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[bookmark: _Toc14272]Introduction 
Marketing, a crucial tool in modern business, entails learning about the market and consumer needs, forming profitable connections, developing a customer-driven market strategy, and delivering high-quality products and services. Holiday Inn understands the value of its customers and is working to improve their marketing strategy to further foster those ties. In the present global market, the level of understanding about marketing fundamentals is too high (Ferrell et al., 2021). This research was commissioned by Holiday Inn to assess the company's present state of affairs and recommend potential courses of action. This study will focus on Holiday Inn's SWOT, PEST, Porters five forces analysis, marketing mix, action plan, 5Cs, and initiatives. 
[image: ] 
Figure 1: Holiday Inn logo (tbs, 2022) 
[bookmark: _Toc14273]Situation Analysis 
 
[bookmark: _Toc14274]Company analysis 
 
	• 
• 
• 
• 
 
	Strengths 
 
There are around a thousand and two hundred hotels all over the globe. 
Breaking into international markets Provides a number of hotel options to choose from 
Customer satisfaction is evident from the over 100 million annual room nights sold. 
	 
• 
• 
 
	  Weakness 
Efforts to expand into developing markets continue. 
Large numbers of rivals implies a smaller slice of the market for any one company. 

	• 
• 
	Opportunities 
 
It seems like tourists are always on the lookout for somewhere fresh to visit. 
Specific to each country, seasonal deals 
	• 
• 
 
	Threats 
 
Rising expenses effect hotel prices indirectly. 
Globally recognized and local hotels compete fiercely. 


 
[bookmark: _Toc14275]Customer Analysis 
 
Psychographic Segmentation: Holiday Inn targets more discerning, price-conscious business and leisure customers with its upmarket brand.  
Demographic Segmentation: Holiday Inn competes with Hilton hotels by leveraging the name of itself to create a unique and differentiated customer experience to the elite (Go and Pine, 2015).   
Positioning: Holiday Inn positions its brand by investing in the world's most visited cities and providing effective and customer friendly service. 
[bookmark: _Toc14276]Competitor Analysis 
 
Threats of New Entrants: Holiday Inn faces competition from new entrants who offer lower prices, less costs, and different value propositions to guests. 
Bargaining Power of Suppliers: Strong suppliers in the Services industry negotiate higher pricing with lodging businesses. 
Bargaining Power of Buyers: Buyers are selective. Holiday Inn may fight for prices and agreements with a smaller, stronger customer base. 
Threats of Substitute Products or Services: When a new product meets similar customer needs differently, industry profitability drops (Palmer and Pels, 2005). 
Competitor rivalry: Holiday Inn has competitive atmosphere. Long-term profitability suffers from competition. 
[bookmark: _Toc14277]Collaborators Analysis 
Holiday Inn has several B2B partners, including travel brokers and booking agencies, such as Booking.com, Lastminute.com, Expedia, etc. Additionally, they collaborate with numerous SME and small brands to promote them and foster a sense of community service. They have a variety of global franchises for the benefit of the firm. 
[bookmark: _Toc14278]Climate Analysis 
Political Factors: Holiday Inn faces numerous political risks due to its extensive international operations in the Travel & Leisure industry. 
Economical Factors: Holiday Inn and the hotel industry are subject to inflation, savings, interest, currency rate, and economic cycle (Gregoric, 2014). 
Social Factors: Organizational culture is influenced by the norms and customs of the society in which it operates. Profit at Holiday Inn requires a common mind set (Chernev, 2020) . 
Technological Factors: Businesses of all stripes are feeling the effects of technology. 
Moreover, it affects Holiday Inn in several commercial ways. 
[bookmark: _Toc14279]Objective 
The purpose of marketing plan of Holiday Inn and the SMART target is 
Specific: Holiday Inn hopes to increase the number of people who take use of its excellent hospitality services by attracting new clients and keeping old ones.  
Measurable: Holiday Inn will evaluate the service evaluation form and conduct questionnaires to gauge customer satisfaction and identify areas for service improvement (Jung, 2017). 
Achievable: Satisfying customers may be accomplished by allocating sufficient funds to the necessary renovation and services. 
Relevant: It is important that management evaluate consumer comments and survey findings in order to improve customer happiness. 
Time-bound: After 1 year of enabling customer surveys through questionnaire and customer review form, we expect to see an increase in consumers. 
[bookmark: _Toc14280]Strategy 
Holiday Inn Express is a convenient and affordable alternative for short-term hotel stays for budget-conscious vacationers. "Everything you need, nothing you don't" is the chain's official tagline (Martĺnez-Ros and Orfila-Sintes, 2019). To the average traveller, a Holiday Inn Express is a more upmarket option than other hotels in the same price range.  
Low cost: Offering upgraded service at a lesser price is part of Holiday Inn's costcutting approach. This method provides low cost service in highly expensive areas. 
Availability: With a wide variety of hotels, room types, amenities, and locations to choose from, around the word, Holiday Inn is committed to making its accommodations as flexible as possible for its guests (Chernev, 2020).  
Market Dominance: The dominance of holiday Inn in market conveys its worth to customers. Holiday Inn is a worldwide hospitality industry leader because to its performance, customer preference, and innovation (Campbell and Gibson, 2016). 
[bookmark: _Toc14281]Tactics 
The four P's of the marketing mix—product, pricing, location, and promotion—are central to Holiday Inn's strategy. The following is a synopsis of them. 
Product: Holiday Inn, a global leader in the hotel industry, is committed to providing excellent service to its many customer base segments. In the present day, Holiday Inn's offerings may be broken down into Hotel & Suites, Resorts, Holiday Inn Select, and Holiday Inn Club Vacations (Hiexpress, 2022). Most of the money comes from the fundamental services provided, such as the Holiday Inn hotel and suites. 
Price:  As was previously established, Holiday Inn's clientele spans a wide spectrum of financial levels. Hotels, geographic areas, and individual patrons all have a role in the organization's pricing structure. Holiday Inn's mission is to provide excellent service at reasonable pricing in order to grow its business and satisfy its clients (Goi, 2019). The cost of a service might vary depending on whether or not it is easily accessible, well promoted, well maintained, and so on. 
Place: With 1,173 functional hotels and more than 214,000 available rooms, Holiday Inn has become one of the biggest hotel chains in the world (wikiwand, 2018). Its goal is to locate its facilities in strategically important areas in practically all cities. Their services vary from one another depending on the client's region, cultural background, and specific needs. Holiday Inn also adopted a mix-channel approach to improve management, service, customer attractiveness, and the hotel's overall value offer. 
Promotion: Holiday Inn uses efficient digital platforms to advertise its brand and services to the right people. It has its own website where the high quality of its services, customer preferences, booking system, and other amenities may be shown. 
Furthermore, the company pushes its ads on social media sites like Facebook. 
[bookmark: _Toc14282]Action 
 
