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Introduction
The main aim of the Holiday Inn marketing strategy is to increase its brand awareness and customer loyalty by targeted campaigns, enhancing customer experience, and innovative strategies to be innovative than the competitors. The company offers value by providing excellent customer services, comfortable and convenient stay, and differentiation by the amenities and sustainability commitment. The products and services of the Holiday Inn includes rooms, fitness centers, free WiFi, bars, and restaurants to provide value to the customers through pricing strategy to attract potential customers from vast range of competition market. The major goal of Holiday Inn is to increase the growth revenue and market share with maintaining the reputation of the quality and customer satisfaction. 
[bookmark: _4i7ojhp][bookmark: _Toc129377708][bookmark: _Toc129377950]Situation analysis 
[bookmark: _Toc129377709][bookmark: _Toc129377951]The 5 Cs of the Holiday Inn hotel business in the UK 
[bookmark: _2xcytpi][bookmark: _Toc129377710][bookmark: _Toc129377952]Company
Strengths
1. Excellent advertisement through high brand recall and recognition.
2. 1200 hotel outlets across the world.
3. Entrants into the new and vast market internationally (Kumar, 2021). 
Weaknesses
1. Striving to enter into the emerging economies.
2. Limited market share.
Opportunities
1. Travelers are consistently looking for new destination. 
2. Special seasonal offers by countries. 
Threats
1. Affecting hotel rates by the increased cost of operational activities.
2. Natural disasters decrease the tourism industry approach.  
3. Competition from other renowned and established hotels (Joshi, 2021). 
[bookmark: _1ci93xb][bookmark: _Toc129377711][bookmark: _Toc129377953]Customers
[bookmark: _3whwml4]A global hotel brand of Holiday Inn offers a high range of facilities and services for the leisure and business travelers. The segmentation includes target market and customer experience in the hotel marketing strategies. 
[image: ]
The target market of the hotel of Holiday Inn includes leisure and business travelers to pursue the comfortable accommodations. The hotel offers a wide range of hotel types, resorts, select-services hotels, and full-services by the hotel. The hotel facilitates their customers with different amenities and cater services to provide specific requirements and offers. In full-hotel service, the hotel offers upscale experience with restaurants, bars, and other convenient and groomed facilities. The hotel provides better facilities to luxurious vacation with pools, recreational activities, and other services like spa and fun places (Rainanto et al., 2021). 
[bookmark: _Toc129377712][bookmark: _Toc129377954]Competitors
[bookmark: _Toc129377713][bookmark: _Toc129377955]Position 
[bookmark: _2bn6wsx]The marketing segmentation of Holiday Inn emphasized on the customer value preposition by offering competitive prices with full and advance range of facilities and amenities. The main aim of the hotel is to provide exceptional services to its customers and welcome their guest with friendly environment and affordable but quality services. 
[bookmark: _Toc129377714][bookmark: _Toc129377956]Strategy clock
The main strategy clock of Holiday Inn position towards the moderate and low income customers and emphasized on offering consistent and reliable hotel experience with value and quality features in the hotel company of Holiday Inn. This strategy help and assist the company to identify the hotel budgeting and offering competitive prices with a wide range of services and amenities (Sigalingging and Leiwakabessy, 2021). 
[bookmark: _Toc129377715][bookmark: _Toc129377957]Collaborators
Numerous collaborations can be beneficial for Holiday Inn as B2B relationship, Franchises Holiday Inn businesses, and other partnership to explore and expand the business in other sectors as hotel industry is associated with the other sectors of hoteling, tourism, and offers many of the services to the customers and leverage the expertise by the collaboration of franchise partnership (Koney, 2019). 
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[bookmark: _qsh70q][bookmark: _Toc129377716][bookmark: _Toc129377958]Climate
Political: Many of the business operations can leads to the instability and uncertain situations and disrupt operations. 
Economic: Many of the economic disparity leads to decrease in the exchange rates, inflation, and increase interest rates. 
Sociocultural: With the perception of new and advanced technology of internet, the perception of customers has also changed as regarding wellness and fitness of the products and services. 
Technological: Some of the technology leads to mobile apps, digital checking system, and book with online platforms (Unurlu, 2019). 
Legal: Different regulations with respect to the countries varies and differs as it impact he overall business operations. 
