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[bookmark: _Toc137982609]Introduction:
The marketing strategy of Holiday Inn Hotel is designed to enhance its brand recognition and achieve greater success within its industry. The SWOT analysis is a technique employed to evaluate the internal and external environments of an organisation with respect to their respective strengths, weaknesses, opportunities, and threats. By utilising this data, we can enhance our marketing strategies and effectively target our intended audience. The principal objective is to enhance the market competitiveness of Holiday Inn through the implementation of strategic approaches and the optimisation of productivity and revenue. The proposed approach is customised to meet the specific requirements of the committed marketing personnel and interested parties, providing them with a strong basis on which to establish productive marketing campaigns. 
[bookmark: _Toc137982610]Situation Analysis:
[bookmark: _Toc137982611]SWOT Analysis:
Strengths:
· The Holiday Inn is widely recognised, held in high regard, and enjoys a positive reputation.
· It has a widespread and impactful presence on a global scale.
Weaknesses:
· The hotel is offering the same services as its competitors provide to its customers.
· The expenses associated with this option are relatively elevated compared to its counterparts (Pro, 2023).
Opportunities:
· The increasing trend of seeking personalised and distinctive vacation experiences is on the rise.
· Expanding its market reaches into emerging markets with significant opportunities for growth.
Threats:
· The peril of complete annihilation from competitors in both physical and digital realms.
· The hospitality and tourism industry is experiencing the effects of the prevailing economic deceleration (Profitco, 2023).
[bookmark: _Toc137982612]Segmentation and Targeting:
[bookmark: _Toc137982613]Segmentation:
· Holiday Inn could potentially refine its marketing strategy by utilising customer segmentation techniques that consider demographic factors such as age and income.
· Psychographic segmentation is a marketing strategy that seeks to tailor messages to specific cohorts of individuals based on their distinctive traits and predilections.
[bookmark: _Toc137982614]Targeting:
· It is advisable for families travelling with children to prioritise lodging and leisure options that accommodate the needs and desires of the younger individuals in the group.
[bookmark: _Toc137982615]Perceptual Positioning Map:
· The Holiday Inn stands out from its competitors due to its exceptional amenities, prime locations, and hospitable customer service (Dhiman, 2022)
[bookmark: _Toc137982616]Bowman's Strategy Clock:
· As per the Bowman's Strategy Clock model, the primary objective of Holiday Inn is to provide a distinctive service at a reasonable price (TH, 2023).
[bookmark: _Toc137982617]Collaborators:
· Collaborators such as regional tour guides and travel enterprises have the potential to assist tourists in arranging their travel plans prior to their arrival.
[bookmark: _Toc137982618]Climate (PESTLE Analysis):
Political:
· The government has implemented policies and laws pertaining to the hospitality industry.
· Variations in political stability or instability across different geographical regions.
Economic:
· The tourism sector is susceptible to fluctuations in the overall economic conditions.
· There is an impact of fluctuations in foreign currency rates on global trade and commerce (BAM, 2023).
Social:
· The changing preferences and lodging habits of travellers.
· Cultural preferences differ across diverse markets.
Technological:
· The impact of technological advancements on guest services is a subject of evolutionary interest.
· The employment of digital advertising and online scheduling systems is anticipated to be the upcoming trend (Jalan, 2021).
Environmental:
· The impact of sustainability policies and environmental laws on businesses.
· There is a significant demand for environmentally sustainable and ecologically conscious accommodations among contemporary consumers.
Legal:
· Adhering to all relevant domestic and global regulations.
· Diverse geographical regions exhibit dissimilar employment regulations and statutes. (Springworks, 2023).
[bookmark: _Toc137982619]Marketing Mix:
· Product: There is a diverse range of lodging options available that meet high standards.
· Price: Strategies for implementing competitive pricing in diverse markets.
· Place: The selection of strategic locations in proximity to significant points of interest and commercial centres.
· Promotion: Integrated marketing communications (IMC) refers to the practise of utilising multiple communication channels and media platforms in a coordinated manner to promote a product or service.
· People: The personnel who have undergone comprehensive training and possess a genuine concern for meeting the needs of customers (CFI, 2023).
[bookmark: _Toc137982620]Objectives:
