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The essay is going to cover the marketing strategies and historical background of Intercontinental Hotel Group (IHG) and Hyatt Hotel Corporation. The essay is also going to cover current market positions of Intercontinental Hotel Group (IHG) and Hyatt Hotel Corporation and considerations that are made by them in their marketing concerning sustainability and green messaging. What measures Intercontinental Hotel Group (IHG) and Hyatt Hotel Corporation have maintained about the COVID-19 pandemic, marketing communications that are being provided to their clienteles now, will be also included in this essay.
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Intercontinental hotel group is one of the known modern international hotels, which gives their service in more than 100 different countries with more than 360000 workforces to give their best hospitality and good quality service. Intercontinental hotel group has more than million service takers all around the world. Hyatt Hotels Corporation is also known as Hyatt hotel and resort which is an USA based multinational company (Roderick B. Salisbury and Dustin Keeler., 2017). Hyatt Hotels Corporation gives their service in 43 countries all around the world with more than 100000manpower to give their luxurious hotel and resort services.
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Intercontinental hotel group maintains various strategies to deliver the best quality service to their valuable consumers their ambition is to give the high-quality service to their consumers by non-stop investment in improving their owner & guest offer and developing their brands at scale in high-value markets (Miskelly, 2013). Whereas, Hyatt Hotel corporation’s determination to care for individuals so they can be their best notifies its professional choices and develop strategy and is proposed to entice and hold top staffs, build relations with people and create value for stockholders.
Intercontinental Hotel Group grown primacies put their brands at the heart of their business, and their owners and guests at the heart of their discerning (Ball and Ball, 2013). This hotel recognises the crucial role of a cultured, well-invested digital tactic, and certifies they fulfil their increasing obligation to care for their persons and make an optimistic change to their groups. On the other hand, Hyatt Hotels Corporation’s priority is to deliver reliable generosity by creating a change in the lives of the persons they touch every day (GREWAL, 2015). They respect ultimate social rights, as personified in the World-wide Statement of Human Rights as well.
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The marketplace remains uneven, with a valued eight million exclusive hotel rooms which is nearly more than 46% of the total marketplace and intercontinental hotel group has an assessed 8% stake of the proprietary market which is around 4% of total market (McGuire and Ho, 2019). Intercontinental Hotel Group has more than 842,800 visitor accommodations and more than 5,757 guesthouses transversely almost 110 nations. On the other hand, in 2020, colossal Hyatt Hotels Corporation engendered around 2.07 billion U.S. dollars in income from processes global and that replicates a reduction of 57% from preceding year's total of 5.01 billion U.S. bucks.
The top six major companies, with Intercontinental hotel group, organised regulate around 44% of the branded accommodations, only 16% of entire hotel accommodations. Geologically, the marketplace is more focussed with the top 20 nations accounting for more than 80% of world-wide hotel accommodations. Within this, America is leading which is approximately 26% of world-wide guesthouse accommodations, with China, Kingdom of Spain and Italian Republic being the next major marketplaces (Ashworth and Goodall, 2013). The Group’s varieties have more management situations in the six main topographical marketplaces than any other key hotel corporation.
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Strategies can make business both profitable and loss-making and that is why choosing the right strategy is very crucial for each and every business organisation. Both the Intercontinental hotel group and Hyatt Hotel Corporation follow different strategies (Aaker, 2013). Their strategies are different as their mission, vision and operations are different. Intercontinental hotel group is a five-star hotel company which only gives the five-star service to their consumers whereas Hyatt hotel corporation is giving service according to their customer’s demand they use different strategy to target their customers and follow different strategy to make it promising for clients who need to 3-star, 4-star or 5-star hotels and resort experience. Intercontinental hotel group is more concerned about their stockholders whereas Hyatt Hotel Corporation is concerned with their consumer more (Baker and Cooperstein, 2015). Hyatt Hotel Corporation is following the strong marketing strategy to get the competitive advantage in the current competitive business world. Hyatt Hotel Corporation is giving their best hospitality services and with their hospitality services they are providing complimentary facilities like health spa, gymnasium, and cleanliness issue, valuing and operates, cleaning facilities and area at where these guesthouses, resorts & belongings of the brand situated. 
In hospitality industry the imperceptible belongings take a countless effect on the demand design, just like the company have leading brands in its selection because of which Hyatt Hotels have received various accolades, awards, and top ranking from Fortune, Forbes, Inter-brand, and many others as of the operator knowledge & facilities it has carried to the clienteles (Jagpradeep, 2018).
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The term sustainability marketing refers to the responsibility of any particular company towards the environment, towards the society and towards consumers. Businesses follow various strategies to sustain in the competitive market and here intercontinental hotel group has taken different initiatives to make their stockholders and consumers happy (McGuire and Ho, 2015). Understanding the key benefit that they are getting from them and giving them helps to get the position in the market and here both the Companies intercontinental hotel group and Hyatt Hotel Corporation have followed that perfectly. Hyatt Hotel corporation is giving the right service to their consumers and that is not only beneficial but also useful to get competitive advantages for them (Doyle, 2013). For the sustainability marketing both the intercontinental hotel group and Hyatt hotel corporation are totalling this to their mission, visualisation and goal of the business.
Green massaging is a strategy to show some esteem toward the environment that helps the environment is a positive way. Both intercontinental and Hyatt have taken their steps to show the responsibilities towards the environment. Intercontinental hotel group minimises their impact on the home-grown atmosphere from using less energy and preserving water to reducing waste (Kantola, Barath and Nazir, 2018). It is their technique of confirming that their environments are well-kept-up for everybody to love whereas, Hyatt hotel corporation sets goalmouths for reducing energy and water consumption and greenhouse gas productions at their guesthouses, reprocessing and surplus lessening, supply chain sustainability, and structuring competence.
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In the situation of covid-19 pandemic both the hotels have faced difficulties. Intercontinental hotel group has to cut down their employees for some time due to covid-19 situation and Hyatt Hotel Corporation did the same as well. But now the both hotels have given short time jobs to the needed people, for fulfilling their social responsibility (Bone, 2016). Intercontinental is responding rapidly and considerately, safeguarding that they do the correct thing for their peoples, contemporaries, guesthouses and proprietors and the many local publics of which they proud to be a part. On the other hand, Hyatt has taken great care over their decisions, so that they can make accountable selections for both nowadays and the lengthy time (French, 2020).  Listening to stakeholders, intercontinental have evaluated what’re most significant, not just to InterContinental’s growth, but how they develop, captivating into account all they have learnt from dealing with Covid-19 and development for a strong recovery over time.
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The essay covers the marketing strategies and historical background of Intercontinental Hotel Group (IHG) and Hyatt Hotel Corporation. The essay also covers current market positions of Intercontinental Hotel Group (IHG) and Hyatt Hotel Corporation and considerations have made by them in their marketing concerning sustainability and green messaging. What measures Intercontinental Hotel Group (IHG) and Hyatt Hotel Corporation have maintained about COVID-19 pandemic, what marketing communications are being provided to their clienteles now, is also included in this essay.
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