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[bookmark: _Toc101459692]Executive Summary
The emergence and spread of epidemic diseases promote governments have to take measures to deal with this health crisis. Undoubtedly, tourism and the hotel industry are the industries that are most affected. This report chooses Intercontinental Hotel Group (IHG) as an example, analyzes the business situation and the digital transformation process of IHG currently. And this goal must be in line with the SMART model. The main body of the report adopts the SOSTAC mode. It is suggested that IHG set up an independent digital team, apply artificial intelligence in background programs and use robots to participate in the daily operation of the hotel. It also plans that the hotel should achieve this goal through the operation of an online official website, the development of application programs, and the provision of tailor-made health plans for customers. IHG's managers consider the completion degree of the target according to the customer service feedback and the change of occupancy rate. Further, IHG needs to consider the risk of failure and the cost of implementing the plan. 
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[bookmark: _Toc101459693]1.0 Introduction 
Covid-19 has caused great losses to the global tourism and hotel industry. After the epidemic, all hotels need to discuss how to attract more customers. Facts have proved that if we don't actively seek for change, the performance of hotels will be affected, which is not conducive to the development of hotels (Pandey, 2021). This paper will take Intercontinental Hotels Group PLC (IHG) as a case to make a suitable marketing plan. Meanwhile, the SMART and SOSTAC models are used to analyse the case. Finally, the corresponding suggestions and conclusions are given for the development of the hotel industry during the epidemic period.

[bookmark: _Toc101459694]1.1 The Main Goal of the Marketing Plan 
With the rapid development of technology, the digital environment has become the future development trend of the hotel industry. Digital management can enable managers to quickly collect customer information and analyze it concretely (Mahmutović, 2020). Gladson (2015) states that managers of IHG hotels can't do without the support of data if they want to know the effectiveness of operations and make reasonable operational decisions. Therefore, accurate and timely information feedback is very important for today's hotel industry. For improving the management efficiency and increase the profitability of hotels, IHG Hotel Group needs to collect sufficient and effective information. So that the management can comprehensively analyse the collected information and formulate effective marketing plans, such as which specific services or facilities of hotels can be improved to improve customer satisfaction. Resulting in increased profits (Moncarz, 1996). Meanwhile, Buhalis (2020) points that the use of new technologies can reduce costs and improve operational efficiency. For example, artificial intelligence can collect data in time and provide contactless services to customers during the epidemic. Currently, the main goal of IHG is to make use of the advantages of artificial intelligence in the digital management of hotels to reasonably control robot employees to provide personalized services in hotels, and the completion of this goal should be achieved within two years.

[bookmark: _Toc101459695]1.2 Introduce SOSTAC and SMART
SOSTAC is a model of integrating marketing plans, which includes six stages of marketing plan realization (Reed, 2014). The reason why scenario analysis is the first step is that only an accurate and clear understanding of the current situation can lay the foundation for the future development. Enterprises must set goals according to the information of the market and customer groups, which is set the direction for the company's future development, and then divide the realization of the goals into steps by formulating an appropriate strategy. Tacics is used to analyze the key points of the steps in more detail. Actions is how we should implement the plan after we have worked out the details. At last, the key to Control is to pay attention to the completion of each task (Smith, 2015). 

The SMART model is a system used to set work goals. By summarizing all available information, it aims to establish an effective goal that can be implemented and ensure that the available resources are sufficient. This method has the advantage that all participants can clearly understand what their tasks are. To begin with, the set goals should be specific, which can increase the realizability of the goals. The second is that the goal should be measurable, which means that after the goal setting is completed, specific standards should be established to measure the process of achieving the goal. While the goal should be achievable, the decision-makers should set the goal according to the resources and abilities that they can allocate. Subsequently, in order to ensure that the goal is effective, managers should have a certain understanding of what each specific task can contribute to achieving this goal. The completion time of this final goal should be limited. In this way, the completion of the goal can be controlled (Power Branding, 2017).

[bookmark: _Toc101459696]2.0 Main Findings 
[bookmark: _Toc101459697]2.1 Situation Analysis of IHG
Among all the hotel groups in the world, Intercontinental Hotels invested and operated the most hotels in China, and IHG's operating profit in China accounted for 8% of IHG's total profit. However, during the epidemic, the impact on Intercontinental Hotels was also enormous. As of 2020, IHG has closed about 160 hotels in the Chinese market (Bloom, 2020). Moreover, the occupancy rate of IHG hotel rooms has dropped significantly, and almost more than 80% of the rooms are vacant. Furthermore, due to the influence of government policies, most of the core businesses such as exhibition activities were also interrupted, and IHG hotels lost more than 5 million dollars in one month (Meadin, 2020). 

