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Executive Summary 
This paper analyses the changes in the current market environment and InterContinental Hotels Group's own resources and capabilities, and discusses InterContinental Hotels Group's marketing strategies and marketing plans to help InterContinental Hotels Group improve its overall competitiveness and enhance its brand influence by providing some experience references. InterContinental Hotels Group's microenvironment is mainly reflected in its consumer population, service quality and team cohesion. InterContinental Hotels Group already has a huge market scale and marketing channels. In this paper, we set a target of 10% growth in operating profit and a 5% reduction in marketing costs by 2022, based on the SMART principle. InterContinental Hotels Group needs to develop a differentiated hotel marketing strategy based on the actual environment in different countries and regions as well as its competitors. InterContinental Hotels Group needs to actively combine offline marketing and online marketing to carry out brand marketing and promotion to increase consumers' awareness of the brand through brand marketing promotion, thereby increasing the company's operating profit and brand value.
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1.0 Introduction 
InterContinental Hotels Group is an international hotel management group with hotels in more than 100 countries and regions. The company operates more than 4,602 hotels with a total of 650,000 rooms (TUÈšÄ‚ and Micu, 2014). InterContinental Hotels Group is a comprehensive hotel management group with multiple hotel brands, including Indigo, Crowne Plaza, Holiday Inn, Intercontinental Hotels, Resorts and other well-known hotel group brands, which have great brand influence and popularity (Hu et al., 2021). Under the background of the rampant spread of COVID-19, the business of InterContinental Hotels Group has been greatly negatively affected (Hao, Xiao and Chon, 2020). How to do a good job in hotel marketing under such circumstances has become a key issue affecting business profits and sustainable and healthy development of the company. This article mainly analyzes the current market environment change and the InterContinental Hotels Group's own resources and capabilities, explores the InterContinental Hotels Group marketing strategy and marketing plan, and helps InterContinental Hotels Group to enhance its comprehensive competitiveness and promotes the brand influence to provide some experience for reference.
[bookmark: _Toc686126922]2.0 Main Findings 
[bookmark: _Toc1895477311]2.1 Situation Analysis
[bookmark: _Toc1514746379]2.1.1Macro environment
In recent years, the macro environment of the hotel industry has changed greatly (Kasi̇m and Dzaki̇ri̇a, 2016). Many countries in the world have formulated standardization work plans for the service industry, they all clarified the work standards of the service industry, and further standardized the industry supervision standards of the hotel, tourism and other related industries. The determination of these industry standards has put forward higher requirements for the operation and management of InterContinental Hotels Group hotels, which is also conducive to the development of the service industry. For many hotels, the current main business is the business of public consumption, but due to the worldwide COVID - 19 spread of epidemics, lead to people's willingness to travel has fallen sharply, a substantial reduction in tourism consumption (Haryanto, 2020). It is also directly contributing to the hospitality industry customers and a substantial reduction in spending, directly affect the operating profits of the intercontinental hotel and the sustainable and healthy development. With the rapid development of the social economy, people's consumption expenditure and the proportion of the consumption structure and great changes have taken place, in the residents' consumption expenditure, the proportion in a big increase in spiritual consumption (Santamaria, Escobar-Tello and Ross, 2016), this also means that people have a lot of travel and hotel travel demand, as the government's attention and the adjustment of industrial structure, the hospitality industry still has very big development space in the future (Butters and Hubbard, 2019). 

Modern science and technology have great development and progress, the hotel sales, design and management, and other related technology are also a lot of progress, it is also directly contributing to a hotel. If InterContinental Hotels Group wants to do their own management, some new technology need to be introduced proactively, especially need some active learning and the introduction of computer technology (Law and Jogaratnam, 2005). To do a good job in marketing, InterContinental Hotels Group also needs to actively combine offline marketing and online marketing, which not only provide convenience to consumers but also improve the management efficiency and reduce the burden of enterprises by using these new technologies to promote the sustainable and healthy development of enterprises. These changes in the macro-environment also bring many new opportunities and challenges to the marketing of enterprises.
