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[bookmark: _Toc92843536]Introduction
This report is aiming at conducting a marketing analysis considering key influencing drivers of the internal and external environment and the role of marketing in a business where Holiday has been used as the case study. The PESTEL and Porter’s Five Forces framework will be addressed to analyze effects of external factors where SWOT analysis tool will also be used for justifying the internal capabilities. Finally, Ansoff Matrix will be analyzed to show the potential expansion options for the organization. 
Holiday Inn is an American brand working as a brand of British based multinational hotel chain Intercontinental Hotels Group (IHG). It has more than 200 employees working for achieving the organizational goals and objectives of the hotel. The hotel could create a total revenue of $4.2 billion last year. The hotel has a marketing department to do its marketing activities managed by the head of the market (Giousmpasoglou et al, 2021). The executives of the department train the employees of operational level so that they can work for achieving organizational goals and objectives.



[bookmark: _Toc92843537]PESTEL analysis
PESTEL is an analytical tool used for analyzing the macro factors of the environment and their influences on business activities (Bowie et al, 2016). This tool can evaluate how business activities and marketing decisions are influenced by these factors on which the organization has almost zero control. The decision-makers of the firms need to make appropriate decisions based on the analysis of the PESTEL tool. 
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Figure: PESTEL analysis (Bowie et al, 2016)
Political factors
The UK has a stable political condition where government policies, local authorities and policies of the country encourage the hotel industry to grow (Jiang and Wen, 2020). New investors are also coming to the destination and starting their business to capture the market by their marketing strategy. As a result, the country is getting more popular with marketing experts as a destination for the hotel industry and more investors are coming to the market.
Economic factors
The UK has been facing a positive economic flourishment in recent years. Taxation policies, supply and demand, and inflation rate are positive for initiating and developing hotel business. However, the recent Covid-19 outbreak has hit the economy of the country with a massive loss for the hotel industry. Reduction of profit for Holiday Inn for 2020 is indicating the negative effect of Covid-19 (Giousmpasoglou et al, 2021).

Social factors
Social structure, income, lifestyle and many more social factors can influence the domestic and international tourism and hospitality industry of any destination. The lifestyle of people of the UK and their buying behaviour are also supporting in growing this industry (Jiang and Wen, 2020). Most of the people of the UK love to visit its different destinations and stay overnights. Different cultural activities, events and festivals of the country also invite more people to visit there and grow the hotel industry.
Technological factors
Technological improvement helped in increasing the accessibility to different destinations of the country that also invited more investors of the hotel industry. Technology also helps in reducing marketing and promotional costs and making promotional activities more efficient. The innovation of social media has brought a great change in the marketing and promotional activities of the hotel industry (Bowie et al, 2016). 
Environmental factors
Environmental factors can also influence the hospitality industry and its marketing activities to satisfy customers. There are also lots of negative effects of environmental factors on the hospitality industry (Gursoy, 2018). Nature-based hospitality activities are raising concern among the environmental concerning groups as they can deteriorate environmental balance. Different environmental laws are also affecting the hospitality industry and its marketing and promotional activities. 
Legal factors
The application of the UK laws is strict and all parties must obey the regulations of the authorities. However, the legal policies of the country at both national and regional levels are supportive of the hotel industry. These flexibilities could help in flourishing the destination as a top destination in Europe and also in the world (Gursoy, 2018). However, legal flexibilities sometimes make difficulties for the decision-makers of the hospitality organizations like Holiday Inn.

[bookmark: _Toc92843538]Porters five forces
Porter's Five Forces is an analytical tool that is used to analyze the macro factors of the business environment. There are five macro forces of the macro environment according to this framework such as industry rivalry, the threat of new entrance, bargaining power of buyers, bargaining power of suppliers and threat of substitutes (Baker and Magnini, 2016). These factors can determine the current position and potential future risk of any organization in the market.
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Figure: Porters five forces (Baker and Magnini, 2016)
Industry rivalry
There are lots of existing rivals of Holiday Inn in the UK market who have made the market more competitive for it. Multinational chains like Hilton, Ritz-Carlton Hotel and Marriot are working as close rivals who have also a great influence on the market and also competing with the parent company (IHG) of Holiday Inn (Kotler et al, 2018). Many domestic and international rivals made the market a place of perfect competition for the hospitality industry.
The threat of new entrance
UK hospitality market is still flourishing and there is also almost no barrier for newcomers in the hospitality industry. Apart from that, a positive legal and economic environment also made this market more attractive for newcomers. That is why Holiday Inn has to be prepared for facing more competition as new small and large hospitality firms may come to the market and try to capture the market share (Kotler et al, 2018).