Environmental: In the business operations, many of the sustainable practices have been considered as energy efficient lighting as well as water conservation measurements to decrease the environmental impact (Devi and Sardiana, 2021). 
[bookmark: _3as4poj][bookmark: _Toc129377717][bookmark: _Toc129377959]Objectives of the hotel business of Holiday Inn in the UK
UK based hotel named Hoilday Inn marketing plan and strategy to increase the brand awareness and loyalty of customers to subsequently increase the customer services quality. 
· Increase the conservation rate by 25% by the installation of website in Q2 of 2023.
· In the end of 2023, increase the non-room services revenue by 37£.
· In the year of 2023, regular booking of the revenue increases by the 10%.
· Increased the new bookings of room and hotel services by 5% at the end of 12 months. 
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[bookmark: _1pxezwc][bookmark: _Toc129377718][bookmark: _Toc129377960]Strategy 
[bookmark: _49x2ik5]The main aim of the Holiday Inn is to value the customers with providing affordable, convenient, and comfortable services to increase the customer experience globally. The hotel provides comfortable and convenient services to their guests as well-equipped room and hotel services at affordable prices except premium services. The focus of the marketing segmentation of Holiday Inn includes different free services of Wifi, Room commodities, digital check-in and out services, and reward programs to increase the loyalty of the customers with special offering and services in the hotel of Holiday Inn. The main aim of the Holiday Inn is to provide affordable but quality services as comfort, convenience, affordability, and improved customer services all are including in the value based services and segmentation of the hotel (Giovannoni, 2020). 
[bookmark: _Toc129377719][bookmark: _Toc129377961]Techniques of the marketing mix (4p’s) of the Holiday Inn 
[bookmark: _2p2csry]The hotel of Holiday Inn marketing mix segmentation includes different tactics and planning to increase the brand awareness and enhance the customer experience with quality services. The marketing mix of Holiday Inn is consists of 4Ps as Price, Product, Promotion, and Place etc. 
Product: The product of the Holiday Inn includes commodities according to the customer’s preference and need. The customers also gained and acquired services by the hotel as well-equipped rooms at affordable prices and different amenities to increase the overall competitive experience of the customers (Purnamayanti, Sudiana and Januariawan, 2021). 
Price: The pricing strategy includes customer’s satisfaction with the quality products but at affordable prices as company segmented to gain revenue as well as customer loyalty. Different rates being offered by the hotel services as per demands and seasonal offers to generate revenue. 
Place: The hotel is located at different locations as including both of direct and indirect channels to utilize websites and mobile apps to make it easy and convenient for the potential customers to book by just clicking on the website services and reserve their rooms before the date of arrivals. The hotel also collaborate with the traveling agencies of Expedia and Booking.com to target wider audience who are travelling for the sake of tourism (Koney, 2019). 
Promotion: The hotel utilizes numerous promotion strategies as advertising by using both online and offline means to target vast range of customers globally. Moreover, the brand of Holiday Inn has been renowned globally so, it also used different online platforms like Facebook, Twitter, and Instagram to engage a wider range of customers by offering different discounts and seasonal packages (Vukosav et al., 2020). 
[bookmark: _Toc129377720][bookmark: _Toc129377962]Action for marketing plan 
[bookmark: _ihv636]It is very crucial to conduct an extensive market research before introducing and implementing any marketing schedule and activities on Gannt chart. It is important to conduct market research as to identify the effective and reliable channels to approach target customers. 
[image: ]
Additionally, marketing channels are informed by the schedule to initiate the market research, past performance of data, and other latest trends to increase the hotel performance and activities efficiency in the competitive market (George 2021). 
[bookmark: _Toc129377721][bookmark: _Toc129377963]Control
There are many types of controlling measuring tools and techniques to assess and identify the success of the marketing plan in the hotel of Hoilday Inn. 
1. Sales analysis: It is the most common and primary control measuring the sales data to compare the result before and after the marketing strategy implementation. The increased in the revenue determine the success and vice versa (Pham, 2020). 
