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Component A- Essay
Introduction 
Every business uses a particular advertising strategy to channel its business into increased sales of products and services. The given discussion is also a part of the marketing plan which has entailed the advertising strategy used by Holiday Inn to boost its business in the market. This plan is being prepared for the knowledge of the users that a hotel could design its program in such a way which includes all of the analysis necessary for a business.  According to Jobber and Ellis-Chadwick, (2020), the key areas such as functions and services provided, the ansoff matrix and the pestle analysis utilised in the discussion form a significant part of the essay. 
Discussion  
Situation Analysis 
The situation analysis of Holiday Inn is done through the 5 C’s measure.
Company: SWOT Analysis
	Strengths
· Experienced workforce
· Product uniqueness
· Strengthened financial position
	Weaknesses
· Less penetration in the emerging economies
· Limited market share

	Opportunities 
· Travellers looking for new destinations
· Providing seasonal offers to specific countries
	Threats
· The increased cost of operations
· Decline in business due to natural disasters 



Customers: Segmentation and Targeting/ Customer Profile’s SimilarWeb
Segmentation
The segmentation in Holiday Inn is done demographically where the variables such as age, gender, income and more are studied further (Bowie et al., 2017). This segmentation helped the hotel in understanding consumer behaviour.
Target Market

	Parameters
	Analysis

	Age
	16-45

	Income
	Middle-class top rich-class groups

	Location
	Global



Competitors


Figure 1: Positioning Map 
(Source: Developed by the learner)


Figure 3: Bowman’s Clock Strategy
(Source: Developed by the learner)
Collaborators: Organisation’s relationships
Holiday Inn has a chain system business where it collaborates with resorts and chain hotels. It has two brands in InterContinental Hotels Group PLC. It offers a globally recognised hospitality franchise. It conducts B2B business with other chain hotels and also B2C with potential customers.  
Climate: PESTLE Analysis

	Factors
	Analysis 
	Implications

	Political Factors
	· Government regulation on tourism
· Areas under political strife
	Positive: The government regulations are laying a positive impact.
Negative: There are areas which are under political strife.

	Economic Factors
	· Economic change in terms of recession
· Inflation and economic fallouts
	Positive: Economic change regarding earning patterns (Smith and Zook, 2020).
Negative: Inflation and recession led to a negative impact.

	Social Factors
	· Social media platforms create peer pressure
· Rising expenditure capabilities 
	Positive: Social media use led to an increase in demand.
Negative: the rising expenditure on procuring services is a negative aspect.

	Technological Factors
	· CCTV cameras provide security
· Online booking facilities
	Positive: deployment of CCTV increased security measures.
Negative: Increased expenditure on employing technical services.  

	Legal Factors
	· Discrimination laws implication
· The government offers tax deductions
	Positive: Tax deductions attracted many consumers.
Negative: The discrimination laws acted negatively on the business.  

	Environmental Factors
	· Countries with severe weather conditions
· Rising weather crisis
· Carbon footprint
	Positive: Holiday Innattaining CSR percentage and carbon footprint.
Negative: The rising weather crisis and severe conditions (Bala and Verma, 2018, p.321). 



Marketing mix	

	Factors
	Analysis

	Product
	Guest rooms
Food and beverages

	Price
	Skimming the cream policy in peak seasons

	Place
	Resort Areas 
Hill stations and chain presence

	Promotion
	Television channels
Google page 

	Physical evidence	
	Physical tour layout and marketing material

	People
	Guests and clientele staying in a hotel

	Processes
	Housekeeping, guest arrivals and departures



Objective 
The objectives of Holiday Inn are depicted using the SMART technique in determining objectives.

	Objectives
	Specific
	Measurable
	Attainable
	Realistic
	Time-bound

	To have a welcoming atmosphere to attract more customers.
	The determinants of the atmosphere. 
	The quality and conduciveness facilitated. 
	The attained range of environmental structure
	The facilitated environment is favourable or not (Kotler et al., 2020).
	3 months

	To attain the ideal setting for repeat customers 
	The number of repeat customers venturing into the hotel.
	Attained several repeat customers
	The achieved target of consecutive customers. 
	The ideal setting attained.
	4 months

	To offer proper accommodations and a large number of amenities 
	The accommodation and services provided. 
	The auxiliaries to trade. 
	The additional services provided.
	Expected offering rendered.
	2 months