Bargaining power of buyers
The buyers of the UK market have generally more bargaining power as they have lots of alternatives in the market. Holiday Inn can design its services in a way so that the customers are attracted to prefer it (Nicolaides, 2018). For example, it can offer betters quality service at competitive prices or lower prices than its competitors.
Bargaining power of supplier
The power of suppliers in the hospitality market is always high for the UK as there are more alternatives for the suppliers. However, Holiday Inn always tries to keep better relationships with the suppliers (Nicolaides, 2018). It also gives different supports like advance payment, financial supports to the suppliers to ensure a better supply chain relationship. 
Threat of substitutes
There is almost no substitute for the hospitality industry as all types of hospitality activities are parts of this industry.  However, advanced technologies and the development of transportation are creating some treats of substitute for this sector (Dzhandzhugazova et al, 2016). For example, day trips are becoming more popular for the development of transportation. Some event and recreational organizations are trying to give accommodation facilities that can also increase competition.
[bookmark: _Toc92843539]SWOT analysis of Holiday Inn
SWOT tool can help in analyzing the internal capabilities of the organizations. Strengths and weaknesses show the internal capabilities of the organization and opportunities and threats refer to the effects from an external environment where they can be both positive and negative for the organization (Ezeh, 2017).
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Figure: SWOT analysis of Holiday Inn (Ezeh, 2017)
Strengths
Holiday Inn always provide higher quality services for the guests so that guest satisfaction can be achieved. It has also great brand value in the market for its parent company (IHG) that also gives the organization more boost and financial backup from IHG that support it in managing all types of financial issues (Nicolaides, 2018). It has also strong communication among employees that can help the organization gain better outputs from the employees. 
Weakness
Holiday Inn has also some weaknesses in its operational activities that should be managed to get more benefits. It has always a higher operational cost that is influencing its profit margin although the higher quality of services is mainly responsible for its higher quality. It has also a complex system for different portfolios and the large size of the organization that restrict it from taking faster decisions (Dzhandzhugazova et al, 2016). This issue sometimes creates complexities for the decision-makers of the organization.
Opportunities
The UK hospitality market is still flourishing as the number of domestic and international tourists is increasing regularly. It can use the financial supports from its parent company (IHG) to expand its activities more. It can also invest more in marketing activities by using that financial backup to capture more market share in the UK hospitality market (Ezeh, 2017). A positive labour market and economic development can also help the organization recruit more skilled people and get better outputs from them.
Threats
The recent Covid-19 has created a huge loss in the hospitality and tourism industry and Holiday Inn needs a long time to overcome this situation. Its operational activities and future marketing strategies can also influence this loss (Abbas et al, 2021). A positive legal environment and the market situation can also attract newcomers that will create more competition in the market. Different environmental issues can also go against the marketing activities and promotions of the organizations. 
[bookmark: _Toc92843540]Application of Ansoff Matrix in Holiday Inn
Ansoff Matrix is also known as the product or market expansion strategy which suggests different expansion options of business and also analyses their relative risks in every expansion strategy. The decision-makers can analyze the risks in every expansion strategy and take decisions for increasing their brand awareness and managing customer journey for meeting current and future stakeholders’ expectations (Dixit, 2017).
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Figure: Ansoff Matrix (Dixit, 2017)
Market Penetration
In a market penetration strategy, the organization uses its existing products and services in its existing market. Holiday Inn can apply this strategy where it has existing activities and has a better position in the market. It can use different ways to apply penetration strategy in its current market (Hudson and Hudson, 2017). It can reduce its price to capture more customers from its competitors. It will reduce the profit margin of Holiday Inn but the amount of revenue will increase for getting more customers.
Product Development
New products or services are offered in the existing markets according to the product development strategy. Holiday Inn can give more effort into research and development activities to discover the best services for its existing customers. It can also research the data of the market and its competitors to get a better idea. It can also acquire its competitor services for the same purposes (Hudson and Hudson, 2017). However, the organization needs to study customer behavior before launching a new service so that it can attract more customers.
Market Development
Market development is another expansion strategy where existing products and services can be offered in the new markets. Holiday Inn always seek its business expansion by capturing new markets and this strategy suites the policies of the organization. Both domestic and international markets can be selected for this strategy (Jiang and Wen, 2020). The organization can segment its potential customers and target the most suitable segment for its existing services. 
Diversification
The organization can go for related diversification with related products and services or unrelated diversification with different products and services in the new market (Dixit, 2017). Holiday Inn can use its financial support from its parent company for more research and development so that perfect service can be introduced as a part of this strategy. It also needs to study the market and its customers to offer them their preferable services. 


