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Topic: The impact of marketing and promotional strategies on sales and revenue of the Hospitality industry; A case study of Holiday Inn Hotel.

Executive Summary
The purpose of the research project has been to analyse various marketing and promotional strategies that impact the sales and revenue of Holiday Inn. Marketing and promotional strategies, like social media marketing, digital marketing, loyalty programs and many other strategies can enhance the revenue of the business organisation. However, businesses face the challenge of managing budgets for marketing activities. Competition and lack of employee skills are also challenging for the organisation. Market research, competition analysis, cost-cutting and many other strategies can help the organisation to overcome these challenges.  The researcher applied interpretivism philosophy, deductive approach and secondary research methods. Besides, qualitative and content data analysis methods are applied to the research project. The Holiday Inn has a stable financial position. Besides, the organisation also applies various marketing strategies to increase sales. However, it faces challenges in managing digital marketing because of a lack of employee skills, high competition and budget shortages. So, organisations should focus on training and development, competition analysis and cutting to improve marketing strategies and ensure the suitability of the business. 
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[bookmark: _Toc189575914]Chapter 1: Introduction 
[bookmark: _Toc155877489][bookmark: _Toc189575915]1.1 Introduction for this chapter 
The chapter will show the background and rationale of the research project. It will also present the aim, objectives and research questions of the research project. An overview of the case study will also be presented in this chapter. 
[bookmark: _Toc155877490][bookmark: _Toc189575916]1.2 Background
Marketing is a set of activities that business organisations apply to enhance brand image, awareness and sales (Alexis, 2021). Marketing and promotional strategies are essential to enhance brand recognition in the market and increase sales. Holiday Inn Hotel (Sunderland) applies various marketing and promotional strategies, like social media marketing, content and SEO marketing to enhance brand recognition. Brand awareness of the organisation is 91% but popularity is only 40% (Statista, 2024). Increasing popularity in the market is the main objective of marketing and promotional activities. However, the organisation faces the issue of managing popularity in the market. Besides, the organisation also faces various challenges in applying different marketing strategies. 
[bookmark: _Toc155877491][bookmark: _Toc189575917]1.3 Rationale 
The researcher found that Holiday Inn Hotel faces issues of lack of popularity in the market though it is applying different types of marketing and promotional strategies (IHG, 2024). The organisation also faces challenges in managing promotional strategies because of changing technology and consumer preferences. So, the researcher chose the topic to evaluate various factors related to the marketing of the organisation and its impact on sales and revenues of the organisation. 
[bookmark: _Toc189575918]1.4 Overview of the case study 
Holiday Inn Hotel is a subsidiary brand of IHG (InterContinental Hotel) hotels and resorts which was founded in 1952 (IHG, 2024). Holiday Inn Hotel (Sunderland) branch is located in Keel Square, Sunderland SR1 3DS, United Kingdom. Marketing and promotional activities can enhance brand awareness and popularity so the research project focused on analysing various marketing and promotional strategies applied by Holiday Inn Hotel.
[bookmark: _Toc189575919]1.5 Aim of this Research
The research aims to evaluate the impact of various marketing and promotional strategies on the sales and revenue of Holiday Inn Hotel (Sunderland).
[bookmark: _Toc189575920]1.6 Research Objectives
The research objectives are –
1. To assess various marketing and promotional strategies applied by the Holiday Inn Hotel.
2. To investigate the impact of marketing and promotional strategies on sales and revenue of Holiday Inn Hotel.
3. To evaluate various challenges faced by Holiday Inn Hotel in applying marketing and promotional strategies.
4. To analyse best practices to overcome those challenges and ensure the sustainable growth of the Holiday Inn Hotel.
[bookmark: _Toc189575921]1.7 Research questions
The research questions are –
1. What marketing and promotional strategies are applied by the Holiday Inn Hotel?
2. What is the impact of marketing and promotional strategies on the sales and revenue of Holiday Inn Hotel?
3. What challenges are faced by Holiday Inn Hotel in applying marketing and promotional strategies?
4. What are the best practices to overcome those challenges and ensure the sustainable growth of the Holiday Inn Hotel?
[bookmark: _Toc155877493][bookmark: _Toc189575922]1.8 Research project structure
The research project will show six chapters. The first chapter is an introduction chapter that includes the research background, rationale, aim, objectives and questions. The second chapter is the Literature Review which will present various theories and information about the research objective. The third chapter is a methodology that will show various approaches to data collation and analysis for the research project. Case study Hotel overview and findings chapter is the fourth chapter. The fifth chapter will show a discussion of the findings and the last chapter will illustrate the conclusion and recommendations. 
[bookmark: _Toc155877494][bookmark: _Toc189575923]1.9 Introduction Summary 
Exploring various marketing and promotional strategies applied by Holiday Inn Hotel to enhance sales and revenue is the objective of the research project. In addition, Holiday Inn Hotel faces various challenges in managing marketing strategies. So, the research project analysed various information related to marketing challenges and overcome strategies of Holiday Inn Hotel.


