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[bookmark: _Toc120953713]Introduction
[bookmark: _Toc120924678][bookmark: _Toc120924679]Holiday Inn, owned, operated, and leased by IHG Hotel and Resorts Group founded in USA, Atlanta which is famous for a number of hotels and other accommodation properties. It's also one of the largest hotel chains by room count and facilities. Holiday Inn is a full-service sector comprises hotel, residential, and timeshare properties. North American limited-service includes U.S. and Canadian assets. Developing a marketing plan for this premium hotel would be a wise move. A marketing plan outlines the marketing strategy for the following 12 months, 3 months, or 1 month (Rosner et al., 2019). My hotel's marketing approach focuses on audience involvement for corporate purposes. This is a personal project for the CIM Marketing core course.
Situation Analysis
[bookmark: _Toc120953714]SWOT Analysis
	Strength

· Global Presence
· Market Management
· Excellent Reputation
· Strategic Alliances
· Profitable Acquisitions
· Loyal Clientele, Highly original
	Weakness

· Inadequate Data Security
· Negative Positioning and Publicity
· Civil Lawsuits
· Excessively Strict

	Opportunities

Transitioning Demographics
Emphasis on Emerging Economies
Diversify Offerings
Develop in Related Markets
	Threat

Global Pandemic

Strenuous Competition

Imminent Recession

Trade Tension



[bookmark: _Toc120953715]Segmentation and Targeting/ Customer profile’s

The hotel strives to cater to visitors of all ages and both genders, regardless of their physical orientation. Despite the fact that we want to target families, young professionals, and established enterprises as our major audience, we welcome any and all inquiries. Keywords from relevant digital marketing subfields will be utilised to hone in on the desired audience. To convey anything in a clear and direct manner is to "position" one. This indicates that placement is the conscious choice of certain visitors above the preferences of other visitors (Piramanayagam and Seal, 2022).
[bookmark: _Toc120953716]Competitors
	Hilton Worldwide Holdings Inc
	Head office
United States of America

	Hyatt Hotels Corp
	Head office
United States of America

	InterContinental Hotels Group Plc
	Head office
United Kingdom

	Marriott Hotel Inc
	Head office
USA




[bookmark: _Toc120953717]Collaborators

To strategically attract customers from all over the world, in every location, and in every industry with the help of our size, distribution networks, and individualized service, our seasoned sales teams provide simplified solutions to the unique problems faced by B2B clients. Clients and event organisers only need to deal with one person thanks to our streamlined approach to entire account management, which fosters lasting relationships and productive gatherings (Hormby et al., 2010).
The worldwide distribution system that Holiday Inn uses is designed to maximise occupancy at the lowest possible cost, no matter where in the world the guest is located. Our visitors may always reach us via our first-rate website or one of our language contact centres, and they can easily find and book any of our hotels through mobile, search, or online methods.

[bookmark: _Toc120953718]PESTEL Analysis
	Political factor
Terrorism, international relations, and the political situation in tourism destinations might affect Marriott. Terrorist activities or armed conflict that impedes international air transport or citizen movement abroad offer the greatest threat.

	Economic factors
China's slowing development and Europe's economic upheaval will damage Marriott's operations. The Chinese stock market crash and European financial crisis have limited people's purchasing power and travel abilities. This reduces business travel, which Marriott relies on substantially (Zhang et al., 2015).




	Technological factors
Airbnb, which enables private people, rent rooms or houses directly to tourists, might disrupt the hotel industry.

	Environmental factors
Fuel costs might now damage Marriott's operations. Falling oil prices might lower travel expenses and boost hotel demand. Any abrupt surge in airplane fuel prices might hurt Holiday Inn’s operations (Contributor, 2016).


