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[bookmark: _Toc137138640]Introduction 
The assignment centralises its focus on the creation and implementation of the marketing plan for the Holiday Inn. The major issue that the hotel has been facing is the loss of sales after Covid-19. The focus will be put on the creation of a communication strategy with the help of a marketing which would implement the changing, introducing and improving the new ideas. To determine whether or not Holiday Inn's current marketing strategy is successful, we will first undertake a SWOT analysis, then a PESTLE study, and finally a marketing mix analysis. 
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Company: SWOT analysis (Micro analysis) 
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Table 1: SWOT Analysis

Customers: Segmentation and Targeting/ Customer profile'
Holiday Inn segments its market by crucial variables such clients' financial level since they must be able to purchase the hotel's premium service (Jobber and Ellis-Chadwick, 2019). Holiday Inn targets business tourists aged 35–54. Holiday Inn Express Website last-minute bookers are considered. Holiday Inn lets guests rest, play, and be themselves.
Competitors
The competitors of Holiday Inn include Hyatt Hotels, IHG Hotels and Resorts, Travelodge, Hotel Hilton and many more. 
Collaborators
Holiday Inn was initially aligned with the company Bass Brewery from 1988-2000. It further aligned with the Six Continents from 2000-2003. It has a currently running partnership with the IHG Hotels & Resorts since 2003. The company has other collaborations with organisations like Vignette™ Collection, Voco Hotels and Iberostar Beachfront Resorts (Smith and Zook, 2019).
Climate: PESTLE (Macro analysis) 

	Political factors
	Holiday Inn operates through the government policies that are drawn on the hospitality industry. The government has also avoided the travel bans which are a great opportunity for companies like Holiday Inn. 

	Economic factors
	The rising inflation has become a major threat that Holiday Inn is currently facing as it is enhancing their operating cost. 

	Social factors
	There is a current trend related to the contactless payment procedure which if implemented by Holiday Inn cna be a great opportunity to enhance their operational balance (Buttle et al., 2016).

	Technological factors
	The implementation of the AI-based customer support system has been a major boost for the Holiday Inn as it offers them the opportunity to increase their operational speed. 

	Legal factors
	Holiday Inn heavily focuses on the Individual State Food Safety Act(s) and regulations as an opportunity to ensure safety to their customers. 

	Environmental factors
	Holiday Inn is facing high food, water, and energy wastage which might turn as a threat if not addressed soon. 


Table 1: Pestle Analysis

[bookmark: _Toc137138642]“Objectives”
Specific: To focus on the goals of the marketing plan with the implementation of various strategies.
Measurable: To analyse the factors that would help in measuring the success of the strategy implemented.
Achievable: To evaluate the various methods with the help of which the analysis of the set goals can be performed to evaluate the success of the marketing plan that is initiated. 
Relevant: To evaluate that the set strategies align with the goals of the marketing plan and are relevant to the goals that are to be achieved. 
Time-bound: To analyse the time period within which the marketing plan will be performed. 
[bookmark: _Toc137138643]“Strategy”
Holiday Inn mainly focuses on providing exotic stays to their customers by delivering a welcoming and warm experience for their guests which is significantly the value proposition of the company. In order to accomplish the value proposition, the company implements various strategies which would help them to comprehend the needs of the customers (Kotler et al., 2020). The value proposition should be communicated to the customer by Holiday Inn through the website of company and also using various advertising and marketing tools like social media marketing. The implementation of the value proposition greatly impacts the positioning and targeting of the company (Bowie et al., 2017). Bowman's strategy clock can help Holiday Inn position itself in the market based on perceived value (Dolnicar, 2022). Similarly, it would also help the company in analysing the methods with the help of which the companies tend to compete in the market. 
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Marketing mix: 
Product -The success of the company can be determined by the product or the service that they provide to its customers and also to what extent they cater for their needs (Pride and Ferrell, 2019). Holiday Inn has a range of hotels worldwide which rises to over 1200. The products and services include a large room with spacious toilets. There are also certain modern amenities such as a “private bar, refrigerator, air conditioners, telephone, and Wi-Fi connection” for their customers (IHG, 2023).
Place (Distribution) – Holiday Inn operates more than 1,100 locations domestically and over 2,900 locations globally. The hotels are located very close to the tourist destinations which offer them the point of attraction for the customers. With more than 1200 hotels all over the world, the hotel is considered as one of the most well-known brands for lodging in the world. 
Price: Pricing strategy is a crucial part of the management of Holiday Inn which should be done by proper market research. Holiday Inn provides reasonable charges for the hotel rooms which would help the company in gaining the maximum number of customers (Chaffey and Ellis- Chadwick, 2019). Holiday Inn provides value-based experiences to its customers by providing them with dynamic pricing. The effective pricing strategy has helped the company in evaluating the failure and the success of the service that they are providing to their customers (Ryan, 2012).
Promotion: Holiday Inn promotes its service in order to ensure that its customers are well known about the existence of their business. It signifies the major importance as it helps in persuading the customers of the service that they are providing (Ghauri, 2014). The main tool of advertising used by Holiday Inn is social media marketing. The use of Instagram, Facebook and Twitter signifies the advertisement of the service provided by Hotel Inn. The implementation of the search engine optimisation can also help the company in gaining the awareness of the customers (Ampountolas et al., 2019).
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Figure 1: “Gantt chart”

A hotel's marketing communication strategy or action plan details the ways in which the hotel will reach out to its target audience, whether that be prospective visitors, current customers, or other interested parties. Methods like social media, email newsletters, public relations, and direct mail are all examples of channels that may be employed in this phase of marketing. The approach should include seasonal discounts, loyalty schemes, and success measures. These measures should be assessed regularly to evaluate and adjust the plan's efficacy. A good marketing communication plan may boost hotel bookings, customer loyalty, and profile. Here the action plan is shown above.
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The analysis of the success of the marketing plan can be evaluated with the growth in the revenue of the company (Morrison, 2022). Holiday Inn can gain a large number of new customers which would help them to determine the success of the marketing plan. The evaluation of the success criteria of the plan as it would help in the company in gathering insight into the effectiveness of the plan (Ghauri, 2014). The positive attitude of the customers would also help in determining that the company was able to cater for the needs of the customers with the help of the marketing plan. 
[bookmark: _Toc137138647]Conclusion and Recommendation
One of the major challenges faced was to comprehend the behaviour of the customer which led to the problem of analysing the methods of marketing for the company. The changes that were taking place in the plan were time-consuming which impacted the success criteria of the marketing plan.
In order to mitigate the challenges, they should conduct the market research which would help in the proper analysis of the customer's needs and also evaluate the competition in the market (Guillet and Chu, 2021). Furthermore, the plan of marketing should be narrow and should align with the product. 
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Appendix 3: Presentation
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