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Executive summary
A report is developed to analyse the marketing management of a case organisation. The main focus of the report is the IHG group of hotels, which is a UK-based globally renowned hospitality company. Despite enjoying a higher brand reputation, the organisation is facing challenges like technological advancements, changes in consumer behaviour and environmental sustainability concerns. However, by leveraging the resources and exploiting the opportunity, IHG can avoid the threats. The analysis is supported by the application of PESTEL, VRIO and SWOT tools. The role of marketing reveals that IHG adopts both standardisation and adaptation to meet customer demands and enhance the quality of the value proposition. The report further recommends leveraging digital technology and adopting sustainable approaches to improve business performance in future. A supporting poster is appended to the report to enhance the clarity of the report.
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[bookmark: _Toc122549471]Introduction 
Marketing management is the method of planning and executing the distribution and promotion of services or products to attract and retain customers. In doing so, market analysts need to conduct an environmental analysis. Doing so offers proper information about the market trends and organisational potential. Based on the impact of such factors on organisational performance, products or services are designed by brands, which are further communicated to customers using suitable strategies. In this context, the report is going to highlight the marketing management of InterContinental Hotels Group (IHG). Started in 1777 as a brewery, the journey of IHG as luxury hospitality started in 1900 and since then, the organisation has maintained top positions in the market (IHG, 2022). Today, IHG is the 4th major hotel company in the world, headquartered in the UK (IHG, 2022). The report is going to analyse the business case by conducting an environmental analysis of the market and evaluating the role of marketing in its business. Based on the findings, the report will recommend improvements for IHG in the future. 
a) [bookmark: _Toc122549472]Environmental analysis and marketing
External environmental analysis 
According to Vlados and Chatzinikolaou (2019), the external environment of a business is composed of every outside factor that influences business operations. Therefore, businesses need to act or react to continue the flow of operations. PESTEL analysis tool is used to analyse the external environmental factors of the IHG group in the UK and global market.
	Factors
	Description
	Impact

	Political
	· Corporate tax rate of UK is 19%, which makes the nation business-friendly for other nations (HM Revenue and Customs, 2022)
· BREXIT has a strong impact on international trading
	Moderate

	Economical
	· The present GDP of the UK is £2.2 Trillion (Statista, 2022a)
· The GDP growth of the UK is 7.5% than last year (Statista, 2022a)
· Inflation is near to 2.59%, with not much different than the average rate on last five years (Statista, 2022b)
·  £1311.5 Billion was generated by the UK’s GDP in 2021 by travel, hospitality and tourism (Statista, 2022c)
· The global tourism demand is increased after the Covid-19 pandemic
	Positive

	Socio-cultural
	· Median age of UK population is 40 years (Statista, 2022d)
· The living standards of UK people prefer leisure and tourism
· Consumer demand on travelling is changing, giving rise to solo, eco, adventure and other travelling behaviour
	Moderate

	Technological
	· Technological advancements in AI and IoT
· Customer experience could be changing drastically
	Moderate

	Environmental
	· Hospitality industry is a massive consumer of resources
· UK government has pledged a net zero strategy by 2050 (Department for Business, Energy & Industrial Strategy, 2021)
	Moderate

	Legal
	· The industry regulations in the country are strict
· There are significant and individual patent and designs act in other countries
	Positive



