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Introduction 

This report is based on International Hotel Management. In this report, the author will define and assess the hotel management and different marketing strategy to improve the customer relationship and create value for the customer. The author will discuss the effective use of digital marketing strategies and analysis the marketing environment in both micro and macro.

To complete this report, the author chooses Intercontinental Hotel Group (IHG) which is a British multinational hospitality company. It was established on 15th April 2003. Headquarter of IHG is in Denham, Buckinghamshire, England. The income of IHG is 2.394 billion USD in 2020.
A marketing plan is a process of planning marketing strategies that will be used in an organisation in a year. IHG needs to do marketing planning to ensure more customer and increase profit. They believe in true hospitality for everyone. For ensuring proper hospitality they need to do a marketing plan.

















	
1. The Marketing Mix  
Marketing mix refers to the techniques that are used to increase the brand or product value in the market (Warrink, 2018). Intercontinental Hotel Group (IHG) also needs to follow some tactics to promote their services and brand in the market.
Product – 
As IHG is a multinational hospitality management company, that’s why they are not directly selling product. They involve in services. IHG offers different types of services all over the world. They offer different types of room, different types of facilities for the different classes of people.

Price -  
IHG provides different types of services. They have different types of rooms for different classes of people. They offer normal, middle scale, luxury and super luxury rooms available in their all hotels. The price is set based on the types of rooms.

Place –
IHG provide their services in nearly 100 countries with 5,959 hotels. Currently, they have 883,819 guest rooms all over the world. A customer can easily find out them and book rooms through the internet. One can book the hotel from their website and social media (Pulido Polo, 2018). As IHG is a multinational company, the customer finds them in the luxurious area also from the centre of the city. 

Promotion – 
IHG promotes their product through internet and advertisement on TV.  In this modern era, promoting product/services has become an easy task (Srivastava, 2012). Also, IHG provides better services to the customer so that they share their experience with others. Good word of mouth is the best tools to promote a company. For that reason, IHG can request their customer to share their experience about this hotel with other people so that the value of the company can increase in the market. 



2. Creating Customer Value & Engagement 

To achieve trust and love from the customer, IHG needs to create customer value and engagement. By creating customer value, IHG can increase the profit and brand value of their hotel (Mahajan, 2020). As the world is passing an unwanted situation and people are facing covid-19. In this situation, IHG needs to create customer value and engagement by offering them discount and safety measurement. The company needs to offer a discount to their customer. Because in this pandemic nobody wants to stay in a hotel unless it is an emergency. So the number of customers are already going down. In this situation, they need to offer a discount so that they can capture more customer than their competitors (Akatsu, Hirai and Nagaoka, 2013). Another benefit that can be provided by IHG to their current and potential customers is providing safety measurement. The covid-19 impact has not been finished yet. In this situation, IHG can provide good quality masks, hand sanitiser and some medicine when they come to stay at the hotel. Providing those things as complementary will increase the value to the customer which will create a good impression about the company.
To develop the engagement with the customer IHG can survey them. IHG can call them to know whether they are reaching their home safely or not. IHG can know the customer feedback through an online questionnaire (Rivai and Wahyudi, 2016). Customer can easily give feedback. By doing that IHG can know their problems and can improve those sectors to improve services and that will increase customer satisfaction. That's how they can create customer value and engagement with the organisation and can make more potential customers.   











3. Effective Use of Digital Marketing

In this modern technological world, using digital marketing tools is the best way to marketing a product or brand (Faisal, 2016). Intercontinental Hotel Group (IHG) needs to use digital marketing effectively. The digital media and communication channels the hotel management going to use in the marketing plan are:

Website design: In terms of a hotel, designing a beautiful and colourful website is a very important thing. Many people visit the website and take decisions based on that. For that reason, hotel management will design the website of IHG. The website includes the details and some pictures of hotels in different situation so that people can impress (Marcos, 2013). The website contains a message that "Travel Safely" to spread social awareness. Also, the website must have the feature of booking rooms. The website will show the price and details of the room. IHG will also add the room picture from each category on the website at the time of booking.

Social media: Social media have now become a marketing tool. In social media, customer can open their account and do promotion. IHG can upload various information about their hotel which will help them to grab more customer (Warokka, 2020). Also, the management will add the feature of booking room through social media. Customer can easily book a room and get detailed information about the room and hotel.

E-mail: Website design and social are becoming common tools day by day. E-mail marketing has become a prominent tool of marketing. It is the easiest way to grab the customer. In e-mail marketing, IHG mails their customer with detailed information. It includes discounts, offers, new facilities etc.

