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[bookmark: _Toc128655403]Introduction
A business uses a strategy known as a marketing plan to organise and carry out its business plan over a specific period to achieve its desired objective. To boost the organisation's productivity, a variety of marketing strategies are used in a good marketing plan. As a result, a comprehensive and in-depth discussion of Holiday Inn's marketing strategy will be included in this report.
[bookmark: _Toc128655084][bookmark: _Toc128655404]Situation Analysis 
[bookmark: _Toc128655085][bookmark: _Toc128655405]SWOT analysis 
Strengths: Holiday Inn has a strong brand reputation and recognition, with over 4,500 properties in over 100 countries. 
Weaknesses: One potential weakness of Holiday Inn is that its mid-range positioning may limit its ability to appeal to higher-end travellers who are willing to pay for luxury accommodations and amenities.
Opportunities: Holiday Inn can capitalise on the growing trend of eco-tourism and sustainability by promoting its Green Engage program and implementing more eco-friendly practices throughout its hotels (Leigh, 2022).
Threats: One major threat to Holiday Inn is the increasing popularity of alternative accommodation options such as Airbnb, which offer lower prices and a more personalized experience for travellers. 
[bookmark: _Toc128655086][bookmark: _Toc128655406]Customer’s Profile
Holiday Inn caters to a diverse customer base, including business travellers, families, and leisure travellers. Business travellers make up a significant portion of their customer base and are often attracted to the hotel's convenient locations and amenities such as meeting rooms, business centres, and high-speed internet access (Radojevic et. al., 2020). Families appreciate the hotel's affordable prices, comfortable rooms, and on-site amenities such as swimming pools and restaurants (Bi et. al., 2020).
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Low price and low perceived value: Holiday Inn do not typically compete on price.
Low price: Holiday Inn occasionally offers promotions and discounts. 
Hybrid: Holiday Inn can be considered a hybrid player, as it offers a good balance of price and perceived value. 
Differentiation: Holiday Inn focuses on differentiating itself from other hotel chains by providing a unique guest experience.
Focused differentiation: While Holiday Inn does offer specialized services such as meeting rooms and business centers.
Increased price/standard: Holiday Inn may increase its prices for premium services.
High price/low value: This position is not relevant for Holiday Inn (Kimes, 2021).
[bookmark: _Toc128655088][bookmark: _Toc128655408]Perceptual Positioning Map
The map positions Holiday Inn in the middle of the price dimension, between Best Western and Marriott. In terms of luxury, it is positioned closer to the lower end of the scale, but still above budget chains like Motel 6. This positioning suggests that Holiday Inn is a mid-market hotel brand that offers reasonable prices while providing more amenities and services than lower-priced options. By positioning itself in this way, Holiday Inn appeals to travelers who are looking for value for money, but also desire a certain level of comfort and convenience in their accommodations.
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Holiday Inn has several B2B relationships that help the company to provide quality services to its customers. Holiday Inn has partnerships with corporate clients, offering preferential rates and services to business travellers (Wilensky and Buttle, 2018). These partnerships include companies in various industries such as finance, technology, and healthcare. Holiday Inn has relationships with event planners who organize conferences, meetings, and other events at its hotels. 
[bookmark: _Toc128655090][bookmark: _Toc128655410]PESTLE analysis
Political: Political factors such as government regulations, taxes, and trade policies can affect Holiday Inn's operations.
Economic: Economic factors such as exchange rates, inflation rates, and consumer spending can impact Holiday Inn's revenue and profitability.
Social: Social factors such as cultural trends, demographics, and lifestyle preferences can influence Holiday Inn's marketing and branding strategies.
Technological: Technological factors such as the rise of online booking platforms and advancements in automation can affect Holiday Inn's operations and customer experience (Tepeci, 2019).
Legal: Legal factors such as employment laws, safety regulations, and data privacy laws can impact Holiday Inn's operations and reputation.
Environmental: Environmental factors such as climate change and sustainable tourism can influence Holiday Inn's sustainability practices and reputation.


