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Introduction 
The main purpose of developing a marketing plan for the Holiday Inn is to identify the potential issues and marketing opportunities, which would significantly help in obtaining a new customer base and increasing the sales of the Holiday Inn. Therefore, to develop an effective market plan the overall micro and macro environment of the Holiday Inn has been analysed. Within this report, several tools, and models such as SWOT, STP, and PESTLE have been utilized to examine the 5Cs of Holiday Inn. The objective and the strategy of the developed marketing plan have also been discussed. The business tactics of the company have been analysed using the 4ps framework. Lastly, to view the actions of the Holiday Inn, the Gantt chart of their marketing activities has been developed. 


Situation Analysis
Company: SWOT analysis of Holiday Inn
	Strength
	Weakness

	1. High brand value due to their global reach
2. Excellent customer satisfaction rate
3. Wide range of service 
	1. Poor digital security
2. Lack of hygiene standards 
3. Substantial number of competitors such as Marriott and Hyatt (Similar Web, 2023)

	Opportunity
	Threat

	1. With the help of a huge customer base, it can grow their business.
2. Location specific seasonal offers can increase their sales volume (Rafahat, 2022). 

 
	1. The increasing cost of operations 
2. The decline in customers base due to global level distribution such as covid and inflation


 


Situation Analysis-Gender and Age Distribution
 
According to Similar Web, HolidayInn.com is 51.41% Male and 48.59% Female. (February, 2023)
[image: ]
Traffic-Engagement HolidayInn.com
 Based on Similar Web the highest traffic on their website in the last 3 months was in February with 499.3K and average per visit with 1 minute and 20 seconds. (February, 2023)
[image: ]
Customers: Segmentation and Targeting
Segmentation: The holiday Inn has segmented its customer base based on its geographical location because it operates in more than 100 nations (Khare, 2019). Therefore, they also provide “location-specific seasonal offers” to increase their customer base.   
Targeting: Based on the marketing strategy of Holiday In, the company's target customers are business travellers and travel groups because they are the most travelling customers within the travel industry.  
 










Competitors: Perceptual positioning map
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 Competitors’ perceptual map 
 Collaborators: B2B Relationships, Partnerships and Franchises of Holiday Inn.
 Since the Holiday Inn is the subgroup of the IGH hotels and resorts therefore any collaboration developed by the IHG hotels can be considered a collaboration of the Holiday Inn. Recently in 2019, the firm collaborated with the consumer goods company known as Unilever plc to improve their services for the offering of consumer goods products (Pasko, 2019). To enhance the growth and the operations of their business the Holiday inn has announced the partnership with “Sword & Plough and Perfect 10”. (Facebook,2023)
 
Climate: PESTLE analysis of Holiday Inn
Political: The changes in the exchange rate of the host country due to the political instability can impact the business of Holiday Inn. The UK exit from Brexit has also significantly impacted the operations of the Holiday Inn.
Economical: The inflation rate of the UK has increased by 9.2% in just 12 months therefore this economic downturn can impact the business of Holiday Inn. (Edward, 2023) The pandemic of covid-19 has also impacted the economic capability of the Holiday Inn. 
Social: Since the company was accused of not maintaining hygiene practices within their services this type of social factor can significantly impact the business of Holiday Inn socially. (BBC, 2023) 
Technological: Since the company is much more concerned about the importance of technological advancement in its operations, they have adopted many technological software and tools which would enhance its performance and productivity (George, 2021). 
Environmental: The Company is profoundly serious about its sustainability practice and approach therefore the company has introduced the “Green Engage system” program which would focus on the reduction of harmful substances in the planet's environment. (HolidayInnexpresstomballtx, 2015)
Legal: Several laws such as data protection law, employment law and discrimination law are the main legal factors which can impact the performance of the Holiday Inn. 
 Objectives
The main aim of the developed marketing plan is to identify a suitable marketing plan which would enhance the sales and reach of the Holiday Inn.
Objectives of the Holiday Inn based on their aims
1. To grow the market reach of the company
2. To enhance the profitability
3. To increase the customer base 

Strategy
The basic value proposition that Holiday Inn offers to their customers are room service, fitness centre, lounge area, swimming pool, free access to the internet and many more. However, they also provide some unique values such as on-site business and meeting facilities, free meals and stay for the kids and kids’ suite room in every hotel. Therefore, this above-mentioned unique “value proposition” is so unique that it can help the Holiday Inn in differentiating itself from its rivals. The unique services offered by the Holiday Inn will be delivered in as effective and efficient a manner as possible (Tannir, 2022). Based on the STP of the Holiday Inn, their main targeted customers are on-site business facilities and meetings for their customers because of their clients are business professionals. (Jilbee, 2022) Therefore, this unique value proposition can help the organization establish a stronger positioning than its competitors.   
Tactics
Marketing mix of Holiday Inn
Product: Since the Holiday Inn is a multinational company who has a business presence in more than 100 nations worldwide, they offer diverse services such as “flooding, accommodation, entertainment and more”. In almost every destination of the globe, the company offers boardrooms with spacious washrooms. The room allotted to their customer is integrated with all the modern amenities like “AC, refrigerator, telephones, free internet and many more”. (Holiday Inn, 2023) 
Place: Almost every property owned by the Holiday Inn is situated in the best location of the major cities around the world. The Holiday Inn has lots of beach and ski resorts and hotels which gives them more opportunity to expand their reach in adventure tourism (Ardiansyah, 2022). Since the Holiday Inn has a presence all over the world, their customers can locate their location through the help of their excellent web page or via the internet.  
Price: The Holiday Inn focuses on competitive pricing within their area of operations because through this way they can remain competitive in the market. Based on the review of the Holiday Inn customer it has been found that there are a variety of pricing rates based on the requirements of their customers and they even provide location-based special offers. Mostly the pricing of the Holiday Inn can be found on their online websites. (Holiday Inn, 2023) 
Promotion: The promotional activities and the campaign of the Holiday Inn is mostly conducted with the help of digital technologies such as social media marketing and email marketing because it is very cost-effective, and it has a global reach (George, 2021). Therefore, to further enhance its promotional strategy the Holiday Inn utilized the “communication mix” promotional strategy. 






Actions

Gantt Chart of the marketing plan
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Control
The success of the Holiday Inn marketing plan will be based on the amount of new customer engagement, enhancement of their brand value and increase in their profits. After the successful implementation of the developed marketing plan, if the customer base of the Holiday Inn increases then it can be stated that the marketing plan has been successful in improving the performance of the organization (Gede, 2022). Moreover, the increase in customer base will increase the profit and the brand value of the Holiday Inn. 
Conclusion
The Holiday Inn is an international hotel brand which operates in more than 100 countries worldwide. Therefore, the development of a suitable marketing plan would be very necessary for the Holiday Inn to enhance its performance and productivity. Based on the newly developed market plan of the Holiday Inn there were some major challenges such as a lack of knowledge about the market and ineffective budget allocation. Therefore, to reduce these challenges the management of the Holiday Inn can improve their research techniques which would give them more information and knowledge about the market and to reduce improper budget allocation the firm has to work more with their financial officers.  
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