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INTRODUCTION

The SOSTAC marketing plan is a plan that includes certain types of tactics and actions that can be taken by the firms for which the plan is being created (Innanmaa, 2020). The InterContinental Hotels Group is a UK-based hospitality company that was founded in 2013 and is currently headquartered in Denham, UK (Ihgplc, 2023). The foundation of the current report is to evaluate certain areas of the marketing plan that can be considered for the successful marketing of the company. The project aims to identify the type of strategies and tactics that are available for the marketing of the business in the SOSTAC marketing plan and marketing mix.
SITUATIONAL ANALYSIS 
Company: SWOT analysis

There are several strengths and weaknesses of the firm, which are as follows.

	· Strengths- Skilled human force of more than 325,000 employees (Ihgplc, 2023).
	· Weaknesses- lack of experience in the hotel industry, as it was founded in 2013 (Ihgplc, 2023).

	· Opportunities​- expansion to several markets with the help of the human force.
	· Threats- competition by the competitors due to a high amount of experience of competitors.


Customers: Segmentation and targeting

The United States is targeted by the company as more than 63% of the total targeted customers belong to the American region (Similarweb, 2023). The demography of the customers includes the age and the individuals of 25 to 34 age group 26.27% in the firm are the target audience.
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Figure 1: Demography of customers

(Source: Similarweb, 2023)

There are several age groups which are the customers of the company, from which 25 to 34 is the highest with more than 26% (Similarweb, 2023).
Competitors: Perceptual Positioning Map
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Figure 2: Perceptual Positioning Map
(Wisdomjobs, 2020)

The map can consist of several elements, such as the facilities and the price of the services. The services of the firm, such as the cleanliness and the high amount of hotel rooms, can be compared with the competitors who can be Premier Inn in the UK (Wisdomjobs, 2020).
Collaborators:
The B2B collaborator of the firm is the Expedia Group which is the new redistributor of the InterContinental Hotels Group (Businesswire, 2023).
Climate: PESTLE
Government’s decisions related to the industry are the political force. The constant fluctuation of the inflation rate in the UK is the economic force. The demand for hygienic and affordable hotel rooms is the social force. The automated rooms and smart keys for rooms are the technological force. Laws related to hospitality services and staff management are the legal forces. The management of the climate by reducing the waste at the hotels is the environmental force.
Marketing mix:
Accommodation and the dining are the services provided by the InterContinental Hotels Group is the product. Online and offline place of operation used by the firm, which is the website and its headquarters as the place of operations. Premium pricing strategy is used by the company for managing the cost of hotel rooms. Use of Twitter and Facebook is done to promote the business. There are over 325,000 employees in the company who are the people of the firm. Process of business operations is dependent on providing hospitality services to the customers. Location of hotels that are under the InterContinental Hotels Group is the physical evidence.
OBJECTIVES
	Specific
	Measurable
	Achievable
	Relevant
	Time-bounded

	The objective of marketing the business in an effective manner is specific and increasing the customer base by 30%.
	It can be measured by analysing the number of visits to the website
	It can be achieved with the help of appropriate marketing tools.
	It is relevant to the communication of the business with the customers (Innanmaa, 2020).
	It is time bounded as in 3 months the business can be communicated effectively.


STRATEGY 
The Ansoff matrix can be used for evaluating the several strategies that are available and can be adopted for the business (Fuentes, 2021). The use of this model can help in identifying the several areas in which the scope of improvement is available and can be made so that growth can be achieved by the company.
· Market penetration- penetration is the process of selling the existing products in the market in which the firm is operating. 
· Product development- it is a process in which a new type of product or service is introduced to the existing market. The InterContinental Hotels Group will use this strategy and will introduce new services, such as travel guides and personal butlers, to the travellers who are visiting the hotel or company. The changes in the marketing mix will be made as the product portfolio of the firm is modified.
· Market development- the development of the market is the process in which the new market can be introduced with the existing products.
· Diversification- in this process, a completely new product or service is introduced to the new market.
TACTICS 
The tactics can be identified with the help of the RACE framework, which can help in evaluating several elements of the process. The use of this model can help in developing the details that are related to the effective process of communicating the business and its several elements to the customers of the firm. The InterContinental Hotels Group will use this framework so that the tactics can be identified and the most useful tactic can be adopted.
· Reach- the first stage of the model is the reach in which the audience is required to be approached by the company.
· Act- the second stage is to act on the leads that can be generated after approaching the audience.
· Convert- the third stage is to convert the data into a usable type of data that can help in achieving the goals of sales.
· Engage- the last stage is to engage in the appropriate tactic and keep it implemented in the process of marketing the business.
These communication tactics will be used to address the situations of ineffective communication of the business that is being faced by the InterContinental Hotels Group in the market.
ACTION 
	Activities
	Week 1
	Week 2
	Week 3
	Week 4