[bookmark: _Toc189575924]Chapter 2: Literature Review
[bookmark: _heading=h.tyjcwt][bookmark: _Toc155877496][bookmark: _Toc189575925]2.1 Introduction 
The chapter will present literature from existing research. Marketing, promotional strategies and the impact of marketing and promotional strategies applied by organisations will be analysed in this chapter. 
[bookmark: _Toc155877497][bookmark: _Toc189575926]2.2 Core Topics 
[bookmark: _Toc189575927]2.2.1 Marketing 
According to Sinha and Singh (2020), marketing refers to the set of activities that organisations apply to enhance brand recognition. On the other hand, Sakshi (2020) proposes that marketing is the activity of promoting and selling the products of an organisation. 
[bookmark: _Toc189575928]2.2.2 Promotional strategies 
Kotler and Keller (2016) state that promotional activities are any marketing strategies that are used to increase brand awareness in the market and enhance customer engagement. Marshall and Johnston (2019) argue that promotional activities are the strategies that help businesses gain customer attention and increase sales. Kiran and Arumugam (2020) exemplify that advertisement, content marketing, email marketing, and loyalty programs are the best promotional strategies. 
[bookmark: _Toc189575929]2.2.3 Sales and Revenue 
Iacobucci (2022) articulates that Sales refers to the exchange of goods and services with consumers. Besides, Fifield (2022) mentions that revenue is the amount that a business gains by selling products. Ferrell (2022) encapsulates that revenue is the income or money generated by the operations of a business organisation. 
[bookmark: _Toc189575930]2.2.4 Various marketing and promotional strategies applied by business organisations  
Denniston, Hobbs and Arkin (2020) state that promotional mix is the way of choosing various promotional strategies for business. Clark (2022) proposes that sales promotion, public relations, direct marketing, advertising and personal selling are the main promotional strategies that organisations can apply to engage customers. 
[image: ]
Figure 1: Promotional mix.
Source: (Cadogan, 2019).
Cadogan (2019) shows that social media marketing strategy is the best option for business organisations to engage customers. Barnewall and Webster (2021) argue that SEO and content marketing are the most effective marketing strategies to gain customer attention. Sinha and Singh (2020) illustrate that offline marketing, like billboard marketing, is also effective for organisations to gain customer attention. Bagozzi et al. (2021) articulate that traditional marketing refers to the strategies that are applied without using digital technologies. TV commercials, newspaper marketing, partnership and sponsorship are the effective promotional strategies for business. Alexis (2021) articulates that sponsorship is the strategy to collaborate with other organisations to show physical evidence of an organisation. Sakshi (2020) illustrates that sponsoring sporting events is the way to reach customers effectively. Marshall and Johnston (2019) argue that direct marketing and public relationships are effective ways to engage customers and increase brand recognition. 
[bookmark: _Toc189575931]2.2.5 The impact of marketing and promotional strategies on sales and revenue of business organisations 
[bookmark: _Hlk179106882]Kotler and Keller (2016) express that the impact of marketing and promotional strategies on the sales and revenue of the business is positive. The author adds that promotional activities, like loyalty programs, can enhance sales of business and increase revenue. Kiran and Arumugam (2020) reveal that the impact of promotional strategy on revenue is positive but it also increases the cost of business and may reduce profit margin. The author also mentions that discount prices, buy one get one and other promotional strategies increase the cost of business which may increase the cost of business. Iacobucci (2022) but it can increase brand recognition and enhance customer engagement which can increase sales and revenue of the business. Fifield (2022) argues that social media marketing is the best strategy to enhance customer engagement. The author shows that more than 80% of people are spending time on Facebook, and different social media so reaching customers is easy by using social media marketing. Ferrell (2022) proposes that social media marketing can increase customer engagement which can help to increase sales and revenue. Denniston, Hobbs and Arkin (2020) encapsulate that SEO and content marketing strategies are also effective in increasing revenue. Clark (2022) exemplifies that SEO helps organisations to reach potential customers effectively. so, customer engagement is easy which helps to increase sales of the business. Bagozzi et al. (2021) articulate that managing SEO and content marketing is costly and complex. It may increase the cost of the business. However, Cadogan (2019b) believes that SEO and content marketing can increase customer engagement and brand recognition which can help to increase sales. Barnewall and Webster (2021) argue that applying the RACE model is the best option for businesses to overcome promotional challenges and ensure sustainable growth of the business by engaging customers. 
[image: ]
Figure 2: RACE model.
Source: (Barnewall and Webster, 2021).
According to Barnewall and Webster (2021), RACE stands for research, act, convert and engage. These factors help businesses to engage customers which can help to increase revenue and ensure the sustainability of business.
[bookmark: _Toc189575932]2.2.6 Various challenges faced by business organisations in applying marketing and promotional strategies.
