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[bookmark: _Toc120912112]Introduction
This report is focusing on the activities of Holiday Inn, and a new marketing plan has been made based on different situational analyses. SWOT analysis, competitive analysis, and collaboration-related analysis have been made to understand the situation of the market. Holiday Inn-related information has been gathered to make the new plan more effective. Smart objectives have been prepared to get an idea of the ultimate goal. To achieve this, the marketing mix has been made perfectly to get a more efficient level of success. Finally, a Gantt chart has been prepared to design the structure of activities. After proper implementation, success will be achieved automatically for Holiday Inn.

[bookmark: _Toc120912113]Situation Analysis
Company analysis with SWOT analysis 
· Their efficiency in behaviour with the customer, and the collaboration of employees are the main strength of Holiday Inn. They are receiving constant support from their staff which is why their reputation worldwide including in the UK has spread out. 
· The weakness of Holiday Inn is that they are not acceptable to mid-level or lower-level earners. Their pricing system is too rigid to be acceptable in the market (Dost et al., 2019). So, their value can be preserved while making an impact on the price of their packages. 
· The opportunity of Holiday Inn is their systematic behavior and acceptance in every area. They have more than 1,167 outlets in the global world. They can increase their outlet numbers by making a proper marketing plan (Al Badi, 2018). 
· Vast levels of competitors are available like Sheraton, and Premier Inn which are leading strong positions in the market. So, these are the threats faced by Holiday Inn. If threats will be avoided, success will be attained easily. 
Customer’s analysis 
Holiday Inn has designed its target market based on age, lifestyle, gender, and hobby. So, demographic, psychographic, and geographic segmentation variables are used by them (Housden, 2008). They are looking for people aged 16 to 60 who are passionate about enjoying life, regardless of gender. Their hobby may be to enjoy life until they are alive. 

Competitive analysis 
Bargaining power of competitors, suppliers as well as customers 
Customers can easily switch to any company by avoiding Holiday Inn. They can improve their situation by becoming aware of market demand. They must repeatedly create their perceptual map or they will lose satisfaction from the target mark (Chaffey et al., 2019). 
Perceptual map design
Covid has triggered changes among people in the UK, so Holiday Inn can set up several packages or branches to give them the service that will make positive changes in their mentality. 
Collaboration analysis 
The companies that will collaborate with Holiday Inn are Play Studio and Samha. In German, the vast launch of Holiday Inn is ensured just because of SAMHSA (Housden, 2008). Besides, Holiday Inn runs its business by analysing marketing. They are franchising in every country they can reach; that is the reason they are settled in more than 124 countries with 1,677+ outlets. 
Climate analysis with the PESTLE framework 
· The political climate in the UK is very stable, but the Brexit issue may impact the growth of the tourism sector. Besides, the organisation is impacted by the political factor of having to tie up the bond again. 
· The economical factor of the UK is influencing the growth of the tourism business. The GDP growth was lower at the time of covid but nowadays this is increasing which is making growth for Holiday Inn or any company (Chaffey et al.,2019). 
· The society of the UK is very much fascinated to go out with so they will depend on Holiday Inn for getting relaxation. 
· Holiday Inn has designed its technology to give the best experience to customers as well as to the employee. 
· Holiday Inn designed its structure of working that will ensure the sustainability of the environment is good enough for maintaining environmental factors. 
· Employee law and environmental law are very perfectly maintained by Holiday Inn. So, they will get support from the UK legislation system.

[bookmark: _Toc120912114]Objectives
COVID-19 has made a huge impact on human life. 
· A structured package will be made to give refreshments to family and friends including a unique refreshing journey. 
· Wishing 1 year the total refreshments can be attained by 60% people in the UK. 
· The strong marketing mix and STP analysis will be prepared to support the objective.
[bookmark: _Toc120912115]Strategy
· Strategies to be implemented according to Bowman’s strategies 

· Holiday Inn is serving value with the best usage of service and product differentiation. Besides, the organisation is now trying to give value to UK people especially by structuring packages. So, product differentiation from others is the main concept for Holiday Inn (Kotler and Kartajaya, 2017). 
· The new package will be accepted by the target market because Holiday Inn will impact the market by charging moderate pricing. So, mass customers may use the package method.
[bookmark: _Toc120912116]Tactics
Marketing mix: 
Product 
Holiday Inn's main product will be a family package with 2-day refreshments to reduce COVID impact (Dost et al., 2019). On the other hand, their employee behaviour and organisational structure are designed to give the best service. 
Price 
Competitive pricing will be used by Holiday Inn (Stead and Hastings, 2018). They are targeting their existing target customers, so they have to make the combo the best price to get mass attention. After marketing research, it has been found that competitors are already offering a similar type of package, so Holiday Inn has to be aware of this. 
This will be displayed on the website or several websites. Customers can easily contact a Holiday Inn employee to take advantage of this offer. 

Place 
Customers are mainly located in cities, so placing strategies will be prepared to get their attention. This is how the structure will be designed with the help of online and offline placement strategies to get the attention of the market (Kotler and Kartajaya, 2017). 
Promotion 
Online advertising and websites will be promoted by boosting methods to get the attention of the target market. Besides, social media marketing will be used to get the attention of the market properly.
[bookmark: _Toc120912117]Action
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· Marketing research will be conducted initially by sampling the UK market. Then, marketing channels will be designed to get immediate feedback. 
· Then, designing will be done based on the given chart. This is how the actions of Holiday Inn can be designed to implement their marketing strategies effectively (Dost et al., 2019).
· Gathering feedback will be the main part of the action. Proper customers can be selected to get knowledge about the target market. When the target market will respond to changes, accountability should be done.