Table 1: PESTEL analysis of hospitality and tourism industry in the UK and global market
Analysis
Political: According to the table, the political scenario of the UK market is mostly feasible for continuing business in the domestic market in terms of corporate tax rate and international trading relationships with other WTO members. However, BREXIT has had a  strong impact on international trading with countries in the European Union (Hohlmeier and Fahrholz, 2018). This is why maintaining business relationships with countries in the EU might pose a threat to IHG groups, which might impact business reputation and performance in the internal market.
Economical: The economic factors have a positive impact on the business performance of IHG. It is observed that, whether the growth of GDP or inflation rate in the contribution of the hospitality and travel sector in UK GDP, the economic status is feasible for IHG to earn profitability. Most importantly, the volume and demand of tourism and hospitality after the Covid-19 period is on tissue, which effectively increases the business demand of IHG in the domestic and international markets (Polyzos et al., 2021).
Societal: The spatial factors are both opportunity-driven and threats to the IHG. This is because, on the one hand, the living standard of UK people supports the travel and hospitality market of the UK and maintains an experienced workforce with the population age. On the other hand, the changes in consumer behaviour related to leisure and travel gave rise to various travel and hospitality demands. For example, the rise of solo travel, staycation, eco-travel and adventure tourism has risen rapidly in the past decade (Tatoglu and Gul, 2019). While this situation is an opportunity for IHG to differentiate its products, on the other hand, the inability to meet these demands turns out to be the biggest threat for IHG in terms of maintaining a market-leading position in the domestic and international markets. 
Technological: Technological advancement is a blessing for every sector, one or other helping businesses to grow and meet customer needs. However, the growth of digital technologies has both opportunities and limitations. This is because using digital technology is beneficial for improving customer experience in the hospitality industry (Law et al., 2018). However, the hospitality travel and tourism industry is a customer-centric business, where the services cannot be replaced digitally unlike retail business. Hence, using technological advancements strategically would be ideal for IHG to fulfil the demands of customers effectively in the UK and international markets.
Environmental: Globally, environmental concern is increasing rapidly in every business segment. Since hospitality, travel and tourism is the biggest consumer of resources, they should be more responsible towards protecting the environment (Ho et al., 2021). Hence, threats such as depletion of biodiversity, climate change, and higher carbon emissions are constant threats to IHG. On the other hand, by using alternative or renewable energy sources and reducing their carbon footprint, organisations can contribute positively towards the environment (Gerdt et al., 2019). Doing so enhances brand recognition effectively. 
Legal: In the UK, as the industry regulations are strict; controlling the business is easier as there is less scope for corruption. Since IHG is a responsible business entity it follows the industrial regulations of every nation, it has business relations with (IHG, 2022). Hence, the scope of gaining competitive advantage of IHG in the domestic and international market is high. 
Internal environmental analysis
According to Qiu et al. (2022), the internal environment of a business is referred to as the factors having a direct influence on the daily activities of the business. In order to understand the internal environment of the IHG group, the Resource Based View theory is applied. (Alvarez and Barney, 2017) commented that organisational sustainable advantage relies on valuable, inimitable, rare and organised resources. 
Tangible resources
The tangible resources of IHG groups include physical resources with 6061 hotels with 888147 rooms in more than 1000 countries (IHG, 2022). The stock market value of the organisation is 4755 GBX, which is higher than the one in the previous year (IHG, 2022). As far as the financial resources of IHG are concerned, the annual net income of the company is 1.39 Billion USD in 2021, which was more than the amount of the previous year. Although $1.39 BIllion is the highest-ever revenue of IHG, the numbers indicate a positive shift in the market scenario related to profitability after the Covid-19 pandemic (IHG, 2022). Along with financial and physical resources, human resources are another significant tangible resource of an organisation. Today, IHG has around 325,000 employees worldwide with superior skills, knowledge and capabilities (IHG, 2022). 
Intangible resources
The intangible resources of an organisation involve the know-how of a company (Kotabe and Helsen, 2022). In the case of IHG groups, the organisation established a practice of continuous learning and development. Doing so enhances the capabilities, skills and knowledge of the organisational workforce (Ferreira et al., 2020). Moreover, skilled employees with strong capabilities are effective in improving the organisational learning curve so that the company can respond to activity in an uncertain situation. Besides, the unique trademark of IHG hotels makes the company's hospitality group different from others. Thus, being unique from others helps the brand to gain a competitive advantage in the market. Additionally, brand reputation is another key intangible resource of IHG groups, which is higher than other companies in the UK market and other competitors in the international market (Jones and Comfort, 2019). This is why today IHG group is the 4th most valuable and most-loved brand in the world. 
VRIO analysis is performed to test the strengths and weaknesses of IHG
	Resources
	Valuable?
	Rare?
	Inimitable?
	Organised?
	Competitive advantage

