



BA(HONS) International Hotel Management
Module: Marketing Essentials
Module Code: BMIH4005
Lecturer Name: Gayathri Mudiyanselage 
Student Name: Madalin Liviu Noada
Student ID: 2232425










Marketing Plan for Holiday Inn


Introduction
Holiday Inn is a remarkable name in the hospitality industry particularly in UK and USA region. It was founded in 1942 and now has its branches in most of the world (Demirovic et al., 2014). The most recent H4' guest rooms designed by Holiday Inn facilitate adaptability. On the other hand, new ideas can be used to innovate the products. With the use of IoT in resort operations, rooms can be upgraded. There are numerous advantages to this concept, which can be applied to any and all Holiday Inn locations (Smirl, 2016). This report will develop a marketing plan to incorporate this idea in a UK branch of Holiday Inn.
Situational Analysis
SWOT Analysis on Customer Reviews
	Strengths
· Skilled employees
· Provide efficient training programs for its workers
· Have integrated with many software companies for efficient operations
· High level of customer satisfaction
· Holiday Inn have remodeled its structure in 2015
· Continuous development (Blery and Kapetaniou, 2008)

	Weaknesses
· Limited market share
· Large number of competitors
· Low technological integration compared to other rivals (Sangwichien and Jaroenwisan, 2017)
· Low WIFI bandwidth


	Opportunities
· Travelling trends are increasing
· New changes in tourism industry
· Holiday Inn can increase the worth of its packages
· Updated technology (Kimes, 2001)

	Threats
· Increased operational cost
· Hight rates
· Decreased in tourism during pandemic
· Increased competition (Tošić et al., 2021)
· Slow growth




