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[bookmark: _Toc]Executive Summary
This report critically evaluates the role and activities of the marketing department within IHG Hotels & Resorts and outlines its future marketing plan to address identified challenges. IHG, a leading global hospitality company, employs a multi-channel marketing approach encompassing social media, email marketing, SEO and traditional advertising to engage diverse target markets, including business and leisure travellers. While effective in achieving brand recognition, market penetration and customer loyalty, areas for improvement include transparency in marketing metrics, more engaging social media content, refined targeting through data analytics and better measurement of public relations impact. Recommendations for enhancing IHG's marketing strategy include implementing a robust marketing analytics framework to track KPIs and optimise campaigns, creating high-quality, interactive content for social media to boost engagement and foster authenticity utilising data analytics to refine audience targeting for personalised messaging and developing clear metrics to assess PR initiatives' success.
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Hospitality is a continuously growing and developing field (EHL Insights, 2023), wherein success is tied to the effectiveness of the marketing strategy.  Marketing is the strategic process of creating, communicating, delivering, and exchanging offerings that have value for customers, clients, partners, and society at large (Varadarajan, 2010). For IHG Hotels, effective marketing is crucial as it drives brand awareness, attracts and retains guests, and differentiates its properties in a competitive hospitality market. Indeed, in the current market, customers are presented with numerous options and IHG, as a wide-ranging hotel company occupying comfortable positions all over the world, has to be as peculiar as possible. To measure the current performance of IHIH's marketing strategies and to determine a potential plan for further growth, a critical analysis of IHIH's current marketing strategies must be done.
[bookmark: _Toc2]Aim
The objective of this study is to critically assess the IHG Hotels & such an assessment will help evaluate the viability of strategies currently being employed and establish strategies that enhance its program's success. This paper needs to make methodical suggestions about IHG's current positioning, media choice, and campaign evaluation methods to effectively assess the significance of their strategic decision-making within the fast-paced and incredibly competitive context of the hospitality market.
[bookmark: _Toc3]Evaluation
[bookmark: _Toc4]Marketing and Investment
[bookmark: _Toc5]Building Brand Awareness and Guest Loyalty
Brand recognition refers to the extent to which consumers can identify a brand by its attributes, such as logos, slogans, colours, or packaging, without necessarily recalling the brand name. It is a critical component of brand equity, as high brand recognition indicates strong consumer awareness and often preference, facilitating easier product positioning in the market. IHG is  easily recognisable to prospective customers under the multifaceted aspects of travelling by putting and keeping its clients’ interests first creates customer loyalty, which in turn translates to long-term revenues (Frasquet et al., 2017). A recent real-life example of following this philosophy includes IHG’s “Guest How You Guest” campaign, the company’s biggest media spend in 10 years (Marketing Dive, 2022). This campaign proves that IHG has brands for everybody's needs because it offers affordable stays at HI to luxurious ones in InterContinental. 
It enlarges its readership base and guarantees that it covers another niche market that may likely respond to its products. Moreover, the campaign also provides information about their rebranded loyalty program, IHG One Rewards (Marketing Week, 2022). This strengthens the value of the currently used services and encourages guests to continually book in IHG facilities. This focus on loyalty also reflects the current best practices in the industry where healthy and robust loyalty schemes are acknowledged to be critical to drawing repeat business by creating long-lasting consumer bonds based (Berman, 2023). According to Aaker's Brand Equity Model (2009), brand recognition is a fundamental aspect of brand awareness, which contributes significantly to overall brand equity. Keller's Customer-Based Brand Equity (CBBE) model further supports this by emphasising the role of brand knowledge in driving customer loyalty and purchase behaviour (Hawker, 2019).
