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[bookmark: _Toc98286809]Executive Summary
The emergence of the Covid-19 pandemic has had a huge impact on the world economy and the hotel industry. In this report, InterContinental Hotels Group will be chosen as a case study to analyse its internal and external environment. This will help determine the hotel's market position, capabilities, competitors, and the impact Covid-19 has had on InterContinental Hotels Group. InterContinental Hotels Group is a large international hotel group that operates hotels in over 100 countries worldwide. With a long history of development and several hotel brands, it is a typical representative of the international hotel industry. This paper uses the SWOT framework, Porter's five forces model, Porter's value chain framework and the PESTEL framework to analyse the internal and external environment in which InterContinental Hotels Group operates. Through the SWOT framework, it can be concluded that its strengths are mainly reflected in its high level of service and comprehensive staff training system. Porter's Five Forces framework shows that its threats are mainly from competitors and new entrants in the same industry (e.g. internet sharing platforms such as Airbnb). Analysis through the PESTEL framework shows that Covid-19 has had a significant impact on it, as reflected in the reduction of hotel guests and the company's operating profit. Analysis through Porter's value chain framework leads to the conclusion that its adoption of a differentiation strategy, adapting its business strategy and management service strategy to individual customer needs, has helped to improve its management, profits and customer loyalty. Based on the analysis of the different frameworks, the following three recommendations are made: Firstly, InterContinental Hotels Group needs to strengthen its cost control. Secondly, InterContinental Hotels Group needs to improve its brand influence. Thirdly, InterContinental Hotels Group should expand its online marketing.
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1.0 [bookmark: _Toc98286810]Introduction
[bookmark: _Toc98286811]1.1 Background of Covid-19 and hotel industry
The year 2019 has seen the emergence of transmissible diseases around the world. The World Health Organization has dubbed it "2019 coronavirus disease," alluding to pneumonia caused by an unique 2019 coronavirus infection (WHO, 2022). The World Health Organization declared the current epidemic of novel coronavirus pneumonia a worldwide pandemic on March 11, 2020 (BJNEWS, 2020). The tourist sector is "already facing collapse" and "fighting for existence" owing to the COVID-19 global health catastrophe, according to an open letter from Gloria Guevara, President and CEO of the World Travel and Tourism Council (Gloria, 2020). Hotels are particularly sensitive to the downturn in economic activity and the fall in tourism (Alicia, 2020). The COVID-19 epidemic has wreaked havoc on hotels throughout the world, with events being cancelled or postponed all over the world and hotel occupancy rates plummeting. This paper will analyse the internal and external environment of the hotel industry in the background of Covid-19. 
[bookmark: _Toc98286812]1.2 Background of Intercontinental Hotels Group
Intercontinental Hotels Group (IHG), founded in 2003, is a professional hotel management group of globalization, with many well-known hotel brands, and with more than 18 years of professional experience in hotel management (Al Ameri et al., 2021). IHG is a global hotel group and in 2008 it was reported that IHG had its own business hotels in over 100 countries and territories around the world, with over 4,400 hotel managers and nearly 600,000+ rooms. The company estimates that this results in over 160 million guest stays per year (Jones, 2009). In this paper, the IHG is chosen as a case study. The internal and external environment in the background of Covid-19 will be analysed in the context of the relevant theoretical framework in order to derive the impact of Covid-19 on IHG.
[bookmark: _Toc98286813]2.0 Analysis of Intercontinental Hotels Group
[bookmark: _Toc98286814]2.1 SWOT Analysis
SWOT analysis is a classic marketing analysis approach established by H. Weihrich, a management professor at the University of San Francisco in the United States (Helms and Nixon, 2010). SWOT is an acronym for Strengths, Weaknesses, Opportunities and Threats, which stand for Strengths, Weaknesses, Opportunities and Threats respectively; S and W are internal factors, O and T are external factors (Pickton and Wright, 1998).
[bookmark: _Toc98286815]2.1.1 Strengths
[bookmark: _Toc98286816]2.1.1.1 High service level
IHG has a professional management level, but also can provide excellent service (Sun, Tong and Law, 2017). IHG has developed a series of service standards around hotel service and creatively put forward "continent road service" (Cunha, 2017). Service standards promulgated by the IHG, including its exclusive service standards, to foreign guests also include hotel facilities, language communication, entertainment and so on various aspects of hotel service, committed to improve by optimizing service to hotel guests feel and experience, so as to promote the company's brand influence and gain more users. IHG provides customers with language services in many countries (Nozdreva and Churakova, 2021). IHG can provide customers with UnionPay credit card service, free Internet service for members, and convenient daily necessities such as some tea drinks and selected breakfast.
[bookmark: _Toc98286817]2.1.1.2 Completed staff education and training system 
IHG actively to strengthen the training of employees, including annual staff focus on training for many times, in the concentrated training, will also organize some network training and other training programs (Novelia, Oktavio and Nugroho, 2019). Intercontinental hotels group staff education training management system is very perfect (Hsieh, 2012), both said the contents of the education and training to the enterprise culture, also involves the comprehensive quality of employees, service concept, education training in language and culture and so on, and the education and training are also constantly advancing with The Times and dynamic updates. Intercontinental hotels group employees generally reflect the intercontinental hotels group, the employee training is a high employee satisfaction management project, most employees think that in this kind of education training activities to get the ability of growth and personal development goals (Jones, Hillier and Comfort, 2014). IHG in this scientific and perfect staff education training management system can improve the comprehensive quality of staff, and enhance the comprehensive competitiveness of the enterprise, also help to retain employees, help to maintain the stability of the staff team, intercontinental hotels group can also improve the quality of service of enterprise and increasing operating profit of the enterprise.
[bookmark: _Toc98286818]2.2 Porter’s 5 Forces
The Five Forces model was first proposed by Harvard management scientist Michael Porter in 1980 and is primarily used to analyse the competitive environment of an industry and the characteristics of its development (Ca(icaew) Mba(uk) Fcca, 2012). According to Porter's theory, there are five main forces that influence the structure and degree of competition in an industry: the bargaining power of suppliers, the bargaining power of the demand side, competition within the industry, the threat of potential entrants and the threat of substitutes (Grundy, 2006). The overall competitive situation in the industry is determined by the five forces together. The analysis can visualise the viability and profitability of companies and the five competitive results can reflect the laws of industry competition (Dobbs, 2014).
[bookmark: _Toc98286819]2.2.1 The threat of new entrants
IHG in the process of development, the threat of new entrants are mainly through the Internet to participate in the hotel market competition (Kracht and Wang, 2010). With the rapid development of information technology and Internet technology, some homestay software and platforms of Airbnb also release some homestay information through the Internet (Oskam and Boswijk, 2016). These software platforms integrating homestay resources have the advantages of low price and low management cost (Zekanovic-Korona and Grzunov, 2014). Compared with IHG, which need a large number of service personnel, management costs and fixed costs, Airbnb has certain competitiveness. Meanwhile, it also reduces the market share of IHG to a certain extent and exerts certain impact on the sustainable and healthy development of IHG. In the future, IHG needs to comprehensively analyze the risks caused by these new entrants and formulate scientific development strategies and competitive strategies based on the market environment.

