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        The purpose of this material is to discuss one market opportunity shown to Holiday Inn London Gatwick-Worth Marketing Team. This essay will include a marketing plan and the strategy use to implement this new idea in the hotel concept and environment. It is about one Hand Made Gift Shop, and this will help the hotel to build up the satisfaction of current customers, to attract new customers and to increase the financial income. The following topic which will discuss in this assessment, will be based on industries, demographic, psychologic, geographic and marketing mix tools, SMART, SWOT, KPI’S analyses, ANSOFFT MATRIX.
[bookmark: _Int_w2kIhcMi]          Holiday Inn brand big chance was being taken by Intercontinental Hotel Group. All hotels of IHG have been specifically tailored based on its destination and geographic position. Holiday Inn London Gatwick-Worth has just undergone a nine million refurbishment and extension project. The four-star, AA accredited hotel is contemporary in style and just ten minutes' drive from Gatwick Airport, motorway and The Three Bridge Rail Station. Holiday Inn London Gatwick-Worth, recognised by his logo –the green capital letter h, have many strengths: his customers can enjoy a good and relaxing sleep, a nice meal, Starbucks coffee, indoor and outdoor swimming pools, terrace, balcony, game room, tennis court, self-check-in/ check-out. Proximity to Gatwick Airport and onsite parking, make the hotel a convenient place to meetings, or events. But what makes the difference between this brand hotel and his competitors are other costumers services like: babysitting, concierge, long-stay parking, charger for electrical vehicles and” IHG one rewards” program, kids stay and eat free, all-day dinning. Visitors who benefited from these services in Holiday Inn hotels, was only last month, one thousand five hundred seventy-eight M in world and United Kingdom is the second largest hospitality aria, with a country rank of forty-three-point nine K precent from global rank-one hundred twenty-six-thousand-point four K precent. According to Similar Web, top referring websites are Trip Advisor, IHG.com, portal.xpossible.com. Top referring industries are Travel and Tourism, Accommodation and Hotels and top link destination is IHG.com. Top publishers are Capitaloneshopping.com. Display advertising on social media with add network is Facebook platform, followed by YouTube and Instagram. Holiday Inn hosts regularly women and man from all around the world, in equal percent, age distribution- between twenty-five and forty-four years old, being half of visitors' number. This people became customers of this brand hotel, by accessing mobile websites (sixty-two percents) or desktop (thirty-eight percents). Most of them left favourable reviews about great hospitality, facilities, accommodation, housekeeping, location, food, transport, amenities, atmosphere, wi-fi, restaurant. The report quality-price is excellent (four point four to five), but one of hotel brand competitors- the Premier Inn hotel, have similar tourism services at half price, and this is one of the Holiday Inn London Crawley-Worth threats. Another threat can be external situations, like recently was the” Easy Jet latest news of issues holiday warning for British tourists”. Another threat who Holiday Inn faced and was recorded as cons review, is the absence of a general store nearby, which conducts the marketing team to grab this opportunity shows and integrate it in the full package of services.
             Been a B2B situation, all involve in this will benefice of an at once and at long term win-win situation: the customers will gain time and money by finding at toe a gift for the loved ones or a small piece of memory of this hotel, the handmade family business will gain not only financial but also the peace of mind, by knowing that the business will grow and expand in time, the hotel will assure its existing customers about the attention and consideration at their needs and by doing this will attract new customers and increase the income with a small financial and human resources investment at a low risk, and not at the end, the IHG, by taking this business model, adapting at the customers from specific aria and implementing in the other hotels(e.g. at beach resorts can attract handmade local businesses who can do items with beach specific). 
                First strategy uses will be a campaign on social media: Facebook pictures, YouTube video, Google text magic attach, Hotel website, newsletter, add-ons on travels and hotel accommodation platforms. Another way to inform the existing or the prospective customer about the new shop is the mail. This strategy can be applied to new prospective customers by collecting information from database: the number of cross visitors at IHG website is forty-six percent. The hotel can print some flyers with information and a few pictures about this shop and spread them on hotel tables, terrasse, lobby, mitting rooms, restaurant or in rooms, in case that the travellers are missing the shop at the arrival or during at them journey. This is a small business, no need aggressive campaigns on tv, radio or newspapers with expensive budget. If in 3 months, the shop will not increase the financial income and the customers number and satisfaction, then the marketing team can create one virtual shop or come with homemade aria, jams, sweets, honey- like a backup plan.
               Been situated in the hotel lobby, next to the reception, this shop can be administrated and recommended by the front desk team, at the check-in/ check-out time, like a suggestion for the customers to have a look at the items, maybe they will find attractive a souvenir to remember them about this trip or a gift for the loved ones who are waiting at home. Some visitors decide to have a last night out or a romantic dinner and they need some special bracelet, ring or scarf to wear or to give. Some of them are just between airplanes and don’t have time for shopping and rather than spend more money to buy expensive items in airplanes or in airports they will find more attractive this shop. Or just because the kids like one toy, the parents decide to buy that for them. The hotel guests are individuals comes from all around the world, all ages and categories and with different purposes of travel; businesspeople, families or freelancers, all want small items-to be easy to fit in the luggage, something unique-like handmade items who can be find in this shop, and quality things at the low price. 
              Products are unique and for all tastes and ages: home decorative, jewels, toys, candles, Christmas decorations, practical or symbolic items. The homemade and handmade are part of traditional tendency who was extended in the last years all around the world, starting with “Farm on the table” adopted by restaurants. Speaking about hotel accommodation, especially in the Gatwick Airport aria, this affiliate handmade shop will be something unique and will give to this brand hotel more authenticity, more value. Been a family business, they have also they own online shop and for this reason, the hotel decided to start with a small number of items, for the beginning of the collaboration to avoid the risk of overproduction and just to taste the market. The family handmade business will deliver five hundred items in the first month at twenty pounds each. If the things will work well, the hotel is willing to raise the monthly number of the items according to market demand and evolution and to renegotiate at every 6 months the price of acquisition with the business partner. The visitors can find the items in store with prices between twenty-five and fifty pounds. The hotel fixed the prices accounting the costs with expositional stand price, the V.A.T and the publicity, and not at the end with the human resources involved (receptionist, housekeeping, waiters, bartenders, marketers).
            If the sales will have the tendency to slow down, the hotel can implement one strategy in existing offers like some free gifts for IHG members or a fidelity for the usual customers who stay more than 3 times in the same month in the hotel, or one campaign for everyone, like” Buy two, take three”. 
The marketing team can evaluate and predict the outcome of this shop by counting the likes/ dislikes and comments made by visitors of the hotel web page, IHG website and Facebook or Instagram regarding at the value of this marketing plan. 
                                  The Handmade Gifts Shop
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