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        Introduction:
·      This essay describes the comparison of the marketing methods of the Holiday Inn hotel. The key areas or framework chosen for this marketing plan are mainly SWOT analysis, Pestle analysis, marketing mix and the time in which the marketing plan will be performed. The marketing plan is considered necessary to market the product properly.                                 
· Holiday Inn is an American chain of hotels based in Atlanta, Georgia. and a brand of IHG Hotels & Resorts.  ,,The doors of our first hotel opened in 1952, and as more than a thousand properties have followed since, Holiday Inn has become one of the most iconic and trusted brands in the world. ,,


   Situation Analysis:
Company: SWOT analysis (Micro analysis)  
For the Holiday Inn Hotel, the following is the SWOT analysis: 
               The Holiday Inn is a globally recognized brand in the hospitality industry with a formidable reputation for excellent customer service and luxurious amenities. However, its high prices and limited target audience are weaknesses, and it faces competition in the luxury hotel market. Opportunities lie in the growing tourism industry, investing in technology, engaging in CSR initiatives, and exploring new customer segments. Threats include economic downturns, disruptive technologies, and the impact of the COVID-19 pandemic on the hospitality industry.   
Customers: Segmentation and Targeting/ Customer profile’s’ Similar Web 
 Customers can be segmented based on age, income, travel purpose, and destination. The company's online reputation is positive, with a focus on customer service, amenities, and value for money. Holiday Inn effectively targets its mid-market consumer who values comfort, convenience, and affordability in their travel experiences. 
 
Competitors: Perceptual positioning map, Bowman's strategy clock  
A perceptual positioning map shows where Holiday Inn falls in terms of price and quality relative to its competitors, such as being higher quality than budget hotels like Motel 6 but lower quality than luxury hotels like the Four Seasons. Bowman's strategy clock analyzes Holiday Inn's competitiveness based on price and perceived value and names its hybrid strategy of offering excellent quality at a competitive price in the "differentiation focus" quadrant, among other possible strategies. 
 Collaborators: Demonstrate an awareness of your organizations B2B Relationships, Partnerships, Franchises   
Holiday Inn collaborates with InterContinental Hotels Group (IHG), which franchises its hotels to third-party owners. The hotel chain partners with corporate firms, airlines, and travel agencies to offer discounted rates and loyalty rewards to customers. These collaborations help keep the hotel's presence in the hospitality industry and offer incentives to customers.  
Climate: PESTLE (Macro analysis)   
Holiday Inn' the hotel chain invests significantly in technology to enhance customer experience, focuses on eco-friendly initiatives to minimize environmental impact, and stays updated with changes in laws and regulations to follow them.  
 Marketing Mix 
The hotel chain offers distinct types of rooms along with dining, fitness, and conference facilities, and invests in staff training to ensure high-quality service. Moreover, it collaborates with online booking portals and business partners to create joint marketing campaigns and streamline processes through technology. Holiday Inn also adjusts its pricing strategy based on market demand to attract customers and increase sales.
Objectives
The general strategies to create a marketing plan for Holiday Inn include finding and targeting specific market segments, proving a strong brand identity, using social media marketing, offering attractive promotional packages, enhancing the customer experience, focusing on environmental responsibility, collaborating with partners, and investing in digital marketing. These strategies will help reach target audiences, build brand loyalty, and increase revenue. The timeline could range from short-term goals such as a monthly promotion to long-term goals such as an annual sustainability campaign. By incorporating a timeline, the marketing plan can stay on track and achieve goals within the given time.
Strategy  
Diversification strategy: This involves the development of new products outside of the hospitality industry to set up new revenue streams. For instance, Holiday Inn may start offering rental car services as an extended offering to guests. This approach may require considerable investment and an entirely innovative marketing mix to target different customer segments. Holiday Inn could use Ansoff's matrix strategies such as market penetration, market development, product development, or diversification if it decides to change its value proposition. Changes in the marketing mix may be needed, including adjustments to pricing, communication channels, and promotional activities. Offering guests, the opportunity to rent a car while staying would bring convenience among customers, which is particularly important especially in tourist areas. For non-local customers, this is a benefit that many will enjoy, not only does it help current customers, but this will attract new potential customers
Tactics
Utilize social media platforms such as Twitter, Facebook, and Instagram to engage with users, share latest campaigns, and address customer's concerns.
Collaborate with influencers who match your hotel's brand personality to promote the property and increase brand awareness among their followers.
Use email marketing to keep customers up to date with the latest news and promotional offers.
Personalize your communication by addressing customers by name, sending them relevant offers based on their earlier stay history, and creating customized experiences that meet their individual needs.
Focusing on customer feedback is important, when many people have the same problem, the management should raise a question mark. Feedback should be taken seriously, that's where I know a lot of work should be done.
This is a message that should be taken seriously: ,, You ask how the company can improve. By making it part of your check in process that you ask for vehicle registration numbers, if you insist on using Parking Eye. You cannot expect people to read car park signs and slap a fine on them if they don't. When you stay at a hotel you expect to be able to use the car park without checking the wording on signs in the car park. We have been fined £100 for using the car park and we were staying at the hotel! It seems rather unfair to ask us to pay this when it could have been avoided by asking a simple question when we registered. The vast majority of people who stay at a Holiday Inn must arrive by car, so why isn't this part of your process?
Actually, since writing this review I have investigated further and read the reviews from people who DID submit their reg numbers and STILL got a fine! The conclusion is simple: Avoid Holiday Inn at all costs!! ,,
Viewing people's opinions posted online can improve your business greatly if action is taken. In the example set out above, the solution would be for the respective hotel to make public the fact that the parking is not free and when the reservation is made to be announced this, either verbally or in the online environment.
Actions
	TASK
	START DATE
	END DATE
	DURATION
(DAYS)
	RESPONSABLE PERSON

