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[bookmark: _Toc145483645][bookmark: _Toc147394930]Introduction
The Holiday Inn now offers a service to help guests arrange transportation. Their hotel staff is here to provide a trouble-free arrival and departure no matter how you're travelling to us. Their punctual and courteous drivers will get them where they need to go quickly and safely. Make use of Holiday Inn's shuttle services and relax throughout the time they're there. This introduction is direct, succinct, and eye-catching (Drucker, 2014). It emphasises the most salient features of the new service, such as its reliability, security, and ease of use. It also features an urgent call to action that prompts readers to arrange for transport help immediately. The remainder of the marketing strategy would elaborate on the service by discussing its specifics, such as the available modes of transportation, pricing, and how reservations can be made. 
[bookmark: _Toc145483646][bookmark: _Toc147394931]Overview of Holiday Inn
Holiday Inn is a famous hotel chain that has been around for quite some time. It caters to business travellers, vacationers, and families with children by providing several accommodation configurations and convenient services. The hotel's handy and low-cost locations in well-known tourist hotspots across the world are further selling points. Different accommodation kinds, from ordinary to suite, are available to meet guests' demands and budgets (Bryson, 2018). Locations that are central to or near major transportation hubs or other points of interest are also desirable. Prices that are reasonable and within reach of most vacationers. Staff members who genuinely care about satisfying customers. Well-maintained, spotless, and comfy accommodations. Internet access throughout the stay is provided at no cost to the visitor. 
[bookmark: _Toc147394932]Situational Analysis
[bookmark: _Toc145483647][bookmark: _Toc147394933]PESTLE analysis of Holiday Inn
	PESTLE
	Analysis

	Political factors
	The political environment can have a significant impact on the hotel industry. For example, changes in visa regulations or tax laws can make it more or less difficult for tourists to visit a particular country. The political stability of a country can also affect the demand for hotel rooms (Rangkuti, 2019). For example, if a country introduces new visa regulations that make it more difficult for tourists to visit, Holiday Inn can adjust its marketing and pricing strategies to attract more domestic travellers.

	Economic factors
	Economic uncertainty may have a significant impact on the hotel industry. When times are tough, fewer people travel, which might mean less business for hotels.

	Social factors
	Changes in consumer preferences, lifestyle, and population structure might have an effect on the Hotel Inn. For instance, hotels geared towards the elderly are in high demand (Porter, 2020).

	Technological factors
	Another major factor influencing the hotel industry is the rise of online travel agencies and smartphone booking applications. These innovations have the potential to reduce hotel prices by making the booking and administration procedures more efficient.

	Legal factors
	Regulatory uncertainty is an additional threat to the hotel industry. A hotel's operations may be influenced by zoning laws, labour statutes, and safety mandates (Mintzberg & Quinn, 2013).

	Environmental factors
	The hospitality sector is vulnerable to external influences, such as climate change and natural catastrophes. Hotels in hurricane- or flood-prone locations, for instance, can see occupancy rates drop when natural disasters strike.


[bookmark: _Toc145483648][bookmark: _Toc147394934]SWOT analysis of Holiday Inn
	Strengths
Holiday Inn can use its well-known name and worldwide footprint to enter new areas and grow its business. The hotel's variety of hotels and room types allows it to cater to the demands of a wide spectrum of guests.
	Weaknesses
Holiday Inn may repair its ageing infrastructure by spending money on improvements and restorations (Hill and Jones, 2019). Hotel workers can benefit from more training, and a customer feedback system would do wonders for the hotel's standing with guests.

	Opportunities
Holiday Inn may take advantage of the rising demand for tourism by establishing more of its hotels in high-traffic areas (Grant, 2016). More customers can be attracted to the hotel by creating innovative new services and goods like loyalty programmes and mobile booking applications.
	Threats
Holiday Inn can prepare for and weather economic downturns by keeping a healthy financial buffer and adopting alternative strategies. Investing in other hotels in countries with more stable governments is another way for the hotel to shield itself from the effects of political unrest.


