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Introduction 
This hotel in particular among hotel chains, Holiday Inn Birmingham Airport is a well-known brand. The American hotel company InterContinental Hotel Group founded it in 1942, and it has since grown to become one of the largest hotel chains in the United Kingdom. Holiday Inn has a long history of adapting to new business circumstances and changing (Decker, 2011). The United Kingdom now has 1173 hotels with a total of 214000 rooms, with more planned.
Holiday Inn Birmingham Airport 
Holiday Inn Resorts provides the industry's highest-quality, most sought-after offerings. These resorts are not only located in prominent tourist destinations, but they also offer a wide range of intriguing recreational options, such as swimming pools and theatrical performances. 
New Idea 
Holiday Inn Birmingham Airport most current H4' guest rooms were designed with flexibility in mind. However, new ideas can be proposed, and the items will benefit. Incorporating the Internet of Things (IoT) into resort management could lead to better guest rooms (De Pelsmacker et al., 2018). This concept has the potential to benefit all Holiday Inn facilities significantly. Implementing IoT throughout the organization will increase efficiency in a variety of areas, including order processing, room service, bookings, customer satisfaction, market share, and income. 
Micro Analysis
[bookmark: 2a._Holiday_Inn_Competitor-Marriott][bookmark: _bookmark6] Holiday Inn Birmingham Airport Competitor-Marriott
The Marriott Hotel, a prominent Holiday Inn competitor, is frequently regarded as the industry standard bearer. Everyone has a lot of room to improve their understanding of Marriott (Ferrell et al., 2021).
In this post, we'll compare Marriott's benefits and drawbacks to the Holiday Inn, Holiday Inn Resort, and its H4' guest rooms. 

[bookmark: _GoBack]Strength
· Due to its cutting-edge architecture, Marriott ranks as the twenty-first most innovative nation in the world. With this new improvement, hotel visitors may relax and enjoy themselves without ever having to take out their wallets.
· When planning a trip, many of our guests have stayed with us before and wouldn't dream of going anywhere else. The company runs the largest loyalty program of its kind in the industry.
· Since 1992, Fortune Magazine has recognized Marriott as one of the top 500 corporations, and the hotel's stellar reputation has helped it rise to the 151st position this year.
· A major online marketplace, is one of Marriott's many prestigious business partners. Millions of customers can now reserve items immediately through different websites.
Weaknesses
· The hotel was fined $600,000 after a customer claimed that they couldn't use Marriott's WiFi owing to security concerns.
· In 2018, hackers compromised visitor reservation databases, stealing the personal information of around 500 million people. Phone numbers, addresses, passport numbers, and other information were included.
· Only Marriott guests were allowed to stay aboard the ship after Hurricane Irma slammed St. Thomas in 2017, while the rest of the passengers were evacuated.
· The hotel chain mostly targets corporate travelers rather than vacationing families. Ignoring the Millennial generation, the next generation of consumers, is a tremendous mistake.
[bookmark: Strength][bookmark: _bookmark18]SWOT Analysis of holiday Inn Birmingham Airport on Customers Reviews Strength
Proficient and knowledgeable staff.
· Employs a year-round curriculum of educational and training opportunities for its worker
· Holiday Inn's operations and supply chain are more streamlined than ever thanks to the hotel's partnerships with a wide range of technology providers (Biroscak et al., 2018).
· A very high degree of client satisfaction has been reached.
· The 2015 year mark for a comprehensive renovation.
· Constant innovation leading to market success.
Weakness
· Market shares are limited
· A lot of competition in the market.
· The company hasWeak technological integration in comparison to its competitors
· Slow elevators
· Low WiFi speeds
Opportunities
· Tourism is growing more popular.
· Put a distinctive spin on the regular vacation for your clientele.
· Seasonal pricing and package upgrades should be available.
· Technology Advancement
· Update the elevator.
Threats
· The rising price of operations
· A lot of money
· The decline in tourist numbers
· Heightened competition
· Negative growth trends
Macro Analysis
[bookmark: a._PESTEL_Analysis][bookmark: _bookmark23]PESTEL Analysis
The state has strict regulations in place for hotels. For example, if the government abolished all tourism, the hotel industry would suffer greatly. The economic, social, and political environments in which Holiday Inn works provide significant, systemic problems. In general, the corporation is conducted in accordance with the principles of private ownership. Holiday Inn does not address employment regulations, worker protection, or environmental issues directly in its strategy and policy plans because they are all overseen by external bodies. To achieve success in local and international markets, the corporation has expanded its global reach through close partnership with political powers. Management's unwavering dedication to their employees' growth has paid off handsomely, giving the company a significant competitive advantage. As a result, the squad constantly outperforms its competitors. Holiday Inn has consistently provided exceptional service because they go above and beyond for their customers. However, tourism has grown steadily over the years, and its massive global development is a direct outcome of the world's growing prosperity. 
[bookmark: Opportunities][bookmark: _bookmark25]PESTEL Influencing Opportunities and Threats 
Opportunities
· The government's influence is felt throughout the hospitality business.
· When the government handles tax collection, hotel owners have to pay less in taxes.
· The currency's stability is a plus, and the long-term returns on the country's large investments appear optimistic.
· Hotels in the vicinity may purchase guest-focused resorts to increase revenue.
· The introduction of social media as a marketing tool has resulted in increased revenue, changing customer preferences, and easier access to news.
· A blog can help a hotel's reputation and encourage two-way interaction with customers.
· The "truth in menu legislation" and "innkeeper law security" are intended to ensure that tourists are provided food that is both healthful and high in calories.
· The weather plays an important part in determining rates and amenities that will make the customer feel at ease.
Threats
· The hotel business in the United Kingdom is sensitive to travel restrictions.
· The presidential election is the single most important factor influencing business. With new changes from the administration, rapid industrial development is feasible.
· The hotel business in vulnerable to broader economic factors such as unemployment, growth, and currency depreciation.
· The modern day is confronted with an ever-increasing social media marketing challenge.
· The area crime rate may have a substantial impact on the hotel's client response.

