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[bookmark: _Toc170998430]Executive Summary
The worldwide hospitality leader InterContinental Hotels Group (IHG) and its marketing activities are examined in this report. This analysis examines IHG’s marketing activities which include resource allocation, macro and micro marketing response, change management, target market segmentation, media selection, and marketing metric efficacy. The Ansoff Matrix, Porter’s Generic Strategy, and PR Smith’s SOSTAC planning model are used along with other models. The evaluation found inconsistent brand use of marketing resources, limited change management agility, gaps in market segmentation and personalisation, suboptimal digital marketing channel use, inadequate measurement and optimisation of marketing efforts, underutilisation of the loyalty program, and insufficient marketing sustainability and CSR. To address these issues, the report suggests balancing resources, increasing change management agility, refining segmentation and personalisation, optimizing digital marketing, integrating advanced analytics for real-time optimisation, revamping the loyalty program, and emphasising marketing sustainability Within IHG’s budget and resources, these ideas aim to increase marketing, customer engagement, and hospitality sector competitiveness.

[bookmark: _Toc170996567][bookmark: _Toc170998431]Introduction
IHG, a multinational hospitality firm, operates a variety of hotel brands for various market sectors (IHG PLC, 2019). IHG struggles to optimize its marketing approach to stay competitive and suit customers’ changing expectations despite its size and marketing efforts. This study critiques IHG’s marketing. These activities are evaluated using the Ansoff Matrix, Porter’s Generic Strategy Model, and PR Smith’s SOSTAC planning model. This report evaluates IHG’s marketing. By assessing macro and micro marketing settings, change management methodologies, target market segmentation, media choices, and marketing KPIs, the paper finds severe faults in IHG’s strategy. We advocate focused IHG marketing based on these findings. They prioritize realistic, achievable improvements that support the company’s strategic goals and resources. IHG operates multiple hotel brands worldwide (IHG PLC, 2019). From its 5,900 hotels in nearly 100 countries, IHG earned $4.6 billion in 2019 (IHG PLC, 2019). IHG struggles to improve its marketing to stay competitive and meet consumers’ evolving needs while being a large self-selling company. The study investigates IHG’s marketing. These operations are evaluated using the Ansoff Matrix, Porter’s Generic Strategy Model, and PR Smith’s SOSTAC planning model. To identify IHG’s strategy flaws, the report examines macro and micro marketing settings, change management, target market segmentation, media choices, and marketing KPIs. 

	
[bookmark: _Toc170996568][bookmark: _Toc170998432]Task 1: Critical Evaluation of Marketing Activity 
[bookmark: _Toc170996569][bookmark: _Toc170998433]Concept and Importance of Marketing
A multinational hospitality company with multiple hotel brands, IHG Hotel Group prioritises marketing. Marketing is developing, communicating, delivering, and exchanging products and services that benefit customers, clients, partners, and society, according to Kotler and Keller (2016). Advertising, client acquisition, and customer retention affect revenue and market share, hence marketing is essential to a company’s success.
Budget Allocation: IHG markets across several industries, including strategic alignment, budget allocation, and marketing. IHG invests heavily in marketing to increase brand awareness, client acquisition, and customer retention. PR, promotions, and traditional and online advertising are budgeted. Carter and Shaikh’s 2020 research found that IHG has prioritised digital marketing due to industry advances and the increased relevance of online platforms for client acquisition. This strategy can be assessed using marketing campaign ROI. IHG’s brand recognition and online bookings have improved thanks to SEO and PPC. This digital marketing trend fits the marketing philosophy because it focuses on meeting client requirements with current and effective methods, helping the company prosper.
Marketing Campaigns: IHG promotes various specialty trademarks. Luxury brands like InterContinental and Regent attract top tourists with exclusivity, service, and unique experiences. Mid-range hotels like Holiday Inn offer comfort, convenience, and value to business and family travellers. The "True Hospitality for Good" project illustrates IHG’s commitment to guest satisfaction and community benefit. This campaign communicates firm values to build brand loyalty (Clarke and Chen, 2019). Their marketing is also influenced by the IHG Rewards Club. Personal discounts and incentives enhance customer loyalty and repeat business. These strategies increased IHG’s customer base and brand equity (Jobber, 2019). 
Strategy-Based Alignment: IHG’s marketing initiatives depend on strategic goals. IHG’s growth strategy involves guest experience, worldwide expansion, and brand differentiation. These aims are supported by brand awareness, customer acquisition, and retention marketing. Strategic alignment boosts marketing efficiency and helps the company accomplish revenue and visitor satisfaction goals. To improve client experience, IHG invested in its mobile app and website (Buttle et al., 2016). This includes content customisation, booking procedure simplification, and loyalty schemes (Arevuo, 2023). These technological developments make visitors happier and support the marketing principle of providing value, which helps the company succeed.

