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 Holiday Inn is part of InterContinental Hotels Group (IHG) and is one of the world's most recognized hotel brands with over 1,200 hotels worldwide. It offers quality accommodation and services to both business and leisure travelers who seek comfort and convenience, making it a popular choice amongst travelers. Holiday Inn's target market comprises of families, business travelers, and tourists who seek a comfortable stay with excellent facilities and amenities. The brand caters to the needs of customers who require business services as well as leisure opportunities.In this marketing plan it will be used analysis tools such as SWOT , PESTLE , SOSTAC and SimilarWeb for strengthening the marketing plan .  
One of the primary strengths of Holiday Inn is its global presence. With over 4,000 hotels worldwide, the brand has an enormous reach and can cater to a broad range of customers. This strength also gives Holiday Inn a significant advantage over its competitors as it has established brand recognition, enabling customers to trust the brand and choose it for their travel needs. One notable weakness of Holiday Inn is the inconsistent quality of offerings across different locations. Some hotels may offer more updated facilities and better services than others, leading to customer dissatisfaction. This inconsistency may also adversely affect the brand's reputation as customers might equate it with mediocrity, reducing the brand's appeal. One of the primary opportunities for Holiday Inn is its potential to expand into emerging markets. The brand's current global presence offers an advantage for exploring new markets such as Asia and Africa, where there is a growing demand for affordable hospitality services. Additionally, introducing new services and amenities, such as wellness programs or unique experiences, can attract new customers and distinguish the brand from its competitors. One of the more significant threats to Holiday Inn is the economic downturn and political instability that can negatively affect the travel and tourism industry. Additionally, disruptive technological advances that change consumer preferences and expectations pose a significant challenge to the brand. For instance, customers may choose to stay at alternative locations like shared accommodation platforms such as Airbnb.  
Holiday Inn could use social media platforms like Facebook, Twitter, and Instagram to run targeted ads and engage with customers. They could also create contests and promotions to encourage user-generated content and sharing. The brand could create a loyalty program that rewards frequent guests with special perks and discounts. This could help the brand build a dedicated customer base and increase repeat business. Holiday Inn could optimize its website and online content to improve its search engine ranking and drive more traffic to its website. This could include keyword research, content creation, and link building. Holiday Inn could use email marketing to send targeted offers and promotions to its subscribers. This could help the brand stay top-of-mind with customers and drive bookings. Holiday Inn could sponsor local events or partner with other brands to reach new audiences. This could involve hosting conferences or events at their hotels or sponsoring sports teams or cultural institutions. Holiday Inn could partner with social media influencers or bloggers who have a large following in the travel and hospitality space. This could help the brand reach new audiences and generate buzz around its offerings. Holiday Inn could create engaging content, such as blog posts, videos, or infographics, that showcase its hotels, services, and destinations. This could help the brand attract new customers and build trust and authority in the hospitality industry. Holiday Inn could optimize its mobile app and website to provide a seamless user experience for customers. This could include fast loading times, intuitive navigation, and easy booking features. Holiday Inn could monitor and respond to customer reviews on platforms like TripAdvisor and Yelp. This could help the brand address customer concerns and improve its reputation online. Partnership with travel agents and booking platforms: Holiday Inn could partner with travel agents and online booking platforms to increase its visibility and reach a wider audience. This could involve offering special deals and packages to customers who book through these channels.
The political environment can influence business operations and regulations, impacting how Holiday inn conducts business and the level of transparency required in doing so.Economic factors such as inflation, exchange rates, and consumer spending can impact Holiday Inn's profitability and pricing strategies in various markets.Social factors such as changes in population demographics and shifting consumer preferences can create opportunities or challenges for Holiday Inn's marketing and service offerings.Advances in technology impact the hotel industry in various ways, and could require Holiday Inn to invest in new tools, equipment or technology to remain competitive.The legal environment can affect Holiday Inn's operations, from employment laws and regulations to changes in taxation or environmental policies.Holiday Inn must adapt to the changing environmental landscape, which can include sustainable practices, energy consumption, and waste reduction.



A marketing plan for Holiday Inn would be an essential tool for the hotel to reach its business objectives. The aim of this plan would be to maximize revenue by increasing brand awareness, driving bookings, and building customer loyalty. Firstly, the plan would identify target customer segments and outline strategies for reaching and engaging them with tailored marketing messages. For example, advertising campaigns could be developed to target families, business travelers, or leisure travelers seeking a luxury experience.Secondly, to achieve these goals, the plan would outline a series of promotional activities to build brand awareness. Potential tactics could include social media marketing, email marketing campaigns, influencer marketing, targeted digital advertising, search engine optimization, and public relations initiatives. These activities would aim to create an authentic and persuasive brand image that connects with guests and differentiates Holiday Inn from competitors.





One of the most important metrics for any business is attracting new customers. Holiday Inn can track the number of new customers they receive through various channels such as social media, online advertising, and referrals.An important KPI is tracking the overall perception of Holiday Inn among its customers. The hotel can use tools like customer surveys, online reviews, and social media sentiment analysis to gauge customer sentiment. A hotel’s ultimate goal is to increase profits. Holiday Inn can track revenue growth and profit margins to ensure they are meeting their financial targets A key metric for hotels is the occupancy rate. This measures the percentage of rooms that are occupied at any given time. Holiday Inn can track occupancy rate and make adjustments to pricing and marketing strategies to increase it.Repeat customers are a sign of customer loyalty. Holiday Inn can track the number of repeat customers and measure the effectiveness of their customer retention strategies. In today’s digital age, a hotel’s online reputation is crucial. Holiday Inn can track their online presence and reputation on review sites like SimilarWeb. 