Sinha and Singh (2020) investigate that managing the cost of technology is a challenge for business organisations. The author shows that around 70% of organisations in the hospitality industry face challenges in managing funds for digital technology for marketing activities. Marshall and Johnston (2019) argue that selecting the right tools and channels for promotional activities is a challenge for business organisations. However, Sakshi (2020) shows that the majority of organisations face the challenges of maintaining a sufficient budget for marketing and promotional activities. Kotler and Keller (2016) argue that retaining talent and choosing effective tactics for promotional activities are the biggest challenges for business organisations. The author adds that retaining talent is tough because the cost of managing employees is increasing. On the other hand, choosing effective tactics is also complex because the perceptions of different people are not the same and customer preferences change very swiftly. Kiran and Arumugam (2020) depict that the increasing number of competitors is a threat to business. Business may face issues in developing promotional strategies that may beat competitors’ strategies. On the other hand, Iacobucci (2022) states that easy access to social media and information technology is a challenge for businesses. Fifield (2022) author describes that because of easy access and low cost of social media marketing, all organisations are applying the marketing strategy. So, researching potential customers becomes tough for business. 
[bookmark: _Toc189575933]2.2.7 Best practices to overcome those challenges and ensure the sustainable growth of business organisations 
Ferrell (2022) articulates that to manage the cost of technology, organisations can focus on a cost-cutting strategy. Denniston, Hobbs and Arkin (2020) explain that focusing on cost reduction can help organisations save resources so they can use the resources for technology development for marketing and promotional activities. Clark (2022) argues that cost-effective alternatives can help to manage the cost of technology. Barnewall and Webster (2021) state that by analysing customer preferences and providing products as per the needs of customers, organisations can beat competitors’ strategies. On the other hand, Cadogan (2019b) argues that focusing on unique and innovative marketing strategies can help businesses overcome the challenge of high competition. Bagozzi et al. (2021) mention that selecting the right tools and channels for promotional activities are challenge for businesses so businesses can focus on market research to understand the preferences of customers. It can help to choose the right marketing channel. Alexis (2021) shows that to manage a sufficient budget for marketing and promotional activities, organisations can focus on cost-effective alternatives. In addition, Cadogan (2019a) encapsulates that organisations also need to retain talent by motivating them to enhance efficiency in the marketing sector which can increase the revenue of the business. Barnewall and Webster (2021) find that easy access and low cost of social media marketing are a threat for businesses to reach potential customers so businesses should focus on choosing effective and strong channels to reach customers. Moreover, SEO and SEM, business analytics that are costly can be used to reach customers. However, it can increase the cost of business but help to enhance revenue. 
[bookmark: _Toc189575934]2.3 Research Gap
The existing literature shows various important information related to marketing and promotional strategies but the information is not enough to meet research objectives. The literature has a low number of statistical information about promotional strategies. Besides, no information about the Holiday Inn Hotel is found in the discussion. In addition, the lack of information about various organisations in the hospitality industry is also a gap in the existing research. So, further research will be done by the researcher to meet research objectives. 
[bookmark: _Toc155877503][bookmark: _Toc189575935]2.4 Literature Summary 
Marketing and promotional strategies can enhance the revenue of a business by increasing brand recognition and awareness. However, businesses face challenges in managing budgets for marketing and promotional activities. By focusing on cost-effective strategies, the challenge can be overcome. 


[bookmark: _Toc189575936]Chapter 3: Methods
[bookmark: _heading=h.3rdcrjn][bookmark: _Toc155877506][bookmark: _Toc189575937]3.1 Introduction
The chapter will show the research philosophy, approach, strategies and various methods of data collection and analysis. It will also show ethical consideration for the research project. 
[bookmark: _Toc155877507][bookmark: _Toc189575938]3.2 Research philosophy  
For this research, interpretivism research philosophy was applied. Interpretivism research philosophy believes that reality is subjective and socially constructed (Bryman, 2008). The philosophy ensures valid data by motivating the researcher to focus on personal meaning and social contexts (Robson, 2016). Besides, the philosophy is suitable for qualitative research. The researcher chose the philosophy to conduct qualitative research effectively (Silverman, 2011). However, the method is subjective and may show biased information but the researcher focuses on clarifying the concept by using the philosophy to overcome biased information (Collis and Hussey, 2014). 
[bookmark: _Toc155877508][bookmark: _Toc189575939]3.3 Research Approaches 
Deductive research is a systematic way of testing hypotheses and concepts (Cottrel, 2011). The researcher chose the approach because it helps to investigate information scientifically. However, the approach is less appropriate for discovering new information. Nevertheless, the approach helped the researcher to present logical information about the impact of promotional activities on the revenue of the business (Cottrel, 2014). 
[bookmark: _Toc189575940]3.4 Research Strategies 
The case study methodological approach involves a detailed examination of a phenomenon (Denscombe, 2010). The approach focuses on in-depth analysis of any topic, group or individual. The researcher chose the method to explore the information of the Holiday Inn Hotel. The case study provides real-world context so the researcher chose the strategy to find real information about the marketing and promotional activities of Holiday Inn Hotel (Yin, 2003). The case study approach is time-consuming because data analysis and finding accurate data for a company is very tough (Diamantopoulos and Schlegelmilch, 2002). However, the case study method helped the researcher to analyse qualitative information on the marketing and promotional strategies of the Holiday Inn Hotel (Saunders, Lewis and Thornhill, 2012). 