[bookmark: _Toc128655411]Objectives
SMART objectives-
Specific: Increase revenue by 15% within 1 year by launching a targeted marketing campaign aimed at families and offering special packages and discounts.
Measurable: Improve employee satisfaction ratings by 10% within the next six months by implementing training programs and incentives for staff.
Achievable: Increase the hotel's online visibility by ranking on the first page of Google search results for key search terms within the next six months through search engine optimization and online advertising.
Relevant: Increase the hotel's sustainability practices by reducing water consumption by 30% within the next 12 months.
Time-Bound: Enhance the hotel's brand image and customer loyalty by achieving a net promoter score of 50 within the next 12 months.
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The value proposition of Holiday Inn is to provide comfortable and convenient accommodation for business and leisure travellers at a reasonable price. Holiday Inn's value proposition is based on several key factors, including:
Location: Holiday Inn hotels are typically located in convenient and accessible areas, such as near airports, business districts, and tourist attractions.
Comfortable accommodations: Holiday Inn offers a variety of comfortable and well-equipped guest rooms, ranging from standard rooms to suites.
Amenities: Holiday Inn hotels provide a range of amenities such as restaurants, fitness centers, swimming pools, and business centers to meet the needs of both business and leisure travelers.
Quality guest services: Holiday Inn places a high emphasis on providing quality guest services, such as fast and efficient check-in and check-out processes, personalized attention to guest needs, and a 24/7 front desk (Ruetz and Marvel, 2021)..
Value for money: Holiday Inn offers affordable pricing for its services, making it accessible to a broad range of customers.
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[bookmark: _Toc128655414]Marketing Mix
Product: Holiday Inn offers a range of products including comfortable rooms and meeting spaces, and fitness centres. The hotel chain also offers Holiday Inn Express, Holiday Inn Resort, and Holiday Inn Club Vacations, each with its unique features and offerings.
Price: The price of Holiday Inn hotels varies depending on the location, room type, and time of year. It is best to check the official Holiday Inn website or third-party booking platforms for accurate pricing information (Liu et. al., 2022).
Place: Holiday Inn has a global presence with over 4,500 properties in over 100 countries, making it accessible to travellers worldwide. It is located in various countries worldwide, including the United States, Canada, Europe, Asia, and the Middle East.
Promotion: The brand promotes its hotels through various channels such as social media, email marketing, and advertising. Holiday Inn also has a loyalty program, where members can earn and redeem points for stays, dining, and other activities.
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	Milestone
	Activities
	W1
	W3
	W4
	W7
	W8
	W11
	W12
	W16
	W17
	W20
	W21
	W23
	W24

	M1
	Preparation,
	
	
	
	
	
	
	
	
	
	
	
	
	

	M2
	Market research
	
	
	
	
	
	
	
	
	
	
	
	
	

	M3
	Marketing channels schedule
	
	
	
	
	
	
	
	
	
	
	
	
	

	M4
	Gathering feedback
	
	
	
	
	
	
	
	
	
	
	
	
	


Justification-
The activities of the marketing were conducted and it was presented within a Gantt chart. It is shown that upto1-3 weeks marketing plan was prepared. After that market research was conducted for 4-7 weeks. In the 8-11 week marketing channels were scheduled and at last feedback was gathered up to 12-14 weeks.
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The company must move forward with the financial projection of the marketing plan once it has information on the budget and marketing channels. To move forward with the project, numerous ROI strategies are included in the financial projection. The financial projection is very important because it gives the company's annual total financial report, which may not be accurate, but it still allows for an estimate of the company's growth (Morrison and Morrison, 2019).


[bookmark: _Toc128655417]Conclusion
It has been concluded that Holiday Inn Hotel develops its marketing strategy to compete with the best international hotel chains worldwide. The company establishes a solid foothold in the international market by putting into action the marketing strategies outlined in the marketing plan. With the best marketing, they can attract more devoted customers who will be willing to discuss their most expensive service concepts and provide the most valuable feedback.
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