	Task 
	January 
2023 
	February 
2023 
	March 
2023 
	April 
2023 
	May 
2023 
	June 
2023 

	Conduct primary market research 
	 
	 
	 
	 
	 
	 

	Segmentation 	of target audience and analyse their characteristics. 
	 
	 
	 
	 
	 
	 

	Determine 	needs 	and 
distribute funds 
	 
	 
	 
	 
	 
	 

	Establish and fully integrate marketing plan. 
	 
	 
	 
	 
	 
	 

	Review of marketing plan 
	 
	 
	 
	 
	 
	 

	Prepare customer satisfaction report 
	 
	 
	 
	 
	 
	 

	Conduct the survey for customer satisfaction 
	 
	 
	 
	 
	 
	 

	Create the report that will be shared on every media of the hotel. 
	 
	 
	 
	 
	 
	 


 
[bookmark: _Toc14283]Control 
The purpose of the marketing strategy created for Holiday Inn is to increase the likelihood of the company gaining new clients. There are factors that should be take into account to guarantee a successful result from plan's execution (Cohen, 2015). The prime concerns of Holiday Inn should be Customer retention rate, revenue, CSAT etc. 
Customer retention rate: Customer retention rate measures how many current customers stay after a specific time. It demonstrates Holiday Inn's service so customers return. 
Revenue: By calculating total revenue the overall success of the new marketing plan can be measured by the increase of profits. 
CSAT: CSAT, or Consumer Satisfaction Score, is a measurement of how satisfied a customer is with a company's service. CSAT data will be used to evaluate how well a firm is running and where it may be enhanced (Jones et al., 2014). 
[bookmark: _Toc14284]Conclusion 
The goal of the marketing strategy was to increase the number of customers for the business. To do this, the team behind the plan conducted extensive research to better understand the industry, the company's customers, and the products or services they were selling.  To reach its current and future goals, Holiday Inn may benefit from the plan's execution and management. 
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Introduction

Marketing, a crucial tool in modern business, entails learning about
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Situation Analysis

Company

Strengths:

Covered almost every big city, Different
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Rising expense, Fierce Competition

Customers

Psychographic Segmentation:

Holiday Inn's premium brand targets
price-conscious business and leisure
consumers.

Demographic Segmentation:

Holiday Inn competes with Hilton hotels
by using its brand to provide an upscale
client experience (Go and Pine, 2015).

Positioning:

Holiday Inn positions its brand by
investing in the world's most visited cities
and offering good service.
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Climate

Political: .
political risks due to its
extensive international
operations (Gregoric, 2014)
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hotel industry are subject
to inflation, savings,
interest, and  economic
cycle

Social:

Organizational culture is
nfluenced by the norms
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SMART Objectives

Specific:

to enhance its client by attracting new customers.
Measurable:

Customer survey by questionnaire and review form.
Achievable:

Customers may be satisfied by investing in
renovations and services (Jung, 2017..

Relevant:

By assess customer feedback to boost customer
satisfaction.

Time-bound:

Analysis of the survey and questionnaire form.