Strengths to Negate Threat and Weakness
· Holiday Inn has the best training program since it invests in all levels of its workers. Holiday Inn has a particular advantage over its competitors due to the excellent level of services perceived and valued by its clients.
· Despite its limited market share, consumers place a high value on the brand, providing it a good reputation and allowing it to compete with other companies.
· Due to the hotel's inferior technology in comparison to the competition, the redesign is one of a kind, providing a one-of-a-kind experience to visitors, and travelers and customers are less concerned about the higher prices.
· Holiday Inn has control over inventory management, which contributes to higher operational costs, but the tagline "satisfy the customer in real time" is the driving force behind it.
Marketing Strategy
Many businesses are attempting to improve brand recognition and client loyalty. People can learn more about a subject at the right time and in the right location if they choose the proper channel. Despite the unquestionable success of time-tested advertising methods of yesteryear, modern marketers face a more challenging and delicate job than ever before. The first step in Hospitality Inn's expansion into the hospitality industry was a $1 million advertising campaign called "Look Again.
Hospitality Inn resort (S, T, D, and P)
The bulk of shoppers were middle- and upper-middle-class individuals who could afford to take holidays and purchase gifts for their loved ones (Holder, 2019). The purpose of the Hospitality Inn Resort positioning campaign is to get people thinking about the resort as a vacation destination and day trip destination. The primary difference is that it caters to people who wish to organize a weekend getaway with their loved ones by providing everything from unique activities to pool parties in magnificent resort settings. The advertising for Holiday Inn stresses the hotel's originality, accessibility to popular activities, and low prices. The hotel offers vacation packages that contain everything you need at a low cost.
 
Recommendation
To break into this market sector, the firm must first do rigorous, methodical, and analytical market research (Slade, 2018). A complete structural examination should be created before awarding a franchise and constructing an effective and permeable structure for a resort. If you want the new area to be as effective as possible, I recommend seriously considering structural analysis for consumer behavior patterns. The creation of a system for the smooth inclusion and expansion of technology poses considerable challenges for resorts. Holiday Inn's hallmark amenities should not be forgotten, and should ideally be integrated into the resort's new features to provide guests the best of both worlds. Incorporating features of interactivity and real-time consequences could improve the user experience.
Marketing Mix
[image: ]


Product
 The hotel provides a wide range of services and amenities, including pre-arranged activities. Customers of all types are catered to, from those traveling for business to those on holiday with their families. 
Place
Generally, resorts like to have their hotels positioned in areas with easy access to beaches and parks. The Holiday Inn is conveniently positioned near the city's most popular attractions, giving guests easy access to the area. Customers can easily reserve their desired entertainment in real time via the website.
Promotion
IHG first invested a million dollars on the Look again campaign. Advertisements, campaigns, and package packages in the current era may employ social media to attract clients who may subsequently experience the hotel's exceptional ease of use. 
Price 
Holiday Inn's 2020 pricing of $110 is significantly less than the competition, especially Marriott's 2020 price of $157 (Decker, 2011).  Despite this, the hotel offers a range of services and amenities at a variety of pricing points, including a mid-range entry option, an Holiday Inn, vacation packages, and resort Inn additions (2021). 
Recommendation
Keeping a blog up-to-date is an important part of a hotel's online presence, as it helps to keep customers informed, draws in new ones, and boosts offline marketing efforts by providing greater value at no extra cost. This will include discounts on meals and other amenities, as well as travel deals and promotions for things like spas and swimming pools. Search engine optimization (SEO) content and meta search engines for online searches against every social media and website posts are required. 
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