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Introduction
Marketing refers as set of activities and processes which is associated with communicating, exchanging and delivering products and services that create value for partners clients and customers and community as a whole. Marketing plays a significant role in enhancing customer experience related to a brand and its offerings. Customer experience is significantly linked with marketing which is described as a holistic perception about the experience of an individual towards a business or brand (Camilleri, 2018). The experience of customer largely depends on how the company distribute and promote its products through the help of effective strategies and communication as a purpose to develop a positive image and increase the sales of the organisation. The study in this report is undertaken to demonstrate the understanding of the ways used to increase customer satisfaction in contact with one of the leading companies of the UK, InterContinental Hotel. The report describes innovative marketing strategies developed for the organisation to increase brand awareness. The report describes different forms of communication channels followed by business environment of the company along with various models and theories of communication and brand equity.  
Company overview
IHG is recognised as a leading multinational hospitality company located in Denham, UK. The organisation has around 5900 hotels which are situated in more than 80 nations. The major and significant brands acquired by the organisation include Holiday Inn, Holiday Indigo, Regent hotels and much more. The mission of the organisation is to provide exceptional experience to the customers through the use of latest technologies and warm hospitality and affordable prices (IHG, 2021). (The company offers a number of hospitality services to meet the expectation and growing demand of the customers. 
Analysis and discussion
PESTLE analysis
PESTLE analysis is recognised as one of the significant frameworks utilised to determine external environment of an organisation which further enables the managers to devise appropriate strategies by analysing various threats and opportunities existing in the external marketplace. The external factors influencing the operations of IGH in UK and other countries include the following. 
Political factor- The significant imposition of Brexit influences the operations of the hospitality organisation to a huge extent as it will enable the company to pay additional additional taxes and trade policies in the European countries which would further affect the decision of the customers to invest the service. The stable political situations in the UK and other developing countries such as America will enable the clients to visit the country and experience a number of services from the hospitality company (IHG, 2021).
Economic factor- The significant fluctuations in the inflation rates will further affect the decision of the customers to visit the country and book suites in the respective hotels. The other economic factor includes the increase in employment rate and the UK from 2021 to 2022. The increase in employment rate will enable organisation to hire and attract qualified and skilled candidates to effectively perform their responsibilities in the company and meet the growing demand of the customers (Kandampully et al., 2018).
Social factor- The increase in the hygiene factors after the COVID-19 pandemic has enabled the customers from all across the world to place huge attention on such aspect which further increases their expectation towards the services offered by the organisation. The safety and hygiene practises followed by IHG will ensure to increase the customer expectations. 
Technological factor- the advent of digitalisation in the form of online booking will further enable the organisation to convince and attract a number of customers from all across the world to effectively register from various online websites. In addition to this, The use of latest technologies in the form of virtual reality, artificial intelligence and robots in the Hotel by IHG will further enable the managers to increase customer experience. 
Environmental factor- The significant focus placed by the organisations for sustainability intends to gain attention of the customers in the form of minimising carbon footprint and utilising eco-friendly practises throughout the services and products while minimising energy consumption through the use of smart thermostat, energy saving LEDs and much more which enable the organisation to conduct its business in a success manner (Becker and Jaakkola, 2020).
Ethical factor- The organisation ensures to adhere to a number of ethical laws in the terms of Data Protection act, Equity Act of 2010 and much more as a purpose to conduct its business in a successful way. 
Communication and Communication model
Communication refers as the process and act of receiving providing and sharing information. Communication plays a significant role in marketing. It enables the managers to effectively interact to the customers by exchanging information related to promoting new products and services through various platforms such as email social media and much more (Jain et al., 2017). Marketing communication is defined as the techniques and processes that enable an organisation to convey various promotional messages related to their services and products to the target customers. The different forms of marketing communication tools comprises of advertisements, exhibition, press release, email, websites, sale campaign and promotions and much more (IHG, 2021).
Communication model- Shannon and Weaver 
The model of communication was proposed by Waren Weaver and Claude Shannon which is used to present the various standard stages which leads to effective communication by the means of transferring information from one point to another (Blakeman, 2018). The various stages associated with communication comprises of sender, media, receiver and feedback. 