[bookmark: _Toc6]System Fund and Strategic Initiatives
In addition to understanding the significance of marketing, IHG also invests a lot of effort in its marketing division such as the System Fund, an IHG-specific cash reserve replenished by members from hotels within the IHG system. This means that the System Fund is a collective process and results in a coordinated effort in which consistency is achieved in marketing the product (Gao et al., 2021; Paley, 2021). This intensifies the use of a central marketing approach, while at the same time honouring the fact that various branches may need to be different brands (InterContinental Hotels Group PLC, 2023). 
Furthermore, the System Fund offers financial support for every other marketing promotional activity that may impact on all the member hotels. In addition to this, IHG invests in other Day-Leveraging initiatives such as the discussed, “Guest How You Guest” campaign. IHG's willingness to invest such huge resources in this innovative marketing is a clear sign of the company's awareness of an industry that is evolving rapidly and calls for extra attention in this kind of marketing.
[bookmark: _Toc7]Macro and Micro Marketing Environment
Due to the large variety of organisations the industry is comprised of, different internal and external variables influence it. IHG needs to understand both the macro environment surrounding it and the microenvironment inside IHG before it can properly create and implement efficient marketing strategies. Macro-Environmental factors are again Porter's broader, uncontrollable forces that apply to the whole industry. Here's how some key macro trends influence IHG's marketing approach:
Economic fluctuations: Economic fluctuations are significant macro-environmental factors that affect the hospitality industry. During recessionary periods, companies often implement stringent budget controls for travel expenses. IHG addresses this by offering a diverse range of brands to capture clients with varying purchasing power, offering affordable Holiday Inn Express to the more upscale InterContinental Hotels. This brand stratification allows IHG to cater to different market segments, ensuring relevance and appeal across economic cycles. IHG’s membership reward system adds value for guests, encouraging loyalty and repeat business even in challenging financial times (Raymond, 2018). According to the Resource-Based View (RBV) theory, leveraging a diverse portfolio of brands constitutes a strategic resource that provides a competitive advantage by meeting varied customer needs and preferences (Barney, 1991).
Technological advancements: Technological advancements have profoundly altered traveler behaviour and preferences. IHG’s strategic focus on creating dedicated websites, mobile applications and effective online sales platforms exemplifies the importance of adapting to technological changes. Utilising social media and digital channels allows IHG to target potential guests through engaging and interactive online platforms (Marketing Week, 2022). This approach aligns with Digital Marketing Frameworks that emphasises the integration of digital channels to enhance customer engagement and brand interaction, thus fostering stronger customer relationships (Chaffey & Smith, 2017).
Sociocultural trends: Demographical shifts and evolving generational preferences  necessitate constant adaptation. IHG has embraced sustainable travel practices across its facilities to meet the growing demand for eco-friendly options. In addressing the  combined “business/leisure travel" trend, IHG offers workspaces and related services, catering to the needs of modern travellers (Heidkamp, 2023). The Sociocultural Model in marketing underpins the importance of understanding and responding to cultural and societal changes to maintain relevance and competitiveness (Solomon et al., 2019).
Micro-environmental factors are supposed to specifically cover the environment of IHG and its close competition. Here's how these factors shape their marketing strategies:
Competition: The accommodation sector is closely contested, with global rovers such as Marriott and Hilton rampant in offering their services. IHG sets itself apart through its brand selection and further promotes the advantages of its loyalty program IHG One Rewards over the ones provided by the direct competitors (IHG 2023).
Suppliers: IHG’s operations depend on a robust network of supply chain partners, from property managers to technology firms. Establishing confidential and long-term supplier relations ensures service standardisation and opens avenues for improvements contributing to the credibility of IHG’s marketing messages (Boudet et al., 2023). The Relationship Marketing Theory suggests that fostering strong supplier relationships can enhance service quality and innovation which supports marketing efforts and brand reputation (Morgan & Hunt, 1994).
Customers (Guests): It is imperative that there is knowledge and a full understanding of what guests desire in and from a destination. The markets are worked due to guest feedback collected by IHG and data analysed through research. The "Guest How You Guest" campaign is an example of this, as it exposes a rich spectrum of services that SocCORD addresses (Marketing Dive, 2022). 

