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Introduction – Executive Summary
This essay is aiming to describe the differences and similarities between two multinational hotel chains: Intercontinental Hotels Group and Hyatt Hotel corporation. I have chosen these two hotel chains because I am familiar with them and also, I have been working in both chains, which means that I have knowledge about certain subjects and things that happen in these two hotel chains. The Marketing Mix of the hotel's will be investigated in order to better understand their strategies in matter of marketing and those that helped the in becoming so successful in the hospitality industry. The current market position will also be defined and described in order to make a fair comparison between the chosen chains. Sustainability and green messaging regarding the two chose hotel chains, Intercontinental Hotels Group and Hyatt Hotel Corporation will be focused and discussed in order to see their impact on the environment. Due to OVID-19 Pandemic, the hospitality industry have suffered major changes (McKinsey, 2020) and for this reason, the new marketing strategies adopted by the two multinational chains will be compared for a better understanding of the current situation. A conclusion will be developed based  on the comparison and information written in the essay. 

Marketing Mix
PRODUCT
17 types of broad categories are sold by Intercontinental Hotels Group and they are designed for people with high expectations first of all. The main services offered by this hotel chain are accommodation in luxury hotels, resorts and suites as well. The IHG is headquartered in England and for this reason, there are numerous hotels all around the country but also in 2003 it was already split on 6 continents which means that their brand image should be strong. (Carey, 2019)
As IHG offers high-ended products such as luxury accommodation, Hyatt Hotels Corporation is promising the same high-quality services but they are differentiating by the above-mentioned hotel chain by having more spacious rooms, unique gardens, halls, bars and restaurants. Moreover, the hotel chain is focusing on developing their staff to deliver excellent services even in matter of food. (MBA Skool, 2018)
PRICE
Secondly, the products are designed for a various purposes and for this reason the customers of International Hotels Group are able to choose what better fits their desire and purpose of accommodation such as business travelling, leisure travelling, family trips, so on and so forth. As the competitors are not having all the features Intercontinental Hotels Group has, they are willing to pay higher fares. (Stewart, 2021) It is also important to mention the fact that the fares are from midscale to high fares in order to meet the budget of a broader palette of customers. Because of the above-mentioned facts, IHG has been adopting the Price Optimization Module that allows establishing the right prices for a certain region and it also takes into account the demand aspect. (Hospitality, 2009)
Aiming for the same palette of customers as IHG, Hyatt Hotels Corporation is having premium pricing strategy and they have success because of the fact that due to their excellent services, the customers are willing to pay the required sum of money while making a booking at any Hyatt hotel. On the other hand, the chain of hotels is having a board of managers that are continuously studying the demand and the prices asked by competition in order to optimize their prices and increase the demand. (Reuters Events, 2012)
PLACE
As it was mentioned above, International Hotels Group is spread all over the world and this is a huge advantage in their business because of the fact that their loyal guests may choose to stay in the IHG chain anywhere in the world. Due to the fact that the chain of hotels is continuously spreading around the world enhances their brand image. (Sernadipians, 2019)
Hyatt Hotels Corporations is also spread all around the globe and for this reason, knowing how to keep their customers made the hotel chain to expand their locations due to the fact that demand was alarmingly increasing after the things have settled down with the first phase of COVID-19 Pandemic. (Hospitality, 2021) 

PROMOTIONS
In order to have a broader image and get known on the market, the Intercontinental Hotels Group is using both traditional and new channel in order to promote their brands. When it comes to traditional marketing, the Hyatt-e and IHG chain are promoting their hotels via radio,tv channels, television adverts and also, they use to appear in multiple newspapers all around the world. On the other hand, there are used the social media marketing strategies in order to cover a broader number of people that see their adverts. For example, Twitter, Facebook and YouTube are the main social media tools used by the Intercontinental Hotels Group due to the fact that it is used by a higher number of people than other social media platforms. (Hospitality On, 2019)
In matter of promotion, Hyatt Hotels Corporation is using digital marketing in order to grow their palette of customers and as well they are sustaining in their branding campaigns to their customers not to settle down for less but to choose their luxurious services. It is important to mention the fact that the hotel chain have been making a special environment for the business travelers to be productive and this is included in their marketing strategies. (Hospitality, 2016)

Post COVID-19 Marketing Strategies  
One of the post-COVID-19 Pandemic marketing strategy is to implement the main required policies and respect them. For this reason, the Intercontinental Hotels Group have been reducing their front-desk office operations by introducing the self-check-in process that allows the guests to scan the QR code of their reservation in order to access the room and the facilities they have booked. (Gursoy, Chi, 2020). Furthermore, creating Webinars and answering the curiosities and questions of the customers is another tool of marketing used by IHG and they are doing it every month since COVID-19 Pandemic situation have been settled down. (Hotelogix, 2021)
Furthermore, the Hyatt Hotels Corporation have been adopting also the above mentioned digitalization but more than that, they have been using more marketing strategies as Booking.com have been grow their imposed rate to 56% for the marketing services, to the Google.com and Google Traveling, Google Ads, marketing strategies that allow the Hyatt Hotels Corporations to be visible on more international hospitality platforms and also, to gain more customers. (Mauguin, 2021)
Green Message
The Intercontinental Hotels Group is concerning about having a great impact on the environment as well as those who open franchised hotels in order to protect and sustain the environment such as waste management, water scarcity or smart utility consumption. (IHG, 2021). The main plan of IHG is on a longer term, until 2030 they are planning to reduce 15% of the direct operations such as front-desk office services, room-service and so on. Furthermore, the new hotel that will open will have low to zero carbon emissions and use the renewable energy. The food waste is another concern that will be fixed by Intercontinental Group Hotels as well as reducing water footprints and mitigate water risk. (IHG, 2020)
The same efforts are made by Hyatt Hotels Corporations that is trying to protect the environment especially after COVID-19 Pandemic by introducing sustainability experiences in the customer’s experience which is also a tool of marketing. The chain of hotels is willing to reduce the use of single-used plastic amenities by 2022 by transitioning to large format bathrooms. Moreover, in order to avoid the single-used bottles, there will be introduced in rooms refill stations for water, so this will prevent plastic waste as well as exclude the plastic key cards by using digital opening of the hotel rooms. In order to help the pollination, there are build beehives on the top of Hyatt Place Ottawa - West to Hyatt Regency Amsterdam (Hyatt, 2021)
Conclusion
In conclusion, the two groups of hotels have been adapting to the changes that occurred during the COVID-19 Pandemic and have been implementing all the measurements in order to keep their guests safe and the personnel also. On the other ands, the marketing mix of the two chains seems similar but each of them are using their strongest points in order to succeed and get to a various palette of customers. Being aware of the planet and using sustainable tools in order to reduce pollution is a great idea that not just make the environment cleaner but more customers are attracted to stay in hotels that do good and protect the environment. 
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