Segmentation
Customers who were able to spend more money to plan trips and spend it on friends and family were the primary segment. The Hospitality Inn Resort's positioning strategy makes customers well-informed about the resort as well as the destination resort for their trips and picnics. The primary distinction lies in the provision of all one-of-a-kind activities, pool parties, and resort locations for a comprehensive trip that is intended to attract individuals seeking a picnic break or a relaxing weekend with friends and family (Khan et al., 2018). According to the marketing strategy, the Holiday Inn's selling point is that it is distinctive, comfortable, and affordable. For what appears to be good value, the hotel offers a resort package in its entirety (Dibb, 2010).
PESTLE Analysis
The hotel industry is heavily influenced by the government. For instance, the hotel industry would be immediately impacted if the government imposed a travel and tourism ban. Holiday Inn faces significant difficulties in the economic, social, and political contexts of the territory they operate (Harrington and Akehurst, 2020). Individual property policies govern the majority of the company's operations. In addition, Holiday Inn's strategic and policy plans do not directly address employment, laws, worker protection, or the environment; rather, these areas are controlled by authorizations from the government. In order to achieve success in both domestic and international markets, the business expands globally, requiring it to collaborate with political authorities to refine its operations (Tan and Despotis, 2021). Through regular training, management has improved employee skill development and gained a competitive advantage. As a result, it has outperformed its rivals regarding group performance. The Holiday Inn has consistently met and exceeded the expectations of its guests. However, tourism has grown over time, and its widespread global expansion is due to a stable economy and productive environment (Neupane, 2015).
Objectives
There are several objectives of developing this marketing plan. All of these objectives are developed on the basis of the SMART strategy. These objectives are as follow:
· To develop new online promotional techniques
· Incorporating SEO in the offline promotional strategies
· To increase the loyal customer base
Strategy
Holiday Inn's command over inventory management contributes to higher operational costs, but the slogan "Satisfying customers in real time" is the most important motivation. Moreover, Holiday Inn is working on its marketing strategies. Numerous businesses are putting in a lot of effort to build their brand and retain customers. If the right medium is chosen, people will learn more about the right way, at the right time, and at the right place. Although the conventional marketing strategy was effective in many cases during its time, it is still an essential and tactful task in the modern era. The million-dollar "Look Again" campaign launched the Hooliay Inn's marketing campaign.
Marketing Mix
The marketing mix for the Holiday Inn is as follow:
Product
Holiday Inn offered a wide range of different products for their customers in order to provide them advanced experience in the hospitality sector. These services include H4 guest rooms, swimming pools, resorts that have large picnic locations, meeting rooms, beach locations, business centers, gyms, and other health facilities (Cho, 2005). Although they are providing different products the best and most attractive of them is Holiday Inn Resorts. These resorts are located at popular destinations, primarily at the top holiday spots providing multiple fun and unique activities, pools, and live entertainment. 
Holiday Inn design its marketing strategies based on different market segments. These market segments involve family trips, business trips, and leisure activities.
Place
One of the biggest advantages that Holiday Inn has is its geographic locations. Its hotels and resorts are situated near attractive places such as near greenery or beaches. These locations are chosen in order to attract more customers. The Express Inn is conveniently located in the city's busiest areas, making it easy for customers to get there. Customers can get the entertainment they need in real time more easily thanks to the website and the ability to book tickets online with a single click (Sogar et al., 1996).
Promotion
The first promotion was Look Again, which IHG spent a million dollars on. The modern era has discovered new methods of promotion, such as advertisements on social media, campaigns, and sales of packages that allow customers to experience remarkable ease with the hotel (Parvez et al., 2018). Based on the marketing trends of modern times Holiday Inn is more concerned about online marketing and is hiring SEO experts to target more online audience (Samatovich, 2021).
Price
Holiday Inn, on the other hand, costs 110 dollars less than its competitors, primarily Marriott, which is reported to cost 157 dollars in 2020. Despite this, the hotel offers customers a variety of pricing options for mid-range entry, Express Inn, vacation plans, and resort Inn extensions.
Action
According to this plan the market researcher of Holiday Inn will do market research to understand the customer’s needs. After that SEO experts will be hired to launch an efficient online marketing campaign. And after designing the campaign it will be launched.
Control
The main purpose of this marketing plan is to increase the customer base for Holiday Inn. So, we will launch certain control measures to check whether this marketing plan is generating the desired results or not. For this purpose, we can check the financial performance of the branch. As increased profits will depict that the hotel business has increased. We can also check the percentage of returning customers it will show the customer’s satisfaction with the hotel services.
Conclusion
Holiday Inn is a famous hotel in the hospitality industry particularly in the UK and American region. This hotel has several resorts and hotel in various places of the world. This report discusses the marketing plan for a branch of Holiday Inn in the UK. This marketing plan is devised in order to advertise the new H4 guest rooms. The main purpose, of this plan is to market hotel services by utilizing online social media channels. For this purpose, SEO experts are required and a media campaign will be launched that will help to increase customers check-ins in the hotel.
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INTRODUCTION

* Holiday Inn is a remarkable name in the hospitality industry was
founded in 1942

* Holiday Inn provides various services to its customers including
swimming pools, gyms, and meeting rooms

* It has both resorts and hotels at attractive locations
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MARKETING MIX

PRODUCT

*® Holiday Inn offered a wide range of different products for their customers in order
to provide them advanced experience in the hospitality sector

*® These services include H4 guest rooms, swimming pools, resorts that have large picnic
locations, meeting rooms, beach locations, business centers, gyms, and other health
facilities

*® Holiday Inn design its marketing strategies based on different market segments.
These market segments involve family trips, business trips, and leisure activities.
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MARKETING MIX (CONT.)

PLACE

*® One of the biggest advantage that Holiday Inn has is its geographic locations

* Its hotels and resorts are situated near attractive places such as near

greenery or beaches
* These locations are chosen in order to attract more customers.

* This gives it a competitive edge over other competitors
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MARKETING MIX (CONT.)

PROMOTIONS
* The first promotion was Look Again, which IHG spent a million dollars on

* The organization has modify its marketing campaign based on modern
technology

* It now prefer online marketing

® For this purpose new SEO analysts will be hired to improve marketing
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MARKETING MIX (CONT.)

PRICE

*® Holiday Inn, costs 110 dollars less than its competitors, primarily Marriott,
which is reported to cost 157 dollars in 2020

* Despite this, the hotel offers customers a variety of pricing options for mid-

range entry, Express Inn, vacation plans, and resort Inn extensions.
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Marketing Research

Hiring SEO Experts

Design Marketing
Campaign

Launch the campaign
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