IHG's strategic approach to economic fluctuations, technological advancements and sociocultural trends exhibits notable strengths, positioning the company to maintain a competitive edge within this dynamic market. The diversification of its brand portfolio allows IHG to target various market segments effectively, ensuring resilience during economic downturns. This strategy aligns with the Resource-Based View (RBV) theory, which emphasises leveraging unique resources for competitive advantage (Madhani, 2010). 
Additionally, the implementation of a robust membership reward system fosters customer loyalty and repeat business, crucial during financial uncertainties (So et al., 2015). However, this approach also presents weaknesses, such as the potential dilution of brand identity and increased operational costs associated with managing a diverse range of brands and reward programs.
Technological advancements have been adeptly incorporated into IHG's marketing strategies, reflecting the importance of staying ahead in a tech-savvy market. 

[bookmark: _Toc8]Change Marketing Strategies
[bookmark: _Toc9]Digital Transformation
Digital transformation is a crucial element of IHG’s change management plan, focusing on adopting new technologies to enhance industry operations and engage customers more effectively (Al-Ali et al., 2017). By incorporating data processing and analysis, IHG can make informed decisions based on customer tendencies, refining its marketing strategy and customer engagement efforts. This strategic move helps build strong relationships with guests, fostering loyalty and encouraging repeat stays. A notable example is the IHG Rewards Club app, which allows guests to book stays directly, access special discounts, and track their loyalty points (IHG Hotels & Resorts, 2023).
Refocusing on technology as a key driver of change, IHG's initiatives demonstrate a comprehensive approach to digital transformation by investing in dedicated websites, mobile applications and digital marketing campaigns, IHG enhances customer convenience and engagement, aligning with contemporary consumer behaviour. These efforts are consistent with the Digital Marketing Framework, which emphasises integrating digital channels to improve customer interaction. However, the rapid pace of technological change demands continuous investment and adaptation, posing resource challenges. The risk of cyber threats and data breaches necessitates robust cybersecurity measures to protect customer information and maintain trust.
Critically, IHG's strategies have proven effective in maintaining competitiveness and market positioning. Morgan & Hunt (1994) suggest that the success of these strategies relies heavily on IHG’s ability to stay ahead of technological trends and continuously innovate. While digital transformation enhances operational efficiency and customer engagement, it requires significant investment and proactive approaches to address emerging challenges and opportunities in the digital landscape.
[bookmark: _Toc10]Sustainability Initiatives
Evidence suggests that IHG implements sustainable initiatives ahead of time, a key concern for customers when selecting a hotel for their stay (Ottman, 2017). Unveiling the ‘Green Engage’ system; an internet-based application on environment sustainability assists the hotels in monitoring their power, water and waste usage. This endeavour is another step in the right direction in corporate environmental sustainability and contributes to improving the brand image of responsible tourism (Beketova, 2023). IHG has embraced the sustainable business model, which creates a competitive advantage by capturing environmental wises, tourists and stakeholders to the operation (IHG Hotels & Resorts, 2023).
[bookmark: _Toc11]Crisis Management
The efficiency of change implementations at IHG can also be noted in its dynamic reaction to the COVID-19 situation. The hospitality industry suffered greatly during the pandemic, which required immediate and appropriate responsive measures (Giousmpasoglou et al., 2021). IHG made significant changes to provide new improved measures to guarantee health and safety for guests and employees all around the globe within its properties. The Optimised Stays product launched in conjunction with key stakeholders and health governing bodies showed the firm's dedication to the health of customers. This quick response not only supported its preservation of guests' confidence but was an essential step for IHG’s reputation in successfully handling crisis management within the hospitality industry (IHG Hotels & Resorts, 2020).