[bookmark: _Toc170996570][bookmark: _Toc170998434]Macro and Micro Marketing Environment
To evaluate IHG Hotel Group’s marketing environment, micro and macro variables must be evaluated. Micro-level industrial processes that affect IHG are organized under Porter’s Five Forces. Economic issues, technological advances, and sociocultural changes in PESTLE analysis can illuminate the macro environment.
Model 1: Porter’s Five Forces Analysis
i. Threat of New Entrants: Hotel entry is difficult because of money, brand loyalty, and distribution networks (IHG PLC, 2019). Due to its strong brand portfolio and incentive program, IHG has minimal new competition. Boutique hotels and other specialized hospitality providers may provide moderate competition in particular markets.
ii. Bargaining Power of Suppliers: Hotel food, beverage, bedding, and maintenance vendors have moderate bargaining strength. The hotel industry is competitive. IHG reduces this power through bulk procurement and long-term contracts to maintain cost and quality. IHG can negotiate attractive supplier agreements because it operates globally (Des Palaces, 2024).
iii. Bargaining Power of Customers: Customers can negotiate because of the number of selections and online price comparison. This is solved by the IHG Rewards Club, a popular loyalty program. It encourages hotel loyalty and repeat visits. Marketing and customer service tailored to clients can increase retention and satisfaction (Cameron and Green, 2017).
iv. The threat of Substitute Products or Services: Airbnb, serviced flats, and other housing options are growing, posing a major threat. IHG solves this problem with excellent service, different hotel brands, and unique guest experiences.
v. Industry Rivalry: Marriott, Hilton, and Hyatt are major hotel competitors. The hotel industry is very competitive. Innovation, smart collaborations, and a strong brand portfolio keep IHG competitive. The company must adapt to market and customer changes to stay competitive.
IHG successfully manages numerous Porter’s Five Forces competitive forces. The company’s many brands and loyalty programmes reduce new competitors and customer leverage. Global operations, bulk procurement, and strategic service quality and brand differentiation reduce supplier negotiating power and risks. To compete in the fiercely competitive industry, IHG must innovate and adapt. The majority of IHG’s marketing strategies manage these forces. Service and loyalty initiatives improve customer happiness. IHG stands out with its service and unique experiences. IHG may market innovations and strategic partnerships to boost its competitiveness. Long-term success in the competitive hotel industry requires proactive marketing and agility.



