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Executive summary
A report is developed to analyse the marketing management of a business case. IHG hotels are the chosen business case for the report, a UK-based hospitality company with a global presence. The report is structured into two sections. The initial section analyses how the marketing strategies are effective for enhancing brand awareness of IHG. In doing so, the report applied relevant marketing theories and models and revealed how the marketing strategies are indeed effective for enhancing brand awareness. The second section of the report focuses on evaluating the customer journey from the lens of marketing communication channels. The findings supported by relevant models reveal that IHG meets customer expectations and guides them throughout the journey using multiple preferred touchpoints. Doing is beneficial for improving customer experience of the company.


Table of contents

Introduction	4
Innovative marketing strategies for brand awareness	4
Managing and evaluating customer journeys across multiple communication channels	8
Conclusion and Recommendations	14
References	16
Appendix: Customer Journey Mapping	19




[bookmark: _Toc122645670]Introduction 
An organisation’s marketing management is the method to plan, implement and track the marketing strategy. In doing so, the organisation is dedicated to meeting customers' needs and wants while ensuring higher customer satisfaction. However, without developing effective marketing strategies or evaluating customer journeys, organisations fail to maintain the standard of customer experience. The issues are evident in customer-centric businesses like the IHG group of hotels. Operating in the hospitality industry since 1777, the organisation entered the market as a brewery and later transformed itself into a world-renowned hospitality brand (IHG, 2022). The company has secured the fourth most valued hospitality brand in the world due to its proactive measures in offering superior customer experience, which earns higher customer satisfaction. However, given the changes in the external environment related to constant changes in consumer behaviour, globalisation, environmental issues and extreme competition, gaining a sustainable competitive advantage is tough for the company. As a customer-centric business, while combating threats, maintaining superior marketing strategies or satisfying customers throughout their journeys is challenging. Considering the context, the current report aims to critically appraise the marketing strategies of the IHG group of hotels to create brand awareness. Additionally, the report will evaluate the customer journeys of the company across various communication channels to ensure that present and future stakeholders' expectations are fulfilled. 
[bookmark: _Toc122645671]Innovative marketing strategies for brand awareness 
According to Mahaputra (2021), brand awareness is the foundation of every marketing effort that has to rely on, such as from traditional media to social media. Doing so enables a brand to make people aware of the existence of the brand and its offerings so that the brand can earn trust and influence the decision-making process of potential customers for recovering more sales swiftly. Hence, developing robust marketing strategies is effective for boosting brand awareness. In the case of IHG, the organisation has successfully expanded into the international market and maintained a positive brand reputation and awareness among loyal customers and people across the world. 
However, Kotabe and Helsen (2022) argued that marketing strategies cannot be developed without identifying the target customers and analysing their needs or wants. This is why, to appraise the extent to which the marketing strategies of IHG were effective for boosting brand awareness, the target market is identified. An STP model is applied to understand the target customers, their needs and possible ways of fulfilling those needs (Kampamba, 2015).
Segmentation
Market segmentation is the essential pillar of a successful and prolonged marketing strategy (Kotabe and Helsen, 2022). Among the four segmentations, IHG targets people based on geographic, demographic and psychographic segments for the offered services. In brief, the geographic segment deals with the geographic location, which can be a nation, a region or a city. The demographic segment indicates the demographic characteristics of individuals such as age, gender, economic status, sex and others. The psychographic segment deals with psychological perspectives such as lifestyle, status, interest, attitude and others (Noyelle, (2019). 
Targeting
	Segmentation
	Criteria
	Target market

	Geographic
	Nation, city
	UK and other 99 countries

	Demographic
	Income
	IHG targets customers who belong to influential economic backgrounds and errands more than average earning of the respective nation

	Psychographic
	Lifestyle and interest
	Consumers who have an interest in travelling and considered a luxury as a part of lifestyle