	Physical
	Yes
	Yes
	Yes
	No
	Unused

	Financial
	Yes
	Yes
	No
	No
	Temporary

	Human
	Yes
	Yes
	Yes
	No
	Unused

	KnowHow
	Yes
	Yes
	Yes
	Yes
	Sustainable

	Reputation
	Yes
	Yes
	Yes
	Yes
	Sustainable



Table 2: VRIO analysis
According to the table, intangible resources of the organisation are core strengths of the IHG groups, which help the business to gain sustainable competitive advantage in the domestic and international market. As far as physical resources are concerned, it is not difficult to expand in other countries and launch properties and so there is no difference in employing thousands of employees to offer the services to customers. However, what makes the difference is how the employees are capable or skilled to meet the needs of customers and improve brand reputation (Mihalcea, 2017). Thus, by leveraging all these resources, the organisation errands competitive advantage with minimal or no weaknesses. 
Following is a summative SWOT table based on the analysis of internal and external business environments.
	Strengths
	Weaknesses

	· Positive brand reputation
· Number 4 in most-valued hotels in the world
· Huge base of loyal customers
· Global presence
· Distinguishable trademark
· Skilled workforce
	· Financial performance is affected by the Covid-19

	Opportunities
	Threats

	· Exons business in domestic and international markets
· Leverage technological advancements to improve customer experience
· Improve sustainable performance by reducing carbon footprint and using renewable energy sources
· Running a business without legal complexities in the UK and international market
	· Brexit
· Rapid advancement in technology
· Changing consumer behaviour
· Environmental degradation, climate change



Table 3: SWOT analysis
Role of marketing within the organisation
Marketing is a vast concept that helps a company to offer the services and products to target customers effectively. Among various concepts, IHG adopts marketing concepts and societal marketing concepts to design its products and services for customers.  This is because, in both concepts, quality is prioritised over quantity (Kotler et al., 2014). As a customer-centric business, IHG focuses on customer value and the quality of its services. This is why the two marketing concepts are adopted.
As far as the role of marketing in business is concerned, marketing boosts the reach of target customers and brand recognition (Martin et al., 2020). For example, the organisation adopts an Integrated Marketing Communication Mix to reach out to wider audiences. According to Kitchen and Burgmann (2015), IMC is a progressive marketing approach, where organisations adopt both traditional and digital marketing platforms for reaching out to more customers. This is why advertisements regarding the company come on television, billboards, hoarding, newspaper social media, paid search, SEO and others. As far as keeping its position in the domestic and international markets is concerned, IHG adapts both adaptation and internationalisation. This is because, when it comes to service quality, IHG standardise the service quality, while they adapt local influence to meet the demands of global customers. Thus, with the help of marketing IHG maintains its position in the global hospitality market.
b) [bookmark: _Toc122549473]Recommendations for the future
Considering the threats, it is observed that, if IHG fails to meet consumer behaviour, then, it will fail to maintain its position in the market. Since consumer behaviour is changing and since they are expecting much from companies, IHG is recommended to utilise the technological advancements tactfully. For example, IHG can adopt AI and IoT to enhance customer experience. Starting from unlocking the room door to adjusting the temperature and lighting of the room or booking a cab, everything can be accomplished if AI and IoT are implemented in the service. Thus, giving higher autonomy to customers to personalise their experience will attract and retain more customers in future (Sigala, 2018). As far as sustainability is concerned, the organisation needs to totally depend on renewable energy sources and use sustainable alternatives to reduce its carbon footprint and contribute to restoring resources. The initiatives could be using renewable sources for electricity, banning polymer or plastic usage in any of its operations to support organic farmers, and everything can be followed to boost sustainable performance.
[bookmark: _Toc122549474]Conclusion 
To conclude, the report revealed that the hospitality industry is one of the most affected industries in the world after Covid-19. However, by leveraging resources and marketing, IHG succeeded in maintaining its position in the market. Besides, the hospitality industry is both opportunity-driven and risky. Whether it is the changing behaviour of consumers or environmental degradation or others, IHG has adequate capabilities, skills and resources to exploit the opportunities for the future. The marketing management of the company reveals how the organisation balances standardisation and adaptation to gain a competitive advantage in the domestic and international markets. In future, the organisation is recommended to leverage AI and IoT to enhance consumer experience and adopt sustainable products to contribute to sustainability. 
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