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[bookmark: _Toc137655010]Introduction 
The report is based on assessing the current marketing issue within Holiday Inn Hotels. Established in 1952, Holiday Inn operates under the umbrella of the parental organisation IHG Hotels and Resorts (IHG PLC, 2023). Recent reports explored how the hotel is experiencing discrepancies in its digital technologies, thus labelling its digital infrastructure as weak (BBC, 2022). The following report will outline the 5C's model and Marketing mix of Holiday Inn, where upon assessment of the problem, the report will identify its SMART objectives and suitable strategy and tactics using the Ansoff Matrix and RACE/Communications mix models. The report will highlight the action and control of the plan. 
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[bookmark: _Toc137655013]Company: SWOT Analysis
	Strengths
	Weaknesses

	1. Brand recognition and identity are potent.
1. Strong international presence due to parent company IHG.
1. Resilient loyalty programs permit the guests to do repeated business (IHG, 2023).
	1. Outdated and overall weak digital infrastructure.
1. Constant threats of cyber-attack and data breaches (Forbes, 2022).
1. Restricted vacancies for development in innovation.
1. High competition in the industry.

	Opportunities
	Threats

	1. Rise of demand and preferences in sustainable amenities by guests.
1. Potential partnerships with beneficial technology-based companies. 
1. Penetration to new foreign marketplaces due to potential improvements in digital infrastructure. 
	1. Shifts in customer preferences in technological aspects.
1. Increase of competition exerted by house lodging businesses such as Airbnb.
 











[bookmark: _Toc137655014]Customers 

Holiday Inn segments its consumer base based on its specific requirements. The graph above illustrates how the organisation attracts varying sets of customers with regard to their means of travel. Holiday Inn targets business travellers, budget-conscious travellers, families with children and international tourists. The brand caters for amenities that are highly demanded by consumers; for instance, business travellers may require strong Wi-Fi connections for virtual meetings. Similarly, as compared to its market competitors, Best Western and Choice Hotels, Holiday Inn stands in a robust position. The three brands cater products that are similar to one another yet differ in quality. 
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Holiday Inn collaborates with numerous accommodation, airlines and financial organisations that boost the hotel’s loyalty campaigns and promotes their unique discounts. For example, Holiday Inn has a strong partnership with MasterCard that offers discounts for customers when they book their stays and earn rewards in turn. The partnership between MasterCard and Holiday Inn is strictly a B2C relationship (Holiday Inn, 2023). 
[bookmark: _Toc137655017]Climate: PESTLE Analysis
	Political
	1. The instability in political domains may restrict the industry from thriving and face a potential decrease in demand for tourism (Wood, 2022).
1. Changes in governmental regulatory framework and policies influence the relevancy of the hospitality industry. 

	Economic
	1. The hospitality industry plays a significant role in contributing to the nation’s GDP, consumer spending matrix and inflation (Ishaq et al., 2022).
1. Competition in the industry can impact the profit margins of the hotel to a lower grade (Nazarian et al., 2023).  

	Social
	1. There have been recent shifts in consumer trends with an emphasis on cleanliness and sustainability following the epidemic (Sonawane, 2020). 

	Technological
	1. The overall digital infrastructure of the hospitality industry is resilient, with businesses centred on online bookings and reservations (Ntounis et al., 2022)

	Legal
	1. The hospitality industry has to adhere to safety, health, employee rights and travel regulations imposed by the government.