Table 1: Target market
The above table informs that, the target market of IHG global are consumers belonging to the UK and other 99 countries who are economically influential, have the interest of travelling and prioritise luxury as a lifestyle. This is because, unlike other hotels, as of now IHG has expanded its business in 100 countries including the UK market (domestic market) (IHG, 2022). Besides, the table informs that expensiveness and luxury are two key priorities, which are focused on by IHG based on the identified analysis of the target market. This is because; Yang and Mattila (2016) argued that without money, luxury cannot be bought. This is why, to offer a value-driven leisure experience to customers, the experiences are priced high. 
Positioning
Theoretically, positioning is defined as where the product offered by a particular brand stands regarding others offering similar services or products in the marketplace along with the mind of customers. Langaro et al. (2018) criticised that a robust positioning develops a positive image of a brand indicating increased brand awareness. Put simply, positioning is all about how others see the products or services offered by a particular brand. In the case of IHG, the positioning strategy is based on quality or luxury. General psychological thought of human beings indicates that the price and quality of products align with each other as the high price is linked with high quality. However, Sasmita and Suki (2015) argued that a product based on “luxury” or high quality is different from a positioning-based price. This is because often such brands fail to communicate the price point. However, instead prestige or high quality remains the focal point of communication. Doing so creates an interest in the mind of the customers, who further intend to buy the product or service irrespective of price (Langaro et al., 2018). Based on this philosophy, IHG global offered hospitality services to its customers based on luxury. For example, starting from the immersive architecture of the hotels to interior design, housekeeping services, restaurant services and others, everything is designed and maintained by keeping in mind the luxury and quality which are valued by customers regardless of price. 
Hence, from the analysis, it can be interpreted how the needs and wants of target customers are tactfully fulfilled by IHG as it does not merely enhance the price of its products to attract wealthy customers, instead, it keeps the commitment of maintaining supreme luxury and leisure experience of the customer, which are hyped over the price value of the services offered by IHG hotels. 
Now that the needs and wants of customers and the brand positioning are understood to communicate the value propositions, the marketing team of IHG indulges in developing and applying robust marketing strategies. A 4P of the marketing mix is applied to understand and critically appraise the marketing strategies of IHG. According to Išoraitė (2016), the marketing mix includes various areas of focus as a part of the comprehensive marketing plan. 
Product strategies
Operating as a customer-centric business, IHG offers services to its customers. In doing so, IHG offers hospitality services to customers. According to Dzhandzhugazova et al. (2016), hospitality services indicate any products or services, which further include catering, accommodation, reception, housekeeping and other services. IHG has a total of 18 brands for specific leisure services, operating in 6000+ destinations (IHG, 2022). Each of these hotel brands has distinctive hotels across the 6000+ destinations around the world including the UK market. The speciality of the hotels includes accommodation service, restaurant service, housekeeping service, catering service, laundry service, parking service and other essential services offered by a hospitality company to its customers. In this case, the difference between services offered by average hotels and IHG hotels includes the differences in service quality and luxury. Thus, by addressing the exact need of target customers, IHG hotels design and offer value-based leisure services to its customers. 
Pricing strategies
According to Nagle and Müller (2017), price is the amount paid by customers in exchange for buying a product or service. In the case of IHG, while developing the pricing strength, the value offered by the service is addressed. The phenomenon is known as value-based pricing. De Toni et al. (2017) commented that, in the case of value-based pricing, the perceived value to customers is hyped over the competitive process to discuss the extent to which the services or products are effective for satisfying the needs and wants of customers. Similarly, in the case of IHG, the organisation sets prices based on the luxury offered to customers in form of leisure and to meet the needs of target customers. Doing so helped the company earn a loyal base of customers, attract more customers and be profitable simultaneously (Weinstein and Johnson, 2020). Therefore, it can be interpreted that, applying value-based pricing is beneficial for organisations to fulfil the expectations of customers while bringing more profit. Doing so further allows IHG to acquire more customers and retain future growth. As a result, IHG achieves a competitive advantage by following a value-based pricing strategy.
Placement strategies