[bookmark: _Toc120912118]Control
Holiday Inn will be attractive in the market by their increasing demand among customers. Customers are very delighted then their growth in annual revenue will be impacted. Customers' attitudes toward the brand will be increased. Holiday Inn will get more customers due to their packages (Stead and Hastings, 2018). These are the new achievements or measures that will be calculated to check whether the organisation has gotten more value from the launch of a new product or not.

[bookmark: _Toc120912119]Conclusion
Proper STP analysis has been made here, and the marketing mix is designed to get more rewards from the market for Holiday Inn. They can implement their pricing strategies as moderating, and then the acceptance of the service will increase. In this analysis, the new product is designed to get mass attention from the market. Their system of organisation is always generating a positive impact on the business. As a result, if these strategies are implemented correctly, an organisation can increase its profits. The competitive position will be strong enough in this market. So, the analysis will be conducted properly to know about the market more effectively.
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INTRODUCTION

The operations of Holiday Inn Hotel will be the main topic of
this presentation.

A new marketing strategy has been developed based on
several scenario assessments.

To comprehend the market environment, SWOT, competitive,
and collaboration -related analyses have been done.

Information on the current state of the Holiday Inn has been
gathered to improve the new strategy,

Success will come to the Holiday Inn automatically with good
implementation.
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                      INTRODUCTION The operations of Holiday Inn Hotel will be the main topic of this presentation. A new marketing strategy has been developed based on several scenario assessments. To comprehend the market environment, SWOT, competitive, and collaboration - related analyses have been done. Information on the current state of the Holiday Inn has been gathered to improve the new strategy, Success will come to the Holiday Inn automatically with good implementation.   
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                                Situational analysis ► Company analysis with SWOT analysis  ► Customer’s analysis  ► Competitive analysis  ► Collaboration analysis  ► Climate analysis with PESTLE framework          
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SMART objectives

» A structured package will be made to give
refreshments to family and friends including a
. unique refreshing journey.

» Wishing 1 year the total refreshments can be
attained by 60% people in the UK.

- - » The strong marketing mix and STP analysis
will be prepared to support the objective.
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                      SMART objectives ► A structured package will be made to give refreshments to family and friends including a unique refreshing journey. ► Wishing 1 year the total refreshments can be attained by 60% people in the UK. ► The strong marketing mix and STP analysis will be prepared to support the objective.   
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With the best application of service and product
differentiation, Holiday Inn provides value.

Additionally, the group is currently working to add
value for UK citizens, particularly through package
design.
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product differentiation from competitors (Kotler
and Kartajaya, 2017).

The target market will accept the new package
because Holiday Inn will have a positive market
impact by charging reasonable prices. Therefore,
mass consumers may use the packages.
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                      Strategies to be implemented according to  Bowman’s strategies  ► With the best application of service and product differentiation, Holiday Inn provides value. ► Additionally, the group is currently working to add value for UK citizens, particularly through package design. ► Therefore, the primary idea of Holiday Inn is product differentiation from competitors (Kotler and Kartajaya, 2017). ► The target market will accept the new package because Holiday Inn will have a positive market impact by charging reasonable prices. Therefore, mass consumers may use the packages.   
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                 Marketing mix for new customers ► Product ► Family package with 2 - day refreshments to remove Covid impact will be the main product offered by Holiday Inn (Dost et al., 2019). ► Price ► Competitive pricing ► Place ► Customers are mainly located in cities so placing strategies will be prepared to get their attention. ► Promotion ► Online advertising and websites will be promoted by boosting methods
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Control strategy

» Due to rising customer needs, Holiday Inn will
be appealing in the market. If customers are
really happy, their annual revenue growth will
be impacted.

» Customers’ perceptions of the brand will
improve.

» Holiday Inn's packages will bring in more
guests (Stead and Hastings, 2018).

» These new accomplishments or measurements
will be computed to determine whether or not
the organisation has gained additional value
following the introduction of a new product.
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                      Control strategy ► Due to rising customer needs, Holiday Inn will be appealing in the market. If customers are really happy, their annual revenue growth will be impacted. ► Customers' perceptions of the brand will improve. ► Holiday Inn's packages will bring in more guests (Stead and Hastings, 2018). ► These new accomplishments or measurements will be computed to determine whether or not the organisation has gained additional value following the introduction of a new product.   
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Conclusion

If Holiday Inn uses their pricing policies as a moderating measure, service
acceptance will rise.
According to this analysis, the new product is made to attract widespread
consumer interest.
Their organisational structure consistently has a beneficial effect on the
company.

So, if these tactics are used properly, a firm can increase its profit.
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                 Conclusion If Holiday Inn uses their pricing policies as a moderating measure, service acceptance will rise . According to this analysis, the new product is made to attract widespread consumer interest . Their organisational structure consistently has a beneficial effect on the company . So, if these tactics are used properly, a firm can increase its profit .
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