[bookmark: _Toc120953719]SMART Objectives

Specific - Boost recurring revenue in 2022.
Measurable - Achieve a 25 percent gain over the previous year.
Achievable – Out perform with a 15% gain in new customers and a reduction in attrition.
Relevant - Our profitability is driven by our revenue.
Time- each quarter in 2022
[bookmark: _Toc120953720]Strategy

We have no choice but to face the fact that the characteristics of the hotel sector change depending on where in the world you are. Every single area comes with its unique set of benefits and drawbacks. Admin consistency and site content improvement both increase site traffic and customers (Nyangwe and Buhalis, 2018).
Guests of the hotel will be informed of the many amenities and services that are accessible to them throughout their stay at the hotel. Customers are mostly interested in how the hotel's service will enhance their own personal situations. Maintaining frequent communication, encouraging comments, and establishing an ongoing community for your clients are all important steps to do in order to explain the results. The degree of quality that can be expected from the services provided by a hotel has a direct influence on the amount of value that can be generated for the guests who choose to stay at that hotel.
[bookmark: _Toc120953721]Marketing Mix
The broad macroeconomic elements that could have an effect on a particular industry and the firms that are operating inside it are referred to as the "competitive business environment," and the phrase "competitive business environment" is used to characterise such factors. The marketing technique known as the "4 Ps," which Holiday Inn employs, has helped the company achieve significant success in this sector (Toma and Grădinaru, 2018).
A few examples are as follows:
Marketing the Product: Those products and services that generate the most revenue and have the most impact on the company's bottom line are the ones that take precedence. There are three ways to classify Holiday Inn’s offerings: core, actual, and augmented.
Approach to Pricing:Marriott uses a pricing strategy called "Demand and Supply Pricing Strategy." In addition, they have a "competitive pricing" strategy whereby they benchmark their hotel prices against those of its competitors. Offering the right products and services at competitive rates is the cornerstone of Holiday Inn’s pricing strategy.
Methods for Placing: There is no universal Holiday Inn. They strategically place their hotels in areas where they know people will want to stay. It's important for a hotel to be located near popular attractions if it wants to cater to tourists.
Promotion Method: As a direct effect of globalisation, the internet era has seen tremendous expansion. Holiday Inn’s marketing and advertising initiatives would not be successful without the use of digital promotions. They make advantage of the Internet and other social media platforms in order to sell their lodgings.
[bookmark: _Toc120953722]Action
Marketing explains demand. There are buying stages. It achieves strategic aims.
Investigate. Hotel research solves issues. Primary research costs more than secondary market research, but allows hotels more control, better value, and unique insights. First-hand research:

Analysis:
Each marketer should analyse competition. Time and money are saved.
Polling:
Multiple question types adapt surveys. Mixing them requires research. Correct ordering needs questions. Multiple-choice, yes-no, rating scale, and matrix questions help hotels satisfy client expectations.
Socially listening:
Social listening entails monitoring topics, keywords, phrases, companies, or sectors for opportunities or consumer material. Social listening exposes a company's reputation. It helps us measure rival hotel sentiment.
[bookmark: _Toc120953723]USP (unique selling point)

The exceptional quality of both the facilities and the service provided by Holiday Inn hotels set them apart from other brands in the industry.
The unique selling proposition of a hotel may often be broken down into three primary parts. There was no way to balance the three competing priorities of location, convenience, and cost. Holiday Inn has 1,218 hotels worldwide. All hotels are running well. Because these hotels are located in such a place that where people finds for rooms to stay. Big cities, beach area, famous cultural program are the main concerns for Holiday Inn (Catana and Toma, 2021).
[bookmark: _Toc120953724]Conclusion
In order to be successful as a Marriott Hotel chain, you need a marketing strategy that is both well thought out and planned for the long run. Because of the quick speed of change that characterises the hospitality sector, the objectives that we set today will be rendered obsolete by the time tomorrow rolls around. A marketing strategy is essential because it outlines both the short-term and long-term objectives of a company as well as the means through which those objectives will be accomplished.
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Holiday Inn, owned, operated, and leased by IHG Hotel and Resorts Group

founded in USA, Atlanta which is famous for a number of hotels and other
accommodation properties. It's also one of the largest hotel chains by
room count and facilities. Holiday Inn is a full-service sector comprises
hotel, residential, and timeshare properties. North American limited-
service includes U.S. and Canadian assets. Developing a marketing plan for
this premium hotel would be a wise move. A marketing plan outlines the

marketing strategy for the following 12 months, 3 months, or 2 month.
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Swot Analysis

