



BMIH4005 – MARKETING ESSENTIALS
Assessment 2



[bookmark: _gjdgxs][bookmark: _Toc137331140]Introduction 
By focused advertising, standing above its rivals, plus improving the client expertise, Holiday Inn's advertising approach in the UK seeks to raise visibility and retain clients. The business's point of view is to give visitors a simple and enjoyable stay, supported by superior client service, and distinguished by a variety of facilities and a dedication to sustainable. The marketing strategy for Holiday Inn consists of a variety of items and amenities, including inviting spaces, conference spaces, health centers, locally eateries and bars, swimming pools, and free Wi-Fi, as well as shipping via a variety of avenues, pricing structures determined by value for clients.
[bookmark: _4i7ojhp][bookmark: _Toc137331141]Situation analysis 
[bookmark: _2xcytpi][bookmark: _Toc137331142]Company 
	Strengths
	Weaknesses

	1. Thanks to effective marketing, there is an elevated degree of brand recognition.
2. Around 1200 resorts globally

	1. Continuing to work on expanding awareness in developing nations.
2. Countless rivals translate to a small portion of the market.


	Opportunities
	Threats

	1. Tourists are seeking for fresh locations
2. Country-specific holiday deals (Xie, 2020)

	1. Rising operating expenses having a secondary effect on lodging pricing.
2. A decrease in the hospitality industry primarily a result of terrorism and other factors (Noordzy and Whitfield, 2021).







