



Introduction

Organizations embrace Marketing as a method for market research. Marketing is also known as supply and demand of goods. A marketing department in an establishment or firm often deals with the possibility of promoting the product. In modern theory and practice synonyms of marketing mix are "marketing tools -  Chi (2011,46) defines social media marketing as a “connection between brands and consumers, [while] offering a personal channel and currency for user centered networking and social interaction. ", "marketing elements", "marketing complex".
Marketing elements are a set of tools and techniques that provide tactical solutions to the organization's development. In a broad sense, they cover all the means of active market behavior with which the organization responds within the framework of the strategy adopted to achieve the objectives.  In a narrow sense, they are an instrument in action, that is, they are marketing elements mobilized in different combinations according to the strategies adopted to reach the goals. They give an idea of ​​the structural and functional characteristics of marketing. From an organizational point of view, elements are its components. From a functional point of view, there are specific procedures and tools for carrying out the marketing activities in the organization. 
For marketing elements, they are still referred to as; The four P’s.

· Product: The product is a major element in marketing. It is every good that results from human labor, which has certain properties. When it is offered in the exchange market and buyers accept it to satisfy its needs, it is considered as a commodity.
· Price: Price is another important element of marketing. Marketing assumes that the market, its real situation and, more precisely, the supply / demand ratio determine the price level.
· Place:
· Promotion: Promotion of sales is an initiative that has been initiated by an organization for to encourage increased sales, use or product testing or service








Gathering Information

For my report I will show someone from MIS who uses Intercontinental Hotel Group (IHG).
With 4.602 hotels across the globe and 675.982 hotel rooms, the InterContinental Hotel Group is collecting massive amounts of data across its seven brands. Since a few years, IHG has embraced the use of advanced analytics. They moved from a structured dataset with about 50 variables in it to a big data solution analysing both unstructured and structured data in real-time. Today they use up to 650 variables from different sources such as information about its hotels, as well as its competitors, guests, and other internal and external data.
IHG uses several types of analyses to evaluate and sift through the massive amounts of datasets:
· Operational analytics are used to provide clear reporting to stakeholders within the organisation on a tactical and operational level for them to make better decisions;
· Regression and correlation analyses discover patterns in the data and show where trends are going and which trends should be followed or not;
· Predictive analytics are used to predict guests’ purchasing and stay behaviours in the different online and mobile channels.

InterContinental Hotels is the big name behind hotel chains such as Crown Plaza and Holiday Inn. It looks after more than 180 hotels across 60 countries.
As InterContinental Hotels works on a franchise basis, it does not own any of its properties, and interacts with consumers across its brands through a membership scheme.










Marketing strategy

They are focused on unlocking ways to implement a well-established and successful strategy at a faster rate and accelerating growth. Their strategic model defines their approach, a commitment to achieving long-term high quality, sustainable cash flow growth and profits. 

Model
[image: IHG Winning Pie Chart]
1. Build & leverage scale
2. Strengthen loyalty programme
3. Enhance revenue delivery
4. Evolve owner proposition
5. Optimise our preferred portfolio of brands for owners & guests


Targeted portfolio
· Attractive markets
· Highest opportunity segments
· Managed & franchised model
Disciplined execution
· New organisational design will redeploy resources to leverage scale and accelerate growth
· Initiatives funded by company-wide efficiency programme
· Capital discipline & balance sheet philosophy remain unchanged
Whilst doing business responsibly
Measuring success

Тhey measure performance with a set of carefully selected key performance indicators (KPIs),  who follow their success in achieving their strategy and achieving high quality growth
How they drive demand
Scale
· More than 5,600 hotels and nearly 843,000 guest rooms in more than 100 countries
· Brand portfolio
· They have 16 brands serving different guest needs all around the world IHG ® Rewards Club
· More than 100 million enrolled members
· Web/Mobile
· Mobile friendly branded websites, offering over 100 brand/language combinations
· Your Rate
· Exclusive rates for IHG Rewards Club members when they book direct

78% rooms revenue delivery*
Food and Beverage
· 15% of total gross revenue in 2018 is non-rooms revenue, with 13% coming from food and beverage.
· Reservation system
· 9 global call centres around the world, covering 13 languages
· Revenue Management
· World class systems
· Sales force
· Global Sales force of nearly 21,000
· System Fund
· Annual fund to maintain marketing and systems that generate demand for our hotels


Communication 

As InterContinental Hotels works on a franchise basis, it does not own any of its properties, and interacts with consumers across its brands through a membership scheme.
 InterContinental’s worldwide membership scheme currently has more than 94 million members. There uses technology to offer these members a personalised customer experience.

Using data to target customers
A database snapshot of hotel guests is fed into a customer relationship management (CRM) system alongside data and objectives from commercial teams. Personalised communications are sent to guests and members using this data, and since the introduction of this system the firm has seen an 81% reduction in the time it takes to communicate with customers via email.
The hotel group has a dynamic email template with more than 30,000 versions of emails that are generated automatically to target specific groups of guests. These can be compiled and sent in less than two seconds.
Boosting email benefits
Many customers now expect a personalised experience, which makes them feel rewarded for their loyalty towards a particular brand.
But to take customer experience even further, InterContinental is using customer data to try to increase personalisation. Information collected about customers can be used to customise their hotel stay. InterContinental’s brands are approaching guests before their visit to ask their preferences.
Emails in the lead-up to a stay also include weather information for the destination, countdown clocks to show customers how long until their stay and offers based on a customer’s previous behaviour or experiences. These small changes have doubled the number of emails that are opened by the recipient.
[bookmark: _GoBack]Key to success, he says, is ensuring senior management is behind any ideas you’re hoping to implement, and recognising that data is there to be utilised. “Use the data you collect – there’s no point having it in a silo,” he adds.




Service-oriented data-driven organisations such the InterContinental Hotel Group are a great example that big data is helping any industry become better, more efficient and drive better customer experiences. All organisations can learn from these great examples and should work towards an information-centric organisation as well.
Chi (2011,46) defines social media marketing as a “connection between brands and consumers, [while] offering a personal channel and currency for user centered networking and social interaction.”
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