Whilst these strategies show IHG's capacity to deal with change strategically, certain deficiencies in the organisation's performance are evident. The exponential increase in technological advancement often necessitates constant staff training, presenting a significant challenge. To support these goals, IHG should dedicate more resources towards training and development to ensure employees can efficiently implement technological solutions. This aligns with Lewin's Force Field Analysis, which highlights the need to strengthen driving forces (training and development) to overcome restraining forces (resistance to technological change). 
As the company moves forward in streamlining more sustainable practices, it must set higher standards and work towards timely disclosures of achievements. This approach aligns with Kotter's Change Model, which emphasises the importance of creating a sense of urgency, empowering employees for broad-based action and consolidating gains to produce more change (Kotter, 1996). 
[bookmark: _Toc12]Target Market Analysis
[bookmark: _Toc13]Identification and Decision
Segmentation, targeting, and positioning (STP) are crucial components of marketing strategy. Segmentation involves dividing a broad consumer or business market, typically consisting of existing and potential customers, into sub-groups of consumers based on some type of shared characteristics. Targeting is the process of selecting a segment or segments to serve. Positioning involves creating a distinct image to identity a product, service or brand in the minds of the target market. IHG’s diversified product offering appeals to various layers of the client base, from economy-minded individuals to premium clients. The target market of IHG includes various demographics of business travellers, tourists, families and luxury consumers (Czinkota et al., 2021). The rationale for marketing to these segments is based on research analysis of the overall market with opportunities identified around the globe.
An essential destination for spending patterns is business travellers as they form one of the largest market segments with high mobility and spending potential (Fader, 2020). It also means that several key luxury competitors are situated in business districts and cities, ready to fulfil the demands of business people through provisions of conference facilities, internet, and business centres (IHG Hotels & Resorts, 2023). Another major segment is the leisure travellers and families who look for economic brands such as Holiday Inn Express and Staybridge Suites that offer good and affordable lodging facilities targeted at families.
IHG focus on the up-scale business travellers in search of superior quality and sophistication through brand names such as InterContinental and Regent located in strategic areas boast luxurious services such as fine dining, wellness facilities and private customised services (Dekimpe & Deleersnyder, 2018). These strategies are determined by market data, customers feedback and trends within the hospitality industry ensuring immediate satisfaction of the various customers within that market are provided for (Haleem et al., 2022).
Segmentation allows IHG to allocate its marketing resources more efficiently by focusing on specific customer groups with tailored messages and offerings. This approach enhances customer satisfaction and loyalty by addressing unique preferences and needs within each segment. Secondly, targeting enables IHG to concentrate its efforts on segments that offer the greatest revenue potential and long-term profitability, maximising return on investment. By positioning IHG's brands strategically in the minds of consumers ensures clarity and differentiation in a competitive market, fostering brand loyalty and enhancing perceived value. These STP strategies benefit IHG by strengthening its market positioning and competitive edge. By understanding and responding to diverse customer segments, IHG can optimise occupancy rates across its properties, increase revenue per available room (RevPAR), and enhance overall profitability. Effective segmentation and targeting enable IHG to adapt quickly to changing market dynamics and consumer trends, ensuring sustained relevance and growth in the highly competitive hospitality industry.
[bookmark: _Toc14]Marketing Materials and Effectiveness
Promotions in marketing refer to various tactical activities aimed at communicating the value of a product or service to customers and persuading them to make a purchase. This includes techniques such as advertising, sales promotions, public relations, and personal selling. Effective promotional strategies not only raise awareness but also influence consumer behaviour by highlighting unique selling propositions, creating urgency through limited-time offers and reinforcing brand messages.  To capture these target markets, IHG uses a range of promotional tools and media relevant to each segment. In the case of business travellers, IHG applies direct email and web communication, corporate cooperations as well as loyalty programs like IHG Business Rewards, providing rewards regarding the organisation of meetings and events. Credible social media platforms such as LinkedIn enable IHG to establish connections with key decision makers of businesses (Errida & Lotfi, 2021).
