabilities and supplies and achieve success over time is referred to as a competitive edge, and it can influence the level of success achieved by the organisation. In terms of natural resources to which they require access, hotels, like all other organisations, differ from one another. Anyone can trace the hotel's competitive edge back to how it makes use of its available resources and capabilities. Obtaining and retaining a competitive advantage allows for greater differentiation (Haque et.al, 2021). The industry relies on the accepted norm for the hospitality industry and has a planned configuration of trademarks that are specifically tailored to fulfill the needs of tourists. The organisation promotes entrepreneurs by providing prominent brands solutions that help raise productivity, enhance satisfaction levels, and increase profitability (Lovati et.al, 2020). Because of this, the corporation maintains a System Fund in the way to serve all of the hotels. All hotel contributions to the Foundation flow directly into marketing and the mechanism for booking guests.


The introduction of the Hyatt Place brand broadens their critical advancement into a fast-growing sector. By doing so, Hyatt is able to considerably yet insightfully grow its global brand perception in new locations such as cities, terminals, and major university places in the United States and beyond. Hyatt, a major hotel company, focuses on individuals to help them become the best version of themselves they can be (Dion & Sitz, 2020). This motivation oversees every aspect of their business, from how people manage their relatives, connections, and the ecosystem to purchasing items and respecting personal rights. In order to obtain and keep competitiveness, it is critical to establish and maintain a company's image. That approach aims to drive consumers to Hyatt's transformation channels while also conveying the company's core storyline to the public. The IHG website is simple to navigate because it is well-organized and enables travelling more convenient. This guide also includes a visual summary of each hotel's locality, as well as a performance contrast among the various properties. The booking section is composed of interesting analysis-focused material that is well-organized and easy to understand (Kvasnièková et.al, 2020).


For the hotel's own good in terms of the service life, a fair mix of tactics must be applied to bargain the support amalgamation it provides.  The hotel is interested in meeting the demands of its customers, just as it would handle a routine request. The Hyatt Corporation really does have a long history of supporting the RiseHY initiative, which promotes and supports work jobs for young people from impoverished populations. The company is working with a variety of organisations to discover and enhance ideas that will help the sector go forward in areas like youth employment, energy consumption, and water utilisation, among others(Chiu & Cho, 2020). The Intercontinental Hotel Group appreciates the value of doing business ethically while also saving money. At IHG, cooperation is a cornerstone of the company's values. IHG urges people to make wise choices. It establishes the standards by which everyone at IHG should conduct themselves (Chen, 2018). Due to its long history of investing in its employees, the firm is dedicated to improving the working environment while upholding the constitution and giving everyone equality, inclusion, and dignity (IHG, 2021).


A hotel's launch and brand awareness are aided greatly by employing effective marketing methods. Leisure travel has also been affected, but if a hotel's promotional structure is centred around family members and companions, there are still ways to cope with varied customers (Stoilov et.al, 2021). Hyatt's top priority is the safety and well-being of its visitors, patrons, and employees. Taking into account the Covid scenario, the Global Care & Cleanliness Commitment of Hyatt places an increased emphasis on enhancing security and well-being for employees as well as customers by implementing new wellness and cleanliness measures. As part of the pledge, a sanitation and wellness manager is on hand at all locations to lead the cleaning and teaching efforts. Because of this, IHG Hotels & Resorts believes that individuals should be allowed to vacation freely, and their businesses and hotel employees are ready to welcome them back with open arms. While responding quickly and carefully, the organisation consistently chooses the best option for guests, coworkers, hotels, and owners alike ((IHG, 2021). The IHG Way of Cleanliness initiative has been enhanced at all of the chain's hotels to include continuous education technology and enhance communication to encourage visitors as their stay progresses. That begins at the time of booking, when guests may examine the Hotel Hyegine Reports and extra information about the cleanliness of each hotel. 


When it comes to eco-friendly marketing, companies participate in recycling facilities, tighten up on rubbish collection, make charitable donations, and educate their customers on how they safeguard the ecosystem. It's critical for IHG, which operates hotels in over 100 countries, to work efficiently while also doing their part to protect the environment so that future generations can enjoy travelling (Kandampully, Zhang, and Bilgihan, 2015). To make guests' stays more environmentally friendly, IHG collaborates with hotels and suppliers to combat climate change, manage waste, and save and protect natural assets (Müller et.al, 2021). IHG assumes the responsibility of implementing a technology strategy that reduces inputs into output and decreases franchisees by 2030. IHG takes this obligation very seriously indeed. The company's new form hotels are expected to operate with minimal impact on the environment, as well as a greater emphasis on alternative energy sources. Hyatt's 2020 Vision was unveiled in 2014 as a response to the world's most pressing environmental issue. In order to reduce energy consumption and environmental use, it is dependent on the goals of all hotels, just as greenhouse gas (GHG) emissions, reuse and waste reduction, commercial and technical manageability, and various problems require a society effort from the various companies (Renz, 2016). Using Hyatt EcoTrack, an environmental science platform with policies and methods and simple infographics for hotels, Hyatt analyses consistence statistics from hotels throughout the world (Rhou, and Singal, 2020). Hyatt EcoTrack. If the hotel is older, the area is more challenging for Hyatt hotels to operate in, and if it is newer, it may be easier. The company makes use of energy assessments to narrow its attention to property-specific projects and hence improvement actions (Hyatt, 2021). 


When a company's marketing strategy is out of sync with its organisational practises, present economic conditions, or both, it might suffer as a result of poor execution. Because success is not always based on tactics, successful organisations do not create plans for their operations (Kansakar, Munir, and Shabani, 2019). They use a blended approach, which blends vision, implementation, and management to achieve their objectives. Getting the right percentage of these three components is critical, and achieving the right balance is different for every company (Dzhandzhugazova, Blinova, Orlova. and Romanova, 2016). Knowing who the marketing is intended for can assist in defining a more specific target, which can then lead to more effective ways of increasing hotel income (Buhalis & Volchek, 2021). Hoteliers must demonstrate how they are different from the competitors, regardless of the hotel's style, location, services, or other attributes, in order to persuade guests who are on the fence about travelling. 





To prosper in today's economy and maintain their market position, they used different marketing approaches and strategies as a result of the previous debate on hotel chains.  They are stepping up efforts to carry policies and procedures as they reinvent the accommodation experience at Hyatt, putting a strong focus on you as the guest. As an alternative, Intercontinental Hotel Group is working with governments, trade groups, and other support to secure assistance measures, ensure industrial participation, and speed up the rebuilding process.
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