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[bookmark: _Toc107584419][bookmark: _Toc107754070]Introduction
Atlanta-based InterContinental Hotels Group operates the Holiday Inn chain, which is a subset of the company's larger Holiday Inn International brand. When it first started as a US motel chain, it has since evolved to be a worldwide lodging powerhouse, with 1,173 operating locations and more than 214,000 rentable rooms. America, Europe, Africa, and the Asia-Pacific nations are its primary markets. In this meeting, we'll talk about how to promote this property. The marketing mix, microenvironment, and macroenvironment analysis are included in the marketing strategy. I'll also talk about how hotels like The Hotel Inn may benefit from digital marketing strategies. My character is the Hotel Inn's Senior Marketing Director. In that manner, I'm putting out a promotional strategy for this hotel.


[bookmark: _Toc107754071]The Marketing Mix.

Product

[bookmark: _Hlk107755257]Food, housing, conferences, meetings, timeshares, and other services are all part of what Hotel Inn offers. Hotel Inn has a slew of rivals(Išoraitė, 2016). When comparing its goods and services to those of the competition, the hotel should be aware of the quality of the competing offerings. It may look at bringing additional items to market.

Price

Customers' willingness to pay for a product is known as its price. The hotel should set the pricing based on their expenses, profit margins, and other factors(Khan, 2014). Additionally, a company's ability to set its prices is aided by looking at what its rivals are charging for similar goods and services.

Place

Products and services should be offered for purchase or sale at the right location. Online sales of hotel services are not an option for that firm(Išoraitė, 2016). The hotel services must be purchased or purchased in person by customers. In certain cases, a location may help a firm rise quickly.

Promotion

Promoting a company's goods or services is a good way to connect with customers. The firm is well-versed in the demands of its customers, as well as the pricing. Profit margins may be increased by promoting the business(Khan, 2014). Promotion is being done online rather than in person. Social networking platforms aid in building a consumer base.


[bookmark: _Toc107754072]Aspects of the Business Environment (Micro)

The hotel industry is susceptible to a wide range of micro-environmental influences. Customers, rivals, organizations, marketplaces, suppliers, middlemen, etc. are all examples of these stakeholders. In the following, we examine Hotel Inn's advantages and disadvantages as well as its potential and potential dangers.

[bookmark: _Toc107754073]The Hotel Inn's SWOT analysis

Hotel Inn's advantages include providing a safe place to stay when traveling, boosting the local economy, creating employment, and generating a better profit margin than other lodging options. A company's strengths assist it to outperform its rivals in its industry. Inns have several drawbacks, including expensive prices and high startup expenses, unfavorable tax rates in various countries, seasonal business, and competition from other inns, among others. For example, Hotel Inn may make use of their capabilities, such as employing technology in hotels, identifying new important customer categories, establishing new service offerings, and so on. In addition to these, Hotel Inn faces several dangers(Helmsand Nixon, 2010). Hospitality services, the economy, and the Covid-19 epidemic are all risks to the Hotel Inn's economic model and its ability to attract new customers. These might harm the hotel industry in recent years. As Hotel Inn operates in a wide range of places, it must strengthen its position in both the local and worldwide markets. Hotel Inn should make use of its capabilities to find new avenues for growth in the hotel industry.


[bookmark: _Toc107754074]The World of Marketing (Macro)

[bookmark: _Toc107754075]The PESTEL Analysis

The hotel industry is susceptible to a wide range of macro-environmental influences. Macro variables include, but are not limited to, political, economic, social, technical, environmental, and legal aspects. The government's travel limitations, a higher corporation tax rate, and voter anxiety during presidential elections are all examples of political influences(Yüksel, 2012). Economic considerations include more investment, a stronger currency, and the significance of economic cycles. Technology is influencing the hotel industry in several ways, including new technology, the rapid dissemination of news on the internet, the impact of online reviews, and the need for hotels to stay competitive(Gregoric,2014). Airline firms have a hard time booking rooms at certain hotels because of sociological issues. Various legal considerations, such as crime rates in various nations, inappropriate regulations, and increased tax rates have a negative influence on the hotel industry.

[bookmark: _Toc107754076]Positive Changes in the Company's Marketing Plan

For example, Hotel Inn's global advertising approach has helped to expand the company's consumer base to new areas throughout the globe(Westwood, 2013). With the right marketing approach, it can outperform its rivals in the same industry.

[bookmark: _Toc107754077]Negative Effects on its Marketing Plan

The related hotel industry is negatively affected by marketing strategy. There are various ways in which a company's marketing strategy might be contentious since it strives to rise above the competition. Competitors may start talking about their terrible things in the marketplace.


[bookmark: _Toc107754078]Building Customer Satisfaction and Loyalty

[bookmark: _Hlk107755508]The value of a hotel may be created in a variety of ways. Increasing client value may be achieved through providing better services, obtaining customer feedback, focusing on their services, valuing quality over pricing, and recognizing strengths over rivals. The hotel's ability to attract new clients will be aided by the production of customer value. In light of its present offerings, Hotel Inn should expand its offerings to include tourists from both local and foreign locations(Westwood, 2013). Marketing online or offline may be used by the hotel to increase the number of visitors it attracts. All of the hotel's amenities, as well as its characteristics, should be made clear to guests. Then, they'll go to the hotel to use its facilities. It is possible to categorize marketing channels as follows: The hotel should choose the 'producer to consumer' marketing channel among the others. The hotel may use this marketing channel to interact directly with its guests. Then, the hotel will be able to better understand its service based on client feedback, demand, and other factors. A hotel can raise its customer value, boost its efficiency and effectiveness, build a new client base, and so on.




[bookmark: _Toc107754079]Digital Marketing Executed Correctly

Digital marketing may be used by a hotel. All of the company's online channels may be managed by a digital marketing or social media manager. Online channels are being used to carry out marketing instead of the more traditional offline ones. Customers are increasingly utilizing social media platforms to research and compare items and services they are interested in purchasing or acquiring. As a business, you should take advantage of this opportunity(Reed, 2014). An internet-based social media manager may effortlessly oversee all of Hotel Inn's social media accounts. Then, it will be a cinch to find new customers on Facebook and other social media platforms.

Potential clients should be able to see the quality of the hotel's goods and services by following them on social media. If the hotel wants to draw in a new client, it will need to provide a variety of special deals to compete with others. With the use of social media, the hotel may promote the high quality of its products and services, as well as its unique features and amenities, to draw in new guests and increase revenue.


[bookmark: _Toc107754080]Conclusion

I planned Hotel Inn's promotion. Hotel Inn's product mix is explored. As Hotel Inn's Senior Marketing Executive, I've devised a marketing approach to boost its market position. This approach will gain market share over time. It will evaluate six macroenvironmental elements. This hotel's strengths, weaknesses, opportunities, and dangers are also analyzed to identify micro aspects that affect hotel business in the worldwide market. The hotel's digital marketing plan includes employing a social media management tool. If the hotel uses this marketing strategy correctly, it may increase its profit margin. I urge Hotel Inn use marketing and digital pros for promotion.
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