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[bookmark: _Toc32316]Executive Summary 
This report will continue to revolve around IHG Hotel Group and develop a new marketing plan for IHG Hotel Group, which can accomplish a new purpose. A new marketing plan that creates more revenue and makes up for the bad impact of the epidemic. This article will use SOSTAC to formulate this marketing plan. The marketing plan will make the hotel revenue and customers a better promotion and improvement.
[bookmark: _Toc21221]Introduction 
The new marketing plan for IHG Hotel Group in this report, this marketing plan will make IHG more competitive in the world hotel competition. The so-called formulation of a new marketing plan can bring more benefits to IHG Hotel Group in this marketing plan and the hotel's personalized and customized services for customers.(Hsieh, Y. C. J. ,2012)
SOSTAC is Situation – where are we now, Objectives – where do we want to be, Strategy – how do we get there, Tactics – how exactly do we get there, Action – what is our plan, Control – did we get there?(Krishnan, S. ,2013)
The SMART principle (S=Specific, M=Measurable, A=Attainable, R=Relevant, T=Time-bound) is to allow employees to work more effectively and efficiently, and also to allow managers to better evaluate employees It provides an assessment target and an assessment standard, which makes the assessment results of employees more standard, standardized and can better reflect the principle of fairness and equality in the assessment.

[bookmark: _Toc6802]Main Findings 
If IHG Hotel Group can continue to gain more guests and revenue during and after the epidemic, it is necessary to develop a new marketing strategy method that is customer-centric and attracts more customers and customer popularity. Set up a database of customer traffic within the hotel to fully understand the number of new customers in today's market. It can also be analyzed for today's market, and this approach is a huge system upgrade for IHG Hotels Group. Because the current market situation of the hotel industry is not very good, IHG Hotel Group must more tightly grasp those few customers for marketing, and provide very good service and environment for every customer who can become a potential customer. Good to keep these potential customers who still have them.(Hao, F., Xiao, Q., & Chon, K. ,2020)

analysis according to the SMART principle. Specific is a standard that needs to be clearly stated in specific language. IHG Hotel Group needs to use this new marketing method to enhance customer awareness, understand customer satisfaction, such as reducing customer complaint rates, understand customers' real needs, and understand customers' real thoughts through email. Measurable is the need for clear goals. In order to allow IHG hotels to achieve better goals, the internal management of the hotel needs to fully understand the information, and then conduct training on relevant conditions for employees in different departments from the management, in order to ensure that every employee understands the true thoughts of customers. The second is to consider how to refine the target. The refined target can be better measured, or it can be better trained. attainable, which enables the executor to realize and achieve expectations. For better realization, leaders also need to properly understand and communicate some ideas of employees, so that the ideas of the whole team can be more full. Every employee needs to continue to participate, and leaders and employees need to actively communicate so that they can reach an agreement at work, so that the goal will become very well achieved(Su, Y. ,2020). Relevant, if you want to achieve a goal, you need to make certain associations within the company's posts, which can better complete these contents, and make some post associations within the company. time-based means that time is limited. According to the work task, the leader must ensure that there is a time limit when distributing the task. The company's top management needs to regularly check the completion progress of the hotel and the hotel, and grasp the changes of the progress, so as to better allow the subordinates and the hotel to make more progress. Good cooperation and work.


