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Intercontinental Hotels Group (IHG)
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IHG operates in more than 100 countries throughout the world with a well-known brand portfolio which includes InterContinental, Crowne Plaza, Holiday Inn and Kimpton Hotels and Restaurants (Akron et al., 2020). The organisation focuses on offering a variety of lodging options, from affordable to luxurious and to accommodate both business and leisure travellers. The industry has recognised IHG for its dedication to providing the outstanding guest experiences and high standards.
Hyatt Hotels
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Hyatt Hotels, an American-based international hotel franchise, boasts an array of luxurious properties scattered around the world, each with a unique moniker: Grand Hyatt, Park Hyatt, Andaz, and Hyatt Regency (Akron et al., 2020). Their core values revolve around fostering an environment of respect, allowing individuals to excel. The ultimate objective of Hyatt Hotels is to promote customer satisfaction and devotion by providing bespoke accommodations, innovative amenities, and unforgettable encounters (Boella and Gross-Turner, 2019).
The hospitality sector is graced with the presence of IHG and Hyatt Hotels, both recognized businesses with remarkable global renown. To ensure incredible service quality, they strive with diligence to cater to their clients' every need. Hyatt Hotels takes on the luxurious and elite market while IHG offers a collection of brands fit for any consumer class, guaranteeing a varied target audience (Boella and Gross-Turner, 2019). The competition is fierce and every guest's experience falls under serious scrutiny, which is why both enterprises prioritise guest satisfaction and safeguard the unique standing of their brands (Boella and Gross-Turner, 2019).
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Intercontinental Hotels Group (IHG)
In fiscal year 2021, IHG's network of brands generated a total revenue of $2.39 billion, showcasing their financial prowess (Bux and Amicarelli, 2022). This impressive sum includes the revenues from all their offerings, including room reservations, food and beverage services, and an array of other hotel-related activities. The financial information currently available accurately presents IHG's strong overall revenues.
With various variables at play, IHG's revenue performance might not be an open-and-shut case (Bux and Amicarelli, 2022). A possible contributing factor is its global footprint, which grants access to a range of markets and enables it to cater to a diverse pool of travellers. IHG also runs hotels in different market segments, such as the luxurious InterContinental hotels and the budget-friendly Holiday Inn hotels, capturing a broad spectrum of customers (Bux and Amicarelli, 2022).
Additionally, IHG has put successful revenue management techniques into practice to increase RevPAR and optimise hotel rates. IHG can use data analytics and pricing algorithms to dynamically change prices based on demand and market conditions, thereby increasing sales (Calinaud et al., 2021).
Hyatt Hotels
Hyatt hotels are known for their luxurious and opulent accommodation options in many different parts of the world (Calinaud et al., 2021). The company regularly reports solid financial results, and its recent overall sales report was also solid. Hyatt reported total revenue of $4.46 billion for the last fiscal year.
Several factors contributed to Hyatt's revenue growth. First, the company is able to charge a premium and generate higher revenue per visitor due to its focus on high-end hotels and luxury goods (Dalak et al., 2023). Exceptional amenities and services at Hyatt hotels help increase customer satisfaction and drive repeat customers, which in turn increases revenue.
In addition, Hyatt has studied the growth prospects of key segments at the country and global levels. The company improves profitability through strategic expansion into new territories and opening of new properties (Dalak et al., 2023). Due to its expansion strategy and high brand recognition, Hyatt Hotels was able to gain market share and increase sales.
Taken together, both Hyatt and InterContinental Hotels Group (IHG) have delivered good overall revenue performance (Goryachkina et al., 2018). Hyatt's total revenue of $4.46 billion was ahead of IHG's $2.39 billion. These figures are a testament to the effectiveness of their respective business models, market positions and strategies in conquering a significant portion of the global hospitality industry (Goryachkina et al., 2018).
[bookmark: _h5r7rzy860qr]
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Intercontinental Hotels Group (IHG)
IHG's well-known and respected brands such as InterContinental Hotels Group, Crowne Plaza, Holiday Inn and Kimpton Hotels & Restaurants help strengthen its market position (Guchait and Ann, 2022). These brands are known around the world for their high standards of consistency, quality and service. Due to its strong brand recognition, IHG is able to attract both leisure and business travellers.