Aaker and Moorman (2017) compared that, distribution or placement is the third “P” of the marketing mix which indicates selecting the suitable distribution strategy for delivering the right services and products to the target customers. Hence, selecting a robust placement strategy is beneficial for businesses to enhance customer reach. Among the commonly available distribution strategies, IHG global follows a direct distribution strategy to make the products and services reach target customers. For example, IHG groups have 6061 hotels with 888147 rooms in 100 countries (IHG, 2022). Kotabe and Helsen (2022) argued that the inclusion of any third party in the placement strategies might introduce the products to more customers, yet it fails to create a strong brand impact on the customers. Considering the context, the direct distribution strategy of IHG is beneficial for creating brand awareness by offering products and services directly through distinctive establishments across 100 countries. In order to manage the services, the organisation employs 325000 employees globally (IHG, 2022). 
Promotional strategies
According to Išoraitė (2016), promotion is defined as the specific and thoughtful advertising process for enabling organisations to reach out to the target market for offered services or products. IHG Global, as a globally renowned organisation, is committed to creating strong brand awareness among domestic and international customers. While the company is committed to positioning the services, based on value, to improve customer experience and meet specific needs, along with standardising the service quality, local influence is adapted. This is why the promotional strategies of IHG witness a blend of standardisation and adaptation in the domestic and international markets. However, Sheth (2020) argued that considering the challenges of changing consumer demand and the advancement of technology, targeting the customers across every touchpoint is essential to communicate the marketing commitment. 
In this regard, IHG adopts the concept of an Integrated Marketing Communication Mix. According to Kitchen and Burgmann (2015), IMC is an all-in-one marketing approach which helps organisations to personalise marketing effectively. In order to maximise the benefit of adopting this approach, IHG global uses traditional and digital marketing platforms. For example, along with television and radio commercials, billboards, hoardings, newspapers and magazines, the marketing team relies on SEO marketing, paid search, email and social media marketing. Thus, the perimeter of reaching customers and interacting with them through the journey becomes easier and more effective. Doing so helps the organisation to earn satisfied customers with a positive customer experience (Mudzanani, 2015). Along with that, with more retained customers, IHG remains profitable in the competitive market. 
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Stakeholder expectations
From a business context, stallholders are the parties that have a significant interest in organisations and can either impact or be impacted by the business. Stakeholder theory is such a view of capitalism that stresses the interrelated relationships between the business and respective customers, suppliers, employees, investors and others (Hillebrand et al., 2015). In this case, there are two types of stakeholders as follows.
Internal stakeholders: Stakeholders, related to the internal business environment with direct influence on the business are internal stakeholders (Bourne, 2016). Examples of internal stakeholders of IHG are the Board of Directors, executives, global workforce and others. The interests of the stakeholders include contributing to individual and organisational growth.
External stakeholders: Stakeholders belonging to the external business environment of a company with indirect and direct influence on business are external stakeholders (Hillebrand et al., 2015). Examples of external stakeholders in IHG are suppliers, customers, investors and others. Unlike internal stakeholders, the interests of external stakeholders are only related to individual profit and benefits. 
Customer journey
In order to understand the customer journey, a consumer persona needs to be developed as doing so helps to determine the response of the customer across each stage of the journey. Consumer persona is a useful tool applied for understanding the traits or characteristics of consumer behaviour. Doing so helps the business to develop customer-centric strategies (Jain et al., 2017). In fact, the buyer persona can be developed as a fictional profile of a potential customer based on the STP model as a representation of the entire target customer. Dellaert (2019) argued that formulating a consumer persona is significantly beneficial for businesses to come up with innovative and engaging ideas for attracting customers and labelling them towards developing a robust relationship with customers in a timely manner. Doing so further indicates that consumer persona is useful to find out ways of interacting with customers based on their ats and needs. Information obtained from consumer persona is beneficial for creating and tailoring competing marketing tactics by companies for meeting the desire of the target customers (Trischler et al., 2018).
Consumer persona of IHG hotels
	Demographics and story
	· Luxury leisure enthusiast
· Currently errands more than £3.5 Million in the UK per annum
· Lives a lavish lifestyle daily