S. According to the analysis of the new marketing plan, due to COVID-19, the business of IHG Hotel Group has been declining, revenue has declined, and the hotel has no guests to check in. Now that the epidemic situation is gradually improving, IHG Hotel Group must seize the These potential customers, with the interests of customers as the main center to innovate a reasonable marketing strategy.
O,  Objectives, because the goal of this innovative marketing strategy is to generate more revenue for IHG Hotels Group and to allow customers to book IHG Hotels Group rooms and enjoy a better experience. In order to better accomplish the goal, IHG Hotel Group needs to encourage and support this new strategic marketing plan, corporate culture, and require the establishment of an effective and reasonable organizational structure, adjust the direction of corporate operations, and formulate reasonable hotel ownership. Budget, but also need to use the information system of employees and customers specially set up by IHG Hotel Group, as well as the need for employees to generate loyalty to IHG Hotel Group, and to predict corporate performance.(Zigon, J. ,1999)
S, strategy, in order to better achieve the purpose, IHG Hotel Group needs to expand more marketing activities in addition to e-mail, such as publishing some activities on some social platforms to attract customers to participate, the upgrade of technology can allow internal marketing The process of activities in the area has become very automated, and IHG Hotel Group has formulated reasonable marketing according to local conditions and local customer relationships, and has also achieved localized marketing methods. In addition, IHG Hotel Group has also transformed into a single global agency model in the form of assembly line operation through some upgrades. In order to better attract more customers, profits and some satisfaction, IHG hotels have expanded more new marketing areas, right-time marketing, which is a kind of information based on the release of some information, thus and some valuable Customers maintain close contact, and at the same time can promote the intimate interaction of customers with the IHG hotel brand. The second is marketing for some non-members. Therefore, IHG Hotel Group will analyze some data on the Internet, find and classify those valuable non-member customers, and also launch some special marketing activities to customize on-site products(Chaybane, R. S. ,2017). Wait. Glocal communication is to make reasonable use of global hotel resources according to the situation of hotel and customer resources that IHG Hotel Group encourages franchising hotels. IHG Hotel Group will also extend and amplify some traditional marketing activities, carry out information on traditional media marketing activities, or find and use some targeted interactive tools to carry out some marketing activities, and at the same time to improve the conversion rate of participating guests . Finally, IHG Hotel Group needs to use some channel knowledge for promotion, and use some high-data channel data to improve the information correlation of channels, so that customers can become more humanized when they log in to the hotel website.(Chaybane, R. S. , 2017)
IHG Hotel Group itself has huge economic advantages in the market. These advantages have helped IHG Hotel Group gather a lot of funds to help IHG Hotel Group conduct relevant research and understanding in the market, and formulate some effective and useful strategic plans. Such as some promotional plans. These plans can help IHG Hotel Group have a huge advantage in marketing, and at the same time, because of the introduction of promotional marketing strategies, IHG Hotel Group has become very distinctive in the public eye. In order to obtain more talents, IHG Hotel Group cooperates with schools or some social organizations in various places to provide super-high business training, cultivate more talents, and apply these talents in the hotel industry in various places.(Jones, P., Hillier, D., & Comfort, D. ,2014)
T, tactical, very friendly to customers. They like to maintain a good cooperative and friendly relationship with big hotels like IHG. Guests want to get unique and personalized service from the hotel, and hope that the hotel staff will understand them, relate to them, and take the initiative to maintain a relationship with them. Good connection, can provide high quality service for guests. In order to allow the hotel to deal with this kind of good relationship with guests, the hotel usually combines frequent guest discounts, this combination method, to open a better relationship with guests. In order to carry out better marketing, IHG Hotel Group will also adopt some combination strategies, such as frequent guest program marketing strategy, which is based on some frequent hotel guests and guests with a large number of points to provide some incentives, and this kind of incentives can attract a lot of Loyal customers. There are also many different types and varieties of rewarded prizes, not just a single hotel reward, but also some airline and supermarket rewards, which can better win customers’ business that keep coming back, which also allows guests to have a strong interest in the hotel. deep loyalty. At the same time, IHG Hotel Group will also manage customers' information, understand customers' thoughts and expectations, better understand their consumption hobbies and consumption psychology, and conduct reasonable bundled promotions(Dibb, S., & Simkin, L. ,2008). At the same time, according to the tracking marketing method after the customer checks out, we will understand the information on customer satisfaction, and at the same time, we can provide customers with better quality service when the next guest stays, and also provide the added value of hotel products and customer satisfaction. Attachment to the hotel. Judging from the business environment in today's market, high-quality brands occupy a very important position in the market. IHG Hotel Group has many brands of different levels. IHG Hotel Group launches brands of different grades according to different regions. At the same time, IHG Hotel Group focuses on different markets. After launching different grades of hotels in different markets, these different brands are aimed at people with different needs. IHG Hotel Group is based on different regions. The combination of market bundles with different income and different locations will make the income of IHG Hotel Group higher. Because IHG Hotel Group has many hotels and resorts of different brands, because of the different geographical locations, and also according to the relevant geographical locations, the establishment of such high-end brand lines has increased the income of IHG Hotel Group.
A, Action, For IHG hotel group employees to be able to complete their tasks, then it is necessary to meet the satisfaction of hotel guests and leave some good and deep impressions on customers. Like this kind of customer-centric marketing strategy, the customer is the center, and customer satisfaction becomes very important. As a large international hotel group like IHG Hotel Group, to meet the needs and ideas of different services of guests, we should pay more attention to the personalized service of the hotel. The senior leaders of IHG Hotel Group need to make all employees inside and outside the hotel pay attention to the management culture inside the hotel, and the staff team is required to have a full range of service awareness for customers. If IHG Hotel Group wants its employees to complete their tasks better, they need a two-way interactive training model for exhibitions, so that all employees have a strong sense of service when serving guests(Aminudin, N., Sundari, E., A. (2018). Hotel rooms are furnished according to the requirements, completed to a standard and have inspectors to conduct random and appropriate inspections. IHG Hotel Group also needs to actively carry out employee training and develop a completed and standardized employee handbook, and employees in all departments need to comply with the content of the handbook.