Strategy
The strategies that Holiday Inn are taken based on six broader aspects: group bookings, destination marketing, cross-promotional sales, guest rewards strategies, revenue management strategies and room selling techniques (Clow and Baack, 2013). The desired change in strategy taken by Holiday Inn is regarding the revenue management strategy It is determined by using Ansoff Matrix.
Marketing Penetration: It is a measure of the existing product being sold in an existing market. Holiday Inn has an increased market investment and production capacity with enhanced distribution.  
Product Development: This intends for new products to enter the existing market. Holiday Inn made modifications to its existing products being offered and also launched new services along with it. 
Market Development: This term is a representation of existing products in the new market. Holiday Inn is making regional expansion and entering into new customer segments providing better brand awareness (Chaffey and Ellis, 2019). 
Diversification: diversification is entirely a new market concept with a new product introduction. Holiday Inn is also planning for such resources through significant mergers and acquisitions. 
Tactics 
The tactics in hotels refer to the strategies utilised by the business and implemented in its day-to-day operations. The present discussion is all about the communication strategy used by Holiday Inn to attract consumers and maintain clarity in relationships. They do so for conducting the operations smoothly without any disturbances. The communication mix used by Holiday Inn in the present business is described as follows.
Interactive Marketing: The hotel tends to communicate with its staff truthfully so that there is no confusion between the working terms and the tasks assigned. This also includes flexibility in the approach where there are no hindrances between the positional changes and designation acting as a hurdle between the message conveyed (Morgan et al., 2019, p.4). Through such a process, there is an interaction established which further helps in making sales.  
Events and Experiences: This is a way of training the staff in effectively utilising the present resources. The desired objective is to sharpen the skills of the employees and staff members so that they could gain excellence in their work and procedures. Regular and flexible training in hotels is very necessary which entails continuous communication between the members. There are several events which lead to the attainment of wonderful experiences and one of them is effective training (Ghauri, 2014).  
Sales Promotion: The present generation marks the use of multimedia channels in communicating effectively.  Holiday Inn also has its page where it has been advertising the services it provides and this also helps the hotel to gain an understanding of the customer’s preferences. Hotels are engaged in making sales promotions through Facebook and Google pages which is an effective measure. 
Advertising: It is possible to communicate while channelling marketing and sales activities. Holiday Inn has been using this technique for a very long. Advertising through media channels and catalogues has helped the hotels in expanding their business chains. 
Word of mouth marketing: This is also known as publicity where the people who have already taken the services of the hotel refer and recommend to their relatives and friends about the services offered (Housden, 2008). They share their experiences in the journey and how pleasant it was which acts in favour of the business.  
Action 
The marketing channels of Holiday Inn are advertising through social media, paid ads, Strategy of brand advocacy through new approaches, digital and smart connected innovation and reality-based messaging.
Advertising through social media: Holiday Inn has been making advertisements using Facebook and Instagram pages where it has increased its potential sales.
Brand advocacy through Google: The people came to know about Holiday Inn services through verified websites and Google pages (Kotler and Kartajaya, 2017). 
Digital and smart connected innovation: The hotel has a globally expanded service channel so it has a smartly connected communication channel to render services effectively.  
Paid ads: There are paid ads on television as well where the catalogues of rooms and interior decoration are shown. 
Reality-based messaging: It messages to repeat customers who have already procured services more than once. 



Figure 4: Gantt chart

Control 
The KPIs of Holiday Inn are determined by the average daily rate of the occupied rooms, the estimation of revenue per available room, the average length of the stay managed by the guests, the occupancy rate of the hotel, the room type index which is the most demanded factor, and the online reviews provided (Ryan, 2012). 
The measurement of success is stated in the group metrics of the hotel where it has a statement of the alignment of key performance standards and the positive attitudes towards the business. The number of positive reviews received and the KPIs attained are a measure of success. The profit margins shall be as that of the target numbers. 
Conclusion 
The provided essay is an in-depth analysis of the management tactics utilised by Holiday Inn where the factors it has been dealing with throughout the business are stated descriptively. The pestle analysis is stated to reflect on the macro-economic factors and the swot analysis reflects the micro-economic factors. There is also a regarded marketing analysis through an ansoff matrix where all four factors are discussed descriptively. Furthermore, it contains an action plan with smart objectives to be achieved by the business in the long run. There is a segmentation done by the firm in a matter of its target market and the marketing mix is discussed comprehensively.  