	Selecting the social media platform which is the Instagram
	
	
	
	

	Purchasing the subscription to marketing channels
	
	
	
	

	Hiring the social media influencers
	
	
	
	

	Uploading the posts of the business
	
	
	
	


The Gantt chart is created to understand the activities that will be conducted in a timely manner. The platforms of social media marketing will be selected in the first week of the plan. The subscription to the marketing channels will be purchased in the second week of the plan, and the influencers will be hired in the 2nd and 3rd weeks of the plan. The posts of the company's operations will be uploaded on the fourth week of the plan.
CONTROL
The success will be measured by looking at the growth of customer visits to the website of the firm. Instagram is selected as it is beneficial for the firm and can provide the ease of approaching a large audience. There are more than 34,74,7100 users of Instagram in the UK, which means that a large audience can be communicated with effectively (Napoleoncat, 2023). The increased number of followers on the Instagram page of the company will be measured constantly so that the success of the that can increase the positive opinions of the customer for the business of InterContinental Hotels Group.
CONCLUSION

The use of the SWOT analysis in the plan can help in evaluating the strengths that can be used for identifying the opportunities that are available to the business in the market. The premium pricing strategy is used by the InterContinental Hotels Group for the services that are provided to the customers in the market. The use of Instagram as the marketing platform for the company can be done to effectively communicate the business to a large audience. The Gantt chart can help in understanding certain activities that can be conducted for the successful marketing of the business.
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« The SOSTAC plan includes several elements, such as
objectives and actions (Fomina, 2020).




The marketing plan can provide ease of communicating the business of InterContinental Hotels Group. The presentation is aimed at understanding the process of creating the marketing plan. 
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Situational analysis

- The situation analysis is consist of several activities and
frameworks (Grosheva, 2023).

- The SWOT analysis was conducted to cvaluate the strengths of
the InterContinental Hotels Group.

- The company's strength was identificd as its human force, which
isworking in the several hotels of the firm.




The situational analysis was beneficial for interpreting the aspects of the plan that can be affected due to the ineffective management of certain areas. The PESTLE analysis was conducted so that the climate can be analysed so that certain forces of the market can be interpreted that can influence the performance of the company in the market. The company segments and targets the customers on the basis of their age and location, which was identified in the situational analysis. The use of the frameworks in the situational analysis helped in interpreting several aspects of the business, which were related to the marketing of the business. 
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*The SMART objectives have been created for the
marketing plan.

« The specific and relevant objectives have been created for
the firm.




The use of SMART objectives can provide the ease of creating the plan, which is able to provide the capabilities of marketing the business with a purpose. 
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[image: image8.png]Strategies

« Ansoffs growth vector matrix has been used for

identifying the strategies that can be used for business.

«The use of the strategy requires modifications in the
marketing mix of the company (Puertas, 2021).

« The consideration of product development is done for the

company.




The strategies can provide the potential to effectively market the business and attract many customers towards the business, which is essential for the success of the company in the market. Product development can help in improving the overall performance of the business and its operations of marketing in the market. The use of the strategy can affect the firm's operations in a positive manner. The use of this strategy will be done, and the new services of personal butlers will be provided by the company to the customers who visit the hotel of the InterContinental Hotels Group. 
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Tactics

« The RACE framework can be used for identifying the tactics.
« The framework consists of four elements which are its stages.

+ The reach is the first stage of the model, which is to approach the

audience and reach them.




The use of this framework was beneficial as it provided details about the several factors that are related to the process of creating the SOSTAC marketing plan, which is essential for the effective marketing of the business. The use of the framework was done so that the proper analysis of certain facts, such as the process of engaging with the strategy that has been adopted by the company, can be evaluated. Effective engagement in the plan is essential for the proper marketing of the business, which can be done with the view of targeting and attracting a large audience towards the business. 
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 The actions have been identified with the help of a Gantt
chart.

« This helps in evaluating each of the activities (Fomina.
2020).




The Gantt chart consisted of the activities of selecting the marketing channel, which was Instagram. The hiring of influencers was the activity in the Gantt chart, which was estimated to be conducted in the 2nd and 3rd weeks of the process. 
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 The analysis of the increased followers on Instagram was
decided to be done.

« This can help in controlling the plan.





The increased number of followers can help in understanding the efficiency of the plan that has been created for marketing the business to the customers in the market. 
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+ The plan was created with the help of appropriate frameworks

+ The objectives of the plan were created with the help of SMART objectives




Ansoff's matrix helped in identifying the appropriate strategy that can be used by the InterContinental Hotels Group which is important for the business. 
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