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Figure-1: Communication model
Source: (Jain et al., 2017)
The first stage comprises of sender that is an individual or an object which is responsible to share information. The second stage comprises of media which is a platform for providing the information from sender to the end point. In marketing, the role of media includes social media newspaper email and much more (IHG, 2021). The fourth stage comprises of receiver which is an individual that intends to receive the information related to marketing. Once the information is received by the receiver, he then responses and take necessary actions in the form of feedback. For example, when customer is aware about a brand or product through the use of effective marketing channel in the form of email, they intend to take decision related to purchasing a specific product or service and ensure to provide feedback related to their experience (Blakeman, 2018).
Integrated marketing communication
Integrated marketing communication refers as the method and processes utilised to unify various marketing communication elements which is further done in the form of a planning process which is developed to make sure that brands receive a prospect or customer for a product or service. The various forms of integrated marketing communication include internal marketing, sales promotion, advertising, direct marketing and public relations. the different forms of integrated marketing channels utilised by IHG Hotel comprises of social networks, websites, online ads, email, television and much more (Kandampully et al., 2018). The organisation developed an integrated marketing campaign as a purpose to customise travel package for the customers of US and Asia. The significant objective behind developing this integrated marketing campaign was to maximise hotel bookings at various resorts and hotels of IHG. The other objectives associated with such marketing campaign include significant rise of 30% in sales revenue by the end of 2023 and increase of Clientele by four times. The various marketing channels utilised by the organisation to promote its services to its target audience and meet its desired objective comprises of paid social media, influencers and social search engine marketing. In terms of social media, the campaign included 8 to 10 different creative ads for paid social media (Gołąb-Andrzejak and Gębarowski, 2018). The various platforms where the organisation managed promoting its services in the form of advertisement includes Instagram and Facebook where the paid advertisements ensure to fit effectively within the user’s feed of the target audience as a purpose to provide high-quality image in order to make sure the customers are aware about the current travel packages and attract their attention to huge extent. The other strategy adopted by the organisation include influencers which successfully developed to increase brand equity that further includes per post in various different categories such as by inviting travel bloggers to visit the country of a specific hotel owned by the organisation and experience the hospitality and services provided by them while make a video and upload the content on their feed of social media platforms. Such form of strategy further enables the target customers to get aware about the hotel its types of services in the form of ambience, food and much more. The other strategies utilised by IHG for promoting its travel package comprises of search engine marketing which is based on selecting a specific keyword that matches the search intent of the target audience in terms of best hotels in the UK, best resorts of IHG and much more (IHG, 2021). Such form of campaign ensures to run throughout the year and requires constant updating of keywords along with conversion actions which are taken on specific ad performance and website. The utilisation of display ads intends to match the overall attractive messaging schemes of the organisation that will facilitate the customers back to the website as a purpose to improve and increase bookings (Camilleri, 2018).
Stages of integrated marketing campaign
The various stages associated with integrated marketing campaign include the following.
Defining the target audience- The target audience of Hotel IHG comprises of men and women belonging from age group of 15 and above along with the individuals that are interested in travelling countries which further includes solo travellers, businessman, families and much more (Weiss and Straub, 2018).
Devising promotional objectives- The various promotional objectives set by the hotel comprises of increasing and promoting its services to the customers particularly of the US and Asia. In addition to this, the company aims to increase its sales by 30%. The company further intends to increase its clients by 4% by the end of 2023. 
Set the promotional budget- as an attempt to ensure effective marketing campaign, the finance team of IHG Hotel Intends to develop an appropriate budget plan based on various factors which are described below. 
