Marketing Essentials
[image: ]
Marketing Essentials
Topic – Marketing plan Holiday Inn
Student Name: Gabriela Iuliana Giurgiu
Student ID:2240417
                         Lecturer: Gayathri Nadeeshani Senanayake Mudiyanselage
                                 BA International Hotel Management: Level 4







Table of Contents
Introduction	4
Situation Analysis	5
5’C’s	5
Company SWOT analysis	5
Customers Segmentation and Targeting	5
Competitors: Perceptual positioning map	6
Collaborators	7
Climate PESTLE analysis	7
Marketing mix	7
Objective	9
SMART target	9
Startegies	10
Tactics	11
Communication mix	11
Action	13
Control	15
Conclusion	16
References	17
Appendix:	19

Introduction 
The marketing plan is made for marketing the company and make the company’s reach better. The marketing plan for the company will help the company to build more brand awareness in the industry and in all over the country. The marketing plan is being prepared for the Holiday Inn, which is aiming for gathering more customers attention. With the help of the marketing plan the Holiday Inn will be able to drive more customers towards their brand. It will also provide the customers with better customer services and experience. It will also describe the Ansoff’s matrix and segmentation for the company for better understanding of the organisation and making marketing plan for the company.


[bookmark: _Toc135856033]Situation Analysis
[bookmark: _Toc135856034]5’C’s
[bookmark: _Toc135856035]Company SWOT analysis 
	Strength:
The company Holiday Inn is one of the largest hotel chains in the hotel industry, with a great brand recognition (Jobber and Ellis-Chadwick, 2019). 
	Weakness:
Holiday Inn has high number of staff in their organisation as the hotel branch is huge and require huge number of employees, therefore managing every employee gets difficult.

	Opportunity:
Holiday Inn can expand their market and branches in other countries and build their hotel chain in that country.

	Threat: 
Holiday Inn has a high pressure of competition   in hotel industry. The hotel chain always has the pressure of competition from the hotel chain.



[bookmark: _Toc135856036]Customers Segmentation and Targeting
The target market for the Holiday Innis a wide range of vacationers. Families, business travellers, and vacationers of all types enjoy visiting the company's hotels and resorts. The Holiday Inn caters to clients of various ages, genders, and socioeconomic backgrounds. The Holiday Inn provides the clients to with various facilities and competitive price rooms (Buttle et al., 2016). The Holiday Inn advertises the company in social media, advertising in various platforms, email marketing and many more.


[bookmark: _Toc135856037]Competitors: Perceptual positioning map 
The main competitors of Holiday Inn are Marriott International, InterContinental Hotels Group, and AccorHotels.
Positioning:Safe and secure 
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Less branches
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Unsafe and not secured 


[bookmark: _Toc135856038]Collaborators 
In order to market their hotels and resorts, Holiday Inn works with travel agencies. To market its hotels and resorts, Holiday Inn partners with internet travel firms like Expedia and Booking.com.
 In order to provide discounts to its visitors, the Holiday Inn works with vehicle rental agencies (Smith and Zook, 2019). To provide savings to its visitors, the Holiday Inn works with airlines. 
[bookmark: _Toc135856039]Climate PESTLE analysis 
Political factor: The unstable political environment of UK has affected the Hilton Hotel (Martínez-López et al., 2018).
Economical factor: The unstable condition of UK after Brexit has affected Holiday Inn and it revenue.
Social factor: The propels of UK are friendly and social which helped Holiday Inn to attract more customers towards their services.
Technical factor: UK has access to various advanced technology which has helped Holiday Inn to run efficiently.
Legal factor: The UK’s strict guild lines and legal factors puts limitation for Holiday Inn’s certain policies.
Environmental factor: The consistent climate change of UK’s weather can lead to various challenges for Holiday Inn (Kotler et al., 2020).
[bookmark: _Toc135856040]Marketing mix 
Price: Holiday Inn offers a variety of hotels and resorts to appeal to a wide range of travellers.
Price: Holiday Inn offers a variety of price points to appeal to a wide range of travellers.
Place: Holiday Inn has a wide network of hotels and resorts in different countries and regions.
Promotion: Holiday Inn uses a variety of marketing tactics to reach its target audience, including advertising, public relations, and social media marketing (Clow & Baack, 2013).



[bookmark: _Toc135856041]Objective 
[bookmark: _Toc135856042]SMART target
1. To expand its hotel chains internationally by including more 100 hotels in 2 years’ time.  
2. To increase the number revenue of Holiday Inn by increasing the number of direct bookings by 10% in 2 years.
3. To improve the customer service of the company by increase the number of certified in customer service employees by 20% in 1 year.
[bookmark: _Toc135856043]
Startegies
Holiday Inn will open various new hotel branches and chins in new countries for expanding their business. With that the business will also have to identify the potential market for setting their business in a new country (Donthu et al., 2022). Holiday Inn will also need to develop apps and websites for effect booking of the customers. The online booking will increase the number of direct bookings with the company. Holiday Inn will need to improve their hiring criteria’s for hiring more experienced customer service expert. This can be achieved by hire employees having the specific skills. To draw and keep clients, Holiday Inn will need to raise the calibre of its goods and services. Revisions will need to be made to Hilton Hotel's pricing policy. For the business to draw in new clients, discounts or promotions can be necessary (Chaffey and Ellis- Chadwick, 2019). Improvements will need to be made to Hilton Hotel's distribution plan for opening new hotels in other countries. Holiday Innhas applied the Ansoff matrix for developing their services and expanding their market.