[bookmark: _Toc2071240315]2.1.2 Micro-environment
From the perspective of the micro-environment of intercontinental hotel management, the current social middle-class income continues to increase, and tourism consumption and the meeting are still the main aspects of hotel consumption. In the process of hotel consumption, consumers usually pay more attention to the brand of the hotel and the quality of the hotel, pay more attention to the high-quality service of the hotel, as well as the hotel environment and other factors (Jones and Chen, 2011). Competition between international hotels (Yu, Byun and Lee, 2014), there are many large international hotel groups, including Marriott group, Marriott group business hotel brands including the Ritz-Carlton and the Marriott international, Marriott vacation club, etc., these same level hotel competition the main point is that sense of comfort and quality as well as the hotel team cohesion, and so on (Gazzoli, Gon Kim and Palakurthi, 2008). How to create a unique hotel brand to meet the personalized psychological needs of consumers and how to achieve greater marketing effect with less investment has become a key issue that InterContinental Hotels Group needs to focus on in the fierce market competition environment. International hotel groups need to combine cultural environment and regional economic development differences in different countries to develop personalized marketing strategies and hotel management strategies to comprehensively improve the brand influence of the hotel and gain consumer recognition.
[bookmark: _Toc626056335]2.1.3 Situation of InterContinental Hotels Group
InterContinental Hotels Group has a huge market scale and huge marketing channels (Egger and Buhalis, 2011). The company carries out product promotion and marketing through a series of media platforms and social platforms such as travel agencies, tourism and software. InterContinental Hotels Group's products mainly include double-bed rooms, suites, double rooms and some special rooms. The company has very perfect supporting equipment and service facilities, sufficient service personnel and management teams, and its own management system is relatively perfect. The company has sufficient cash flow and financial strength (Ivanova, Ivanov and Magnini, 2016). There are also some outstanding problems in the marketing management of InterContinental Hotels Group, including the lack of prominent theme features in the products of InterContinental Hotels Group, serious homogeneity in hotel supplies, and a series of outstanding problems such as the maintenance of the brand due to the drastic price competition that leads to a significant decline in the company's operating profit and product simple profit.
[bookmark: _Toc1606435692]2.2 Objective and SMART
The marketing management goal of InterContinental Hotels Group is to increase the company's market share, enhance customers' satisfaction with the brand, improve the company's operating profit and reduce the company's marketing cost, so as to promote the sustainable and healthy development of the company. The main reason for setting the marketing management goal of InterContinental Hotels Group is the company's current marketing management situation and its development strategy (Kangasniemi, 2015). As the current marketing cost of the company is relatively high, and the company also needs to improve the brand influence and user satisfaction to obtain more customers, it also needs to comprehensively strengthen marketing management and enterprise management to improve the service ability of the enterprise and reduce the management cost of the enterprise (Westwood, 2002). The SMART principle means that the performance goals formulated by an enterprise should be specific, measurable, attainable, relevant to other goals of the enterprise, and with a clear Time-bound (Bjerke and Renger, 2017). Specifically, the performance target of the enterprise is to achieve the target of a 10% increase in operating profit, 5% reduction in marketing cost, an increase in market share and a score of consumer satisfaction evaluation in 2022 by formulating a scientific marketing strategy and marketing plan.
[bookmark: _Toc1200265360]2.3 Strategy
[bookmark: OLE_LINK1]The marketing strategy of InterContinental Hotels Group mainly includes comprehensively strengthening service quality management, scientifically formulating price strategy, comprehensively expanding marketing channels and comprehensively strengthening the company's brand marketing and publicity (Jones, 2009). The company also needs to develop differentiated product strategies to promote the company's brand through various marketing channels. Through the personalized product strategy to attract customers and build the company's personalized brand, improve consumer satisfaction (Dickson and Ginter, 1987). The service quality of the hotel industry directly affects the operation of the hotel, the hotel also serves personnel's personal quality and image, also directly affects the operating profit of the hotel industry (Tsaur and Lin, 2004). In order for InterContinental Hotels Group to do a good job in service management, it is necessary to comprehensively strengthen the personal quality and image management of service staff, and relevant service staff should always keep warm and smile in the service process. No matter how bad the customer's mood is at that time, he will also feel the warmth of the hotel. Enterprises need to strengthen the education for the related service personnel training and management to ensure the maintenance staff grooming standards and image of the first professional, improve the staff's state of mind, make it fresh, and generous and do a good job related to all related service personnel also need to wear uniform coveralls, with a high standard of service to do a good job of hotel service.
[bookmark: _Toc1546009249]2.4 Tactics
The business unit of an enterprise needs to develop a pricing strategy. Pricing strategy needs to be dynamically evaluated and managed on a monthly or weekly basis, and dynamically adjusted in combination with current market conditions and enterprise management (Kienzler and Kowalkowski, 2017). Pricing strategy mainly includes the enterprise can make some discount pricing strategy, either number induced by pricing strategies, to formulate specific product pricing, for different customers to develop different pricing strategies, to improve members of the loyalty and satisfaction, enterprises can also pricing according to the competition within the industry (Koushik, Higbie and Eister, 2012). Enterprises can formulate preferential policies for some group customers and high-quality customers respectively to improve user stickiness (Ling, Guo and He, 2012). Enterprises can also formulate some seasonal preferential policies and discounts to gain more customers.