The entry of new entrants into the hotel industry market has brought some new resources and new production capacity. These new resources are mainly the integration of idle resources of some homestand, which is also the embodiment of sharing economy in essence (Zervas, Proserpio and Byers, 2017). New entrants hoping to win a place in the existing market share of Intercontinental Hotels Group will compete with IHG in the market, leading to the decline of IHG's market share, which may affect IHG 's profitability and total operating profit. If these new entrants can achieve long-term development and achieve rapid expansion and resource integration with the help of the Internet platform, they may have some serious impact on IHG, and even affect the survival and development of the enterprise.
[bookmark: _Toc98286820]2.2.2 Competition from competitors
Although IHG is an international large hotel group, the internal competition among hotels, is also very fierce, the existing international, a large hotel group, there is a lot of the hotel group needs not only fierce competition with large international hotel groups, at the same time also need to compete with local hotels in the country, Competition among these competitors is often fierce (Mathews, 2000). The competition of the IHG tend to take some similar often strategy and development strategy, it will be for IHG has a certain degree of impact and influence, and between the same industry in the product price, quality of service, there are significant in such aspects as advertising design competition, and some promotional activities and marketing strategy, and realize the effective competition strategy of consumers (Jones, 2009). As more and more enterprises enter the hotel management industry, the competition in the hotel industry is becoming increasingly fierce, and the relatively low threshold to enter the hotel industry is also the main reason for the increasingly fierce competition in the hotel industry, and the main reason for the increasing number of participants and competitors in the hotel industry. Under the influence of COVID - 19 outbreak, the number of tourist arrivals and travel around the world have plunged, this led directly to the hotel overall living demand and consumption demand declined obviously (Haryanto, 2020), and many entities including manufacturing enterprises are affected by the outbreak of COVID - 19, and there is a problem of decline in operating profits, even there are some business crisis, so also in transition, A major transformation direction is to expand the scale and influence of the existing hotel business of these enterprises.
[bookmark: _Toc98286821]2.3 PESTEL Analysis
The PESTEL model usually referred to as the Macro Environment Analysis, is a useful tool for analysing the macro environment. PESTEL, which is a mix of political, economic, social, technical, environmental, and legal issues, is a method for examining the external impacts on an organisation. (Alvarez, 2014). It is a combination of environmental and legal factors added to the PEST analysis to provide a more comprehensive analysis of the organisation's external environment so that they can take appropriate measures. in which the organisation operates so that they can take advantage of opportunities and minimise threats to the organisation's business activities (Issa, Chang and Issa, 2010).
[bookmark: _Toc98286822]2.3.1 Political
Intercontinental hotels group’s financial performance in 2019, 2020 and 2021 
	　
	2019
	2020
	2021