To increase occupancy by 10% within the next year by targeting business travellers and implementing strategic advertising campaigns. In order to achieve this objective, the hotel will implement targeted promotional offers for enterprises, highlight our facilities that are conducive to business operations, and collaborate with regional corporations to establish referral initiatives. These endeavours are all feasible and attainable. Monthly occupancy reports and, if applicable, consumer feedback questionnaires will be administered to monitor progress. A budget of $100,000 has been allocated by the marketing department for this project within a specified time frame. The primary objective is to enhance the hotel's profitability by accommodating the requirements of corporate travelers (Morse, 2004).
[bookmark: _Toc137982621]Strategy:
The proposed strategy of Holiday Inn entails utilising paid online placements and social media platforms to enhance brand recognition and promote the company's offerings. The implementation of a loyalty programme and the delivery of tailored experiences have the potential to enhance customer retention and increase the volume of bookings (HIN, 2021).
[bookmark: _Toc137982622]Changes to the Marketing Mix:
Product: Enhance the current in-room amenities and introduce novel services to augment the product offerings.
Price: To optimise revenue, it is recommended to employ dynamic pricing strategies.
Place: Enhance the efficacy of hotel’s digital reservation platform and augment its presence in emerging regions.
Promotion: Enhance its digital marketing strategy by collaborating with influential personalities on social media to endorse its product and increase its visibility.
People: To ensure the provision of exceptional customer service, it is imperative to allocate resources towards the continuous education and professional growth of hotel’s personnel. (IHG, 2021).
[bookmark: _Toc137982623]RACE:
The Holiday Inn Hotel intends to adopt the RACE model as a framework for its communication strategy to effectively engage with its customers and surmount obstacles.
[bookmark: _Toc137982624]Reach:
· Increase the number of individuals who express their appreciation for the Holiday Inn brand on various social media platforms.
· In order to optimise its impact, it is advisable to engage in collaboration with prominent figures in the field (Arimetrics, 2023).
[bookmark: _Toc137982625]Act:
· The implementation of targeted marketing strategies and the provision of discounts and other incentives may potentially lead to an increase in walk-in bookings.
[bookmark: _Toc137982626]Convert:
· To increase Holiday Inn’s online community.
[bookmark: _Toc137982627]Engage:
· Engage in the virtual community of Holiday Inn and contribute to its expansion.
· There exists a direct correlation between customer satisfaction and positive feedback on various online channels, including social media. This correlation, in turn, leads to an increase in repeat business (Chaffey, 2022).
[bookmark: _Toc137982628]SOSTAC
[bookmark: _Toc137982629]Situation Analysis
· Consider the current state of the market and the degree of rivalry among competitors.
· Utilise market research techniques to gain insight into the preferences and needs of the customer base.
[bookmark: _Toc137982630]Objectives
· The objective for the upcoming year is to increase the level of occupancy by 15%.
· Increase customer satisfaction rate by 10%.
[bookmark: _Toc137982631]Strategy
· Develop digital marketing tactics that are segmented to effectively reach the intended audience.
· Enhance the quality of thr guests' experience by customising the services and amenities provided to cater to their individual requirements (Mark, 2023).
[bookmark: _Toc137982632]Tactic:
· Utilise social media platforms to enhance brand promotion and establish partnerships with prominent users to broaden the hotel’s clients.
· It may be beneficial to promote exclusive offers and package deals through advertising.
[bookmark: _Toc137982633]Action
· Execute advertising campaigns, monitor their progress, and assess their effectiveness.
· Provide guidelines to employees on how to consistently deliver high-quality service to clientele.
[bookmark: _Toc137982634]Control:
· Frequent monitoring of crucial performance indicators, such as occupancy rate and customer satisfaction, is imperative.
· Implement adjustments to the course of action based on empirical data. (Zonke, 2021).
[bookmark: _Toc137982635]Conclusion:
Holiday Inn has developed a comprehensive marketing strategy aimed at strengthening its position within the industry and enhancing consumer recognition of its brand. Holiday Inn aims to enhance its profitability by leveraging analytical frameworks such as SWOT analysis, targeting, market segmentation, P’s of marketing, the RACE model and SOSTAC. Holiday Inn has prioritised the requirements of its guests, generating enduring impressions for them, and demonstrated environmental responsibility. The results and suggestions indicate that enhancing the online presence of Holiday Inn Hotels should be regarded as a primary concern. This objective could be achieved by implementing a targeted digital marketing campaign and establishing partnerships with prominent individuals. The implementation of sustainable practises and personalised service can attract a customer base that prioritises environmental consciousness.