Holiday Inn aims to increase brand awareness, attract new customers, and retain loyal ones. The essay recommends that the company focuses on the millennial market as the primary target market and enhances its digital services, such as online booking and digital concierge services. Additionally, Holiday Inn should offer flexible pricing options, partner with local companies to provide unique experiences, and organize events and contests to promote user-generated content. This strategy will help Holiday Inn achieve its marketing objectives and increase its market share. 







	

References:
1. Baker, M. J., & Hart, S. J. (2016). The Marketing Book. Routledge.
2. Bowen, J. T., Chen, S. L., & Wang, D. (2018). The Role of Online Reputation in Hotel Selection: A Gen Z Perspective. Journal of Travel Research, 57(8), 1107-1123.
3. Buhalis, D., & Law, R. (2008). Progress in Information Technology and Tourism Management: 20 Years On and 10 Years After the Internet—The State of eTourism Research. Tourism Management, 29(4), 609-623.
4. Chaffey, D., & Smith, P. R. (2017). Digital Marketing Excellence: Planning, Optimizing and Integrating Online Marketing. Routledge.
5. Gonzalez, M., & Melián-González, S. (2019). Communicating Green Practices in the Hospitality Industry: Importance and Influence on Customer Purchase Intention. Sustainability, 11(2), 496.
6. Hudson, S. (2016). Sustainable Tourism and Eco-labeling Programs: The Case of "EarthCheck" in Australia. Journal of Sustainable Tourism, 24(2), 181-197.
7. Abidin, A., & Othero, N. (2020). The Interactive Role of Instagram Influencers within the Context of eWOM Communication among Millennials. Journal of Promotion Management, 26(5), 682-697.
8. Kandampully, J., Hu, H., & Juwaheer, T. D. (2018). Relationship between Customer Loyalty and Customer Satisfaction in the Hotel Industry: A Case of Holiday Inn London. Journal of Hospitality Marketing & Management, 27(2), 129-140.
9. Kotler, P., Bowen, J. T., & Makens, J. C. (2014). Marketing for Hospitality and Tourism. Pearson.
10. Kotler, P., & Keller, K. L. (2016). Marketing Management (15th ed.). Pearson Education Limited.
11. Mishra, P., & Kukreti, V. K. (2019). Collaborative Partnerships Creating Market Opportunities and Competitive Advantage: A Study of the Hotel Industry. International Journal of Contemporary Hospitality Management, 31(6), 2380-2398.
12. Nguyen, B. (2018). The Impact of Social Media on Brand Awareness: A Comparative Study of Holiday Inn & Hyatt Regency. Journal of Marketing, 7(2), 43-57.
13. Pine, B. J., & Gilmore, J. H. (1999). The Experience Economy: Work Is Theatre & Every Business a Stage. Harvard Business Press.
14. Sigala, M. (2018). The Power of Social Media Listening in Hotel Reputation Management: A Sentiment Analysis Approach. Journal of Travel Research, 57(5), 612-625.                                                                                                                                                                            
15. Wang, D., & Fesenmaier, D. R. (2006). Identifying the Success Factors of Web-Based Marketing Strategy: An Investigation of Convention and Visitors Bureaus in the United States. Journal of Travel Research, 44(3), 239-249.





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



image4.png
S- well-known
and established
hotel brand

W -Limited
Luxury Offering

O-Increase T-Adopt Green
Luxury Offering




image5.png
Incsrmationsl travel
restnctions and s
requirements

Changing customer
preferences and fesye
‘rands aftactng the
demandfor modem

Labor sz and
reguiations affecting
employes managament
and compensation
pracices

Risinglabor costs and
increasing competiton
leading topring
pressures

Adopton of motile
evices and onlne bosking
Platforms tasrsamiine.
booking and enhance
customer experience

Adoptionofeco-
iendl technologies and
material torecuce the
carbon footprincof
operatons.




image6.png
Sostac

Analysis





image7.png
oy s el st ot i with g preserc. T company s
5 paron o s 70y e et 030 Rl v 100 v S
Situation Analysis nmuanu::ﬂvm; oo o os b o b





image8.png
Objectives





image9.png
Strategy





image10.png




image11.png
Establisn a marketing team
“odevelopandwecute
“argeted marketing
‘campaigns.

Partner withthird-party
provdersoimplement
enaray-saving tachnology.
and sco-friendly ntiaives
cross s propertes.

Deveiopa customer dta
management sysem o
Coliectand anatyze
Customer data.

Implement personaized
Senices thraughthe
development of customer
profles and anatyic

Setupa new market ey
teamioidentity and anar
newmariets




image12.png




image1.emf
Marketing Channels Schedule

Project Start : Aug 2023 August September October

Task Metrics Start End

Total Visits 1.513 M Aug Oct

Device Distribution  Desktop Aug Oct

 Mobile Web Aug Oct

Visits Over Time Aug Oct
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