To attract customer to get back to IHG they need to use digital marketing tools to attract their customer. To attract customer IHG can follow the govt. rules and regulations in this covid-19 situation. All the employee and staff should be vaccinated and clean the hotel properly so that customer can attract. Also, they can update their website and record those in video format and upload their website and social media so that customer can get to know how much aware the hotel management is. Also, IHG can provide medical equipment and safety measure to their customer so that they can impress. By doing such things, IHG can attract their customer to get back their hotel after the covid-19 pandemic.

4.The Marketing Environment (Micro-SWOT) 

The marketing environment is the combination of internal and external factors that establish a strong relationship with the customer and help the organisation to grab more potential customer (Beyer, 2018). In this section, the author will discuss some internal factors of IHG that influence the customer. Some micro environmental factors could influence the organisation such as suppliers, competitors etc. The authority will see those factors through SWOT analysis. It analysis the strength, weakness, opportunity and threats of the hotel. 

Strong brand value in the worldwide business market, a huge number of satisfied customer and adaption with global business rules are the strengths of IHG. Those strengths help IHG to influence their internal factors. IHG can capitalise based on its strengths. Because the parties who are involved with IHG’s services will be impressed to do their business. Building up a good relationship and partnering with well-known organisations will also be influenced by the strength of IHG. Though IHG has several strengths, they have some weaknesses also which reduce their potential customer. Operating hotels in different countries with different financial policies is the main weakness of IHG. Recent policies and surveys have shown that they spend less on their marketing. Those things influence their activities. IHG needs to be more focused on its marketing and use modern technology to operate its hotel. There are some opportunities open for them by which they can boost their business. The number of tourists has been increasing day by day. After the lockdown people will start to travel in various across the world. So this a huge opportunity for them to grab more customer. Also, the current travel market is attractive. They can take those opportunities by offering discount and providing extra facilities to their customer. In taking those opportunities they face some threats which can impact their business. The fluctuations of the currency rate, different social and country rules and regulations and the increasing number of competitors are threats for them (Ajazuddin and Saraf, 2012). Also, travel agent influence the customer and take them to their pre-selected hotels which decrease the number of customers. Those are the possible threats for IHG. They should be aware of those threats.

5.The Marketing environment (Macro) PESTEL 

The marketing environment of a business not only affected by internal factors but also some external factors which are called the macro environment of a business (Akman, 2020). In this section, the author will analyse macro-environmental factors that have an impact on IHG. I am going to use PESTEL analysis to know the influence of external factors.

P (Political): Political factors of a country have a great influence on business. The stable political situation in the UK has a high influence on IHG. As IHG is a multinational business and doing business in almost 100 countries, so world politics also influence their activities.
E (Economic): Economic condition of the UK also influences the marketing environment of IHG. If a countries economic condition is stable then the business of that country will grow faster. Also, the world economic condition influences the business of IHG.
S (Social): Social culture, norms values also influence the marketing environment of a business (Kocovic, 2011). Before doing marketing IHG needs to keep in mind the social culture of that country. Because if they do something against the social culture then the reputation of IHG will decline.
T (Technology): Technology is the major factors that help to gain a competitive advantage (Bridges, 2011). To gain success in today's competitive world, IHG needs to gain technological advancement. By using advanced technology IHG can grab more customer and reduce its marketing cost.
E (Environmental): Environmental factor also influences the IHG. Nowadays, a business organization needs to think about the environment. The customer will be attracted by seeing how environmentally friendly the organisation is. So IHG needs to follow the environmental rules.
L (Legal): A country's legal factors also influence the business of IHG. Complex regulations make it hard to run a business (Kolios and Read, 2013). Imposing a high tax rate and more legal binding make IHG do their business in difficulty.


Conclusion 

In the conclusion, it can be said that a proper marketing plan is necessary for doing business successfully. IHG also needs to do a proper marketing plan. But some challenges are faced by Intercontinental Hotel Group (IHG). First of all, IHG follows the traditional marketing policy which is ineffective in today's technology-based world. Secondly, the marketing budget is quite low. Thirdly, the influences of online travel agencies have been increasing day by day. They grab a huge amount customer by their travel package. So IHG needs to take some steps to face those challenges.
The author recommends that IHG needs to follow a new technology-based marketing policy that is more effective. They should increase their marketing budget. Because marketing is the key to success. So IHG needs to increase their budget. Also, they should ad on social media and offer discount and package system offers. By doing such a thing IHG can grab more customer and increase their business all over the world. 
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