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Introduction
Environmental marketing refers as a potential role of customers, organisation and governments that intends to analyse how such groups significantly influences a number of environmental factors in the form of various processes and activities related to marketing (Bruijl and Gerard, 2018). The various environmental marketing factors which influences the business operation of an organisation comprises of social and culture, technological, competitive, economic, regulatory and political. This further enable the company to affectively market and promote its products in an environmental friendly manner where marketing managers intends to take well informed decisions related to business while gets aware about the behaviour and needs of the customers and develop efficient budgeting that intends to recognise potential threats and opportunities and build an effective strategy related to marketing (Gołąb-Andrzejak and Gębarowski, 2018). The purpose of this report is to determine understanding and study on IHG in terms of conducting environmental marketing analysis by considering the significant external influencing drivers along with internal environment and role of marketing which within the hotel industry. The report further describes effective recommendations which the organisation needs to adopt in the company as a purpose to facilitate organisational success. 
Macro environment analysis
Macro environment analysis refers as the consequences which significantly influence the business operation of an organisation through the influence of various external factors in the terms of policies, technologies, innovation, needs and changes in society and much more (Bharwani ad Methrew, 2021). One of the major frameworks which influences external environment of the company comprises of PESTLE analysis. 
Political factor
The significant impact of Brexit affects the business operations of the organisation to a significant extent. It enables to affect the decision of the travellers based within and outside the UK as they are required to pay additional taxes when the travellers visit the hotel from any of the European countries. However, the national government of the UK has made stable political situation throughout the country which significantly enables the travellers from outside the UK to effectively visit the country without any restrictions. This factor is known to be favourable for the company as through the use of effective policies the organisation can effectively develop a number of marketing strategies particularly for the travellers to significantly visit the country and effectively book the tickets after reduction in COVID-19 restrictions (Gołąb-Andrzejak and Gębarowski, 2018).
Economic factor
Economic Factor which intends to influence the business decisions of the company related to marketing comprises of fluctuation in inflation rates along with increase in employment rate from 1% in the UK from 2021 to 2022. This factor is known to be favourable for the company (Bharwani ad Methrew, 2021). The increase in employment rate will enable the organisation to significantly higher skilled and talented candidates who have diverse and extensive knowledge in marketing along with knowledge of advanced tools and technologies related to marketing software as an attempt to promote the travel and tour package services to the travellers in the UK and outside the country. This will thus enable the organisation to significantly of where the individuals outside the UK about the hotel and its services while meet their needs in an effective manner. 
Social factor 
The social factor comprises of change such as number of evolving trends such as form of staycation. This is known as current evolving trend where individuals from all across the world intends to enjoy watching attractions and other adventurous places from the comfort of their homes through the integration of virtual and augmented reality (Bharwani ad Methrew, 2021). This is recognised as unfavourable factor for IHG. This is because the rise in such evolving trends affects the business growth of the company to a huge extent. In addition to this, the growing interest and concern of the individuals for social media may be a huge opportunity for the organisation to significantly promote its services related to travel packages. 
Technological factor
One of the major technological factor which affect the business decision of the company comprises over digitalisation such as online booking system. This is recognised as a favourable factor for IHG as with the integration of latest online booking the company can intent to attract several travellers from different parts of the country and convince them to invest in the services by significantly registering from the official website of the company. As a favourable factor, it enables marketing managers to promote its services in the form of developing aesthetic and innovative graphics on the website for registration and making the travellers aware about their services (Bruijl and Gerard, 2018).
Environmental factors
The national government of the UK forces the multinational companies and large-scale organisations which operates in hotel industry to adopt a number of sustainable practises as a purpose to conduct business ineffective manner. The utilisation of energy saving LEDs and smart thermostat allows the company to ensure successful growth and attract a number of customers to book their suits in the hotel (Bharwani ad Methrew, 2021). This is where it is recognised as a favourable factor for the organisation. 
Legal factor
The adherence to a number of laws and policies related to data protection act, diversity and inclusion and Equity act of 2010 Allows the organisation to significantly provide a respect and recognition to the marketing managers which further enables them to work in effective manner to significantly contribute towards the success of the company (Morrison, 2020). This is why this is recognised as a favourable factor for the organisation. 
Porters five Forces
Porters five forces is recognized as a model utilised by the organisations to drive effective strategies for driving growth in the company by evaluating the strengths and positioning of the company with respect to competitors  (Thabit and Raewf, 2018). The various factors which influences competitor business environment of IHG comprises of the following. 
Threat of new entrants- The threat of new entrants is recognised to be low for IHG hotels as it has made a significant recognition and brand name among the leading hotel industries across the world which further makes it challenging for the new hotels to adopt such resources and investment to compete against IHG. 