	Global RevPAR
	-0.30%
	-52.50%
	46.00%

	Net system size growth
	5.60%
	0.30%
	-0.60%

	Total gross revenue in IHG’s System
	$27.9bn
	$13.5bn
	$19.4bn

	Total revenue
	$4,627m
	$2,394m
	$2,907m

	Revenue from reportable segments
	$2,083m
	$992m
	$1,390m

	Operating (loss)/profit
	$630m
	$(153)m
	$494m

	Operating profit from reportable segments
	$865m
	$219m
	$534m

	Basic EPS
	210.4
	-142.9
	145.4



Source from: 
https://www.ihgplc.com/-/media/ihg/annualreports/2021-annual-report/pdf/ihg_2021_annual-report.pdf  https://www.ihgplc.com/-/media/ihg/annualreports/2020report/pdf/ar-report-2020/ihg_2020ar.pdf

In the face of Covid-19, countries have introduced policies to control the spread of Covid-19 and have imposed a social lockdown (Ding et al., 2020). The lockdown policy has led to a significant reduction in tourism, which has also meant that tourism numbers have plummeted (Tilak and Vidyapeeth, 2021). This data will be reflected in the hotel industry in terms of the number of people living in the hotel. Comparison of IHG in 2019, 2020 and 2021 financial data (IHG, 2021, 2022) shows that the company's operating profit fell sharply. The IHG operating profit decline, mainly due to the decreases of guests and the general phenomenon of this kind of phenomenon also is the hotel group, Managers of hotel groups generally report that the decline in operating profits of hotel groups is mainly due to the impact and impact of COVID-19 (Vera and Helena, 2021). If COVID-19 persists, these hotel groups will face financial crisis and even survival crisis to a certain extent.COVID-19 has had a huge impact on the global economy. Under the influence of COVID-19, the development of relevant industries and industries around the world have come to a standstill, and the hotel industry has also suffered a huge negative impact and impact. IHG’s operating profit also fell sharply.
[bookmark: _Toc98286823]2.4 Porter’s Value Chain
The Porter Model of Value Chain Analysis was developed by Michael Porter, a professor at Harvard Business School (Walters and Lancaster, 2000). The model divides the various activities that affect the internal and external value of a company into two dimensions: basic activities and supporting activities. Within the Porter value chain, each activity does not exist independently, but interacts with other activities to form different chains of activities, which result in different values (Fearne, Martinez and Dent, 2012). It is by identifying or creating internal activities that create value, and by optimising the value chain affected by these activities, that a company can increase its revenue (Witzel, 2003).
[bookmark: _Toc98286824]2.4.1 Differentiated competitive strategy
Based on the analysis of IHG's operating conditions, competitive advantages, market environment, competitors and potential competitors, this study finds that IHG develops differentiated competitive strategies in the current market environment (Clemons and Weber, 2015). IHG is combined with the current enterprise customers a comprehensive large data information collection and analysis, mainly including the customer's consumption in the hotel can be analyzed as well as the satisfaction of the customers, through these big data analysis to a comprehensive understanding of the IHG of guests' willingness to spend and satisfaction (Buhalis and Amaranggana, 2015). IHG is analyzed comprehensively on the basis of the consumption of these guests, around the different types of consumer groups, different types of product strategy and room service, so that they can targeted improve the satisfaction of different groups and improve the company's net profit (Enz, 2011). IHG differentiation strategy can be is not sensitive to the price of the guests to provide high quality of room service, can also provide personalized room products, so that it can improve the added value of guest room. For consumption level is relatively low and is more sensitive to price the customers can appropriate lower the price (Clemons and Weber, 2015), so that it can be more competitive, improve this part of the consumer satisfaction, expand the scale of the IHG consumer groups and market, further enhance its influence.