[bookmark: _Toc145483649][bookmark: _Toc147394935]STP analysis of Holiday Inn
Segmentation: Holiday Inn may leverage demographics to its advantage by focusing on hotels in key business areas, where business travellers are likely to be staying. The hotel can also exploit locations to attract vacationers by specialising in lodgings in major tourist hubs.
Targeting: In order to attract families, Holiday Inn can provide services aimed specifically towards them, such as a children's club and a swimming pool. The hotel may provide special rates for families with several kids (Drucker, 2014).
Positioning: Holiday Inn may differentiate itself from other hotel chains by providing a wide range of accommodation types at reasonable rates. If the hotel consistently delivers high-quality service, it may market itself as part of a larger hotel chain known for its emphasis on visitor satisfaction.
[bookmark: _Toc147394936]Objectives
· To properly categorise the market, essential commercial locations and significant tourism hotspots should be identified.
· To provide specialised services and marketing in order to target and draw in families.
· To promote Holiday Inn as a trustworthy, reasonably priced hotel business with a high emphasis on guest service.
· To use social media, search engine marketing, and word-of-mouth as well as traditional marketing methods in order to reach marketing objectives.
· To use marketing to raise brand recognition, bring in new customers, and keep current ones.
· To include feedback methods and customer service training into the operating strategy.
[bookmark: _Toc147394937][bookmark: _Toc145483650]Strategy / Tactics
[bookmark: _Toc147394938]Marketing strategy – plan
Holiday Inn marketing strategy:
· Target market: Business travellers, leisure travellers, and families.
· Positioning: Reliable and affordable hotel chain with a focus on customer service.
· Marketing mix: Competitive prices, variety of room types, convenient locations, and excellent customer service.
· Marketing channels: Online and offline channels, such as social media, search engine marketing, and word-of-mouth.
· Marketing goals: Increase brand awareness, attract new guests, and retain existing guests.
Online marketing: social media presents opportunities for audience engagement, online advertising, and search engine optimisation for Holiday Inn (Daft, 2019).
Offline marketing: Advertisements, billboards, and conventions are just a few of the ways Holiday Inn might potentially reach its target audience.
Word-of-mouth marketing: If visitors to Holiday Inn enjoyed their stays, they could consider telling others about it.
[bookmark: _Toc147394939][bookmark: _Toc145483651]Action/ Control
[bookmark: _Toc147394940]Plans
	HR plan
Holiday Inn can recruit and retain top employees by offering competitive salaries, sign-on bonuses, and tuition reimbursement schemes. The hotel should invest in its employees' careers by providing opportunities for them to learn and improve, such as tuition reimbursement and mentoring programmes (Bryson, 2018).
Holiday Inn was able to manage staff performance by providing clear goals, regular feedback, and prompt resolution of difficulties. As an added bonus, the hotel may use the results of these evaluations to assist its best employees in moving through the ranks.
	Operational Plan
Methods to better serve customers, such as providing staff with customer service training, establishing a system for gathering and analysing client feedback, and fostering a welcoming atmosphere (Bryson, 2018).
Cost-cutting measures, such as improved supplier negotiations, less wasteful operations, and increased productivity, might all be part of such a plan.



	Financial Plan
Cost reduction, stock and bond investment, and retirement savings are all part of a retirement savings plan (Barney, 2011).
Debt repayment strategy: In this strategy, they might think about budgeting, consolidating their debt, and making larger payments.
	Controlling plan
Expansion into untapped markets: This technique can be used to increase market share, revenue, and/or profits. The plan may also incorporate mechanisms for monitoring development and soliciting end-user feedback.
Efforts to raise morale among workers: Indicators for this tactic may include polls of employees, turnover rates, and absence management plans.


[bookmark: _Toc145483652][bookmark: _Toc147394941]Conclusion
As a result, it's clear that a controlling strategy is crucial to the on-time and effective completion of projects and procedures. A controlling plan is necessary to ensure that Holiday Inn's efforts and processes are effective and on track (Aaker et al., 2019). With the help of a well-thought-out control plan prepared in line with the aforementioned recommendations, Holiday Inn may increase customer satisfaction, reduce costs, expand into new areas, and enhance morale.
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                        INTRODUCTION  According to Rutz and Watson, ( 2019 , p . 497 ), Situation analysis, Objectives, Strategy, Tactics, Action, and Control (SOSTAC) refers to the framework of digital marketing planning that helps businesses to create an effective marketing plan . In the SOSTAC marketing model, situation analysis helps the organisation to identify where the organization lies in the present time . Objective refers to the process of finding what should be done . The strategy helps to build plans to make objectives into reality      
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                      Competitors : Bowman’s Strategy Clock Unlike the positioning map, Bowman's strategy clock is an easy tool that helps to categorise a company in a market based on pricing and perceived value . In Bowman’s strategy clock, there have been eight positions (Ryan, 2012 ) .      Collaborators : Partnership Holiday Inn partnership : Holiday Inn collaborated with many small and big companies like ATLANTA, Sword & Plough, Perfect 10 Foods and many others . Six Senses partnership : Hotel Six Senses has a partnership with and is a part of the InterContinental Hotels Group Plc . Climate : PESTLE analysis of two international hotel brands Holiday Inn and Six Senses Political factors : In recent days, Brexit is the major political issue that impacts both Hotels . The UK branches lack the customer base of the EU (BĂBEANU, 2022 , p . 469 ) . Economic factors : Due to Bresit and COVID - 19 , the economy falls down (Chaffey and Ellis - Chadwick, 2019 ) . That influence negatively on these two hotel brands . Socio - cultural factors : The UK is a place of mixed nationalities . People from different nations come to the UK for education, business, holiday and many other purposes . In terms of Social and Cultural points of view, both the company could avail benefits .
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                     MARKETING MIX OBJECTIVES                                 Justifications  Factors  The provided service is the same for the two hotels but the main difference  is  the way they provide their service . Holiday Inn provide their service for all  kind  of customers . Six Senses provides services for the executive class .  Products  Holiday Inn promotes its brand through ads in newspapers and TV .  Six  Senses mostly advertises its facilities via online social media platforms  and  through reputed travel companies .  Promotion  Six Senses follows premium pricing and Holiday Inn focuses on  customized  pricing according to the facility needs of customers .  Price  Holiday Inn and Six Senses both have branches all over the world but  Holiday  Inn has hotels in more than 1100 places which is far more than Six Senses .  Place  Hotel Six Senses focuses on luxury maintenance to attract customers  and  Holiday Inn provides its employees with training on hospitality and  customer  satisfaction .  People  Holiday Inn engages the OTG platforms, YouTube ads, and  commercial  advertisements to attract customers whereas Six Senses advertises  by  showing pictures of luxury rooms, and comforts through short videos .  Process  Six Senses provokes people through short and delicate video clips of  their  luxury rooms and services . Videos of rooms, small talks about  employee  satisfaction, and greeting gestures are the key influencing factors of Hotel  Six  Senses . Holiday Inn mostly trigger people to come to visit their  official  websites and customer feedback .  Physical  Evidence                                      Time - bound  Realistic  Attainable  Measurable  Specific  Objectives  8 months  Helps to  achieve  environment -  friendly  and  sustainable  brand  name  Provide  training  on  environmental  protection  to  employees  and  other  stakeholders  Decrease  the  amount  of  carbon  emission  Maintaining  environmental  Acts  To  increase  sustainability  3 months  Helps to  gain  loyal  customers  and also helps  in  retaining  customer  Develop  skilled  customer  service  executives  Customer  satisfaction  Maintaining  brand value  To  reduce  customer  complaints  5 months  Helps to  compete  with  other  competitors  Introducing  new  and  innovative  technologies  Availing  fancy  features  Improving  advanced  facilities  To  introduce  new  technology
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                          STRATEGY  Ansoff’s Matrix : Ansoff’s Matrix is a marketing strategy that helps businesses to develop strategies to grow . It has four segments . Market Penetration : This is the process of entering an existing market with an existing product/service . Market Development : When a business enters a new market with an existing product/service (Nibusinessinfo . co . uk, 2023 ) . Diversification : Entering a new market with a new product/service is called diversification .      Tactics (Reach, Act, Convert, and Engage) RACE Model : The RACE Model helps businesses to manage and operate digital marketing approaches (Kotler et al . , 2020 ) . Reach : Teach target the visibility of the brand on other websites and offline media . It makes online traffic . Online social media platforms mostly increase the reach of a product . Holiday Inn and Six Senses both need to increase their appearance on social media to achieve maximum reach . Act : It is the interaction phase after customers started to reach online platforms . Six Senses mostly prefers social media platforms that help them to interact more whereas Holiday Inn focuses on getting traffic on their official website .   
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ACTION