[bookmark: _Toc189575941]3.5 Data collection and analysis methods 
Data collection method:
The researcher focused on the Secondary data collection method. Secondary data refers to existing and old data (Grbich, 2006). The researcher collected information from newspapers, annual reports of Holiday Inn Hotel and various online sources. The researcher also collected information from books and journals. The research chose the secondary method because it is less time-consuming and costly. Besides, secondary data provides a huge number of information that can ensure research reliability (Greetham, 2014). The researcher applied the Qualitative research method. The qualitative research method is the way of collecting and analysing non-numeric and detailed information.  The method helped the researcher to analyse information in detail and find core information (Marshall, 2015). However, lack of numeric information may reduce research reliability but the researcher analyses various statistical information about Holiday Inn Hotel from the secondary data. 
Data analysis:
To analyse data, the researcher applied the content analysis method. The researcher collected various charts and graphs as well as information from existing sources. The researcher analyses the content and interprets information to reach research objectives (McGiven, 2006). Interpretation of content can be biased. However, the analysis method helped the researcher to analyse a large amount of data from various sources (Veal, 2006). Besides, systematic and replicable information is found by the researcher by applying the method which helps to enhance research reliability (Pallant, 2010). 
[bookmark: _Toc155877512][bookmark: _Toc189575942]3.6 Ethics consideration 
The researcher did not copy the information of others. The researcher took insight from others’ research papers. The researcher filled out the ethical form to ensure that the researcher focused on ethical considerations. On the other hand, the researcher did not manipulate information or show any biased information in the research project.
[bookmark: _Toc189575943]3.7 Summary of this chapter
The secondary data collection method helped the researcher to analyse information from various sources and ensure research reliability. Besides, the qualitative method helped the researcher to find in-depth information about the impact of promotional and marketing strategies of Holiday Inn Hotel on its sales and revenue. 

[bookmark: _Toc189575944][bookmark: _Toc155877514]

Chapter 4: Case Study Hotel Overview and Findings
[bookmark: _Toc189575945]4.1 Introduction
The chapter will show an overview of the Holiday Inn Hotel. It will also present SWOT, PEST and competitor analysis for Holiday Inn. The chapter will also present a reflective account based on a personal account of the researcher’s professional observations and experience.
[bookmark: _Toc189575946]4.2 Company Overview
[image: ]
Figure 3: Logo of Holiday Inn.
Source: (IHG, 2024).
Holiday Inn is a chain of hotels which was a subsidiary company of IHG Hotels and Resorts. It was established in 1952 in the United States. The headquarters is in Atlanta, Georgia, United States. The organisation is operating its business in more than 1173 locations (IHG, 2024). It has 1202 branches in various locations of the world. Approximately 34500 employees are working in the organisation. In 2023, the organisation generated around £6 billion in revenue which was a 16.9% rise from the previous year. 
[image: ]
Figure 4: Holiday Inn Hotel (Sunderland).
Source: (IHG, 2024).
Holiday Inn opened in the UK in 1973. Holiday Inn opened its brand in Sunderland in 2022 with various facilities. Gym, lobby, Starbucks, packages, room services and many other facilities are available in the organisation (IHG, 2024). Moreover, around 60 employees are working in the hotel. 
[image: ]
Figure 5: Location of Holiday Inn Hotel (Sunderland).
Source: (Google Maps, 2025).
The image is captured from Google Maps which shows that the Holiday Inn in Sunderland is situated in Keel Square, next to Sunderland City Hall. WJ57+2F Sunderland, United Kingdom is the location of the hotel (Google Maps, 2025). The location is selected because of the high demand for hotel business. many tourists visit the location so to meet their accommodation needs and ensure a better service, the hotel is established. 
[bookmark: _Toc189575947]4.3 SWOT Analysis
SWOT analysis is the tool to analyse the strengths, weaknesses, opportunities and threats of a business (Vanek, 2022). In this section, a SWOT analysis of Holiday Inn Hotel will be shown: 
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Figure 6: SWOT analysis.
Source: (Desklib.com, 2022).
	[bookmark: _Hlk155174777]Internal factors
	Strengths: 
· The strengths of the organisation are – it offers a range of hotels to select by consumers so the organisation can attract all types of customers (Birkinshaw, 2022).
· High brand visibility because of excellent advertising is also a strength of the business.
· It has more than 1200 hotels that help to capture customers from a huge number of locations.
· Its parent company, IHG has a high brand value. 
	Weaknesses:
· The debt of the parent company of the hotel was around 2.81 billion in 2023 (Companiesmarketcap, 2024). 
· The popularity is only 40% which is less than its marketing efforts (Statista, 2024). 
· Customers are not satisfied with the service of the business (HowandWhat.net, 2019). 
· IT security of the organisation is not so good.
· Employee motivation and safety considerations are also weak. 

	External factors
	Opportunities:
· Exploring new markets is an opportunity for the organisation to enhance profit.
· Using different types of promotional strategies is an opportunity to increase customer engagement (Burrow and Becraft, 2020).
· The talent of the pool is the opportunity for the business to develop its marketing department by hiring qualified and experienced employees. 
	Threats: 
· The market competition is increasing which is a challenge for the business to retain customers.
· Changing IT and other technology is also a threat to the business because it is increasing the cost of the business.
· Rapid changes in consumer preference and business environment are also a threat to the business in managing its operations (Camillus, 2022). 