Bargaining power of suppliers- moderate
IHG intends to purchase raw ingredients related to food and other domains from several suppliers which further reduces the margin that the organisation can earn in the market. The powerful suppliers in such sector utilise their negotiating power as a purpose to attract huge prizes from the organisation belonging in hospitality industry (Thabit and Raewf, 2018).
Bargaining power of the customers- low
Being a leading hotel industry, the organisation has low bargaining power on the customers due to its integration of advanced technologies along with strong recognition in the marketplace which makes it unique and exclusive from hotels thereby decreases switching cost (Gołąb-Andrzejak and Gębarowski, 2018).
Threat of substitute- moderate
Thus threat of substitutes is moderate for IHG which comprises of advancement in technology in the form of staycation. However, there is no specific substitute for booking a hotel (Morrison, 2020).
Rivalry among the existing competitors-high
The organisation experiences high competitive rivalry from various leading and five-star hotels such as Marriott, Taj and much more (Thabit and Raewf, 2018).
SWOT analysis 
Strengths
Huge recognition and presence across the globe in hundred countries
The hotel has over 886000 rooms throughout the globe
The hotel has diverse range of brands such as Holiday Inn, Kempton, Hotel Indigo and much more. 
The organisation utilises a asset light business model and uses strategic partnership to expand its brand portfolio (Bruijl and Gerard, 2018).
Weaknesses
In 2013, the hotel was involved in a number of controversies in the form of international boycott campaign related to its decision to introduce luxury hotel in Tibet where organisation was accused for poor hygiene standards and price-fixing  (de Haast et al., 2021).
The organisation is also known to integrate poor IT security as the organisation was vulnerable with credit card stealing malware threat
Opportunities
The various opportunities for the organisation include its partnership with various brands in India such as SAMHI group (Parvez et al., 2018).
The other opportunities for the organisation comprises of utilisation of digital marketing strategies in the form of SEO, Google ads, social media and much more (Gołąb-Andrzejak and Gębarowski, 2018).
Threat
The economic lockdown related to COVID-19 pandemic has significant influenced its business operations in the terms of reduced revenues and loss of employees 
STP analysis
IHG targets people belonging from all age group including men, women and children. The company target niche market particularly the business man and people intending to visit the country for vacation, leisure or business purpose. The company owns 17 brands in over 1000 countries. The company further targets individual belonging from middle and upper class societies that intends to explore places for food,  culture etc of the UK  (de Haast et al., 2021).
Marketing mix 
Product or service- The organisation is known to provide exclusive and luxury hotels services to the customers in the form of pool, Wi-Fi, suites, resort and much more. The company intends to own over 17 hotel brands throughout the world. 
Price- The competitive and premium pricing strategy of the organisation Intends to target niche market which was other comprises of millennial, businessman and much more (Gołąb-Andrzejak and Gębarowski, 2018).
Place- The company owns over 17 resort and hotel brands which includes a Avid hotels, Even hotels, Holiday Inn, Express holiday in club vacations, Holiday Inn and resorts, Candlewood suites etc (Parvez et al., 2018). The customers are required to book the services through online platforms or directly from their websites. 
Promotion- The company intends to utilise a number of digital marketing well as traditional marketing strategies to make the travellers aware about its services. The company uses traditional marketing in the form of print media, travel magazines and so on along with digital marketing strategy in terms of social media such as Facebook and Instagram (Parvez et al., 2018).
Recommendations
Being a leading hotel industry in the UK, the organisation is required to devise innovative and effective marketing strategies and approaches as a purpose to increase its sales throughout the globe to ensure successful growth in the company. The organisation s required to invest in SEO for their website as a purpose to capture audience that intend to capitalise on the website of the company ineffective manner (de Haast et al., 2021). The other approach includes direct bookings which further places a significant role in hospitality industry. The company can intend to reward their clients with special discount reduce prices and further upgrade welcome gift and their rooms. This further makes the guest feel more special and enables them to further visit hotel frequently. The other strategy which can be adopted by the organisation comprises of exploiting social media. The marketing team of the company can intend to integrate and use infographics and user generated content for social media marketing particularly for Instagram as a purpose to gain attention of the customer related to the services offered by the hotel or the brand as a whole. The organisation is also required to post engaging content on a frequent basis as a purpose to develop effective content calendar (Morrison, 2020).


Conclusion 
The report demonstrated the study on IHG in terms of conducting environmental marketing analysis by considering the significant external influencing drivers along with internal environment and role of marketing which within the hotel industry. The report further described effective recommendations which the organisation needs to adopt in the company as a purpose to facilitate organisational growth.
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