	VERIFICATION OF FEEDBACK
	EVERY DAY
	      -----
	------
	MARKETING TEAM

	DEVELOP PROMOTIONAL STRATEGIES
	16/06/2023
	20/06/2023
	4
	MARKETING TEAM


	ADVERTISING 
CAMPAINS
	20/06/2023
	23/06/2023
	3
	MARKETING TEAM  

	IMPLEMENT ADVERTISING CAMPAINS
	23/06/2023
	28/06/2023
	5
	MARKETING TEAM  


	Email marketing
	28/06/2023
	30/06/2023
	2
	MARKETING TEAM    




Control  
USP:
- Holyday Inn's unique selling proposition (USP) is its commitment to offering consistently high-quality services and amenities across all its hotel locations worldwide. The brand promises to deliver a comfortable, convenient and enjoyable experience for guests, ensuring customer loyalty and brand recognition.
 
Features:
-Locations such as comfortable guest rooms, high-speed internet, fitness centers, on-site dining options, and meeting and event spaces. Other features include kids stay and eat free programs, online booking, and loyalty rewards programs, among others.
 
Benefits:
- The benefits of staying at Holyday Inn include comfortable and clean accommodations, access to a range of amenities, cost-effective pricing, and convenient locations on a global scale, flexible booking options, loyalty rewards, and personalized experiences.
Conclusion  
The marketing strategy of Holiday Inn strives to offer services, proving a strong brand identity, using social media marketing, offering attractive promotional packages. Customer satisfaction and brand awareness are two other things that it should pay attention to. To be in continuous development and to adjust its prices according to the market and the quality of the services offered. Another suggestion would be that the hotels include the price of car parking in the reservation price, so customers will benefit from a stress-free stay. To collaborate with partners, it will bring another benefit, promotion is essential in this industry.




REFERENCING:
https://www.ihgplc.com/en/our-brands/holiday-inn
Holidayinn Reviews | Read Customer Service Reviews of www.holidayinn.com (trustpilot.com)
Our response to Covid-19 - About us - InterContinental Hotels Group PLC (ihgplc.com)
Discover the Holiday Inn Hotels Experience (ihg.com)
Holiday Inn Discounts & Deals (ihg.com)
Exclusive Loyalty Member Deals | IHG® One Rewards
Explore Holiday Inn Family Hotels (ihg.com)
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