Component B- Presentation
7Ps of Marketing
Product: The product of Holiday Inn specifies the analysis of selling of rooms to reach a level of full occupancy rate. It also includes the beverages provided. 
Price: Price includes the strategies of pricing regarding charges taken from the customers for the rooms allowed. Holiday Inn uses high prices in peak season and low prices in the off-season. 
Place: Place refers to the location of the hotels that Holiday Inn is doing globally. It has its resorts available at distinct locations in several other countries as well. 
Promotion: This refers to the advertising techniques used by the hotel. Those are the sales promotion methods through online media services. It is using social media channels and paid ads to promote services (Dash et al., 2021, p.609).  
Physical Evidence: the physical evidence depicts the atmosphere of the business hotels that Holiday Inn tries to keep conducive along with better marketing materials.  
People: People include the staff members, guests and managers staying in the hotel. These are the people who know much about the services and their resiliency offered to the potential customers.  
Processes: The processes include the housekeeping services provided and the auxiliary services offered to the guests as well as customers.
Porter’s five forces

	Factors
	Analysis 
	Justification

	Bargaining power of buyers
	High
	The bargaining power of customers remains high because there is an increased number of customers for hotel services.

	Bargaining power of suppliers
	High
	The suppliers' power of bargaining is also high due to concentrated numbers.

	New entrants threathing
	High 
	The increased number of new entrants without any barriers keeps this intensity high (Raddats et al, 2019, p.208).

	The threat of substitutes
	Low
	The substitutes threat remains low as the hotel has distinct services compared to others which are difficult to imitate. 

	Industry rivalry
	Low
	The industry rivalry is also low depending upon the quality of services. 



Ansoff Matrix


Figure 5: Ansoff Matrix
(Source: Developed by the learner)
Market Penetration: Holiday Inn has passed on the phase of market penetration where the business operates in the existing market with the existing product. It has been the previous phase where Holiday Inn used to operate once. 
Market Development: Market development pertains to the activities being operated in the new market with the existing product. Holiday Inn has successfully practised this stage where it indulged in targeting a new set of customers (Ritter and Pedersen, 2020, p.180). 
Product Development: This refers to the operating activity in the existing market with a new product. Holiday Inn has utilised this stage in creating and checking on the brand loyalty the customers have1 so far. 
Diversification: Currently, Holiday Inn is in the diversification stage where it wants to launch a new set of services in the new market. 
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ProjectSchedule

		Create a Project Schedule in this worksheet.
Enter title of this project in cell B1. 
Information about how to use this worksheet, including instructions for screen readers and the author of this workbook is in the About worksheet.
Continue navigating down column A to hear further instructions.		Communications Plan

		Enter Company Name in cell B2.		Company Name

		Enter the name of the Project Lead in cell B3. Enter the Project Start date in cell E3. Pooject Start: label is in cell C3.		Project Lead		Project Start:

		The Display Week in cell E4  represents the starting week to display in the project schedule in cell I4. The project start date is considered Week 1. To change the display week, simply enter a new week number in cell E4.
The starting date for each week, starting with the display week from cell E4, starts in cell I4 and is auto calculated. There are 8 weeks represented in this view from cell I4 through cell BF4.
You should not modify these cells.
Display Week: label is in cell C4.																November														December														January														February														March														April														May														June														July														August														September														October														November

		This row contains headers for the project schedule that follows below them. 
Navigate from B6 through BL 6 to hear the content. The first letter of each day of the week for the date above that heading, starts in cell I6 and continues through cell BL6.
All project timeline charting is auto generated based on the start and end dates entered, using conditional formats.
Do not modify content in cells within columns after column I starting with cell I7.		TASK		Metrics				START		END

		Do not delete this row. This row is hidden to preserve a formula that is used to highlight the curren day within the project schedule. 														

		Sample phase title block		Advertising 												

				Tv		How many views. 				March		August				ERROR:#VALUE!

				Radio		Promotional code				Novemeber		November				ERROR:#VALUE!

				PPC		Click rate				November		November				ERROR:#VALUE!

				Email marketing		Bounce Rate				December 		December 				ERROR:#VALUE!

				SEM 		CPC rate 				December 		december 				ERROR:#VALUE!

		This is an empty row		Personal selling												

		This row marks the end of the Project Schedule. DO NOT enter anything in this row. 
Insert new rows ABOVE this one to continue building out your Project Schedule.		Product benefit		USP				December		December 				ERROR:#VALUE!

