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�
Introduction


This essay is based on the marketing methods of Intercontinental Hotel Group (IHG) and Best Western, which are one of the major multinational hotel chains. IHG and Best Western has hotels and resorts all over the world. Intercontinental Hotel Group is based in England, United Kingdom and it has around 5,700 hotels and resorts in about 100 countries. They run their hotels in 3 ways 1st as a franchisor, then as a manager and as owner. On the other hand, Best western is another top multinational hotel chain based in Arizona, United States, with 4,700 hotels and resorts in 90 countries all around the world. (Supriya, 2021) Best Western Hotels and resorts are operated mainly as a franchise and independently owned and operated. This essay analyses the marketing methods and marketing strategies of these two multinational hotel chains. Through This essay, it would be easy to learn about the development of marketing to create value for potential customers, target shareholders and measure its impact among strategic and operational activities. 


Marketing Methods and market position of Both Hotels


Intercontinental Hotel Group is one of the top hotel chains in the world, with above 83000+ rooms all over the world. In 2016 it overtook as the world biggest hotel company defeating Marriot in the merge. Since founded in 2003, now the net worth of the company has been $2.394 billion. Currently, IHG has a Brand value. To come to this point of success, it followed some marketing methods. Strategic allocation of Product, Price, Place and Promotion has not only helped IHG to achieve marketing goals but also an organisational goal. (Henry, 2018) For the last decade, the world has become more dependent on technology. E-commerce and digital marketing have gained much attention from both marketers and consumers. Intercontinental Hotel Groups has been active in digital platforms like not only websites, web portals, online advertisement but also in social media to promote its products and services where they directly engage with consumers. (Zender, 2018) besides, IHG provides loyalty card programs for consumer facilities. A loyalty card allows the consumer to enjoy several offers and discounts. IHG uses community influencers and makes them brand ambassadors for the company to perform on-ground promotional activities. Besides, IHG advertises its services in magazines that are conventional for both consumers and marketers, as well as TV advertisements. These advertisements include a slice of life elements and characteristics that attracts consumer because of the relativeness. They segment the market so appropriate services reach potential consumers. Best Western was founded in 1946 and now it has grown to have 4,700 hotels and about 400,000 rooms all over the world. It has grown up to be one of the major multinational hotel chains of the world as well, with net revenue of $3.1 billion. Best Western uses social media like Facebook and Twitter to promote its activities and connect with its customer. Best western uses conventional advertising for marketing methods. (2019) Majorly, Best Western uses advertising in media channels, like TV, newspaper, Magazines and online advertisements for its promotional activities. (Portada, 2015) Best western offers gift cards for consumers so they can enjoy special benefits and rewarding to attract consumer attention. Most of the marketing methods of both of the hotel chains are quite alike. Just like IHG, Best Western tries to make the best use of 4p's of Marketing Mix as a marketing strategy. (Anon., 2019) Both of the hotel chains have high brand value and are well accepted among consumers. 
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Figure 1 Current Market position of Intercontinental Hotel Group


(Source: Google Finance)


Figure 1 shows the current market position and shares market situation of IHG. Best Western can be considered as a combination of hotels ensuring high-quality service among the member hotels, guests, members and employees in a long-term commitment with the hotels. (Anon., 2019)


Current Marketing Strategies


Delivering high-quality, industry-leading net room growth is stable, run by frequent investment in intensifying their guest and owner delivery and building their brands at scale in major markets is the ambition of IHG. The main strategy for market segmentation followed by Intercontinental Hotel Group is the market differentiation strategy. By Differentiation, the strategy market is parted into a proper market division based on features of the varying needs and the target markets. Some of the major brands of IHG are Intercontinental Hotels and Resorts, Holiday Inn Garden Court, Crown Plaza Hotels & Resorts, SunSpree, Holiday Inn, Staybridge Suites, Holiday Inn Family Suites Resort, Holiday Inn Express, Holiday Inn Select, Holiday Inn, and many more. IHG follows Market Segmentation as the positioning strategy. The definition strategy allows IHG to make plans and take decisions regarding different brands, cultures and target markets.
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Figure 2 Purpose, Ambition and Strategy statement of IHG


(source: IHG website)


Figure two shows the purpose, ambition and strategy followed by Intercontinental Hotel Group. Best Western has been winning awards for effective strategic planning in the past years. Best western has a strategic partnership with well known and respected organisations to extend its marketing reach. While IHG focuses on deferential market segment strategies, Best Western focuses on marketing mix strategies. According to their executive statement, all the hotels and brands of Best Western have different styles and personalities, but they share the same commitment to providing the best service to the consumer.  Marketing mix strategies include product innovation, pricing approach, promotion planning and more. These strategic activities focus more on the well-being and success of the organisation. Marketing mix strategies help the organisation to active organisational goals efficiently and effectively. (Anon., 2019) Product strategy is implemented according to the regional background, consumer need and consumer satisfaction while organisations capability is highly put into account. Also, product innovation increases consumer satisfaction and efficient service meets the goal of customer loyalty. These strategies are implemented through market researches, which helps both consumers and brand owners of Best Western.





   



































Figure 3 Strategic Marketing Mix Activities


Figure 3 indicates the marketing mix strategy. Best Western analysis the Marketing Mix Strategy as their marketing strategy.


Marketing for Sustainability and Green Messaging


During the early '90s, green marketing has come to the attention of business organisations as ecological marketing. Nevertheless, to the lodging industry, it is still a new term. Nevertheless still, they are trying to lead a sustained business. (Lampo, 2012) To maintain sustainability Intercontinental Hotel Group has developed a system as IHG Green Engage system. IHG ensures all of the hotels under them follow this system to ensure sustainability. IHG Green Engage System is an environmentally sustainable system based online. It enables IHG hotels to manage and measure their influence on the environment. Through this system, the member hotels can choose from about 200 green resolutions so they can minimise the use of energy and water and optimise waste and enhance their effect on the environment. This system includes four levels of certification. If the hotel is able to achieve up to level 3 certification or above, it can save up to 25% of the energy. (Counsil, 2015) Along with IHG majority of Best Western hotels are committed to implementing sustainable strategies for the green region. The Best Western Hotel President in Rome took the initiative to implement Green and Environment Friendly service and started the initiative, Go. Get. Green. (2019) According to the Go Get Green initiative, to reduce the impact on the environment, customers can get a reward instead of cleaning the rooms in a two-night stay.


COVID 19 Implications for the Marketing Team


Managing the effect of COVID-19 is teamwork for both the hotel industry and IHG. The IHG team is trying to go through every safety measurement for guests, employees, hotel owners and hotels. At this point, vaccination has allowed travel. IHG is trying to protect the guests and give flexible facilities, trying to protect the hotels and taking care of people as well as provide the best hospitality they can. (2021) In this economic crisis of COVID-19, Best Western is trying to ease the financial burden in the hotel industry. (March 2020) Before the COVID-19 breakout, Best Westerns biggest concern was cleanliness. In 2012 it started we care we clean program, and after the pandemic, it gained more consumer attention. With new cleanliness criteria, Best Western is committed to serving the consumers.


Conclusion


Intercontinental Hotel Group and Best Western are two of the major hotel chains in the hotel industry, with hotels and resorts all over the world. These companies have some remarkable marketing methods and strategies. Throughout this essay, the marketing methods and strategies were analysed from some secondary research methodology. The ability to define and access marketing outcomes in strategic and operational management has been enriched.
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