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A marketing strategy is a company's overall plan for acquiring and converting prospects into customers (Adams, 2017). When it comes to a marketing strategy, everything from the value proposition to the key brand message to demographic information about the target audience is included (Ltd, n.d.). Products, prices, locations, and promotions (the four Ps) all play a role in a well-rounded marketing plan. Any company hoping to build a brand, get new customers, or keep the ones they already have needs a solid marketing strategy (Köseoglu, Parnell and Guillet, 2019). In the hospitality industry, it's the exact same thing. Marketing managers and executives don't cut corners when it comes to building brand recognition and developing long-term, integrated efforts. Print and digital collateral are both used in this sort of advertising to target returning customers as well as luring in new ones. In contrast, the challenges faced in this industry are quite specialised (Barone, 2021).

The hotel company InterContinental Hotels Group PLC is based in London, United Kingdom. Third-party hotel owners use the company to manage and franchise their brands. It has more than six thousand hotels and resorts worldwide and 17 brands (IHG 2021). On the other hand, Hyatt Hotels Corporation manages and leases luxury and business hotels, resorts, and vacation properties founding gets back to 1957.Hyatt is an organisation with twenty premier brands and in excess of 950 hotels in 67 countries across six continents (Hyatt,2021).

In order to segment its market into appropriate market divisions based on characteristics of the various needs and characteristics of the target markets, IHG use the market differentiation strategy (Voegeli, 2021). The needs and expectations of the three market categories are diverse, and IHG brands are created to meet all these needs. It's necessary to perform market diversification in order to identify these niches and the corresponding brand. By providing several varieties of a single service, the corporation may cater to different markets and give each customer a sense of belonging to the brand. Market segmentation has been Intercontinental Hotels' positioning approach, and it's crucial that it be done correctly to take critical elements of each category adequately into account. To make each target consumer aware of the most appropriate brand, market differentiation must advertise the differences between the various brands (Allchin, 2012). Consider how to inform customers about the differences between Holiday Inn and Holiday Inn Express brands using your marketing strategy. Business tourists will be encouraged to stay at Holiday Inn Express, whilst leisure travellers will choose Holiday Inn. On the contrary, Full-service or boutique hotels were the norm for Hyatt-branded facilities, which typically targeted to upscale or business travellers. Hyatt's portfolio grew by two new names in 1980: Grand Hyatt and Park Hyatt. In 2006, Hyatt launched the Hyatt Place brand for business guests who wanted a more focused service experience. Hyatt House was Hyatt's first select-service hotel, focusing on guests who plan to stay for an extended period at a lower cost. There has been a lot of growth for Hyatt since then, particularly in the leisure and resort categories.
Timeless Portfolio (comprising Hyatt's classic brands), Boundless Portfolio (consisting of Hyatt's lifestyle brands), and Independent Collections are the three categories under which Hyatt organises its brands (soft-branded independent properties). Following the opening of the first residences, tommie and Caption will join the portfolio as additional upmarket lifestyle brands (Hyatt, 2021). 

IHG is devoted to providing only the highest quality services and accommodations. Every product comes with an easy-to-follow user manual. Customers can also call the 24-hour assistance line for product information. Retail personnel give clients comprehensive directions and explanations on how to properly use the goods. The IHG  all users a functional benefit. However, other identical goods also give these functional advantages. It stands out because it gives customers emotional rewards. Customer satisfaction is guaranteed with IHG offerings. IHG promises to meet both physical and psychological needs. Psychological needs include empathy, belonging, and love.
IHG promotes positive brand and product perceptions by charging a premium for select products. But talking about Hyatt Hotels, Researchers offer their viewpoint on all things working around in the organisation that meet both guest and corporate standards (Ghosh, 2020). Hyatt hotels target the corporate and upper classes with their products. The same method works because clients are willing to pay for services. Group bookings and extended stays at Hyatt hotels can qualify for discounts. Customers also receive complimentary dinners, suites, and other appealing and feasible incentives (TripAdvisor, n.d.).