[bookmark: _1ci93xb][bookmark: _Toc137331143]Customers
[bookmark: _3whwml4]A variety of lodging options are available for both pleasure and business trips through the international hotel name Holiday Inn (Huda, 2022). Classification of the company is mostly determined by its intended audience and the kind of hotel experiences that consumer’s desire.
[bookmark: _Toc137331144][image: ]
A variety of lodging options are available for both pleasure and business trips through the international hotel name Holiday Inn. 
The services offered by a full-service lodgings, which include places to eat, drink, work out, and hold conferences, are often higher-end (Xie, 2020). With features like swimming holes, wellness centers, and sporting events, the hotels are created to offer an opulent holiday atmosphere. Having fewer facilities, the select-service hotels offer a simpler and economical stay.
Competitors
[bookmark: _2bn6wsx]Position Holiday Inn places an intense focus on giving consumers value, which forms one of most distinctive features. The company aims to provide guests with a variety of amenities and luxuries which they would anticipate from a contemporary hotel at low pricing (Giovannoni, 2020). 
[bookmark: _Toc137331145]Strategy clock
With a focus on providing a dependable and consistent hotel service along with a few value-added services, Holiday Inn's location on the approach clock is generally at the crossroads of cheap price with medium perceived worth. 
[bookmark: _Toc137331146]Collaborators
B2B Partnerships, Businesses, and Associations To increase revenue and enhance its services, Holiday Inn can collaborate with a variety of partners, including B2B connections, collaborations, and franchisees. 
[bookmark: _qsh70q][bookmark: _Toc137331147]Climate
Political: Holiday Inn works in a number of nations, and political unrest in certain of the above locales has the potential to impair business (Noordzy and Whitfield, 2021). 
Economic: Aspects including rates, rate of exchange, price increases, and consumer spending power have an impact on Holiday Inn's operations.
Sociocultural: Cultural variables can have a bearing on the hotel sector, such as changing consumer tastes for sustainable items or increased patronage for wellness and exercise centers.
Technology: The Company makes use of online reservations services, applications for smartphones, and electronic booking and departure procedures.
Legal: Holiday Inn is bound by the laws in force in each country, and these laws might shift over time.
[bookmark: _3as4poj][bookmark: _Toc137331148]Objectives 
The primary goals of Holiday Inn's advertising campaign in the UK were to raise brand recognition and retain customers (Bardi, 2021).
· Boost conversion rates for your website by 25% in the second quarter of 2023.  
· To raise non-room service sales by £37 by the conclusion of 2023.
· By 2023, monthly reservation income will have increased by 10%.
· Expecting a spike of 5% in fresh reservations during the following 12 months.
Strategy 
The core of Holiday Inn's price point is to offer welcoming, inexpensive, and practical lodgings alongside a variety of extra benefits which improve the entire stay for guests.
First and foremost, Holiday Inn provides budget-friendly accommodation that are cozy and well-equipped (Vaníčková and Szczepańska-Woszczyna, 2020). Family and executives alike will find the accommodations to be suitable for what they require. The value concept of Holiday Inn also places a great emphasis on accessibility and excellent client service. The company's personnel is qualified to offer individualized service and foresee visitors' requirements to make their stay pleasant and pleasurable. The whole offer of Holiday Inn places a heavy emphasis on client service, ease, and price. The company has the ability to set themselves apart among other low-cost lodging providers and offer consumers an excellent deal of value on what they pay by offering a variety of services and facilities which improve the entire guest experience (Ferrell, Hartline and Hochstein, 2021).
[bookmark: _49x2ik5]Tactics 
[bookmark: _2p2csry]A variety of tactics and approaches are included in Holiday Inn's promotional mix as an effort to attract new consumers to the business & its products. The four Ps Product, Price, Place, and Promotion make up the advertising mix (Abedian et al., 2022).
Product: Holiday Inn offers a variety of lodging options that are tailored to the requirements of various traveler types. The hotel chain provides welcoming, well-appointed accommodation at reasonable rates, as well as a variety of extras and services which improve the entire experience for guests. To appeal to different audiences, the business additionally provides a variety of bundles and incentives.
Price: Holiday Inn's marketing policy aims to offer consumers reasonably priced lodging whilst remaining profitable. The company utilizes flexible pricing, delivering various prices according on seasonally and supply. For customers who reserve early, stay longer, or participate in the incentive program, the company also provides incentives.
Place: A combination of indirect and direct channels are used in Holiday Inn's marketing approach. Consumers can immediately arrange lodging through the brand's primary channels, such as the company's webpage and smartphone app. To target more people, Holiday Inn additionally collaborates with independent internet travel brokers like Expedia and Booking.com.
Promotion: To draw consumers and raise brand recognition, Holiday Inn uses a variety of promotional strategies. To connect with prospective consumers, the company uses offline as well as online marketing (Cruz-Milán, 2022). The company also has a significant social media following and uses sites like Facebook, Instagram, and Twitter to interact with consumers and advertise its products. Additionally, Holiday Inn utilizes content advertising, like articles and films, to illustrate its worth offer and give consumers useful details.
[bookmark: _Toc137331150]Action for marketing plan 
The Holiday Inn hotel in the UK must first have to carry out surveys to determine the most efficient ways of reaching the demographic it seeks before creating a Gannt chart of promotional efforts and scheduling channels for advertising.
[bookmark: _ihv636][image: ]
In order to make certain that the lodging establishment is effectively reaching its intended demographic and maximizing its advertising ROI, its advertising timetable could, in general, be guided by an assortment of market studies, prior results, and sector tendencies (Ma, Li and Tong, 2022).
[bookmark: _Toc137331151]Control 
The following restrictions might be applied to evaluate the efficacy of an advertising approach:
1. Sales analysis: Examining data on sales prior to and following the promotional strategy is put into action constitutes one of the primary control methods. This makes it easier to ascertain if and by the amount the strategy has raised income.
2. Customer feedback: feedback from clients is an essential control measurement and provides insightful data about how well the advertising approach is working. 
3. Return on investment: It is an essential metric for gauging the effectiveness of advertising expenditures. The return on investment may be estimated by evaluating the expense of the advertising approach with the income it brought in (Abedian et al., 2022).
[bookmark: _32hioqz][bookmark: _Toc137331152]Conclusion
[bookmark: _1hmsyys]The main objectives of Holiday Inn's promotional strategy in the UK are to improve client happiness and devotion to the brand while standing out from the competition. The business employ a variety of promotional strategies, such as specific marketing initiatives, joint ventures with collaborators, and client division, to meet these objectives. The firm's value idea, which is promoted via a variety of advertising platforms, focuses on offering visitors a pleasant and relaxing stay that is supported by outstanding client service. The RACE paradigm informs the good's options, delivery methods, choice of prices, and marketing initiatives which make up the advertising strategy (4ps). The advertising strategy's primary objective is to boost both revenue and market earning whilst retaining an excellent track record for dependability and client satisfaction.
[bookmark: _Toc137331153]
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[bookmark: _Toc137331154]Appendices Bowmen’s strategy clock 
The main focus of Holiday Inn's company approach is to offer an extensive selection of consumer’s rooms that are both inexpensive and pleasant. In terms of the approach clock, this puts the company in an angle which emphasizes cheap pricing and medium value to consumers.
Holiday Inn sets themselves above other discount hotel companies, nevertheless, by offering a variety of extras that improve the experience of every visitor. This offers amenities like complimentary breakfast, fast internet, health centers, and an incentive program that encourages repeat business. The apparent worth of Holiday Inn's products is raised by these add-added additions, which moves it farther from the center of the tactics schedule.
The perceived worth of Holiday Inn is also influenced by the company's image and track record for dependability and stability. The company is in a spot on the planning clock which is near to the top of the scale but is still under the more expensive range because of its standing for excellence.
[bookmark: _Toc137331155]Appendices Pestle Analysis 
[bookmark: _Toc68301339]POLITICAL FACTORS
[bookmark: _Toc68301340]Government regulations have a significant impact on Holiday Inn activities. The company needs to care about the wellbeing, security, and environment of its workers. The authorities is also in charge of issuing licenses for the aforementioned. Holiday Inn has to follow the tax obligations and processes of its staff because of how widely it operates. The power of the governing body will impact hostel-related issues like travel restrictions. 
ECONOMIC FACTORS
[bookmark: _Toc68301341]Given that it has prospective clients from across the globe, Holiday Inn is skilled at methods of operation. The company makes gains by including the concepts of customer behavior, personality, and products.
SOCIAL FACTORS
[bookmark: _Toc68301342]Hotels occasionally run out of rooms throughout the year, yet this doesn't seem to be happening at this hotel. Over busy times of year, advanced reservations are quite helpful. Holiday Inn is also aware of what people want.
TECHNOLOGICAL FACTORS
The Holiday Inn is now readily available via telephone, communications, blog posts, booking sites, and numerous other means thanks to technology advancements. Additionally, the business gives its visitors the best stay possible by providing all in-room amenities. The hotel is also equipped with the latest and most modern amenities.
[bookmark: _Toc68301343]ENVIRONMENTAL FACTORS
[bookmark: _Toc68301344]The setting and ambiance play a significant role in how well a hotel does. Individuals travel for a variety of purposes, including vacations, meetings, and national tours. The Holiday Inn satisfies guests' needs by making the environment pleasant.
LEGAL FACTORS
Everyone in the 20th century is concerned about security concerns. A hotel has a difficult time thriving in a city with an elevated rate of criminal activity. Thankfully, this doesn't seem to be an issue with Holiday Inn. There are guarded and secure areas.
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Company Name Holiday Inn