	Environmental
	1. The hospitality industry plays a leading role in impacting environmental health by reasonably lacking the implementation of sustainable technologies (Vasist and Krishnan, 2022). 
1. The sector is mindful of activities such as energy consumption and waste generation (Nayak and Kayarkatte, 2020)
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[bookmark: _Toc137655019]Product
Holiday Inn Hotels caters for a wide range of facilities and services that encompass arenas for events, meeting rooms, restaurants and bars, fitness centres, pet-friendly spaces and hotel rooms (IHG, 2023).
[bookmark: _Toc137655020]Price
Holiday Inn proposes competitive pricing for its amenities and services. The pricing technique permits Holiday Inn to offer similar products as the competitors with lower processes.
[bookmark: _Toc137655021]Place
Holiday Inn is located in a range of urban and sub-urban areas, including regions like North America, Europe, the Middle East, Asia, Africa and South America.
[bookmark: _Toc137655022]Promotion
Holiday Inn employs various techniques to establish its presence. The hotel promotes its amenities through social media, email marketing and conventional advertising.
[bookmark: _Toc137655023]Objectives 
The SMART framework outlines specific, measurable, achievable, relevant and time-bound goals for the organisation in question. The primary aim of this technique is to set objectives that are precise for implementation and plausible in real-life settings. Given this, the marketing plan is centred on digging opportunities for Holiday Inn in an effort to enhance its digital infrastructure. Therefore, the following entails the SMART objectives of this plan.
1. Enhance the digital infrastructure of Holiday Inn, which will increase online bookings by 15% by 2024.
1. Investment in digital technology to boost social media presence by 20% by late 2024.
1. Emphasise AI technology to increase direct booking services by 25% by 2024. 
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The Ansoff Matrix is deemed as a planning and marketing tool that organisations employ in order to detect the growth strategy of their product within the market. The matrix homes four categories where each defines a unique product and market growth approach for the businesses (Clarissia, 2020). Out of all the four categories, the businesses are likely to select the one which aligns with their objectives and resources (Martins, 2020). Given this, Holiday Inn Hotels' new value proposition suggests that the hotel will be able to cater to the seamless and personalised customer experience through its improved digital infrastructure. They can seek to store comprehensive customer data on their cloud storage devices with no problems of data breaches or cyber threats. In addition to this, if viewed this new value proposition on the Ansoff Matrix, Holiday Inn lies in the diversification category. The hotel can expand its conventional hotel services and cater to diversified packaging based on the customers' preferences, which can expand the product line of the company.  
[bookmark: _Toc137655025]Tactics 
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[bookmark: _Toc137655027]Plan
Upon assessing the situational analysis of Holiday Inn, it is now identified that the hotel severely lacks a robust digital infrastructure. Findings by BBC (2022) and Forbes (2022) backed the plan’s purpose by claiming that Holiday Inn has been targeted numerous times by cyber threats and possibilities of data breaches which put the customers’ data at risk. Thus, on the basis of this problem, the plan is to enhance the digital infrastructure of the hotel by introducing diversified technologies. 
[bookmark: _Toc137655028]Reach
Investments in advertising programs have the potential to reach the potential audience that is inclined towards digital technology-oriented services and amenities. Excessive online promotion can lead to building a robust online brand image of the hotel, permitting the audience to engage more with Holiday Inn through their novel online website. This can portray an active hotel presence and give a sturdy backbone to the hotel's digital infrastructure. 
[bookmark: _Toc137655029]Act
According to Balio and Casais (2021), content marketing is an essential tool to increase the business' online engagement with its audience. Therefore, this plan will permit Holiday Inn to invest in content marketing while also giving a boost to its search engine optimisation (SEO). This technique has the potential to make the hotel relevant on online platforms and come into the customers’ view more often. 
[bookmark: _Toc137655030]Convert
Holiday Inn's convergence to this plan can also be earnestly implemented if the hotel utilises attractive visual designs to attract customers. Such designs can bring forth a novel website layout for the hotel's official website, where customers can easily negotiate around and book their visits with supporting packages and deals. As a result of this, Holiday Inn can encourage its audience to interact and book their reservations through the online website and secure their online relevancy and active presence. 
[bookmark: _Toc137655031]Engage
Active engagement is stated to be the core element of successful online management of the business (Zhang et al., 2020). Holiday Inn can heavily engage with its audience through social media platforms, especially the ones where its audience is most active, such as Instagram and Twitter. Similarly, online engagement is boosted significantly by email marketing, where the hotel can advertise its novel digital assets through customer subscriptions. Resultantly, Holiday Inn can give rise to a stable and highly potent digital infrastructure. 
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Given the fact that this marketing plan seeks to enhance the digital infrastructure of Holiday Inn through strategies of online engagement through attractive website layouts, SEO and content, and email and social media marketing, it is important to actively measure the success and KPIs of the elements. Online engagement will be measured through audience shares, feedback and followers on social media websites. SEO will be measured through the ranking of the brand based on search results and online clicks. The new customers will be measured by tracking the number of online reservations done by a new customer segment. These techniques will measure the positive attitude demonstrated towards Holiday Inn by accessing the social media mentions and reviews on booking websites. 
[bookmark: _Toc137655034]Conclusion 
In conclusion of this marketing plan, the problem revolved around the constant digital discrepancies that Holiday Inn was facing in their online systems, including cyber threats and data breaches. The problems were identified through 5C's framework and the marketing mix of the hotel. Upon identifying this problem, the plan proposed strategies that emphasised increasing the Holiday Inn Hotels' online presence through social media engagement, attractive website, SEO and email and content marketing. The plan backed these strategies through the Ansoff Matrix and the RACE/Communications Mix. The plan projected an action plan and suggested measuring techniques of its KPIs.
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Customer Segments

Best Western	
Business travelers	Families with children	Budget-conscious travelers	Tourists	3.4	5.6	4	5.4	Holiday Inn	
Business travelers	Families with children	Budget-conscious travelers	Tourists	7.23	6	6	5	Choice Hotels	
Business travelers	Families with children	Budget-conscious travelers	Tourists	2.1	5.32	5	4.21	




image1.png
4 Diffrentiation

. 5 Focused
8 Hybrid diffrentiation

o) o
— | 2 Low Price 6 Risky .ngh
(¢ Margin
>

1 Low Price and 7 Monopoly

Low Value Added Pricing

8 Loss of Market Share

Price




image2.png
The Ansoff Matrix

New Markets

Existing Markets

Existing Products New Products

[ iceamgRsc 3




image3.png
REACH

& paid, owned and earned med®

CONVERT

..
&
A& quTon®




image4.png
Tass Nov.

ety gaps i e gl s of Holday o
‘evlop an mpemenale gl svtegy.
evop budget

=)

£

R [y ke [y

EETRE R R )

‘Seletspropriae s oos andpators.

s oot

s

Errpmpe—

[ErTmm———

Devlop doud strage and frewal barirs for daa
seaury.

‘Estabisn paid promosonslsearch campaigs o s
cnineatis

Ersioy s CAM syste o ecor uass sngagemant.

Frovidegaing o e ol i out P o iy
[N ————





image5.png
Marketing Essentials
BMIH4.005

Individual Presentation





image6.png
Introduction

Holiday Inn Hotels were established in 1952

InferContinental Hotels Group (IHG) serves are the parent company of
Holiday Inn Hotels (IHG PLC, 2023).

Holiday Inn Hotels are presently facing discrepancies in its digital
infrastructure (BBC, 2022).

The presentation will focus on a marketing plan aiming to enhance the hotel’s

digital infrastructure.
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Objectives

The marketing plan seeks to accomplish the following objectives

Enhance the digital infrastructure of Holiday Inn, which will increase online
bookings by 15% by 2024.

Investment in digital technology to boost social media presence by 20% by
late 2024.

Emphasize Al technology to increase direct booking services by 25% by
2024.
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