InterContinental Hotels Group is a significant player in the global hotel industry in terms of market share (Guchait and Ann, 2022). Due to its vast geographic reach, the company can access a variety of markets and benefit from domestic and international travel trends. Due to IHG's extensive network of hotels to suit every taste and budget, customers have a variety of options at every price point.
Hyatt Hotels
Moreover, Hyatt Hotels enjoys a dominant position as a major player in the luxury and upscale hotel segment (Guchait and Ann, 2022). The company's dedication to delivering exceptional customer service, unique experiences and luxurious accommodations has driven its success in the industry. Well-known Hyatt hotel brands include Park Hyatt, Grand Hyatt, Hyatt and Andaz.
Hyatt competes in the luxury hotel market with other upscale hotel chains, including Marriott's luxury brand and Hilton's upscale accommodations (Hadi et al., 2022). Despite Hyatt's unique brand positioning and track record of delivering unique and memorable guest experiences, it has made a name for itself in a highly competitive industry.
Hyatt Hotels commands significant industry influence with its widespread global footprint encompassing luxurious properties across sought after destinations catering to discerning travellers worldwide (Hadi et al., 2022). The brand differentiates itself by placing premium significance on respecting local cultures as well as providing genuine travel experiences that reflect authenticity. 
In contrast Intercontinental Hotels Group (IHG) boasts one of the highest market shares within this ultra competitive industry segment attributable to its diverse portfolio of brands and strong international presence (Munjal., 2023). However Hyatts strategic focus on high end categories places it at an advantageous position over peers. Both companies are highly adept at delivering exceptional customer experiences and building brand recognition through sustained excellence in their service offerings – key factors that have propelled them forward amidst intense competition continuously (Munjal., 2023). 
In terms of future growth prospects; IHG enjoys tremendous potential owing to their extensive coverage across multiple regions worldwide – making geographic expansion into new markets or enhancing existing services a viable option for achieving continued success (Hadi et al., 2022). 
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Intercontinental Hotels Group (IHG)
IHGs impressive brand portfolio places it in a formidable position to target untapped regions with significant growth potential as part of their expansion strategy (Hadi et al., 2022). The expanding global middle class coupled with an increasing appetite for travel presents an advantageous business outlook for IHG as they extend their reach through new locations. Their wide range of brands caters well to different consumer segments across diverse niches resulting from changing preferences within different markets; this creates the opportunity for broader customer reach as well as adaptability when addressing changing trends (Goryachkina et al., 2018). Accordingly IHG continues exploring ways of diversifying their offerings while exploiting emerging opportunities specific to market possibilities.
The potential for expansion into new markets IHG also depends on its capacity to explore strategic alliances and collaborations (Goryachkina et al., 2018). IHG can increase the products, reach new customers and improve its distribution channels by partnering with the businesses already dealing in travel and tourism. Collaborations with travel agents, airlines can help the organisation get more sources of revenue and customers (Goryachkina et al., 2018).
Hyatt Hotels
There is a  growth potential for Hyatt Hotels too, notably in the upmarket and luxury markets. International expansion is one way to expand (Dashper, 2020). Hyatt may profit from the rising demand for lodging in developing countries like in Asia and the Middle East. By establishing hotels in these areas, Hyatt will be able to appeal to wealthy tourists and use the prestige of their brand to get market share (Dashper, 2020).
Hyatt Hotels can also focus on increasing its presence in various metropolitan centres and well-known tourist places. Luxury rooms are frequently in great demand in these places due to high tourist volumes (Boella and Gross-Turner, 2019). Hyatt may improve its visibility and gain customers by carefully acquiring or building hotels in these locations.
Hyatt has the option to look at brand diversity potential in addition to regional development (Boella and Gross-Turner, 2019). Hyatt may appeal to a larger range of customer tastes and preferences and touch unexplored areas by launching new brands or entering specialised marketplaces. Hyatt can increase its client base and create new income streams with the help of this technique.