Project Lead Tue, 01/11/2022
Project Start:
November December January February March April June July August September October November
Adverti
Radio Promotional code Novemeber November
Google ads Number of views January  January
Online travel agency ustomed Ar June

Destination Marketing Organziations Revenue August september

a Coverage able room

bonsership in local event evenue per available room

PR stunt e le room

able room

Room occupancy rate October Novermber|

Cupons Room occupancy rate NovermberNovermber|

Email campaign Room occupancy rate september Novermber|

postcards Room occupancy rate October  October





image5.png
Marketfing
Essentials
BMIH4005

NNNNNNNNNNN





image6.svg
                                                                  Marketing Essentials BMIH4005 MARKETING PLAN NAME ID   


image7.png
Introduction

By focused advertising, standing out from rivals, and improving the client
expertise, Holiday Inn's advertising approach in the UK seeks to raise visibility
and retain clients.

- The business's selling point is o give visitors a simple and comfortable stay,
supported by outstanding client service, and distinguished by a variety of
facilities and a dedication to environment.

By focused advertising, standing ahead of rivals, and improving the client
expertise, Holiday Inn's advertising approach in the UK seeks to raise visibility
and retain clients.

- The business's selling point is to give visitors a simple and comfortable stay,

supported by outstanding client service, plus distinguished by a variety of
facilities and a dedication to environment.
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                                                                  Introduction • By focused advertising, standing out from rivals, and improving the client expertise, Holiday Inn's advertising approach in the UK seeks to raise visibility and retain clients. • The business's selling point is to give visitors a simple and comfortable stay, supported by outstanding client service, and distinguished by a variety of facilities and a dedication to environment. • By focused advertising, standing ahead of rivals, and improving the client expertise, Holiday Inn's advertising approach in the UK seeks to raise visibility and retain clients. • The business's selling point is to give visitors a simple and comfortable stay, supported by outstanding client service, plus distinguished by a variety of facilities and a dedication to environment.   
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                                                                 The 5 Cs   
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Company: SWOT analysis

Strength

1. Because of successful marketing, there
is an elevated degree of brand
recognition.

2. Around 1200 resorts globally.

3. Establishing business between regions

Opportunity

1. Holiday Inn has room to expand in the
markets it currently operates, therefore it
would be worthwhile to make the attempt

to investigate new ones in addition.
2. More overseas frips by tourists.
3. Internet made reservations easier.

