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Holiday Inn is a global hotel chain with its headquarters located in Atlanta, Georgia. The conglomerate’s aims are to offer a cheap yet unforgettable experience staying at our hotels for your holidays or business trips. The purpose of this marketing plan is to outline strategies to engage the public audience to ensure our marketing strategies and tactics are up-to-date, relevant and eye-catching to the audience. Holiday Inn’s main branding and recognition is its availability and cheap costs, but with the rise of services like Airbnb and its competitors, services that have lower rates than an average hotel room with more services, this brand identity is jeopardised. (talkroute) (Forbes)

[bookmark: _Int_X4tIDjNm][bookmark: _Int_RVoATMjw]The 5 Cs are Company, Customers, Competitors, Collaborators and Climate. In our company, the main strengths we have are our availability, high brand visibility, the range of hotels we offer and the high value our parent company has. Our weaknesses are definitely the high number of competitors that offer the same experience and our struggle to penetrate into smaller, emerging economies.
Our Opportunities for growth are.
· Targeting travellers and people who are looking for a new place to go on holiday to
· Country specific seasonal offers like sales on holidays,
· special events in the area
Our Threats to growth are.
· Declining interest in travel to specific areas due to natural disasters, terror activities, COVID restrictions etc
· Intense competition globally from more local-owned hotels
· Services that allow people to rent out their homes/rooms for money, with lower rates than a hotel room.





Our main customer-base is and has always been families. In recent years, with more jobs and businesses demanding travel to cities/other regions of countries, it has put some focus on businessmen too, but the cheaper pricing,
Our main competitors are smaller, locally owned hotels that have been engrained into the community/area for decades and has a long history with the area, as they will usually have cheaper prices, have a better reputation/rating in the area and will be a lot more popular than a new chain-owned hotel. Referring to the Bowman’s Strategy Clock, Holiday Inn should try leading in the area with Position 3 or 4
Holiday Inn has many collaborators, with different pledges and purposes for them. For example, Unilever has collaborated with Holiday Inn to remove all single-use shampoos, soaps and toiletries by 2030 in return for more sustainable replacements; A B2B Relationship. (Bracknell News)
In a post-coronavirus world, Holiday Inn has to have more extensive measures to ensure that the spread of this virus is kept to as minimal as possible. On top of this, we have to take into consideration the economic situation of the region/country the hotel is located in, or if there are any changes in parliament/leadership with new legislations and regulations
For a marketing mix, we’d have lower prices and larger, grander promotions during special events and holidays; for example, if we were to open a new branch in Mexico City, we’d put this in effect during holidays like Cinco de Mayo and Dias de los Muertos. Many studies have shown how great experiencing a new culture is for the mind and a great, theraputic experiences (jrpass)
SMART target: Expand our business and become successful in more rural, local-based regions of the world, taking advantage of regional specialities, special festivals and occasions that are celebrated in the area, and have locals of the area give their input of what we can do to make the experience feel more authentic?


With these changes in mind, I want to try and remake Holiday Inn’s brand identity to a place that offers a new, unique experience in a different culture for a more affordable price, somewhat mimicking more high-range hotel Six Senses and InterContinental, but at a much more affordable price and a less grandiose experience, being more immersive for tourists. There isn’t a large market for these types of holidays, with hotels in these areas being ones that have been there for decades and even centuries, with history being the biggest attractor for it. This could unlock a whole new customer-base and bring big profits for the company, with these more authentic experiences in rural villages/towns that haven't been affected by heavy tourism. We can expand into a very new, emerging market and get a head start against our competitors. It will be extremely risky, as people may not be interested in it, or the cost being not worth it with the amount of money that will be spent on it, but if done right it will bring us massive profits and make us the frontrunners of a new hotel type.

To accomplish this, I will consult people in the area with great history, like artists, designers, cooks and people who have contributed to the area immensely to give their thoughts on what we can and should do to preserve the culture and land. This helps keep the experience as authentic as possible and keeps the locals in its best interests, not impeding with their lifestyles or using their lives as some sort of tourist attraction itself. Keeping the experience as authentic as possible, without making it feel like you’re at a Zoo and respecting the wishes of the locals should be the first priority.

To promote it, using Holiday Inn’s website and have adverts on platforms like TikTok, YouTube and Instagram to get these new resorts out into the public eye. As well as this, paying some influencers who do travel content and have them come onto the resort and give their opinions would have great resorts. A study done in 2021 shows that 49% of people would buy a product or service if they saw a prominent influencer promoting it (tubefilter).



GANTT chart
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We can measure our success by, most obviously, profits and how much we’ve gained with these experiences, as well as online talk on travel forums, TikTok videos about the experience, reviews from travel bloggers.

In Conclusion, I believe that just having Holiday Inn’s image being the ‘low-cost family holiday’ is outdated by today’s standards, and to develop it offering an ‘authentic experience with other unique cultures’ would be a great selling point and bring Holiday Inn a lot of revenue and make Holiday Inn a bigger name, with an extremely unique experience that is offered. This will be a very risky business venture, but if done well will change Holiday Inn’s image and reputation for the better.
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