According to Travel daily’s (2021) report, at present, IHG only recovered to 74% of the level before the epidemic, and more than 70 hotels failed to resume business, and the average rate of return per room was only 35% of that before the epidemic. IHG rooms are also growing much faster than before. To deal with the epidemic situation, many other large hotel groups began to use the management technology combining digital and artificial intelligence to provide innovative services, such as Marriott and Hyatt Hotels (Garcia, 2020). Jiang and Wen (2020) also pointed that the emergence of Covid-19 promoted the transformation of hotels to digital and artificial intelligence services.

Davenport and Ronanki (2018) argue that the application of artificial intelligence in hotels still has some difficulties to overcome, such as the use of robots is expensive. In the meantime, managers lack enough professional experience in this latest technology, so that robots and digitalization can't exert their full efficiency. Additionally, the use of robots has certain risks and uncontrollable, so most hotel groups are cautious about using digitalization and artificial intelligence (Belanche et al.2019). Li (2021) refer to that there are incompatible software and hardware facilities in IHG Hotel, and the data transmission and collection in the hotel are complicated, which leads to the decline of data accuracy and timeliness.

[bookmark: _Toc101459698]2.2 Objectives of IHG
If hotels want to improve service quality and innovate technology, then informatization is the core weapon to solve this problem. With the continuous expansion of the hotel scale, the risks it takes become higher and higher, which will lead to the decrease of management efficiency. Therefore, the combination of digitalization and artificial intelligence will become the direction that hotels need to consider in the future (Liu, 2009). IHG Hotel should establish a unified digital hotel management platform with artificial intelligence, and integrate hotel resources with the latest robot technology to maximize the value of resources. Each system in this data platform can operate independently, and when data needs to be shared, each independent section can share data efficiently and quickly, and at the same time, it can provide differentiated services according to the different needs of customers (Li, 2021). IHG is currently lagging behind in the integration of digitalization and artificial intelligence with hotel services. 

[bookmark: _Toc101459699]2.3 Strategy of IHG
IHG' s managers need to set up a new management team to be responsible for the transformation of hotels to digitalization. This management team must have sufficient professional knowledge and management experience. This will enable us to achieve the goal of hotel digitalization. As a brand-new organization, it must be separated from the traditional departments and allowed to have different organizational structures and cultures (Tumbas et al. 2017). Besides, IHG needs to make the hotel information spread quickly inside and outside, so that all stakeholders can easily grasp the latest and most correct information. The customer's requirements for hotel services must be implemented quickly. Lastly, according to the collected customer information, we make a comprehensive analysis and try our best to provide differentiated services for each customer (Liu, 2009).

Due to the influence of epidemic situation, people are required to keep social distance, reduce contact and reduce the spread rate of virus (WHO, 2020). Therefore, the emergence of robots can solve this problem well. This technology can not only reduce contact between people but also provide effective services for guests (Trongjitraksa and Batra, 2020). What is more, IHG hotels can use the novelty of robots and artificial intelligence to promote sales and innovate the digital image of the company. In the process of IHG's transformation, the quality of employees and service will be improved (Gaur et al., 2021). Nam et al. (2020) mention that full implementation of this technology can achieve certain economies of scale, thus achieving the purpose of cost saving. 

[bookmark: _Toc101459700]2.4 Tactics of IHG
Combination of artificial intelligence and resource management can help IHG save costs and increase revenue. Hotels can digitally manage customers through network platforms, such as predicting personal preferences and making recommendations, and making special health plans for different guests to make each consumer feel different (Pandy, 2021). Valle (2020) formulates through intelligent tools, analyse the main groups and needs of potential consumers, launch appropriate marketing plans, and make accurate sales, so as to improve customer loyalty. For instance, artificial intelligence will make appropriate health plans and daily nutrition packages according to the different needs of customers to help customers improve their physique (Nam et al., 2020).

Sirait and Murdianingrum’ s (2020) argument is that IHG should establish a platform for unified management of digital hotels. This software should be designed uniformly, beautiful and convenient when developed. The interface of the platform is unified, for example, and different operating systems should maintain the same style of operation level, so that users will feel very practical even if they use other systems. The user interface must be concise and clear, and customers can learn all the information in a short time during the use process so that can avoid repeated data input. In addition, online websites will generate a lot of attention after being promoted by the company's marketing strategy, and help IHG's communication on the website to influence the consumption of other customers through the influence of digital media. Creating a large community to maintain a stable customer flow in different seasons can facilitate the hotel to release its latest products and promotional information in time (Hashim and Fadhil, 2017).