				Consultation 		Sales growth				December		January				ERROR:#VALUE!

				SCRIPT formation 		Customer selection 				January		January				ERROR:#VALUE!

				feedback 		Retentivity				January		February				ERROR:#VALUE!

				Daily followup		Customer engagemnet				January 		February				ERROR:#VALUE!

				Sales promotion												

				OFFERS		Sale increment 				February 		February				ERROR:#VALUE!

				Campaign DELIVERY		Gaining media followers				March 		March				ERROR:#VALUE!

				Coupon making		Improved communication				February 		March				ERROR:#VALUE!

				Occasional Discounts 		Positive Engagemnets 				March 		March				ERROR:#VALUE!

				Other activities		Value  adding				March 		April				ERROR:#VALUE!

				Public relationship Activities												

				Communication		Value added business 				April 		April				ERROR:#VALUE!

				Reputation build up		Media traffic				March		April				ERROR:#VALUE!

				CSR		Stakeholder satisfaction 				April 		April				ERROR:#VALUE!

				Positioning		Improved SEO				April 		May				ERROR:#VALUE!

				Branding		Conversion rate 				May		May				ERROR:#VALUE!

				Direct marketing Strategy												

				OA		Google Analytics 				May		May				ERROR:#VALUE!

				Acknowledging		Audience attendance				May		June				ERROR:#VALUE!

				Manual Advertising 		ROI				June 		May				ERROR:#VALUE!

				Customer orientation 		Cost/lead				June 		June				ERROR:#VALUE!

				Online marketing 		Increasing sales rate				June 		June				ERROR:#VALUE!
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		SIMPLE GANTT CHART by Vertex42.com

		https://www.vertex42.com/ExcelTemplates/simple-gantt-chart.html

		About This Template

		This template provides a simple way to create a Gantt chart to help visualise and track your project. Simply enter your tasks and start and end dates - no formulae required. The bars in the Gantt chart represent the duration of the task and are displayed using conditional formatting. Insert new tasks by inserting new rows.

		Guide for Screen Readers

		There are 2 worksheets in this workbook. 

TimeSheet
About

The instructions for each worksheet are in the A column starting in cell A1 of each worksheet. They are written with hidden text. Each step guides you through the information in that row. Each subsequent step continues in cell A2, A3, and so on, unless otherwise explicitly directed. For example, instruction text might say "continue to cell A6" for the next step. 

This hidden text will not print.

To remove these instructions from the worksheet, simply delete column A.

		Additional Help

		Click on the link below to visit vertex42.com and learn more about how to use this template, such as how to calculate days and work days, create task dependencies, change the colours of the bars, add a scroll bar to make it easier to change the display week, extend the date range displayed in the chart, etc.

		How to Use the Simple Gantt Chart

		More Project Management Templates

		Visit Vertex42.com to download other project management templates, including different types of project schedules, Gantt charts, tasks lists, etc.

		Project Management Templates

		About Vertex42

		Vertex42.com provides over 300 professionally designed spreadsheet templates for business, home, and education - most of which are free to download. Their collection includes a variety of calendars, planners, and schedules as well as personal finance spreadsheets for budgeting, debt reduction, and loan amortisation.

		Businesses will find invoices, time sheets, inventory trackers, financial statements, and project planning templates. Teachers and students will find resources such as class schedules, grade books, and attendance sheets. Organise your family life with meal planners, checklists, and exercise logs. Each template is thoroughly researched, refined, and improved over time through feedback from thousands of users.



https://www.vertex42.com/ExcelTemplates/excel-project-management.html?utm_source=ms&utm_medium=file&utm_campaign=office&utm_content=texthttps://www.vertex42.com/ExcelTemplates/simple-gantt-chart.html?utm_source=ms&utm_medium=file&utm_campaign=office&utm_content=helphttps://www.vertex42.com/ExcelTemplates/simple-gantt-chart.html?utm_source=ms&utm_medium=file&utm_campaign=office&utm_content=urlhttps://www.vertex42.com/ExcelTemplates/simple-gantt-chart.html?utm_source=ms&utm_medium=file&utm_campaign=office&utm_content=text

image1.png

4 Uertexyz:







image2.wmf
wop3408.tmpMicrosoft_Excel_Worksheet1.xlsx



image3.wmf