Design promotional mix- it refers as an integration of marketing processes which comprise of public relations, advertisement, sales and direct marketing as a purpose to achieve competitive advantage and increase market share (de Haast et al., 2021). The different forms of promotional mix utilised by the hotel includes advertisement which includes paid form of promotion of services and nonpersonal presentation of services by an identified sponsor in the form of online mobile print and broadcast followed by personal selling which includes personal customer interaction by the sales force of the organisation as a purpose to improve customer engagement in the form of incentive programs and sales presentation along with public relations which comprises of sponsorships, webpage and press release and digital marketing in the form of social media, email, direct mail and much along with public relations which comprises of sponsorships, webpage and press release and digital marketing in the form of social media email direct mail and much more (Blakeman, 2018).
Evaluation- as an attempt to evaluate the overall success of the campaign, The organisation is required to oversee and determine the revenue statistics of the hotel along with taking receiving feedback from their potential and current customers. 
Promotional strategies utilised by organisation to increase brand awareness
The major strategy of IHG Hotel is based on strategic vision that emphasises on developing value by providing superior owner proposition. The various promotional strategies utilised by IHG hotels comprises of influencer marketing where the brand intends to hire a number of influencers in the terms of travel bloggers and celebrities to promote their content on various platforms of social media (Hoyer et al., 2020). The influencers intend to showcase the brand by showcasing its top-notch services along with ambience and their experience they had by visiting the hotel which further engages the attention of the customers and enable them to book the services. The other promotional strategy utilised by the organisation comprises of email marketing where the company sets personalised email for the specific target audience related to providing them complete guidance on a specific location travel packages and guides. The other form of promotional strategy utilised by the hotel includes social media marketing where it maintains a strong presence on various platforms such as Instagram and Facebook. The company develops promotional campaigns through the use of infographics and user generated content by making a number of reels and post about the ambience and services along with cuisine and other location and various adventures and places where the customer can travel while visiting the city (Camilleri, 2018).
Branding and brand equity
Branding is recognised as a method of developing positive and strong perception about an organisation along with its services and products in the minds of customers by integrating a number of elements such as mission, logo theme design throughout marketing communication. Branding please a significant role in marketing as it enables the organisation to retain and acquire customers by establishing in positive image about the brand to increase customer loyalty and trust (Becker and Jaakkola, 2020). In terms of IHG, the hotel is recognised as a luxury travel hotel brand as the company specialises in providing luxury services to the clients from all across the world along with the use of exceptional services and marketing strategies. This is done by developing hotel’s philosophy, introducing the hotel in a prime location and much more (IHG, 2021).
Brand equity is defined as a value premium that an organisation develops from a service or product with a recognisable name when compared to other competitors. The organisation develops brand equity for their services or products by making them easily recognisable and memorable along with developing an image of serving premium and superior services. The brand equity in IHG Is significantly associated with developing brand value which is linked with developing a positive and renowned image about the company in the minds of the customers. The company has developed brand equity in the form of supporting brand awareness through the use of rich mobile booking experience to the customers where the organisation utilises direct channels Along with providing exceptional services through the use of latest technologies in the form of a virtual reality and artificial intelligence (Blakeman, 2018).
Keller brand equity model
Keller brand equity model which is recognised as as a renowned brand equity model which was developed by Kevin Keller.  The model describes various stages which companies follow as a purpose to develop strong brand image among the customers by developing ideal brand experiences and encounters. The model is in the form of a pyramid consisting of four different layers. The various components associated with different layers of the model comprises of identity, meaning, response and relationship (Porcu et al., 2020).  The first age comprises of identity which is based on communicating and determining what a brand is about to the target customers while ensuring to make them aware about the business and the type of services. IHG hotel ensures to develop brand identity through the use of effective marketing strategies in the form of social media, direct marketing and email. 
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Figure-2: Keller brand equity model
Source: (Becker and Jaakkola, 2020)
The other stage comprises of meaning where the brand ensures to develop loyalty among the target audience which is done in the form of providing them optimum quality services to meet their desired expectation by incorporating latest technologies such as artificial intelligence and VR (de Haast et al., 2021). The company further creates meaning by offering premium quality services at acceptable prices through service effectiveness.  The third stage include response which describe the experience availed by a customer about a brand. IHG hotel received positive image about the brand through the delivery of exceptional and premium quality services which is attained by receiving positive feedback from the customers. The last age comprises of relationship (Rahimian et al., 2020). The customers develop strong relationship with the brand in the form of resonance as the company has socially and emotionally connected with the customers through the use of social responsibility and corporate social relationship. This thus enables the customers to remain connected with the brand and increase customer loyalty.  The company develops reality programs and increases customer engagement through the use of social media and internet platforms by developing emotional connections which enables in developing resonance (IHG, 2021).