Threat

Global Pandemic

Strenuous Competition

Imminent Recession

Trade Tension
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PESTEL Analysis

Political factor: Terrorism, international relations, and tourism-destination politics could
affect Holiday Inn. Terrorist or armed conflict that impedes international air travel or citizen
travel abroad is the biggest threat.

Economic factors: China's slowing development and Europe's economic upheaval will damage
Holiday Inn’s operations. The Chinese stock market crash and European financial crisis have
limited people's purchasing power and travel abilities. This reduces business travel, which
Holiday Inn relies on substantially.

Technological factors: Airbnb, which enables private people rent rooms or houses directly to

tourists, might disrupt the hotel industry.

Environmental factors: Fuel costs might now damage Marriott's operations. Falling oil prices
might lower travel expenses and boost hotel demand. Any abrupt surge in airplane fuel prices

might hurt Holiday Inn operations (Contributor, 2016).
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Specific - Boost recurring revenue in 2022.

Measurable - Achieve a 25 percent gain over the previous year.
Achievable — Out perform with a 15% gain in new customers and a
reduction in attrition.

Relevant - Our profitability is driven by our revenue.

Time- each quarter in 2022
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Analysis:

Each marketer should analyse competition. Time and money are saved.
Polling:

Multiple question types adapt surveys. Mixing them requires research. Correct ordering
needs questions. Multiple-choice, yes-no, rating scale, and matrix questions help hotels

satisfy client expectations.
Socially listening:

Social listening entails monitoring topics, keywords, phrases, companies, or sectors for
opportunities or consumer material. Social listening exposes a company's reputation. It

helps us measure rival hotel sentiment
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The exceptional quality of both the facilities and the service
provided by Holiday Inn hotels set them apart from other brands in the
industry.

The unique selling proposition of a hotel may often be broken down
into three primary parts. There was no way to balance the three
competing priorities of location, convenience, and cost. Holiday Inn has
1,218 hotels worldwide. All hotels are running well. Because these hotels
are located in such a place that where people finds for rooms to stay. Big
cities, beach area, famous cultural program are the main concerns for
Holiday Inn (Catana and Toma, 2021)
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Guests will be informed of the hotel's various facilities and services.

Customers want to know how the hotel can improve their lives.

Frequent contact, encouraging remarks, and developing a client community are

all key elements to explain outcomes.

The quality of a hotel's services affects the value it can deliver to visitors.
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Competitors

Hilton Worldwide Holdings Inc

Hyatt Hotels Corp

Inter Continental Hotels Group

Marriott Hotel Inc

Head office
United States of America

Head office

United Kingdom
Head office

USA
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To strategically attract customers from all over the
world, in every location, and in every industry with the help
of our size, distribution networks, and individualized service,
our seasoned sales teams provide simplified solutions to the
unique problems faced by B2B clients.

Clients and event organisers only need to deal with one
person thanks to our streamlined approach to entire account
management, which fosters lasting relationships and
productive gatherings (Hormby et al., 2010).
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Conclusion

In order to be successful as a Marriott Hotel chain, you need a
marketing strategy that is both well thought out and planned
for the long run. Because of the quick speed of change that
characterises the hospitality sector, the objectives that we set
today will be rendered obsolete by the time tomorrow rolls
around. A marketing strategy is essential because it outlines
both the short-term and long-term objectives of a company
as well as the means through which those objectives will be
accomplished.
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