[bookmark: _Toc189575948]4.4 PEST Analysis
PEST analysis is the tool to analyse threats and opportunities that a business faces from external sources (Wheelen, 2020). The PEST analysis for the Holiday Inn Hotel will be shown in this section:  
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Figure 7: PEST analysis.
Source: (Shubin, 2019).
Political: Political factors include taxation, labour laws and Government policies on tourism (Tidstrom, 2021). Visa regulations and travel restrictions can reduce the number of international visitors. However, data protection regulations also can impact the organisations digital marketing strategies. For example – confidentiality and privacy regulations may reduce the scope of analysing and accessing information of customers for market research. 
Economic: Economic stability, disposable income and currency fluctuation are included in economic factors (Saloner, 2021). For example – a change in exchange rate can impact the cost of international operations. For illustration – the organisation may import technology from other countries to enhance marketing efficiency. The high exchange rate can increase the cost of the business. Economic stability is the opportunity for the business. The inflation rate is around 2% in the UK (Rothaermel, 2024). The decline in the inflation rate increases the purchasing power of the organisation. So, the organisation can manage the cost of marketing and promotional activities effectively.
Social: Social factors are travel trends, cultural expectations, and demographic factors are common social factors (Parker and Brennan, 2020). The organisation may get the opportunity of making marketing efforts successful because of social trends, like spending a huge time on social media. The trend of using social media is an opportunity for the business to gain customer attention. However, the organisation can face the threat of changing consumer preferences in using various channels and platforms of social media. 
Technological: Online booking platforms are an opportunity for the organisation to gain customer attention (Morris, 2022). For example – The website of the company and other travel agencies helps the organisation to increase brand recognition. It also increases customer engagement with the organisation. Besides, digital marketing, and management information systems are also an opportunity for the business to investigate customer preference and reach customers. However, the cost of SEO, social media marketing and SEM is high which may increase the cost of the business (Miller, 2021). Besides, it has the opportunity to use AI and automation to develop its marketing activities. 
[bookmark: _Toc189575949]4.5 Competitor Analysis
[image: ]
Figure 8: Competitor Analysis.
Source: Influenced by Comparably (2025).
The above perceptual map shows that Holiday Inn, TUI Group and Premier Inn offer high-quality service at low prices (Comparably, 2025). It indicates that the pricing and service strategies of these organisations are almost the same. So, they are the main competitor of the Holiday Inn because their target customers are the same. On the other hand, Marriott, Hilton and Crown Resorts are offering high-quality services at High prices. These organisations focus on a premium pricing strategy. They are also a threat to Holiday Inn because of their high quality and premium services. On the other hand, Staysafe London offers low-quality service at low prices. On the other hand, the Pine Lounge Hotel offers low quality at a comparatively higher price. So, the threat of these organisations is low because of their low-quality services (Mercer, 2018).  
[bookmark: _Toc189575950]4.6 Reflective account
Refer to appendix. 
[bookmark: _Toc189575951]4.7 Summary
Holiday Inn Hotel is a renowned hotel in the UK. It has more than 1200 branches and a brand reputation in the market. However, its IT system is not so secure. It has the opportunity to use AI and automation to develop its marketing activities. Premier Inn, Mariott, TUI group and many other competitors are capturing the market share of the hospitality industry. 


[bookmark: _Toc189575952]Chapter 5: Discussion
[bookmark: _heading=h.2xcytpi][bookmark: _Toc155877515][bookmark: _Toc189575953]5.1 Introduction
The chapter will illustrate various information related to the research objectives. The chapter will show research findings and the interpretation of data collected from various sources. Besides, a link between information from the literature review and other secondary data will also be shown in this chapter. 
[bookmark: _Toc155877516][bookmark: _Toc189575954]5.2 Main contents 
[bookmark: _Toc155877517][bookmark: _Toc189575955]5.2.1 Results 
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Figure 10: Various marketing strategies applied by business organisations.
Source: (Statista Q, 2023).
[bookmark: _Hlk189485453]The above chart shows various strategies preferred by organisations to promote their brand. It shows that around 85% of organisations that follow a B2C business structure focus on their own websites to engage customers. Besides, around 96% of organisations apply social media marketing strategies to increase brand recognition (Statista Q, 2023). It also shows that around 58% and 42% of organisations use Newsletters and digital hybrid events respectively. In addition, corporate blogs, separate content pages, content distribution apps and audio platforms are also used by many organisations to manage their content marketing. The information shows that own website and social media are used by the majority of organisations. Holiday Inn Hotel also applies these strategies to increase customer engagement (Mandal, 2021). 
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Figure 11: Holiday Inn brand awareness, popularity and buzz among hotel customers in the UK in 2022.
Source: (Statista, 2024).
The graph shows that among hotel customers, the brand awareness of Holiday Inn is very high. Around 91% of customers know about the service of Holiday Inn. However, popularity is very low compared to brand awareness. The popularity rate is 40%. Holiday Inn usage is 26%. Besides, only 20% of customers are loyal and 17% are Holiday Inn Buzz (Statista, 2024a). It indicates that the brand awareness of Holiday in is high in the market but popularity is low (Lieb, 2022). So, focusing on an effective marketing strategy can help the business to increase the number of loyal customers and enhance revenue. 
