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Marketing plan written for Hotel Holiday Inn Toronto
Holiday Inn Toronto Downtown Centre is a part of one of the most well-known hotel chains in the world. It's located in Toronto, Ontario. It is operated by the Inter-Continental Hotels Group (IHG), a British hotel brand. In addition, by making positive contributions to the local society and maintaining a moral compass, they want to demonstrate commitment, personalized attention, and a superior hospitality offering to the people they meet every day. Nowadays, a company can't survive without marketing, which is like its lifeblood in the past (Frangos, 2021). Without a solid marketing plan, getting a new product or service out to consumers may be a challenge. Because to the epidemic, client retention was difficult for all businesses. The importance of internet marketing methods becomes obvious whenever a pandemic occurs. The Holiday Inn Toronto, an example of one of the most popular hotel chains, acts as a reference point.
	Some Specialties of Holiday Inn Toronto

	1. 
	Giving out free access to a fast internet connection

	2. 
	Rooms with convenient workspaces

	3. 
	Conference rooms with full service

	4. 
	Structured loyalty programs



Shown below is a SWOT analysis of the Holiday Inn Toronto.
	Strength
	Weakness

	Setting up a strong strategic position.
There is a solid foundation of trust amongst everybody involved.
Visitors' ideas, among other sources.
	The company values its reputation highly.
Discloses previously unknown information.
Emerging need necessitate more preparation.

	Opportunities
	Threats

	A sizable market exists for high-end products.
The tourism and travel sectors are thriving over the world.
Travelers looking for new destinations.
	As a result of both natural catastrophes and terrorist actions.
Room rates are indirectly affected by rising hotel operating costs.
Competition.



Holiday Inn Toronto uses the PESTEL framework to research the industry, local community, consumers, technology, economics, and politics that affect the hotel's operations.
	Political Factors
	New evidence suggests that violent conflicts have a major influence on the Holiday Inn Toronto's long-term health and revenues. The company's worldwide reach necessitates that it be flexible enough to adapt quickly to regulatory changes at the national level (Champagne, 2022). Ability to effectively handle systemic risks is crucial to political success in today's dynamic, global commercial environment.

	Economic Factors
	The Holiday Inn Toronto has to keep an eye on all the potential influences on the economy. Holiday Inn Toronto Hotel may be able to predict the growth of supporting industries if it has a good hold on the economy.

	Social Factors
	Holiday Inn Toronto. may be better able to create effective marketing content and reach their goals if they consider the changing demographics, power dynamics, customer purchasing habits, and frequently held opinions.

	Technological Factors
	Holiday Inn Toronto hopes to increase company profitability, speed up innovation, and improve efficiency by analyzing the present state of technology.

	Environmental Factors
	Environmental policies, legislation, and standards may vary widely from one nation or region to another (Frangos, 2021). With Holiday Inn Toronto's global presence, it's especially crucial to pay attention to the finer points. It's important to do thorough environmental research before deciding to join a new market or introduce a new product line.

	Legal Factors
	Holiday Inn Toronto may need to rethink its practices if it is serious about expanding into a new customer base. Avoiding legal issues may be facilitated by seeking legal counsel. A major competitive advantage may be jeopardized if the hotel broke laws pertaining to trademarks, copyrights, or the safety of its visitors, employees, and the surrounding environment.



The primary goal of this article is to determine the most effective marketing strategy and to offer suggestions for expanding the Holiday Inn Toronto's current advertising campaign by means of the internet and other promotional tools to better understand the demographics and interests of their guests. This may prompt adjustments to their marketing and support strategies. As a result, they will need to adjust their spending plan, but the result might be an influx of new clients. So, expanding a company's clientele is Internet marketing's primary goal.
To fully appreciate The Holiday Inn Toronto, it is necessary to grasp the hotel's mission statement, which serves as the basis for all marketing and the ongoing development of guest services and amenities.
	Value proposition
	One would expect this to happen because of any kind of marketing (Champagne, 2022). Part of this procedure is making people want to buy or utilize the product. Providing a service that many people need. The Toronto Holiday Inn has put in place special procedures to ensure that each one of its customers enjoys the highest standard of service possible throughout their stay. Customers are more inclined to recommend a business if they had a positive experience.

	Consumer-targeting
	A lot of time and energy is invested by marketers into categorizing their customers. To succeed, they need to classify every conceivable kind of clientele and market. When a market has been segmented, the next stage is targeting. People from many different backgrounds and economic strata stay at the Holiday Inn Toronto, from high-powered executives and corporate personnel to vacationers and retirees.