	Profile
	· Has an interest in leisure travelling
· Avails five-star services whenever intends to travel
·  Prefers staying in IHG hotels during travel or business purposes.

	Motivation to access services by IHG global
	· A loyal customer of the IHG brands
· Accesses service for the last ten years
· Wishes to explore hotels of OHG brands for future purposes

	Goals for accessing services by IHG Global
	· To try out compelling services in various hotels of IHG group across the world
· To obtain superior and personalised experience while staying in IHG Hotels

	Paints points IHG GLobal hotels resolve
	· Customers do not have to worry about the service quality
· The needs of customers are taken care of as soon as the payment is confirmed and rooms are booked 



Table 2: Consumer persona of IHG hotels in the UK market
According to the table, it is observed that the customer journey is an inclusive experience for customers across various interactions or communication with several brands. This is why in terms of formulating CX strategy mapping; the customer journey is significant for gaining insights into the preferred modes of communication by customers (Refer to appendix). Nehar et al. (2016) argued that, no matter how many touchpoints are used by businesses, if the customers are not guided or interacted with effectively throughout the journey, and then the customer experience degrades irrespective of higher customer satisfaction rates. Put simply, Customer journey mapping is a structured method to understand customers’ expectations, needs and wants at each stage of interaction with the company for creating brand awareness and retaining customers (Rosenbaum et al., 2017). The following table represents the customer journey mapping based on the consumer persona.
	Stages of the customer journey
	Brand discovery and options
	Shopping
	Using purchased services
	After-sales support

	Activities
	· Asking review about service quality of IHG hotels from colleagues, friends and family members
· Searching online about the official website of IHG and other tourism and hospitality review portal
· Takes virtual tour of the hotel and rooms
	· Compare price with other five star hotels in luxury hotel segment online
· Finalises decision about IHG hotels
· Revisits official website of the IHG hotel or other third party websites or apps to book room as per own schedule and availability of rooms
· Proceeds payment
· Arrives on the hotel on the due date
	· The package includes bed room, private bathroom, optional terrace, living room, powder room, closest and others
· Accesses other services included in the package
· Stays in the hotel within secluded duration as per own choice
· Checks out the hotel


	· Visits the third party application to review and offer feedback on the experience
· Leaves a note and email it to the official address of the IHG hotel brand
· Visits the social media plages and leaves positive reviews in the comment section
· Recommends other friends to use the services of IHG hotels

	Feelings and needs
	Feels motivate to conduct more research about the hotels, its commitments and exclusive features suitable for own need
	Feels determined to book rooms in IHG hotels after evaluating the EWOM and WOM reviews and feedbacks
	Feel ecstatic after visiting the hotel and recovering the exceptional services by the staff and the management team
	Feels extremely satisfied and joyed after receiving services from the IHG hotel

	Opportunities to improve service quality
	· Strictly offering standardised prices across every platform as per the value of the service to avoid comparing prices across various hotel booking platforms
· Along with guiding customers to access services, encouraging them across preferred touchpoints to access more services and asking for thoughts on improvement of personal experience. 