[bookmark: _Toc101459701]2.5 Actions of IHG
Chat and speech recognition system is one of the most common applications in hotel digitalization. Customers can use the application in the room to control the temperature control, lights and curtains in the room by voice. Moreover, the artificial intelligence in the room can help the hotel to save energy and protect the environment, such as balancing the room temperature without wasting energy (Hasser et al., 2018). Meanwhile, robots are used to disinfect and clean public areas in hotels every 1-2 hours to reduce the possibility of virus transmission (Dickinson, 2017).

Xu and Sundar (2016) suggested that consumer trust is usually the main factor that affects consumers' purchase. The customers mainly pay attention to the customer's evaluation when they book hotel rooms online, because this evaluation is often more authentic. Consequently, managers can personify the brand on social media, set the brand as a virtual personality, and actively interact with customers in order to create emotional connection with customers and strengthen customer loyalty.

IHG hotels can develop their own mobile application. Customers can log in to this application through their mobile phones, and then screen hotels of various brands under IHG Group to make reservations. When customers have needs, they can also view the room layout of all room types through this application, so as to select a specific room. In the meantime, guests can also send their room requests to hotel staff through this application. Besides, consumers can choose additional value-added services through this application, such as food or drinks, extra pillows. Thus, the hotel can decorate the rooms before the guests arrive at the hotel, so that the guests can experience a positive service attitude after entering the rooms (Kaliappen and Hassan, 2022).

Joseph (2017) states that using housekeeper robot can put what passengers need in a closed area inside the robot. Meanwhile, there is a display on the top of the robot, which can display the number of the destination room. In addition, the sensors and cameras on the robot can help the robot navigate in the hotel. When it doesn't work, the robot will return to the rest area and charge the battery. What the staff of IHG Hotel need to do is to provide disinfection and cleaning services for robots when it is resting, and monitor the running state of robots in real time.

IHG administrators should take the initiative to provide training services to employees in their spare time, help them to familiarize themselves with the operation mode of digital hotels, and teach them the basic knowledge of simple maintenance robot operation. To ensure employees' enthusiasm for work, IHG distributed benefits, such as shopping vouchers, to outstanding employees at the end of the month. By conducting performance appraisal at the end of the year, those who meet the standards will be given the opportunity of promotion (Safanta, et al., 2019).

[bookmark: _Toc101459702]2.6 Control of IHG
Parmenter (2011, p.173) believes that key performance indicators (KPI) is an indicator that can measure the completion of tasks with precise quantity, and it can contribute to the realization of goals. Such key performance indicators can not only help hotels understand website visitors, their characteristics and behaviours, and the overall market position of the company, but also monitor the realization of the set goals.

IHG should count the types and numbers of existing customers or new customers, the types of reserved rooms, the length of stay and the preferential strength. The data can be measured by important information on online websites, such as completed reservations, the number of reservations being made, customers' comments on hotels, quotations from different websites and feedback questionnaires filled by customers. Based on these data, IHG can draw a conclusion about the new characteristics of each target market and the quality of customer groups after the digitalization reform of hotels, and analyze what kind of impact this information will have on hotel revenue. At last, the company can make appropriate adjustments and improvements according to the current situation (Gitomer, 1998).

[bookmark: _Toc101459703]3.0 Recommendations  
The Zemke et al. (2015) proposed that although hotels have adopted innovative technologies such as robots to provide services for guests, enterprises should consider whether the cost and effort required to implement this measure are affordable. Meanwhile, IHG Hotel should also consider what changes the hotel should make if the marketing plan is not as successful as expected. The hotel managers should consider about how to improve the relationship between employees, artificial intelligence and robots, so that everyone can play their best role.

Additionally, due to the epidemic situation, customers pay more attention to green and healthy life. Therefore, IHG Hotel can't focus all its attention on digital transformation. It is necessary to consider the use of environmental protection strategy and health plan at the same time, and combine these two strategies with digitalization to provide IHG with diversified services, not only with intelligent convenience and quickness, but also with humanistic care, which can improve customer satisfaction and gain a good reputation for the hotel (Di and Varriale, 2020).

[bookmark: _Toc101459704]4.0 Conclusions 
Although the spread of Covid-19 has affected the normal operation of hotel business, on the other hand, the epidemic situation has also promoted the process of hotel's digital transformation. During the epidemic, many large hotels used artificial intelligence technology and digital marketing strategy to attract customers. This report also suggests that IHG set up its own digital platform and use robots to serve customers, thus saving the development cost of hotels. Innovative design of hotel network platform can increase the scalability and maintainability of hotel business. Furthermore, IHG Hotel can set up a new digital team to be responsible for the digital operation of the hotel. It also achieves the goal of IHG's digital transformation from online website, digital platform, robot service and personalized analysis. Nevertheless, IHG managers should set a KPI to examine the degree of achievement of the goal, and consider the cost of using new technology and the plan of failure of the marketing plan.
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