Through the analysis and research of different customer groups, IHG can formulate differentiated product and service strategies to meet the housing needs of different customer groups, effectively control management costs and human resource costs, and improve resource utilization efficiency. IHG can strengthen the membership card management and launch member preferential activities and a series of ways will be divided into different levels, and different levels of membership can enjoy different preferential activities, some members can also customize their own service requirements within the scope of the project (Higgins, 2011). This is also a kind of differentiation competitive strategy, IHG, through introducing the differentiation strategy can not only meet the needs of a variety of guests, also can avoid homogeneity competition with other peers, so that they can make the enterprise have a certain competitiveness and unique competitive advantage. By adopting the differentiated competition strategy, IHG can also comprehensively strengthen the analysis of the consumption data of guests, so as to better understand the changes of consumers' consumption preferences and aesthetic preferences, facilitate the dynamic adjustment of business strategy and management service strategy, and comprehensively improve the management level and operating profits of the enterprise.
[bookmark: _Toc98286825]3.0 Conclusions
This study provides a comprehensive analysis of detailed information on IHG's competitive advantages, the market environment, the impact of COVID-19 on IHG, and the impact of competitors. Based on a comprehensive analysis of this information the following conclusions can be drawn. IHG is a large global hotel group and is now facing huge competition in the market as a whole. IHG's competitive advantage is mainly in terms of service quality and staff training and management. Its market competition mainly comes from new entrants and threats from competitors in the same industry. In the COVID-19 environment, the decline in tourist arrivals due to reduced demand in the tourism industry has led to different downward trends in IHG's operating profit and other financial indicators. The competitive differentiation strategy it employs gives itself a distinctive competitive advantage, which will help it maintain customer satisfaction and loyalty.
[bookmark: _Toc98286826]4.0 Recommendations
IHG need to strengthen cost control. IHG can strengthen internal management and effectively control the cost to reduce the overall cost of enterprise, IHG can also be combined with the current market environment changes to make the hotel operation and management strategy of differentiation and differentiated product strategy, IHG also need to actively strengthen the introduction of modern Internet technology and research and development, Through modern Internet technology to expand the company's market share and operating profits.

IHG needs to improve its brand presence. IHG can enhance the company's brand impact and improve its existing premium hotel brands. In doing so it can create some new unique brands that offer hotel brand impact to win over the competition, but also needs to offer consumers more quality living experiences. iHG can integrate existing brands and new brands into its daily strategy, thus increasing the added value of the rooms, which can help the company make more profit.

IHG should expand its online marketing. Compared to traditional marketing channels, self-media marketing is cheaper, information is spread faster and consumers are more sticky. IHG should thoroughly examine the features of various media and effectively use the benefits of these new media to develop new self-media marketing channels. Hotels may picture exhibit their products, produce hotel information, achieve brand promotion, and create their image while enhancing the conversion of private domain visitors by building appropriate new media marketing channels.
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