	Using Digital Marketing
	The flexibility of these approaches is a plus. There has been a meteoric growth in the interest of individuals thinking about making a career switch to internet marketing in the last few years (Walton and Valentin, 2014). The use of digital marketing techniques has become standard practice. The Toronto Holiday Hotel employs a wide range of channels to promote itself online: app, paid advertisements, social media, interest-based pop-ups, and the internet.



The advertising strategies of the "four Ps" are used by the Holiday Inn Toronto's marketing department. Marketing tactics include introducing new product, prices, place and promotion. Holiday Inn Toronto promotes the following business strategies as essential to the development of the brand.
	Product:
	The Holiday Hotel in Toronto, where the concierge works, is widely regarded as offering some of the best accommodation and cuisine in the world (Champagne, 2022). There are plenty of public areas, dining rooms, conference rooms, fine eating options, spas, transportation options, and even help organizing excursions. Checking in, booking a conference room, and even obtaining valet service are just some of the many things that can be done using this program. Users' app accounts might be linked to their participation in a rewards program.

	Price:
	This hotel is a pioneer among Europe's five-star accommodations, and it gives its visitors unforgettable memories. The company's stellar reputation brings in consumers from all kinds of backgrounds, including personalities, politicians, international professional athletes, well-known tourists, and reputable enterprises (Sentance and Trunkfield, 2015). Luxury hotel services, such as those offered by the Holiday Inn Toronto, are not cheap. The company's goals include expanding its product offerings and strengthening its position in the industry.

	Place:
	Among the oldest hotel brands still in operation today is Holiday Inn Toronto, which has been around for more than a century. More than a fifth of the world's population recognizes it as one of the most popular hotel chains. There are several countries interested, including the United States, India, China, Japan, Qatar, Morocco, Egypt, Spain, Great Britain, the United Kingdom, Mexico, Malaysia, and Malaysia.

	Promotion:
	The Toronto Holiday Inn promotes its facilities over several channels (Pearce, 2020). High-end restaurants catering to the wealthy rely largely on word-of-mouth advertising from happy clients. In its magazine advertisements, the Holiday Inn Toronto franchise often incorporates pithy sayings. You may earn free nights, room upgrades, and help arranging your trip by downloading the hotel's app.



The following is an eight-week plan outlining the Holiday Inn Toronto Hotel's forthcoming marketing initiatives.
	Plan / Week
	Week 1
	Week 2
	Week 3
	Week 4
	Week 5
	Week 6
	Week7
	Week 8

	Considering alternative approaches to problem
	
	
	
	
	
	
	
	

	The Making of the Web App
	
	
	
	
	
	
	
	

	Checking out that app
	
	
	
	
	
	
	
	

	Introducing the App and Starting off Marketing
	
	
	
	
	
	
	
	

	Examining the app's stats
	
	
	
	
	
	
	
	

	Enhance the app to its full potential
	
	
	
	
	
	
	
	



The hotel's internet presence must be managed on a regular basis if its digital marketing efforts are to be successful. Search engines like Google, Twitter, and Yahoo are just a few of the numerous social networking sites we'll be discussing. The success of a high-end hotel may not be affected by its location, even if it is inconvenient for most of its guests. Online promotion probably had a role in its meteoric climb to fame (Champagne, 2022). There's a chance that this approach will assist Hotel Holiday Inn Toronto stay relevant in several different contexts. It is possible to speed up the release of previously unavailable services. A larger online following boosts a person's trustworthiness, which may result in better rankings and even job offers.
To wrap things up, Holiday Inn Toronto employs the marketing mix to prolong the viability of their hotel. To begin, they provided a selection of rooms at different pricing points. When using this service, customers reaped huge benefits at every interaction (Pearce, 2020). In the end, Holiday Inn Toronto coordinates all its marketing initiatives, including sponsorship, television programming, sales promotion, advertising, and much more. Considering the above, it's easy to understand why Holiday Inn Toronto is consistently voted as the best hotel by guests. Although, it's inevitable that there will be ups and downs for every company. There have been fewer guests staying at the Holiday Inn Toronto because of the COVID-19 epidemic. The Holiday Inn Toronto might improve its operation by implementing several measures, including expanding its service, boosting its marketing efforts, and reevaluating its pricing structure.
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PESTEL analysis on Holiday Inn Toronto
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The Holiday Inn Toronto’s Mission on Marketing
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4P Analysis on Holiday Inn
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EIGHT-WEEK PLAN FOR THE HOLIDAY INN TORONTO
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Digital Marketing Analysis
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