Affluent holidaymakers and families are reached through eye-popping interactive content on social media platforms such as Instagram and Facebook highlighting family-specific activities, packages and holiday crusades. Another area where IHG has stood out in customer retention is leisure travellers through the IHG Rewards Club where loyalty is rewarded through the accumulation of redeemable points for free stays and upgrades. Promotional travel blog videos and posts using influencers also build IHG's likelihood of appealing to this segment (Strzelecka et al., 2017).
To target the upscale segment, IHG applies premium branding in luxury travel media, luxury travel enablers and Corporate partnerships. This acts as a loyalty program where guests who frequent the InterContinental Hotels and Resorts are offered privileges such as guaranteed room upgrades and free check-out privileges which are great strategies for attracting wealthy clientele (IHG Hotels & Resorts, 2023). 
[bookmark: _Toc15]Market Segmentation, Targeting, Differentiation, and Positioning
IHG divides the market into different segments as per demographic factors, geographical factors, psychographic factors, and behavioural factors. The concept of market segmentation helps IHG to split its target audience into smaller categories to promote the desired relevant content
It helps in channelizing marketing resources towards the most suitable segments This process identifies the most suitable segments and focuses marketing efforts towards this. IHG's market targeting is elaborate, as the hotel conglomerate can have different brands that can accommodate different kinds of travellers. These brand considerations distinguish the brand and offers an understanding of how companies effect differentiation to target different segments. For instance, Holiday Inn's main product strategy is to target family and leisure travellers and ensure their comfort at an affordable price whilst InterContinental targets its high-end customers with luxury services. It is most notable since it sets IHG apart from other competitors in the hospitality industry (Kotler, 2018).
[bookmark: _Toc16]Marketing Mix
In their marketing communication mix, IHG offers the right product to the right target at the right price in the right place. The current portfolio of brands is well suited to meet customer requirements in the niche segments from economy to upscale full service. Pricing strategies differ with the brand and target market; the more competitive price is used for low-priced brands and the higher price is used for luxury brands (Zhang et al., 2022). Location is another aspect of the place factor involving proper location choice of the IHG properties, making them easily accessible by the relevant market segments. Promotions are carried out using various mediums both online and offline channels promoting options such as loyalty programs and collaborations. Marketing communication aimed at the right channel ensures that IHG can communicate to its target markets whilst growing its clientele base and reputation to boost its growth (Kotler, 2018).
[bookmark: _Toc17]Selection and Effectiveness of Media
Here are some of the key communication channels IHG utilises:
Social media: Facebook, Instagram and Twitter are key social media platforms on which IHG is active. It enables them to post appealing content seen by a large number of people, market their hotels and reply to interested customers (InterContinental Hotels Group PLC, 2023).
Targeted Online Advertising: IHG utilises web advertising tools such as banner and search engine ads where an advertisement is placed every time a user conducts a hotel search, especially on Google and travel sites. It also guarantees that their message will reach potential guests when they are most likely to commit on booking (Parsons, 2017).
Email Marketing: To communicate with existing guests and loyalty program members through targeted email campaigns advertising particular offers, preferred guest scheme rewards or spotlighting a new hotel in a preferred location (Purnomo, 2023).
Search Engine Optimization (SEO): Ensuring website and all content related to the brand is created to receive more traffic to the specific target keywords guarantees the IHG website is located at the top of search engine results using specific key words and hashtags to boost IHG’s internet search position. (Moz, 2020).
Public Relations: IHG engages in public relations activities to generate positive media coverage and build brand reputation. This could involve press releases about hotel openings, partnerships or sustainability initiatives (Dam & Dam, 2021).
Email marketing, networking, SEO and traditional advertisements fit perfectly in the marketing mechanisms that are aimed at specific segments of the market, and in the accomplishment of various objectives of marketing. The effectiveness of these channels is hinged on the optimal use and positioning of such in line with the overall marketing objectives of IHG. Ongoing assessment and modification of these approaches play a key factor in increasing the competitiveness of IHG in hospitality (Cabral & Jabbour, 2020).