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Figure 12: Financial performance of Holiday Inn.
Source: (IHG, 2023).
The information indicates that the revenue of the organisation is around £30 billion in 2022. Besides, operating profit is approximately £1000 million (IHG, 2023). The total revenue is around £4000 million. The stable and positive financial performance indicates that the business is generating revenue effectively. It means that the promotional and marketing strategies of the business are effective in enhancing revenue. 
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Figure 13: Digital trends in the travel and hospitality sector.
Source: (Grant, 2021).
Organisations in the hospitality industry face various challenges during the implementation of marketing and promotional strategies. Digital marketing is a common and effective marketing strategy in this era. The above data shows that the hospitality sector focuses on various digital trends. It shows that around 32% of travel and hospitality industry organisations face the issue of lack of experience in data science. Besides, 28% face skill gaps in programmatic (Grant, 2021). Moreover, 24% face challenges in developing effective content. The data also shows that lack of digital analytics, creativity skills and many other challenges are faced by many organisations in the travel and hospitality industry. It indicates that Holiday Inn also face the challenge of a lack of skills and expertise in managing digital marketing. 
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Figure 14: Brand recognition of various hotels.
Source: (Statista, 2024).
The statistics show that around 86 people know Hilton. Besides, approximately 90 know Holiday Inn. It indicates that the brand awareness of the organisation is high. However, around 83, 79 and 84 people also know about Mariott, Best Western and Days Inn (Statista, 2024). Besides, many other hotels are also well-known to customers. The analysis indicates that the organisation is facing the challenge of coping with competitors. Different competitors focus on different marketing and promotional strategies. Beat those strategies are difficult for the organisation (Krwawicz, 2019). It means that competition in the market is the biggest challenge in implementing marketing and promotional activities. 
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Figure 15: Digital marketing challenge.
Source: (Digital Marketing Community, 2019).
The picture shows that around 22.19% of organisations think that delivering quality in Leeds is a challenge for them. Besides, measuring and proving ROI (return on investment) is also a challenge for around 23.18% of businesses (Digital Marketing Community, 2019). However, around 26.16%, 13.25% and 7.95% of organisations mentioned that generating enough Leeds, producing quality content and securing staff and budget are also issues in implementing marketing strategies. The analysis indicates that Holiday Inn also face challenges in managing budget, measuring ROI and predicting quality content. 
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Figure 16: Strategy to overcome marketing challenges.
Source: (HubSpot, 2024).
Around 86% of marketers with CRM say that it is effective in improving sales and marketing (HubSpot, 2024). So, Holiday Inn can focus on using updated CRM to increase sales because the CRM can help to analyse the needs of customers and develop effective content. Besides, 76% say that it is important to ensure the success of overall marketing. It indicates that the use of CRM can help to interact with customers effectively and make marketing efforts successful. 
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Figure 17: Marketing strategies.
Source: (99firms.com, 2023).
The graph shows that content marketing strategies are applied by 77% of organisations to engage customers and increase sales. Besides, 12% of organisations focus on a loyalty programme strategy to increase sales (99firms.com, 2023). Affiliate marketing strategy also helps businesses to increase customer engagement. By applying affiliated marketing and loyalty programmes, Holiday Inn can overcome the challenge of competitors. Moreover, 23% prefer special offers and discount strategies. Though the strategy can increase the cost of business, it is also effective to increase sales and revenue (Krwawicz, 2019). 
[bookmark: _Toc155877518][bookmark: _Toc189575956]5.2.2 Discussion 
To assess various marketing and promotional strategies applied by the Holiday Inn Hotel.
Various strategies are chosen by businesses to promote their brand. For example - sales promotion, public relations, direct marketing, advertising and personal selling are the main promotional strategies that organisations can apply to engage customers (Keith and Gubellini, 2020).  Besides, a social media marketing strategy is the best option for businesses to engage customers and enhance brand recognition. In addition, SEO and content marketing are the most effective marketing strategies to gain customer attention and enhance brand recognition. Moreover, TV commercials, newspaper marketing, partnership and sponsorship are effective promotional strategies for business. Sponsorship is the strategy to collaborate with other organisations to show physical evidence of an organisation which can help organisations to increase brand awareness. Many organisations focus on their own websites and social media marketing strategies to engage customers. Digital hybrid events respectively and content marketing strategies are also effective in increasing brand recognition. All these strategies are applied by Holiday Inn. The organisation focuses on using these strategies to increase sales. However, the cost of promotional strategies, like sales promotion, social media marketing and advertisement is high (Gerwick and Sparks, 2021). It can reduce the profit margin of the organisation. Nevertheless, a marketing strategy can help to increase sales and brand recognition of Holiday Inn.
To investigate the impact of marketing and promotional strategies on sales and revenue of Holiday Inn Hotel.