Model 2: Macroeconomic factors using PESTLE
i. Political factor: IHG faces political concerns from government stability, hotel sector legislation, and international relations that affect global travel restrictions and visa requirements. 
ii. Economic Factors: The economy greatly impacts hospitality. GDP, disposable income, and currency rates affect travel and accommodation spending. Poor economies reduce trip spending, which affects hotel occupancy and income. But economic expansion increases business and leisure travel. IHG must constantly monitor economic factors and alter its marketing.
iii. Technological factors: The hotel sector is evolving via technology (Enz, 2019). Online booking, mobile technologies, and data analytics have transformed hotel consumer interactions. The IHG app and website offer tailored experiences and simpler booking because of IHG’s investment. IHG optimizes marketing, pricing, and operations with AI and big data. 
iv. Sociocultural factors: The hotel sector evolves. This transition is driven by sustainability and travel. Current consumers value the environment and demand unique, real experiences. IHG has implemented sustainable initiatives throughout its properties to handle these changes (IHG Group, 2023). Reduce plastic consumption, boost energy efficiency, and promote green activities.
v. Legal factors: Taxes, travel restrictions, and legislation affect hotels. Visa rules and foreign relations may impact hotel occupancy. To overcome these complications, IHG must monitor regulatory developments and advocate for hospitality-friendly legislation. Due to the COVID-19 pandemic, health and safety laws must be followed to maintain operations and visitor confidence (Enz and Cornell University, 2023).
vi. Environmental factors: Hospitality is becoming greener. Travelers increasingly seek eco-friendly companies. In its environmental efforts, IHG Green Engage helps hotels assess and reduce their environmental effect. Sustainability in marketing and business can strengthen IHG’s brand recognition and attract eco-conscious travellers.
PESTLE includes political stability, economic conditions, technological advances, social tendencies, legal regulations, and environmental issues. These reasons cause IHG many problems. They handle these difficulties by promoting sustainability, employing technology to tailor experiences, monitoring economic conditions to adjust marketing plans, and preserving customer trust through health and safety compliance.
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Dynamic industries like hospitality need change management. IHG Hotel Group has always faced market swings. These include technological developments, client tastes, global economic swings, and COVID-19. Lewin’s Change Management Model can assist assess IHG’s change management techniques’ marketing strategy-changing potential.

Model 3: The Lewin Change Management 
The Unfreeze, Change, and Refreeze stages of Lewin’s Change Management Model can be used to evaluate IHG’s market responses.
Unfreeze: Preparing for Change: At the “Unfreeze” stage, organizations question the status quo and prepare for change. To prove this, IHG undertakes market surveys and actively recognizes industry advances. IHG has heavily invested in its online presence and digital platform integration because of the growing relevance of digital marketing. Travel restrictions and health concerns from the COVID-19 epidemic accelerated hospitality industry restructuring. To reassure customers, IHG reevaluated its marketing strategy, highlighted health and safety, and offered flexible booking options (Cameron and Green, 2015). This planning stage was essential for future modifications.
Change: Implementing the Change
Strategy adjustments and new tactics are implemented at “Change”. IHG adjusted to market changes with many initiatives:
· Digital Transformation: IHG improved its mobile app, website, and online booking systems to expedite digital transformation. Artificial intelligence and data analytics enabled focused marketing with customized recommendations and offers. 
· Sustainability Initiatives: In response to consumer demand for ecologically responsible business practices, IHG launched IHG Green Engage to assist hotels to measure and manage their environmental effect. Marketing these activities to eco-conscious travellers strengthened IHG’s sustainability commitment.
· Health Protocol Changes: The outbreak forced important health and safety changes. Through the IHG Clean Promise, all IHG hotels satisfy strict cleaning and sanitation standards. Marketing stressed these procedures, enhancing guest confidence and safety (Buchanan and Huczynski, 2019).
· Flexible Booking Policies: Travel limitations generate uncertainty, therefore IHG offers flexible booking. These options allow clients to edit or cancel reservations without penalty. Marketing platforms effectively communicated this decision, increasing bookings despite the uncertain travel circumstances.
Refreeze: Solidifying the Change
Changes become corporate norms in “Refreeze” (Baines and Fill, 2014). Over the years, IHG has shown amazing adaptability. Because of its culture of continuous improvement, IHG updates its digital platforms and marketing initiatives based on consumer feedback and market data. Continuous flexibility keeps recent adjustments effective and relevant. IHG trained staff to implement new plans. Staff are trained on new health protocols, digital technology, and customer service practices that fit altered marketing aims. IHG tracked improvement success to create accurate metrics and monitoring systems. Regular reviews help uncover improvements and verify new techniques. 