Table 3: Consumer journey based on consumer persona
The table informs how a typical target customer of IHG hotel behaves along the customer journey. It is observed that across the journey in every step, there is improvement and scope of interacting with customers to guide them in accessing their needs and improving their relationship with them. Doing so not only enhances customer satisfaction but also improves customer experience (Kranzbühler et al., 2019). This is why when Tueanrat et al. (2021) pointed out that the customer journey is more important than iterating through every touchpoint, it is equally evident how IHG hotels need to focus on the customer journey of a consumer to improve customer experience and gain competitive advantage. The following point evaluates the journey across multiple communication channels. 
Evaluation of journey across multiple communication channels
Although the organisation adopts both traditional and digital marketing channels, to communicate with customers, they have opted for the latest and most common communication channels used by consumers as the ones highlighted below. Since brand discovery is solely a one-sided task by the consumer, there is no communication between the customers and Hotel (Zimmermann et al., 2022). During this stage, consumers put effort to search for the company based on feedback and reviewed sources from others. The following stages of the consumer journey as mentioned in table 3 indicate the direct involvement of consumers with the hotel. Hence, the communication channels are used to communicate with consumers for the rest of the consumer journey.
Email
During the second stage of the consumer journey out during the shopping stage, after evaluating the prices and reviews about the IHG hotel across various platforms, the consumer proceeds to book a room from an IHG hotel. However, without registering on the online website, the consumer cannot proceed any further. In this regard, there are usually two options provided to customers such as a personal email address or a contact number (Anderl et al., 2016). Considering the email address, it is observed that, after registering through personal email, an email confirmation is recovered by the customer as soon as the consumer books a room for the scheduled duration. While staying in the hotel, regular email updates are provided to ask for feedback and existing offers in ongoing staying. As far as after-sales services are concerned, emails are sent to customers to ask for overall feedback and suggestions for improvements. Apart from that, seasonal discounts and offers offered by the brand and information about any social loyalty program discounts communicated to the consumer based on his/her journey and preferred services revived from the IHG hotel (Nozdreva and Churakova, 2021).
Personal contact number/SMS
Similar to email, using the personal contact number as registration, respective stages are repaired with the consumer similar to the ones followed through email. However, the content is shorter and more precise than email content to quickly inform about the offers, discounts, and loyalty programs and send links for feedback (Weiss and Straub, 2018). Doing so saves time for customers without opening the internet and enhances customer bonding. Apart from SMS, consumers can revive direct phone calls from the team to have brief chats related to the points conveyed through an SMS.
WhatsApp profile
Today, there are active WhatsApp users in the world and is the most trustable platform among users for daily usage (Presti et al., 2020). Hence, people rely more on this social messaging platform to communicate messages. IHG global communicates with the customers through the respective WhatsApp profile of the consumers. Starting from booking confirmation to prompt messages about ongoing services such as preparation of dinner, cleaning of rooms and others are communicated to consumers. Similarly, information about future offers and discounts of IHG is communicated using the Whatsapp number (Nozdreva and Churakova, 2021). 
Other social media profile
Other social media platforms such as Instagram, Twitter and Facebook are largely used for after-sales services. This is because the platform is known for socialising, whereas, the aim of the service is to create a personalised shopping experience. This is why, after receiving service, for interacting with IHG customers, they interacted through social media activities and posts. Doing so retrains customers effectively (Weiss and Straub, 2018). 
[bookmark: _Toc122645673]Conclusion and Recommendations
To conclude, the report revealed how marketing management, brand awareness, customer experience and customer journey play a major role in meeting the expectations of consumers effectively. In the case of IHG hotels, the organisation turned out to be successful evidence of adopting standardisation and adaptation at its core to meet the needs of domestic and international customers. In doing so, the company prioritises the value of services and customer needs. As far as the customer experience is concerned, the organisation believes in interacting with preferred communication channels across the entire journey of the customer. Doing so enhances the organisational ability to attract and retain customers. However, to improve the services and customer experience, the hotel is recommended to adopt digital technologies and blend them with personalised experiences. For example, AI and IoT can be adapted to offer a personalised customer experience by opening room doors to adjust the temperature of the room, water and lighting condition of the entire room. Doing so helps to retain more customers by improving customer experience and gaining a competitive advantage. 
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Figure 1: Customer journey mapping
(Source: Rosenbaum et al., 2017)
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