Name Duration Start Finish Predecessors

Marketing Plan 15 days 9/5/23 8:00 AM 29/5/23 5:00 PM

Situation Analysis 3 days 30/5/23 8:00 AM 1/6/23 5:00 PM 1
Objectives setting 3 days 2/6/23 8:00 AM 6/6/23 5:00 PM 2
Marketing strategy 2 days 7/6/23 8:00 AM 8/6/23 5:00 PM 3
Tactcs 20 days 9/6/23 8:00 AM 6/7/23 5:00 PM 4
Action 10 days 7/7/23 8:00 AM 20/7/23 5:00 PM 5
Control 15 days 21/7/23 8:00 AM 10/8/23 5:00 PM 6
Marketing Mo 25 days 11/8/23 8:00 AM 14/9/23 5:00 PM 7
Execution 10 days 15/9/23 8:00 AM 28/9/23 5:00PM -]
Marketing finalisation 5 days 29/9/23 8:00 AM 5/10/23 5:00 PM 9

Here the Gantt chart has been introduced that has the summary of ten important components. The

components include a Marketing plan, Situation Analysis, Objective setting, Marketing Strategy,
Tactics, Action, Control, Marketing mix
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                          ACTION        Here the Gantt chart has been introduced that has the summary of ten important components . The components include a Marketing plan, Situation Analysis, Objective setting, Marketing Strategy, Tactics, Action, Control, Marketing mix
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hospitality services in both Holiday Inn and Six Senses. Showing client
feedback online is also a powerful tool to get a positive attitude from
customers it also helps to build the loyalty of customers.

Conclusion

In this context, the conclusion has been made on the marketing mix of the hotel company
Holiday Inn and Six Senses. It has been concluded that the marketing plan is the strategy
that helps an organization improve its faciliies and market appliances. Situational
analysis help companies to analyse their own strengths and ability to survive in different
countries
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                CONTROL  Holiday Inn could make a huge customer base by providing more new advanced technologies . Six Senses could make its customer base by providing quality service at reduced pricing . The current pricing strategy of Six Senses is much higher (Strategy - business . com, 2023 ) . The positive attitude of customers could be achieved by availing good hospitality services in both Holiday Inn and Six Senses . Showing client feedback online is also a powerful tool to get a positive attitude from customers it also helps to build the loyalty of customers .  Conclusion In this context, the conclusion has been made on the marketing mix of the hotel company Holiday Inn and Six Senses . It has been concluded that the marketing plan is the strategy that helps an organization improve its facilities and market appliances . Situational analysis help companies to analyse their own strengths and ability to survive in different countries
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