Effectiveness of IHG’s change management
IHG strengthened consumer trust and loyalty during the pandemic by addressing health and safety concerns and offering flexible booking choices. Reservations and satisfaction rates are up, proving these improvements work. The surge in online engagement and direct reservations proves digital transformation is working. Additionally, digital interaction revenue has surged. Targeted marketing and digital platform upgrades have raised revenue and client satisfaction. Because of its environmental and social responsibility, IHG’s brand recognition has grown. Marketing campaigns that promote these activities boost brand loyalty and new customers among socially concerned consumers (Hansen, 2019). IHG’s adaptability to market changes shows its resilience and agility. Change management helped IHG handle future obstacles and grab new opportunities.
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Model 4: Segmentation, Targeting, and Positioning (STP)
Segmentation
IHG Hotel Group divides its market by geography, demographics, psychographics, and behaviour. Through segmentation, IHG can accommodate clients’ different wants and preferences.
· Geographic Segmentation: IHG has hotels in cities, suburbs, and resorts worldwide. Because areas have different tastes and demands, IHG offers localized marketing and services.
· Demographic segmentation: IHG targets age, income, and family structures with demographic segmentation. Rich travellers and executives frequent InterContinental and Regent. Holiday Inn and Holiday Inn Express cater to middle-class families and business travellers.
· Psychographic Segmentation: IHG segments the market by lifestyle and personality using psychographics. Kimpton and Hotel Indigo offer boutique experiences, while Crowne Plaza targets professionals seeking work-life balance (Kimiz Dalkir, 2011).
· Behavioural Segmentation: Targeting customers by loyalty and travel frequency is “behavioural segmentation”. Returning guests receive awards and unique experiences from the IHG Prize Club.

Targeting:
IHG targets several market niches with specialized products and services.
· Luxury Segment: Rich tourists want luxury accommodations and exclusive experiences like InterContinental, Regent, and Kimpton.
· Mid-Scale Market: Holiday Inn, Holiday Inn Express, and Crowne Plaza provide business, family, and leisure travellers seeking comfort and value.
· The Boutique and Lifestyle Segment: Hotel Indigo and Kimpton Hotels attract guests seeking local culture-inspired décor and personalized service.

Positioning:
IHG promotes its brands’ unique value propositions for each target market.
· InterContinental: Luxury brand InterContinental provides excellent service and experiences to wealthy tourists.
· Holiday Inn: Holiday Inn is a trusted, family-friendly brand that offers affordable comfort and convenience.
· Kimpton: Boutique brand Kimpton offers personalised service, innovative designs, and a lively social scene.
IHG’s STP strategy efficiently serves many markets with bespoke services. Localised services and marketing can be done through demographic and geographic segmentation. Psychographic and behavioural segmentation boosts customer loyalty and personalisation. This technique is effective but must be adjusted to reflect market changes and client preferences. Regional divisions must constantly be modified to reflect local laws and economic realities. After a pandemic, travel habits change, thus demographic targeting should too. Kotler and Keller’s marketing philosophies suggest that IHG should adapt and respond to stay relevant and satisfy clients in the ever-changing hospitality industry.



Model 5: Marketing Mix
i. Product:  With its varied brand portfolio, IHG’s product strategy meets consumer needs. The InterContinental and Regent offer luxury hotel, dining, and service. InterContinental Hotels have Michelin-starred restaurants and unique suites. Holiday Inn and Holiday Inn Express offer family-friendly business services and big rooms. Locally themed Kimpton and Hotel Indigo hotels.
ii. Price: To accentuate luxury, InterContinental and Regent hike pricing. Holiday Inn and Holiday Inn Express offer value to budget travellers. IHG offers discounts, loyalty awards, and promotions to keep consumers. IHG Rewards Club members get points and discounts on future stays. 
iii. Place: In over 100 countries, the International Hotel Group (IHG) strategically places hotels in major cities, tourist destinations, and economic hubs. Its large network lets IHG service many customers. Online and offline, IHG uses direct and indirect tactics. IHG’s website and mobile app simplify booking, while OTA and corporate travel management relationships increase distribution.
iv. Promotion:  Digital and conventional advertising are used by IHG. IHG’s “True Hospitality for Good” campaign promotes customer happiness and business responsibility. IHG promotes on Twitter, Instagram, and Facebook. Highlighting hotel amenities and guest experiences on social media increases brand recognition and engagement.
IHG efficiently meets a variety of client needs with a diverse brand portfolio, smart pricing, widespread placement, and active advertising. Holiday Inn is affordable, but InterContinental is luxurious. Distributed through many channels and properly placed for accessibility. Digital and conventional marketing boost brand awareness and consumer engagement, supporting corporate goals.