The impact of marketing and promotional strategies on the sales and revenue of businesses is positive. Promotional activities, like loyalty programs, discount offers and social media marketing can increase customer engagement and enhance the sales and revenue of a business (Funk, 2020). However, discount prices, buy one get one and other promotional strategies raise the cost of businesses which may reduce the profit margin of businesses. A majority of people spend time on Facebook and many other social media. So, it is the best option to reach customers by using social media marketing. Social media marketing can enhance customer engagement rate which can help to increase sales and revenue. Moreover, SEO and content marketing also can increase customer engagement and brand recognition which can help to increase sales. The majority of customers know about the service of Holiday Inn. However, popularity is very low compared to brand awareness (David, 2023). So, the organisation needs to focus on enhancing popularity to increase sales. The revenue of the organisation is about £30 billion in 2022. The stable and positive financial performance indicates that the business is producing revenue efficiently. It means that the promotional and marketing strategies of the business are effective in enhancing revenue. 
To evaluate various challenges faced by Holiday Inn Hotel in applying marketing and promotional strategies.
Managing the cost of technology is a challenge for organisations. The hospitality industry faces challenges in managing budgets for digital technology for implementing marketing strategies. 
Selecting the right tools and channels for promotional activities and the increasing number of competitors are a challenge for business organisations (Dahl, 2022). Besides, easy access and low cost of social media marketing also increase compliance in implementing marketing strategies. Digital marketing is a common and effective marketing strategy in this era. Travel and hospitality industry organisations face the issue of a lack of experience in data science and programmatic. Lack of digital analytics, creativity skills and many other challenges are faced by many organisations in the travel and hospitality industry. On the other hand, a majority of hotel customers know Holiday Inn but competitors' strategies may reduce sales of the business. Different competitors apply diverse marketing and promotional strategies so beating those strategies is problematic for the organisation (Camillus, 2022). It means that competition in the market is the biggest challenge in implementing marketing and promotional activities. On the other hand, organisations like Holiday Inn also face issues of measuring and proving ROI on marketing activities. Producing quality content, and securing staff and budget are also challenges in implementing marketing strategies for Holiday Inn. Because of facing these challenges, the organisation faces the issue of inefficiency in engaging customers. Besides, it also can increase costs and reduce the profit margin of the organisation. 
To analyse best practices to overcome those challenges and ensure the sustainable growth of the Holiday Inn Hotel.
Cost-cutting strategy can help organisations manage budgets for marketing strategies. However, cost-cutting may reduce the quality of service of Holiday Inn. In addition, customer preferences and providing products as per the needs of customers, organisations can beat competitors’ strategies which can help to overcome the threat of competitors (Burrow and Becraft, 2020).  Marketers with CRM are happy because it helps to ensure the success of the marketing by managing customers effectively. The use of CRM needs a cost and expert employees also. Content marketing strategies can help the business to increase customer engagement and ensure sustainable growth of the organisation by gaining customer attention.  Besides, by applying affiliated marketing and loyalty programmes, Holiday Inn can overcome the challenge of competitors because these strategies can affect customers effectively and increase sales of the business. However, loyalty programs may increase the cost of the business (Birkinshaw, 2022). Additionally, special offers and discount strategies are also effective in increasing sales and overcoming the threat of competitors. Though the strategy can increase the cost of business, it is also effective to increase sales and revenue. However, expert employees, training and development also can enhance the digital marketing skills of employees of Holiday Inn which can help the organisation to choose the right marketing channel. 
[bookmark: _Toc189575957]5.3 Limitations
The research focuses on including reliable and authentic information on the hospitality industry of the UK and Holiday Inn Hotel. However, the research project has some limitations, such as – it did not show any primary research. Primary research could have enhanced reliability. Another limitation is not using qualitative research. So, numeric information is not enough in the research.
[bookmark: _Toc155877519][bookmark: _Toc189575958]5.4 Summary
Marketing and promotional strategies, like digital, content and social media marketing can enhance customer engagement and revenue of Holiday Inn. The business may face the challenge of high competition. By focusing on loyalty programmes and other strategies it can overcome the threat of competitors.
[bookmark: _Toc155877520]

[bookmark: _Toc189575959]Chapter 6: Conclusions
[bookmark: _heading=h.3as4poj][bookmark: _Toc155877521][bookmark: _Toc189575960]6.1 Introduction
The chapter will present a summary of the whole research project to show the important findings of the research project. It will also illustrate recommendations for Holiday Inn to improve its marketing strategies.
[bookmark: _Toc155877522][bookmark: _Toc189575961]6.2 General conclusion
Marketing is an essential factor for ensuring organisational success and enhancing brand recognition. Marketing and promotional strategies help organisations to increase customer engagement with the brand which can help to increase sales. The above chapters show that Holiday Inn is a renowned organisation. Its marketing strategies, like social media marketing, SEO and content marketing help the organisation to increase its sales and revenue. The analysis also shows that traditional marketing strategies are also applied by the organisation. It means that the organisation is successfully applying marketing strategies to enhance brand awareness. The research provided that brand awareness of the Hotel is very high which impacts its revenue positively. However, the organisation also faces challenges in managing marketing and promotional activities. The biggest challenge for the organisation is managing budget and employees for implementing various strategies. Skills gaps of employees in managing digital marketing may reduce the efficiency of marketing strategies of the organisation. Besides, high competition is also a challenge for the organisation. Various marketing strategies of competitors attract customers so developing strategies to beat competitors are very tough for the business. The organisation can focus on cost-cutting to manage the cost of marketing activities. It also focuses on market research and effective digital marketing strategies to beat competitors. 