2. Customer feedback: Feedback by the customers help to identify the loopholes and weaknesses and business management can emphasized on that particular area to improve the service. There are different means to collect the feedback as surveys, reviews, and social media platforms to conduct feedback and reviews in the hotel industry of Holiday Inn. 
3. Return on investment (ROI): It measure the return of the marketing investment of the shareholders and if the ROI is positive and increased the interest rate will be minimum and company can increase the profit margin and this strategy can help to estimate the marketing plan to continue it or abort it (Rijal and Bhusal, 2019). 
[bookmark: _32hioqz][bookmark: _Toc129377722][bookmark: _Toc129377964]Conclusion
UK based hotel named Holiday Inn marketing plan and strategy to increase the brand awareness and loyalty of customers to subsequently increase the customer loyalty. Numerous collaborations can be beneficial for Holiday Inn as B2B relationship, Franchises Holiday Inn businesses, and other partnership to explore and expand the business in other sectors. The marketing mix of Holiday Inn is consists of 4Ps as Price, Product, Promotion, and Place etc. the overall goal of the Holiday Inn is to approach vast range of customers with intrusion into the emerging economies to increase the revenue and market share value along with maintaining of the quality service and customer experience at the hotel stay (Czinkota et al., 2021). 
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[bookmark: _Toc129377967]Appendix 2: Bowman’s strategy clock 
The main and primary aim of the Holiday Inn is to provide quality services at affordable prices to accommodate the target customers with wide range of the products and services. This strategy put brand on the clock strategy of emphasizing and increment on the perceived value but at affordable prices. Although, hotel Holiday Inn strategy is distinct from other renowned and premium hotel services as it value their customers by providing a wide range of amenities and services to increase customer satisfaction and build loyalty of customers. The amenities of the Holiday Inn includes high speed free internet connection, reward system, free breakfast, and other facilities like spa, sports and fitness club to increase the experience of the targeted customers. All these value based services increase the customer satisfaction and hotel management also offers middle clock strategy. Moreover, the brand imaging of the company of Holiday Inn also emphasized and focus on the reputation and reliability and consistency to contribute in the perceived value of quality services and hotel is placed in the upper scales globally with the affordable pricing strategy but still is below the point of premium services as it leads to increase in the middle income target customers. 
[bookmark: _Toc129377725][bookmark: _Toc129377968]Appendix 3: Pestle Analysis
[bookmark: _Toc68301339]POLITICAL FACTORS
Each and every business depends on the government policies as to continue the health, safety, and atmosphere of the employee’s working culture. The holiday Inn is the representative of its employee’s taxation obligation procedures. A tax renovation with the government consent for the low tax rates benefits the company in the hotel industry. 
[bookmark: _Toc68301340]ECONOMIC FACTORS
The business operational activities of Holiday Inn are based at global level. The main priority of the target customers of Holiday Inn includes mostly European, America, and Asian markets. As company of Holiday Inn reported a serious loss in revenue over the pandemic situation globally. 
[bookmark: _Toc68301341]SOCIAL FACTORS
The hotel always has the extra rooms available during seasons as to build customer loyalty. During peak-seasons, pre-booking help customers to avail the services on time. In India, Holiday Inn branch has opened on the highway of Chandigarh. 
[bookmark: _Toc68301342]TECHNOLOGICAL FACTORS
Holiday Inn has high technology system installed as mobile app and website for its customers to avail the services over the phone. Moreover, the company of Holiday Inn also promote up-to-date technology services as SWOT and PESTLE analysis tool is used to determine and evaluate the weakness and amend these and convert them onto strengths. 
[bookmark: _Toc68301343]ENVIRONMENTAL FACTORS
The hotel major successful approach is the regulation of environment and atmosphere with the business operational activities. The hotel satisfy the need and demand of their customers with pleasant and green environment. 
[bookmark: _Toc68301344]LEGAL FACTORS
In 20th century, with the increase invasion of technology leads to the striving situation of the customers with the increase in the crime rate. The location of the Holiday Inn is safe and protected with advance security system. The food and drinks are also on standards of food safety and ensures calorie mentioned for health conscious customers. 
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INTRODUCTION