[bookmark: _Toc170996573][bookmark: _Toc170998437]Selection of Media
Belch and Belch (2018) say IHG’s diversified media selection follows integrated marketing communication (IMC), which ensures consistent message across platforms. Barker et al. (2017) discovered that UGC on social media increases brand visibility among millennials and Gen Z. Especially for Instagram and Twitter. Email marketing encourages personal communication, which helps retain clients, according to Chaffey and Ellis-Chadwick (2019). SEO increases organic search rankings and IHG booking system traffic (Bowie and Buttle, 2013). Traditional advertising helps digital marketing reach offline consumers and improve brand esteem, especially in premium markets, according to Kotler and Keller (2016).
Social Media:  With their massive reach and interaction possibilities, Facebook, Instagram, Twitter, and LinkedIn are great for IHG’s marketing. Generation Z and millennials utilize social media frequently, thus IHG can reach a large audience. The two social networks can display this content (Barker et al., 2017). IHG uses Instagram to showcase hotel features, local experiences, and guest accounts. The #IHGTravelTuesday promotion lets customers submit trip stories. This campaign increases UGC and brand recognition.
Email marketing: IHG Rewards Club members and existing customers should be contacted via email. This permits tailored engagement, crucial for customer retention and repeat bookings. Email marketing is cost-effective and targets consumers by interests and activities. IHG sends customized emails with discounts, reward program information, and travel inspiration to inspire clients to book (IHG Group, 2023).  For example: Members of the IHG Rewards Club receive personalized offers based on their travel interests and history. 
Search Engine Optimization (SEO):
IHG relies on SEO to increase organic traffic to its website and booking systems. Strong search engine optimization guarantees that IHG properties rank well in search results since many visitors use search engines to find and compare hotels. For instance: IHG’s blog features travel advice, destinations, and hotels. Optimizing keywords and linking inside this site gives travellers useful information and boosts SEO (Bowie and Buttle, 2013).
Traditional Advertising: To reach non-online users, IHG uses traditional advertising. This is especially true as digital platforms expand. This includes travel magazines, TV, and billboard commercials (Zawislak, 2023). For instance: IHG’s premium brands like InterContinental and Kimpton Hotels are advertised on TV for their excellent service and unique experiences. 

[bookmark: _Toc170996574][bookmark: _Toc170998438]Measuring Success (Marketing Metrics)
Global hospitality giant IHG Hotel Group must precisely measure marketing results to evaluate performance, modify strategy, and advance. IHG uses several marketing KPIs to evaluate their marketing approach. 
Key Marketing Metrics
i. Customer Acquisition Cost (CAC): CAC includes marketing and sales costs to acquire a new client. IHG evaluates the marketing budget with this measure. Marketing cost-effectiveness is best assessed using CAC. IHG allocates money by comparing platform and campaign CAC. Due to the comparison, the company can focus on high-ROI tactics.
ii. Return on marketing investment: Marketing ROI compares revenue to costs. Assessing marketing strategy profitability requires it (Luoma-Aho, 2020). Assessing marketing’s financial impact requires ROMI. IHG can identify top-performing initiatives and optimize budget allocation to boost marketing income.
iii. The conversion rate: The conversion rate is the percentage of IHG website and mobile app visitors who book. Conversion rates indicate website design, user experience, and promotional offer efficacy. Evaluation: Conversion rate counts. High conversion rates suggest strong marketing and user interfaces promote bookings (Lieberman and Nissen, 2015).
iv. Customer lifetime value: The customer lifetime value (CLV) evaluates IHG’s client revenue over time. Assessing long-term customer value requires CLV. Loyalty programs and tailored marketing can help IHG retain and profit from customers.
v. Net promoter score: By asking customers to suggest IHG, the Net Promoter Score (NPS) measures customer happiness and loyalty. Net Promoter Score (NPS) measures brand loyalty and consumer opinion. High Net Promoter Scores (NPS) reflect customer satisfaction, which can increase the business’s reputation and attract new customers (Vakola and Petrou, 2018).