[bookmark: _GoBack]POWER POINT PRESENTATION:
[image: ]
[image: ]


[image: ] 
[image: ]
[image: ]
[image: ]
[image: ]
[image: ]
[image: ]
[image: ]
[image: ]
[image: ]
[image: ]
[image: ]



APPENDICES:
[image: ]
[image: ]
[image: ]
Holiday Inn (Similarweb, 2023)
[image: ]
[image: ]
Gantt Chart (Similarweb, 2023)
 [image: Perceptual Map Example]Holiday Inn

(Dhiman, 2022)
[image: How to Do a Personal SWOT Analysis [With Examples] - GeeksforGeeks]
(Arora, 2022)


References
Arimetrics, 2023. What is RACE Model. [Online] 
Available at: https://www.arimetrics.com/en/digital-glossary/race-model
Arora, J., 2022. How to Do a Personal SWOT Analysis [With Examples]. [Online] 
Available at: https://www.geeksforgeeks.org/personal-swot-analysis-with-examples/
BAM, 2023. Introduction to PESTLE Analysis | Understand Key External Factors that Influence Your Organisation. [Online] 
Available at: https://businessanalystmentor.com/pestle-analysis/
CFI, 2023. 4 P’s of Marketing. [Online] 
Available at: https://corporatefinanceinstitute.com/resources/management/4-ps-of-marketing/
Chaffey, D., 2022. Why and how I developed the RACE marketing planning framework. [Online] 
Available at: https://www.davechaffey.com/digital-marketing-glossary/race-marketing-planning-model/
Dhiman, M., 2022. What is a perceptual map and how to build one (template). [Online] 
Available at: https://blog.logrocket.com/product-management/what-is-a-perceptual-map-how-to-build-template/
Dhiman, M., 2022. What is a perceptual map and how to build one (template). [Online] 
Available at: https://blog.logrocket.com/product-management/what-is-a-perceptual-map-how-to-build-template/
HIN, 2021. Holiday Inn Express Hotel & Suites Portland-Jantzen Beach, s.l.: Travel Weekly.
IHG, 2021. IHG Plans to Expand Holiday Inn Brand in India, s.l.: Business Traveller.
Jalan, A., 2021. How to Conduct a PESTLE Analysis Explained with Example. [Online] 
Available at: https://upmetrics.co/blog/pestle-analysis
Mark, 2023. SOSTAC. [Online] 
Available at: https://marksmarketingblog.wordpress.com/2017/02/28/sostac/
Morse, S., 2004. Smart Communities: How Citizens and Local Leaders Can Use Strategic Thinking to Build a Brighter Future. San Francisco: Jossey-Bass.
Profitco, 2023. How to Utilize a SWOT Analysis For Your Business. [Online] 
Available at: https://www.profit.co/blog/okr-university/how-to-utilize-a-swot-analysis-for-your-business/
Pro, Q., 2023. A SWOT Analysis Template For The Overwhelmed Marketer. [Online] 
Available at: https://www.questionpro.com/blog/a-swot-analysis-template-for-the-overwhelmed-marketer/
Similarweb, 2023. Holidayinn.com. [Online] 
Available at: https://www.similarweb.com/website/holidayinn.com/#technologies
Springworks, 2023. How to conduct an effective PESTEL Analysis?. [Online] 
Available at: https://springworks.ch/en/pestel-analysis/
TH, 2023. Bowman Strategy Clock. [Online] 
Available at: https://www.toolshero.com/strategy/bowman-strategy-clock/
Zonke, N., 2021. The use of SOSTAC framework to develop an effective marketing plan for a Small Medium Enterprises -SME.. [Online] 
Available at: https://nomaznk20.medium.com/the-use-of-sostac-framework-to-develop-an-effective-marketing-plan-for-a-small-medium-enterprises-9e68a7eff038


image2.png
Introduction:

The marketing strategy of Holiday Inn Hotel is designed to enhance its
brand recognition and achieve greater success within its industry. The
SWOT analysis is a technique employed to evaluate the internal and
external environments of an organisation with respect to their respective
strengths, weaknesses, opportunities, and threats. By utilising this data, we
can enhance our marketing strategies and effectively target our intended
audience. The principal objective is to enhance the market competitiveness
of Holiday Inn through the implementation of strategic approaches and the
optimisation of productivity and revenue. The proposed approach is
customised to meet the specific requirements of the committed marketing
personnel and interested parties, providing them with a strong basis on
which to establish productive marketing campaigns.





image3.png
Strengths:

% The Holiday Inn is widely recognised, held in high regard, and enjoys a
positive reputation

% It has a widespread and impactful presence on  global scale.

Weaknesses:

% The hotel i offering the same services s its competitors provide to its
customers.

% The expenses associated with this option are relatively elevated compared
toits counterparts.

Opportunities

+# The increasing trend of seeking personalised and distinctive vacation
experiences s on the rise.

% Expandingits market reaches into emerging markets with significant
opportunities for growth. OPPORTUNITY THREAT

Threats:

% The peril of complete annihilation from competitors in both physical and
digital realms.

% The hospitality and tourism industry is experiencing the effects of the
prevailing economic deceleration.





image4.png
PESTLE Analysis

BEEHER

Political Technological  Legal  Environmental

Political:
Variations in political stability or instability across different geographical regions.
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The tourism sector is susceptible to fluctuations in the overall economic conditions.
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The changing preferences and lodging habits of travellers.
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The impact of technological advancements on guest services is a subject of evolutionary interest.
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The impact of sustainability policies and environmental laws on businesses.
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Adhering to all relevant domestic and global regulations.
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Conclusion:
Holiday Tnn has developed a comprehensive marketing strategy aimed at strengthening its
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