Technology advancement and innovation may also be crucial to Hyatt's expansion. Hyatt can stand out from its competitors and draw in tech-savvy tourists by using digital platforms, enhancing guest experiences (Hadi et al., 2022), and adding cutting-edge technology like artificial intelligence and virtual reality.
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Intercontinental Hotels Group (IHG)
CSR Corporate social responsibility is supported financially by the Intercontinental Hotels Groups (IHG) (Hadi et al., 2022). The organisation has built a thorough CSR plan which emphasises community involvement, environmental sustainability and ethical business practices.
Through its "IHG Green Engage" initiative, IHG has established challenging sustainability objectives. Its properties all around the world will use less energy, water, and garbage due to this programme (Munjal., 2023). IHG makes investments in eco-friendly technologies, waste management strategies into place, and encourages ethical purchasing. The business's financial support of sustainability projects shows its commitment to reducing its environmental impact (Munjal., 2023).
In terms of involvement in the community, IHG is actively involved in a number of charitable projects (Guchait and Ann, 2022). The company's charity collector, the IHG Foundation, provides funding for initiatives that emphasise disaster management and education. IHG shows its dedication to having a good effect on the areas in which it works by contributing money and volunteers to assist community projects (Guchait and Ann, 2022).
Additionally, IHG has integrated ethical business practises into every aspect of company operations. The business promotes strong moral values, ensuring that workers, vendors, and visitors are all treated fairly (Goryachkina et al., 2018). IHG's actions to advance gender equality and enable inclusive work environments demonstrate its dedication to diversity and inclusion.
Hyatt Hotels
Additionally, Hyatt Hotels exhibits a significant financial commitment to CSR programmes. Through its "Hyatt Thrive" initiative, the organisation has incorporated environmental practices into its daily operations (Goryachkina et al., 2018). Hyatt has established high standards for lowering its environmental effects, including reducing greenhouse gas emissions, managing trash, and saving water and electricity.
Hyatt supports sustainable sourcing methods, employs energy-efficient technologies, and invests in renewable energy sources (Goryachkina et al., 2018). The business's financial support of sustainability projects demonstrates its commitment to responsible environmental management and sustainable operations.
Hyatt Hotels actively helps regional communities through its charitable endeavours in terms of community participation (Bux and Amicarelli, 2022). The Hyatt Community Grants programme offers financial support to charity organisations that work to solve local issues including poverty eradication, health care, and education (Bux and Amicarelli, 2022). Hyatt's financial contributions and staff volunteer programmes demonstrate its dedication to civic participation.
Hyatt Hotels also places a high priority on ethical business conduct. The business adheres to a Code of Business Conduct and Ethics, which ensures honesty, openness, and equitable treatment of stakeholders (Bux and Amicarelli, 2022). Through programmes that empower underrepresented groups and establish an inclusive workplace, Hyatt fosters diversity and inclusion.
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Intercontinental Hotels Group (IHG)
One recommendation for IHG is to take advantage of emerging market development prospects even more (Boella and Gross-Turner, 2019). Even though the IHG currently has a significant worldwide footprint, entering underserved areas may open up new opportunities for revenue and market share growth. Travel and tourism are developing as a result of the rapid economic expansion and expanding middle class in emerging economies like china, india and southeast asia. IHG can effectively target these regions and adapt their offers to accommodate the regional tastes and cultural specialities (Boella and Gross-Turner, 2019). By doing so, they can take advantage of expanding the demands of lodging. Partnerships with regional developers, joint ventures and acquisitions might be used to do this in order to enable market entry
Hyatt Hotels
One recommendation is for Hyatt Hotels to strengthen their technology and make use of digital media and platforms in order to enhance customer experience and boost the operational effectiveness (Boella and Gross-Turner, 2019). Technology has a significant impact on how the hospitality sector is shaped in the current digital era. To simplify operations, Hyatt should spend money on cutting-edge platforms and systems including the mobile check-in and keyless access, cloud based property management and individualised guest interaction (Mehmood, 2020). Hyatt can increase productivity, cut expenses and provide the visitors a good experience by adopting the technology.
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