[bookmark: _Toc92843541]Recommendation
 The marketing department of Holiday Inn is working for achieving the same goals and objectives. However, its marketing strategy should have more accuracy and be more aim oriented to achieve these goals. The following recommendations can be followed by Holiday Inn.
· Positive economic and legal environment should be used for expanding its activities in new markets It can use market development strategy by acquiring new domestic markets by offering its famous services to the new customers.
· Internal complexities should be reduced and some activities and decision-making processes should be free from its parent company so that quick steps can be taken against any situation.
· It should invest more in research and development to create more differentiation in its services so that newcomers can not make any complexities in case of new entrance in the market. 
· It should also work more on cost reduction to overcome the financial losses caused by the Covid-19 Pandemic and also increase its profit margin that will also help in expanding its activities. 


[bookmark: _Toc92843542]Conclusion
Marketing management always indicates some strategy by which an organization can increase its brand awareness through creating a better customer experience (Gursoy, 2018). However, the organizations should be more careful in some points while taking marketing strategies so that organizational goals and objectives can be achieved properly. Customers and stakeholders should be given more priority while taking any strategy as their future activities. Effects from the internal and external environment of business should also be analyzed properly so that negative effects can be overcome and opportunities can be captured.


[bookmark: _Toc92843543]References
· [bookmark: _Hlk90915125]Abbas, M., Malik, M. and Sarwat, N., 2021. Consequences of job insecurity for hospitality workers amid COVID-19 pandemic: does social support help?. Journal of Hospitality Marketing & Management, 30(8), pp.957-981.
· Baker, M.A. and Magnini, V.P., 2016. The evolution of services marketing, hospitality marketing and building the constituency model for hospitality marketing. International Journal of Contemporary Hospitality Management, 28(8), pp.1510-1534.
· Bowie, D., Buttle, F., Brookes, M. and Mariussen, A., 2016. Hospitality marketing. Routledge.
· Dixit, S.K. ed., 2017. The Routledge handbook of consumer behaviour in hospitality and tourism. Taylor & Francis.
· Dzhandzhugazova, E.A., Blinova, E.A., Orlova, L.N. and Romanova, M.M., 2016. Innovations in hospitality industry. International Journal of Environmental and Science Education, 11(17), pp.10387-10400.
· Ezeh, P.C., 2017. A critical review of market segmentation, target marketing and positioning in hospitality marketing. The Routledge Handbook of Hospitality Marketing, pp.31-40
· Giousmpasoglou, C., Marinakou, E. and Zopiatis, A., 2021. Hospitality managers in turbulent times: the COVID-19 crisis. International Journal of Contemporary Hospitality Management.
· Gursoy, D., 2018. Future of hospitality marketing and management research. Tourism Management Perspectives, 25, pp.185-188.
· Hudson, S. and Hudson, L., 2017. Marketing for tourism, hospitality & events: a global & digital approach. Sage.
· Jiang, Y. and Wen, J., 2020. Effects of COVID-19 on hotel marketing and management: a perspective article. International Journal of Contemporary Hospitality Management.
· Kotler, P., Makens, J.C., Bowen, J.T. and Baloglu, S., 2018. Marketing for hospitality and tourism. Pearson Education.
· Nicolaides, A., 2018. Ethical hospitality marketing, brand-boosting and business sustainability. African Journal of Hospitality, Tourism and Leisure, 7(1), pp.1-12.
9

image1.png




image2.png
Bargaining

Bargaining
power of power of
buyers suppliers

Threat of new ) N
entrants /" Rivalry :

[ among

existing

-

firms /"“
_/

Threat of
substitute
productsor

services




image3.png
adl

%+
& STRENGTH OPPORTUNITIES ©
i THREATS

WEAKNESSES




image4.png
MARKET PRODUCT
PENETRATION DEVELOPMENT

=
S
23
=
@
=
)
2
>
=

MARKET
DEVELOPMENT DIVERSIFICATION