IHG has been able to limit the quantity of units sold and produced by charging a premium for products. So, people start associating luxury with consumption. Prices give IHG products an exclusive feel (InterContinental Hotels Group PLC, 2019). IHG was successful and grew steadily as it employed premium pricing elements in other product lines. The company's administration maintains IHG outlets in all markets. When operating stores, IHG has more influence over operations and retail design. Since IHG operates its own outlets, it has direct access to customers and may acquire significant consumer data. IHG owns and operates stores, giving it more influence over stocking decisions. Customers can also purchase products from IHG licenced outlets. Investing in unexpected places is less risky when using licenced shops. The licenced stores have accelerated IHG corporate and market expansion. It has also learned about local customers and cultures through its licenced retail sites. In licenced stores and shops, IHG products are marketed by cultural values.  Hyatt, a world-renowned hotel chain, caters to the wealthy. Since its inception in 1957, Hyatt has believed in giving real services to each customer. One of the most famous hotel groups promises luxury service and genuine hospitality (Bhasin, 2018). Their marketing mix includes enormous conference rooms and banquet halls, gardens, pubs, and restaurants providing various cuisines. The company’s personnel are well-trained and eager to delight customers. Their exclusive territory includes only Hyatt Zika and Zilara resorts. In terms of pricing, Hyatt aims to be the industry leader by providing only the best services and goods in a beautiful atmosphere (www.bartleby.com, n.d.).


IHG has profiles on all social networking. It uses social media to directly communicate with customers. It better understands consumer desires and demands by actively connecting with them. This information is used by IHG in its marketing strategy and organisational structure. IHG also has a corporate website. This website contains information about the firm, products, and current sales (InterContinental Hotels Group PLC, 2019). Hyatt uses human media channels to promote their hospitality services. Hyatt has structured its marketing approach to build and retain favourable brand awareness and value, whether through word-of-mouth or other methods. Excellent Customer Relationship Management and strong customer satisfaction helped Hyatt achieve this. Customers benefit from the discounts and holiday initiatives they offer. Customer loyalty is rewarded with Hyatt Gold Passport signature membership cards, which allow members with additional savings and advantages (www.bartleby.com, n.d.). They also believe in their phrase, “We are for People,”. As for advertising, Hyatt guests and customers are the ideal choice because they spread the word about the hotel and visit the brand ambassador for more information (Ghosh, 2018).
After the Spanish flue in 1918, the current pandemic covid -19 can be called the worse ever pandemic the modern world is facing. As it has effected all the businesses ,hospitality industry business is spun upside down because of covid-19 pandemic. In current situation Hyatt is very much concern about the safety of their customers (Hyatt,2021). They are very much committed about the cleanliness, training and wellbeing of their all visitors at all locations.
IHG Hotels & Resorts believes that after the completion of vaccination process, people will get back to travel and are ready to welcome people in their safe environment (IHG,2021). IHG all hotels are upgrading their cleaning programme and training programme to ensure their guests have safe experience. They have shown everything about cleanliness on their website.
Green Marketing is when a company focuses on the environmental and sustainable benefits of their product in their marketing assets. It’s about the way the products are produced and made(blog.hubspot.com).
IHG is working with hotel owners and suppliers in order to make more sensible guests stay by reducing carbon emission and saving natural assets. They introduced the IHG Green Engage system, an innovative online environmental sustainability system that gives their hotels the means to measure and manage their impact on the environment (IHG,2021).
In 2014 Hyatt updated multi-year sustainability goals focused on reducing gas emission, diverting waste, purchasing sustainable products and design, build and renovate hotels more efficiently with lower impact (Hyatt,2021). Under its 2020 environmental framework, Hyatt achieved its 25% per square meter greenhouse gas reduction goals. Hyatt’s new environmental framework is focused on climate change and water conservation, waste and circularity and thriving destinations. (Hyatt,2021).
Effective companies avoid making plans since success isn't always based on methods. Everything they do is guided by their mission statement, development and strategic plan. For a business to be successful, all these elements must be present in the right proportions.
By defining the marketing's goal more clearly, better techniques for raising hotel revenue can be developed (Kinzel, 2020).
When it comes to convincing customers who are on the fence about travelling, hotels must differentiate themselves from the competitors regardless of the hotel's style, location, services, or other (Ltd, n.d.). You'll be able to stand out in today's extremely competitive job market if you understand the significance of marketing in the hospitality industry. In contrast to consumer goods sales, where marketers must sell both tangible and intangible products, hospitality sales need them to do (Barone, 2021). Because they're selling services rather than stuff, their success is frequently tied to their ability to arouse the appropriate emotions in the hearts of their customers. If a resort wishes to draw in visitors, they must create an atmosphere that guests will recall as quiet and enjoyable. For hotels, having a strong brand identity is crucial because tourism and other experiential services account for most of their business (Kinzel, 2020). 
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