Effective marketing strategy maximization
These analytics help IHG manage and maximize marketing. The approach comprises several key steps:
· A/B testing: IHG often uses A/B testing to measure marketing materials’ effectiveness. So they can optimize campaigns. This strategy enables you to adjust messaging, design, and targeting with data.
· Adjustments in Real Time: With real-time data, IHG can update campaigns swiftly. Different targeting or content can enhance interaction in a failing social media campaign.
· Feedback Loops: Customer surveys, reviews, and social media interactions inform the marketing plan. Customer preferences and discomfort are addressed rapidly via this feedback loop (Hellriegel, 2017).
· Strategic Goal Alignment: Marketing analytics support firm goals. Increased client lifetime value and net promoter score are marketing and strategic goals for the firm.



[bookmark: _Toc170996575][bookmark: _Toc170998439]Task 2: Conclusion Addressing Shortcomings 
A review of IHG Hotel Group’s marketing showed many opportunities for improvement. IHG has done well in some marketing areas, but it needs to improve to be more effective and competitive. This conclusion summarizes IHG’s marketing shortcomings in many categories.
· Occasionally Consistent Marketing Resource: Despite investing heavily in marketing, IHG allocates resources unevenly between brands and areas. Some brands may have increased customer engagement and brand recognition due to extensive advertising (Luyckx, 2015). Our investigation showed significant marketing initiatives at InterContinental and Holiday Inn. These campaigns feature prominent ads and social media. Other brands like Candlewood Suites and Staybridge Suites are promoted differently. In highly competitive sectors where visibility and brand memory are key, this mismatch may make it tougher for these brands to attract and keep customers.
· Ineffective change management: IHG’s change management strategy struggles to adapt to fast-changing market conditions and consumer preferences. The slow transformation has hurt the company’s ability to compete and satisfy customers. Lewin’s Change Management Model indicated that IHG’s unfreezing stage generally prolongs transition and refreezing. IHG was slower to adapt to the digital nomad trend than its competitors (Maciąg, 2019). Marriott and Airbnb swiftly gained market share by giving digital nomads flexible working and extended stays. 
· Poor Digital Marketing Channel Utilization:  Insufficient use of social media and SEO hinders IHG’s reach and engagement with potential clients. IHG is on major social media platforms, however engagement and material quality vary. Instagram has beautiful photos, but it lacks Instagram Stories and Reels, which boost engagement. Though done, SEO isn’t as successful as leading competitors (The Economist and Ellwood, 2014). Improve keyword optimization and content marketing to raise organic search ranks and online traffic. 
· Underutilizing Loyalty Programs: The IHG Rewards Club is powerful but underutilized. These choices enhance member engagement and customization. Many people join the IHG Prize Club, although the perks and awards may vary and be tailored. Immersive prizes, personalized travel recommendations, and exclusive events can increase member loyalty. Marriott Bonvoy offers exclusive savings and experiences, increasing loyalty program value. 
· Insufficient Marketing Focus on Sustainability and CSR IHG fails to promote its CSR efforts in its marketing. The company is overlooking a burgeoning market for environmentally and ethically conscious consumers. Sustainable and socially responsible brands are popular (Hayes, 2014). IHG’s excellent plastic reduction and community aid efforts remain underpublicized. Marketing their sustainability efforts helps Accor and Hyatt attract eco-conscious guests. 
IHG Hotel Group needs better marketing to compete. Address inconsistencies in brand marketing resource use, change management, target market segmentation and personalization, digital marketing channel use, marketing measurement and optimization, loyalty program underutilization, and marketing sustainability (Hayes, 2013). Resource allocation must be refined to ensure balanced support across all brands, change management must be more agile, personalization and segmentation strategies improved, digital marketing channels optimized, advanced analytics integrated for real-time optimization, loyalty program potential fully leveraged, and sustainability efforts prominently featured in marketing camp to address these issues. 
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The IHG Hotel Group marketing review proposes many solutions. 
Model 6: SOSTAC Planning Model 
IHG’s marketing strategy is guided by SOSTAC. Understanding market and competitive developments begins with a detailed situation analysis. Objectives and wider goals like client loyalty align. The strategy emphasises market segmentation and digital marketing. Media and campaigns follow methods. Control monitors performance and develops for a competitive edge, while action steps provide resources.