The significant advantages of this model comprise of minimise vulnerability to competitive market while increasing brand loyalty. This model however fails to determine where stages and strategies which can enable the brand to increase its marketing tactics to increase customer engagement. 
Customer journey map and customer touchpoints of the organisation
Customer journey map is defined as mapping done by the organisation for analysing overall satisfaction level of the customers and aligning it with the business objectives (Hoyer et al., 2020).
The customer touchpoint is defined as the point of interaction of the customer and business. The touchpoint of IHG comprises of social media, peer referral, service review and websites before experiencing the services and product feedback after the service (Bekimbetova et al., 2021).
	Characteristics 
	Awareness
	Consideration
	Purchase
	Retention
	Advocacy

	Experience of customers
	IHG increases the customer awareness by determining feedback and comments provided by the clients where the organisation tends to offer premium and optimum services (IHG, 2021).
	The organisation determines and examines its profitability associated with its services with competitors like Marriot, TUI etc. 
	The organisation has adopted the latest technologies which drives easy hotel bookings (IHG, 2021).
	IHG adopts this strategy by evaluating the feedback provided by the clients.
	The organisation has been focused to implement the overall level of dependency according to its offerings.

	Touch point 
	The organisation offers the proper details in terms of tours and its associated packages.

	The availability of online booking has been adopted by the organisation on various platforms (IHG, 2021).
	The organisation provided the excellent booking systems for the tour. 
	The organisation here provides best in class tour guides (Hoyer et al., 2020).
	The organisation showcases images of the hotels along with leading destinations.



The growth of customer journey map in IHG enables them to build effective methods which further drives and effective understanding and further holds the opportunity to gain insight about basic expectation that clients have and devise specific strategies which enables them to maximise the experience of the clients. This is done by significantly understanding the customers communicating with them through email, media, marketing, fulfilling expectations valuing customers and much more and measuring success (Rahimian et al., 2020).
Total engagement model of the organisation
Total engagement model emphasises on a line force significant element based on culture, customer value proposition, brand advertising and customer experience. The customer value proposition is developed when organisation intends to adopt effective culture and brand advertising. In the case of IHG (de Haast et al., 2021), The organisation intends to adopt positive and healthy work culture where employees are encouraged to ensure open group discussion by discussing various challenges and undertaking a number of decisions which further enables them to remain satisfied and motivated and significantly contribute towards success of the company. The encouraged and motivated employees further works effectively as a purpose to meet the desired expectations and needs of the customers providing exclusive and optimum experience. The effective use of brand advertising by the organisation in terms of public relations through sponsorships and emotional and social attachment along with social media, influencer marketing and delivery of premium and luxury services to the customers further enables them to engage their attention (IHG, 2021).
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Figure-3: Total engagement model
Source: (Weiss and Straub, 2018)
Conclusion and recommendations
The report demonstrated the understanding of the ways used to increase customer satisfaction in contact with one of the leading companies of the UK, InterContinental Hotel. The report described innovative marketing strategies developed for the organisation to increase brand awareness (Lukander, 2021). The report described different forms of communication channels followed by business environment of the company along with various models and theories of communication and brand equity.  In order to effectively meet the growing demands of the customers and increase client, the company is required to adopt a number of strategies. The organisation is required to focus more on hiring skilled and qualified employees by offering them extensive training related to technology and hospitality trends which will further enable them to meet the growing demands of the customers. In addition to this, the company is further recommended to adopt a number of different marketing strategies such as digital marketing in the form of SEO, Google ads etc to increase website traffic and convert them into potential customers (Bharwani and Mathews, 2021).
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