The service management department of the enterprise needs to strengthen the training of relevant business personnel. the company can please the internal staff of this unit for some related staff education training, the company can through the way of the education and training to reduce the enterprise education and training in the process of marketing activities, through excellent staff to drive some of the relatively poor quality of service staff (Bartel, 1994).
The technical department of the enterprise needs to expand the Internet marketing channel. In recent years, with the emergence of a large number of new media, the emergence of all kinds of APP, a lot of people like to use this tool to solve their life needs, develop their own small programs for intercontinental hotels group hotel propaganda, can also through continuous optimization of small programs to promote the consumption of the user experience, and through improving customer service experience, To promote the brand and marketing of the company (Roberts and Zahay, 2012).
[bookmark: _Toc1372802890]2.5 Actions
InterContinental Hotels Group needs some specific marketing costs to implement its brand marketing strategy, mainly in the process of brand cooperation with relevant partners, the increased costs and the company's education and training costs (Tsimonis and Dimitriadis, 2014). Because the company has professional technical personnel, the company can please the internal staff of this unit for some related staff education training, the company can through the way of the education and training to reduce the enterprise education and training in the process of marketing activities, through excellent staff to drive some of the relatively poor quality of service staff, can comprehensively improve the quality of work, and then can play a very good education and training effect (Bushardt, Fretwell and Byrd Cumbest, 1994). Enterprises can also carry out education and training for relevant staff through network training, so that the cost of education and training can be relatively low, and then can comprehensively reduce the cost of business management of enterprises (Ong and Jambulingam, 2016). In the process of formulating specific brand marketing and product price strategy, the specific cost and budget of InterContinental Hotels Group mainly depend on the strength of its marketing activities, which determines that enterprises can reasonably control their costs by adjusting the strength of their marketing activities.
[bookmark: _Toc133868862]2.6 Control
The performance target of the enterprise is to achieve the target of a 10% increase in operating profit, 5% reduction in marketing cost, an increase in market share and a score of consumer satisfaction evaluation in 2022 by formulating a scientific marketing strategy and marketing plan. Enterprises need to supervise the work of the relevant department to carry out the situation and supervision, strengthen the enterprise marketing management, enterprise human resources management departments and enterprises related service personnel education training and supervision and management, through the dynamic supervision and management and allocation of specific performance targets and effective implementation of expected performance target control, improve enterprise performance management level in an all-round way (Armstrong, 2010). Enterprises can also summarize and analyze the performance of various departments of the enterprise every month or every week, and then formulate scientific supervision and control strategies to comprehensively improve the management level of the enterprise. If the various departments of the enterprise have some lagging management or the quality of work is not high, the relevant supervision and management departments can punish these departments, or through some education and training to improve the enthusiasm of the relevant staff, through the development of a sound supervision and management system to improve the efficiency and management level of the relevant work.
[bookmark: _Toc1518585225]3.0 Conclusions 
InterContinental Hotels Group needs to develop differentiated hotel marketing strategies and formulate effective strategies based on the actual environment of different countries and regions and the situation of competitors. InterContinental Hotels Group needs to actively combine offline marketing and online marketing to carry out brand marketing and promotion, so as to enhance consumers' awareness of the brand through brand marketing and promotion, thus enhancing the company's operating profit and brand value. InterContinental Hotels Group needs to formulate a series of member maintenance systems, strengthen the maintenance of the hotel's equipment brand, promote the company's communication and promotion through effective cooperation with other publicity departments to enhance the company's brand value and influence, and achieve a positive development cycle through benign promotion. 
[bookmark: _Toc18731980]4.0 Recommendations 
InterContinental Hotels Group needs to actively carry out brand marketing strategies, including brand promotion and promotion through various new media, promotion of the company's products through some promotional channels and means, and development of some experiential marketing methods for brand promotion. InterContinental Hotels Group needs to formulate a series of member maintenance systems, strengthen the maintenance of the hotel's equipment brand, promote the company's communication and promotion through effective cooperation with other publicity departments to enhance the company's brand value and influence, and achieve a positive development cycle through benign promotion. InterContinental Hotels Group risk needs to be prepared, for the company's brand crisis management, especially should pay attention to brand franchise management, comprehensively strengthen and franchising management department communication and coordination, and comprehensively promote the standardization of the company management level, improve the company's brand influence and improve customer satisfaction, Thus, the company can continue to obtain more sales and operating profits, and expand the company's scale and market share.
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