After a detailed Situation report, this report explores market changes and competition. IHG then sets defined marketing targets to match its broader goals, such as client loyalty or market reach. Market segmentation and digital marketing optimization solve difficulties. Campaign and media channel tactics are planned. Actionable stages align and allocate resources throughout implementation. Real-time performance measurements change plans. Continual improvement offers the organization an edge over competitors.

Model 7: Ansoff Matrix
Budget and resource restrictions are considered by utilizing strategic models like the Ansoff Matrix. They provide clear improvements.
Enhance brand-wide resource distribution
Use marketing resources more equitably. Feasibility: IHG brands to help lesser-known brands. Instead of making large investments, this approach advises sensible budget reallocation. To guarantee that all brands, including Candlewood Suites and Staybridge Suites, receive the proper promotional support to boost exposure and consumer engagement, performance and market potential must be examined. 
Strategic Direction (Ansoff Matrix):
Market Penetration: Exposure and competitive positioning help established companies gain market share.
Enhance Agility in Change Management
Agile change management lets you adapt to market changes quickly. You can apply Lewin’s Change Management Model dynamically and Kotter’s 8-Step Change Model thoroughly. Feasibility: This requires internal process adjustments and probably training, but it’s not expensive. IHG can develop a cross-functional change management team to analyze market trends and make adjustments to stay ahead of the competition and meet consumer needs.
Strategic Direction (Ansoff Matrix):
Product Development: Product development entails creating and modifying services for new clients like digital nomads.
Personalise and segment target markets
Advanced data analytics enhances market segmentation and customization. Use client data to create more specific consumer groupings and market to their interests. Feasibility: Cost-effective analytics tools and platforms can be used with client data. This can be done with advanced CRM systems or data analytics partners (Hayes and Ninemeier, 2016). 
Strategic Direction (Ansoff Matrix):
Market Development: Personalized marketing messages and products are needed to build new markets.
Optimize digital marketing channels
Optimizing social media, SEO, and interactive content improves digital marketing. Hire SEO specialists and use modern social media analytics tools. Feasibility: Social media monitoring and SEO optimization are affordable and may be used gradually. Marketing professionals should regularly learn about digital marketing trends and best practices to boost productivity without raising costs.
Strategic Direction (Ansoff Matrix):
Market Penetration: Digital marketing boosts engagement and conversions in existing markets. The market penetration strategy involves this (Harvard Business Review, 2023).
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Situation Analysis: SOSTAC helps in conducting a thorough analysis of IHG’s current marketing situation, considering factors like market trends, customer insights, and competitor analysis.


Objectives: It assists in setting clear and measurable marketing objectives aligned with IHG’s strategic goals, such as increasing market share or enhancing customer loyalty.


Strategy: SOSTAC guides the formulation of strategies across different areas like market segmentation, digital marketing, and sustainability initiatives, ensuring they are integrated and cohesive.


Tactics: It aids in detailing specific tactics for implementing strategies, such as campaign execution, media selection, and customer engagement tactics.


Action: SOSTAC helps in planning and executing actions effectively, ensuring that all stakeholders are aligned and resources are optimized.


Control: Finally, it facilitates the measurement and control of marketing performance through metrics and analytics, enabling continuous improvement and adaptation.