C, control, IHG hotel group wants to better measure the performance information, the hotel needs to pass the workload of each team, and make a certain evaluation of the requirements of the subordinates, that is, after a period of time, the hotel executives need to During this period of time, all employees are evaluated to a certain extent, and their performance and work efficiency can be obtained through the data of these evaluations and their usual performance and status. Encouraging employees to put some of their ideas in the right place can make them more motivated to work. You can also learn about employee information and work conditions through employees around them. From time to time, IHG Hotel Group can conduct performance management and assessment for the work efficiency of employees. First of all, in terms of performance, IHG Hotel Group needs to clearly understand the performance goals and improve some knowledge of staff hotels(Sprigg, J. ,2017). At the same time, large hotels like IHG Hotel Group need to have a unified performance standard within the hotel to provide employees at different levels. Reasonably practicable performance standards. Through this kind of performance appraisal, it can help the internal staff of the hotel to find problems and correct them one by one, and at the same time, it can also provide a better experience for the guests staying in the hotel in the future.

[bookmark: _Toc26818]Recommendation
In terms of hotel accommodation, IHG Hotel Group can set some preferential services and preferential room types according to some long-term guests. But at the same time set up some special price system for those FIT. At the same time, some special rooms and discounts can be formulated according to different local national festivals and customs. When customers have birthdays, they can upgrade room types for some guests or offer some birthday services such as free afternoon tea. Of course, it is also necessary to provide special meals according to some guests with special dietary habits, so as to meet some habits and requirements of all customers(Robles, R. J., & Kim, T. H. ,2010). Nowadays, the tourism industry in the market has become very rich, and the hotel occupancy rate will become higher, so the guests pay attention to the hotels they enjoy. Therefore, IHG Hotel Group needs to provide better training for the onboarding of those new employees, and also needs to manage the employees well. Quality issues, IHG Hotel Group needs to strictly manage quality issues, while maintaining the loyalty of guests to IHG Hotel Group, and the support and loyalty of employees to work efficiency.

[bookmark: _Toc27639]Conclusion
Such a customer-oriented marketing strategy is a very necessary development model, and IHG Hotel Group can only grow and develop in the highly competitive hotel industry only according to the reasonable development of the current target market and market environment. Because of the implementation of many different marketing models, IHG Hotel Group has also been liked by many consumers, and this new strategic marketing model can also occupy a larger market. At the same time, it can also add a better way to generate income for the no income brought by the COVID-19 outbreak. Because of this new marketing plan, the tough hotel market and the tough IHG can gain more loyal customers. It is in a market that is not very good, but also allows customers to enjoy a good experience. It will also make InterContinental Hotels Group more prominent and attractive in the media and public view, and is sought after by many customers.
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