[bookmark: _Toc18]Measuring Marketing Success
Even though certain key details cannot be disclosed, IHG employs a mix of Internet and traditional criteria for evaluating the effectiveness of a campaign. Here are some potential areas they might focus on:
Website Traffic and Conversions: Increased website traffic, particularly from the segments in Category B identifies how campaigns reach the targeted field and potential consumer engagement levels. Micro-conversions include direct bookers whereby somebody visited the website and made a reservation which shows the efficacy of the campaign in enhancing the sales of the product (Nyanjeye, 2023).
Social Media Engagement: Measuring the success of social media postings with likes, shares, comments, as well as click-through rates provides specifics analysis the audience pays to the content shown. These indicators can also be useful in determining brand attitudes and brand awareness.
Email Marketing Performance: Open rates, click-through rates and conversion rates from email marketing campaigns indicate whether the message resonates with the target audience and drives desired actions.
Search Engine Optimisation (SEO) Performance: Keyword ranking and traffic being driven organically through search engine channels gives a good indication of the effectiveness of implementing Search Engine Optimisation protocols and identifying the quality of traffic being attracted (Moz, 2023).
Brand Awareness: It is also relevant in monitoring and assessing media coverage, brand awareness based on certain keywords, phrases or topics and monitoring web traffic influenced by press releases or any given media article.
Sales and Booking Data: One of the total objectives for IHG may be the promotion of the mobile application to increase hotel booking which can assist them in quantifying the tangible marketing promotional impact on key strategic organisational objectives.
 While these metrics offer valuable insights, a lack of transparency from IHG makes it difficult to definitively assess their marketing effectiveness.  Without access to data on campaign budgets, specific metrics used or return on investment (ROI) calculations, it's challenging to determine the true impact of their marketing efforts.
[bookmark: _Toc19]Conclusion
IHG's marketing strategy of targeting various segments of travellers and having a variety of brands that it operates under puts IHG in a strategic location to capture a share of many travellers in the growing hospitality industry. Such popular platforms such as social networks, paid advertisements, and email marketing enable the company to find an audience that is interested in IHG’s products, however, there is a need to understand the internal data and general measurement metrics to understand the efficiency of the marketing strategies used by successful companies. 
Moreover, the potential for improvement can be said about particular factors at the same time by improving the content promoted for higher engagement on social media platforms or fine-tuning the targeting mechanisms with analytical insights could go a long way in boosting the overall performance of the campaigns (Alvarez-Risco et al., 2020). 

[bookmark: _Toc20]Recommendations
IHG Hotels & Resorts should prioritise several strategic initiatives to enhance their future marketing strategy. Firstly, implementing a robust marketing analytics framework is paramount. This entails leveraging advanced data analytics tools to track key performance indicators (KPIs) such as website traffic, conversion rates and customer engagement metrics across various channels. By gaining deeper insights into consumer behaviour and campaign effectiveness, IHG can optimise marketing spend, personalise customer interactions and refine strategies to better meet evolving consumer preferences. Investing in predictive analytics can enable IHG to forecast trends, anticipate customer needs by proactively adjusting marketing strategies, ensuring sustained competitive advantage in the dynamic hospitality industry.
Secondly, IHG should focus on enhancing social media engagement strategies by creating compelling and interactive content that resonates with their diverse customer base. By leveraging platforms like Facebook, Instagram and Twitter effectively, IHG can foster genuine connections with customers, enhance brand visibility driving organic growth. Emphasising authenticity in content creation and leveraging user-generated content can further strengthen brand loyalty and advocacy. Additionally, implementing social listening tools to monitor customer sentiment and feedback will enable IHG to respond promptly to customer inquiries, concerns and trends, thereby enhancing overall customer satisfaction and loyalty. These initiatives collectively position IHG to strengthen its market presence, foster customer loyalty and drive sustainable business growth in the competitive hospitality sector.
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