[bookmark: _Toc135856044]Tactics
[bookmark: _Toc135856045]Communication mix 
Advertising: Holiday Inn will need to develop various chaplains based on the expansion, developing their apps or websites with efficient booking (Paul and Mas, 2020). The company will also have to advertise for hiring more qualified customer service employees.
Public relation: The company can increase their publics interaction by developing accounts on various social media platforms for better interaction with the customers and replying to their questions.
Sale promotion: Holiday Inn can develop various offer promotion tactics for better sales of the company, with that the campaigns and advertisements will also help the company to achieve the objective.
Direct marketing: Potential consumers can receive email newsletters and direct mail pieces from Holiday Inn that highlight the advantages of making a reservation directly with the business (Ryan, 2016). The business can target potential customers with appropriate advertising via social media and can also attract potential employees.
The Holiday Inn can raise brand awareness by launching advertising campaigns in new markets in print, online, and on television. The business might also release press releases to get media attention for its expansion goals (Kotler et al., 2017). Holiday Inn can boost direct reservations by giving discounts and special deals to clients who make direct reservations with the business. In order to entice people to make direct reservations, the business can also provide more captivating content for social media and email marketing. Holiday Inn can bolster patron involvement by enhancing its customer service. In order to encourage customers to engage with the business, the company can also provide more captivating content for social media and email marketing.
By developing more interesting, shareable content, Holiday Innmay enhance its online presence. The business can communicate with clients on social media and address their queries and issues. By increasing website traffic and raising its website's search engine ranking, Holiday Innmay enhance its Similarweb results (Housden, 2008). The business can achieve this by producing more interesting content, improving the search engine optimisation of its website, and advertising it on social media and other platforms.


[bookmark: _Toc135856046]Action 
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	Training the employees for providing better customer services to the customers 
	
	
	
	
	
	
	
	





[bookmark: _Toc135856047]Control 
The success reached by the company can be measured by how the objective is been achieve by the organisation. As the company will be able to attract new customers with the digital marketing and expanding tactics, which will be measured by the number of customers are interacting in the social media (Ghauri, 2014). With that the success and the positive profits can be measured with the help analysing type of review the company will be getting after launching the new strategies or tactics.


[bookmark: _Toc135856048]Conclusion 
Several global hotel brands like Marriott and InterContinental might offer fierce competition to Hilton Hotel. It can be challenging for Holiday Inn to draw in direct reservations, due to OTAs sometimes offer lower rates than Hilton Hotel. The company might face the lack of employees with the specification require. Holiday Inn can collaborate with regional businesses to assist it in navigating the legal and cultural complexities of entering new markets. Customers of the Holiday Inn are able to provide feedback on their interactions with the business. It is possible to use this input to pinpoint areas where customer service could be enhanced.
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Business objective of Holiday Inn
Slide:
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Notes:
The internationally famous hotel brand called Holiday Inn runs a range of affordable hotels. It belongs to InterContinental Hotels Group (IHG), one of the top hotel chains in the world. For both business and pleasure travellers, Holiday Inn tries to offer cosy and practical lodging. Kemmons Wilson established Holiday Inn in Memphis, Tennessee, United States, in 1952. It began as a wayside motel and swiftly increased its presence throughout the country. With hotels operating in several nations throughout the world, it developed over time into an international brand. With hotels spread across major cities, suburban areas, and well-known tourist attractions worldwide. Holiday Inn has a sizable global footprint providing good customer services. It is well-established throughout the Middle East, Asia-Pacific, Europe, North America and Africa.

Customers Segmentation and Targeting
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Notes:
The target market for the Holiday Innis a wide range of vacationers. Families, business travellers, and vacationers of all types enjoy visiting the company's hotels and resorts. The Holiday Inn caters to clients of various ages, genders, and socioeconomic backgrounds. The Holiday Inn provides the clients to with various facilities and competitive price rooms. The business targets the bugged conscious or resendable prising travellers, who like their competitive pricing rather than high pricing. The Holiday Inn advertises the company in social media, advertising in various platforms, email marketing and many more.



SMART target
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Notes:
1. To expand its hotel chains internationally by including more 100 hotels in 2 years’ time.  
2. To increase the number revenue of Holiday Inn by increasing the number of direct bookings by 10% in 2 years.
3. To improve the customer service of the company by increase the number of certified in customer service employees by 20% in 1 year.


Strategy
Slides:
[image: ]
Notes:
Holiday Inn will open various new hotel branches and chins in new countries for expanding their business. With that the business will also have to identify the potential market for setting their business in a new country. Holiday Inn will also need to develop apps and websites for effect booking of the customers. The online booking will increase the number of direct bookings with the company. Holiday Inn will need to improve their hiring criteria’s for hiring more experienced customer service expert. This can be achieved by hire employees having the specific skills. To draw and keep clients, Holiday Inn will need to raise the calibre of its goods and services.


Tactics
Communication mix 
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Notes:
Advertising: Holiday Inn will need to develop various chaplains based on the expansion, developing their apps or websites with efficient booking. The company will also have to advertise for hiring more qualified customer service employees.
Public relation: The company can increase their publics interaction by developing accounts on various social media platforms for better interaction with the customers and replying to their questions.
Sale promotion: Holiday Inn can develop various offer promotion tactics for better sales of the company, with that the campaigns and advertisements will also help the company to achieve the objective.
Direct marketing: Potential consumers can receive email newsletters and direct mail pieces from Holiday Inn that highlight the advantages of making a reservation directly with the business. The business can target potential customers with appropriate advertising via social media and can also attract potential employees.


Action 
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	2. To increase the number revenue of Holiday Inn by increasing the number of direct bookings by 10% in 2 years.
	
	
	
	
	
	
	
	

	Creating app for booking 
	
	
	
	
	
	
	
	

	Website 
	
	
	
	
	
	
	
	

	3. To improve the customer service of the company by increase the number of certified in customer service employees by 20% in 1 year.
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	Training the employees for providing better customer services to the customers 
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