[bookmark: _Toc155877524][bookmark: _Toc189575962]6.3 Recommendations
Recommendations for Holiday Inn Hotel to improve its marketing and promotional strategies will be shown in this section:
Analysing competition: The organisation should analyse competition. By analysing competition, the organisation will be able to identify the strategies of competitors. So, it can develop strategies to beat competitors' marketing strategies and ensure sustainable business. 
Market research: Market research is the best option to know customers’ preferences and desires. The organisation should focus on market research by using Google Analytics. It can help the business to find the actual desire of customers (Belch and Belch, 2021). So, the business can focus on meeting customers' needs effectively which can help to increase sales. Moreover, market research can help the organisation to find the right channel for advertising. For example – from market research, the organisation can know which social media is used by the majority of people. The information can help the organisation to choose the channels that are used by the majority of the people. It can help the business to reach target customers and increase sales by engaging them with the brand.
Training and development: The above analysis shows that a lack of employee skills is a challenge for the organisation in managing marketing activities. Training and development programmes for employees to improve their digital marketing skills can help the organisation to enhance efficiency in marketing activities (Agarwal, 2025). By enhancing efficiency, the organisation can increase the sales and revenue of the business. So, it should focus on training and development programs to enhance employee skills and ability to manage marketing and promotional strategies effectively. 
Enhance creativity: The organisation should focus on enhancing creativity in developing content and marketing strategies. It should focus on creating a learning culture in the organisation. By developing a learning culture, the organisation can inspire employees to improve their creativity (Keith and Gubellini, 2020). Enhancing creativity can help the organisation to bring innovative ideas to improve marketing strategies. By developing creative marketing strategies, it can attract customers and increase sales of the business effectively. 
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[bookmark: _Toc189575964]Appendices 
Appendix 1: 4.6 Reflective account.
[bookmark: _Toc179203568]Gibbs's reflective cycle includes six stages, such as – description, feeling, evaluation, analysis, conclusion and action plan (Delano, 2020). To compete the reflective account based on my professional observations and experience, the model will be applied.
[bookmark: _Hlk179809055][image: The Gibbs Reflective Cycle - Free Template Download & Guide]
[bookmark: _Hlk176862282]Figure 9: Gibbs reflective cycle.
Source: (Gibbs, 1988).
Description: The description stage focuses on interpreting the situation or experience (Williams and Spiro, 2020). The BA International Hotel Management programme was a helpful course for me because it helped me to know about the hospitality industry and improve my professional skills. The module created an opportunity for me in placement at Holiday Inn Hotel which enhanced my experience in working in any renowned organisation. On the other hand, the Hotel Placement Research Project model developed my awareness in capturing knowledge from the placement. Overall, the experience of working in a hotel helped me to improve my practical knowledge and create a link between practical and theoretical knowledge. 
Feelings: The feeling stage interprets the emotional situation of an individual during, after and before the event (Assenmacher, 2019). I felt nervous before the placement because I was afraid of coping with the new environment. However, during the placement period, I was happy because my skills and knowledge were developing. After completion of the placement, I was also happy because of developing my skills. I was happy because the knowledge helped me to develop my research project effectively. 
Evaluation: The evaluation stage identifies the positive and negative sides of any event (Winter, Buck and Sobiechowska, 2021). My time management and teamwork skills are developed while working in the organisation. Besides, my practical knowledge of managing customers and handling information was also developed. My decision-making and problem-solving skills are not developed from the event. Besides, I had not developed my theoretical knowledge from the placement effectively. Though the module helped me to develop my practical knowledge proper application of concepts and theories was not understood by me effectively. I completed the research project on time and effectively. However, I also faced the issue of collecting information and writing the research report.
Analysis: The stage analyses the positive and negative aspects of an event (Gibbs, 1988). I have analysed that my time management and teamwork skills were developed because of getting support from my senior in the workplace. Besides, I observed how my senior handled information and customers which helped me to improve my practical knowledge. However, I felt confused in every situation so my decision-making and problem-solving skills were not developed. In addition, lack of concentration was the reason behind the ability to implement theoretical knowledge in practical life. My experiences and skills of working in the organisation helped me to develop my research project effectively. Besides, a lack of research skills and writing skills gaps impact my research project negatively. 
Conclusion: The conclusion stage shows alternative ways which could be applied during the situation (Williams and Spiro, 2020). I could have asked for more support and guidance from my senior. It could help me to develop my practical knowledge and skills. I also could have researched more on various skills and abilities. It could help me to develop the adaptability skills that can help me to gain success. Moreover, I could have researched more on problem-solving and decision-making skills to improve my skills and abilities. Besides, more research could have helped me to improve the reliability and authenticity of my research project. 
Action plan: The action plan is developing a plan for the future improvement (Delano, 2020). I will apply the knowledge that I have gained by working in the organisation for my future research. Besides, I have also developed my research, writing and other skills by doing the research project. I will apply all the knowledge for my career development. I will apply a continuous professional development plan to improve my skills and abilities. 
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