* UK based Holiday Inn Marketing sirategy is focused on the brand awareness and loyalty with
targeted campaigns, increasing customer experence, and differentiating from competitors.

* The hotel provides value propositionto their potential customers with comfortable and
convenient stay at the hotel along with exceptional services, and differentiated and supported
by numerous high value services, and sustainability approach.

* The marketing mix includes different sector s filness center, comforfable rooms, bars and on-
site restaurants and ofher facilties as WiFi, pricing distributionstrategy, mixed promofional
strategies, and personal selling inthe Hotel Holiday Inn (Stoyanova, 2021).

* To increase the revenue and market share i the competitive market is the main objective of
the hotel Inn 10 increase the customer satisfaction and qualiy.
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CUSTOMERS: SEGMENTATION AND TARGETING/
CUSTOMER PROFILE'S'

1 Business travelers: amenifies are provided by the hotel management as
business centers, meeting rooms, and high internet speed for business.
traveling.

2.Family travelers: the hotel offers friendly services of children's activities,
swimming pool, and spacious rooms.

3.Leisure travelers: for luxurious clients, the Hotel Inn provides services of
fitness centers, attractive places, and spa services to increase the level of
experience.

4 Budget-conscious travelers: the Hotel Inn targets budgetary
services to afford rooms and other promotional incentives to af
potential clients (Koney, 2019).
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OBJECTIVES OF THE HOTEL BUSINESS OF HOLIDAY INN IN
THE UK

* In UK, the main objective of the Holiday Inn is o increase the brand awareness and loyalty of
the potential customers i promofional campaigns and other adverising activities on social
media and email- markefing fo facilitate customers with new seasonal offers and packages
(Cainkota et al, 2021).

* InQ2 of 2023, increase the conversion rate on website by 25%.

To increaze revenue of non-room services by £37 by the end of 2023.

* Regular bookings revenue increase by 10% by the year of 2023.

* With an increased in 5% of the new bookings by the next 12 monhs.
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THE STRATEGIES OF THE BUSINESS WITH CREATING VALUE
POSITION

* The main im of the Holiday In s o faciltate the cuitomers wih the lodging experience and ar
reasonablo prices.

* The hotel focus on the cretion of the friendly and comfortable atmosphare fo make their guests
feol at home.

* The hotel is an attractive option for the customers with the leisure and business travelers (Rial and
Bhusal, 2019).

* The holiday Innis frequently improviing the Guest experience. The latest room desigrs, mobile
check in updates, and fhe use of fechnology fo modernize the guest experience.

The hotel management invest in the employees trining and development of the gus
faciitate the customers with highest lavel of servicas i the Hotel Holiday lon.
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LINKING ITS VALUE PROPOSITION TO ITS
CUSTOMER SEGMENTS

* The business segmentation of holiday Inn targets both business and luxurious travelers
as fo affract both high and low income customers fo gef comfortable and convenient
lodging.

The hotel is consistent fo provide  reliable experience, with a focus on comfort,
innovation, and convenience efe.

The hotel comfortable rooms, affordable rates, and convenient locations all are
attractive and striking amenities for the targeted customers (Pham, 2020).

The branches of the Holiday Inn are located near populated and tourists location 1o
become a better choice for the business fravelers.
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TECHNIQUES OF THE MARKETING MIX (4P’S) OF THE

HOLIDAY INN

PLACE

+ The ocations of the Hoiday In strategically
located in both suburban and urban areasto
make it convenient for ravelers,

« The company has the strong online presence
10 book rooms and reserve the booking easly.
(Vukosav etal, 2020).

PROMOTION

* The promotionsirategy of Holiday Innconsssof
trodiionalmix and digital markefing channels.
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