Weakness

1.

2.

Continuing to work on expanding
awareness in developing nations.
Countless rivals translate to a small
proportion of the market.

Threat

1.

2.

Rising operatfing expenses are having a
secondary effect on hotel pricing.

A decrease in the travel industry
primarily a result of terrorism and other
factors.

. Robust rivalry from internationally

recognized hotels in addition to local
lodging options.
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                                                             Company: SWOT analysis            Weakness  1. Continuing to work on expanding awareness in developing nations.  2. Countless rivals translate to a small proportion of the market.  Strength  1. Because of successful marketing, there is an elevated degree of brand recognition.  2. Around 1200 resorts globally.  3. Establishing business between regions  Threat  1. R ising operating expenses are having a secondary effect on hotel pricing.  2. A decrease in the travel industry primarily a result of terrorism and other factors.  3. Robust rivalry from internationally recognized hotels in addition to local lodging options.  Opportunity  1. Holiday Inn has room to expand in the  markets it currently operates, therefore it  would be worthwhile to make the attempt  to investigate new ones in addition.  2. More overseas trips by tourists.  3. Internet made reservations easier.
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Customers

1. Business travelers:To satisfy the demands of company travelers, Holiday Inn
offers features including broadband internet access, corporate centers, and
conference spaces.

2. Family travelers:In order to draw in children travelers, the company provides
child-friendly features including swimming pools, activities for kids, and roomy
accommodations (Huang and Rust, 2021)

3. Leisure travelers: Holiday Inn offers tourists with perks including fitness centers,
spa facilities, and surrounding activities to improve their trip.

4. Budget-conscious travelers: The company caters to travelers on limited funds by
providing reasonable hotel prices and incentives.
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                                                             Customers 1. Business travelers: To satisfy the demands of company travelers, Holiday Inn offers features including broadband internet access, corporate centers, and conference spaces. 2. Family travelers: In order to draw in children travelers, the company provides child - friendly features including swimming pools, activities for kids, and roomy accommodations (Huang and Rust, 2021) . 3. Leisure travelers: Holiday Inn offers tourists with perks including fitness centers, spa facilities, and surrounding activities to improve their trip. 4. Budget - conscious travelers: The company caters to travelers on limited funds by providing reasonable hotel prices and incentives.
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Competitors

Irespective of the place of
residence, Holiday Inn strives to
offer those who stay a trustworthy
and consistent service. This
covers the standard of the rooms,
the staff, and the facilities
available.

BSI Score
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85.4
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                                                                  Competitors Irrespective of the place of residence, Holiday Inn strives to offer those who stay a trustworthy and consistent service. This covers the standard of the rooms, the staff, and the facilities available.   
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Objectives

- Through focused promotions including digital marketing along with
email advertisement, Holiday Inn's promotional approach in the UK
aims to boost reputation and patronage.

- In Q2 of 2023, improve webpage conversions by 25%.

By the end of fourth quarter the year 2023, increase median non
room income each visitor to £37.

- Inthe second quarter of 2023, online reservations will rise 10%.

By the conclusion of fourth quarter 2023, recurring reservations will
have increased 10%.

- a 5% boost in fresh consumer reservations during the course of the
following year




image18.svg
                                                             Objectives • Through focused promotions including digital marketing along with email advertisement, Holiday Inn's promotional approach in the UK aims to boost reputation and patronage. • In Q2 of 2023, improve webpage conversions by 25%. • By the end of fourth quarter the year 2023, increase median non - room income each visitor to £37. • In the second quarter of 2023, online reservations will rise 10%. • By the conclusion of fourth quarter 2023, recurring reservations will have increased 10%. • a 5% boost in fresh consumer reservations during the course of the following year
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Strategy

» The core of Holiday Inn's appeal is its commitment to offering guests a
relaxing and enjoyable stay at a reasonable cost.

» The goal of Holiday Inn is to give guests an inviting and relaxing setting
that helps them experience at ease.

» For business and vacation travelers will find the company to be an
appealing choice thanks to its handy placements and competitive prices.

» Holiday Inn is always coming up with new ideas to enhance the visitor
experience.

» Holiday Inn extensively engages in personnel education and growth to
guarantee that all customers get the highest possible standard of care in
order to capitalize on what it has to offer.
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                                                             Strategy  The core of Holiday Inn's appeal is its commitment to offering guests a relaxing and enjoyable stay at a reasonable cost.  The goal of Holiday Inn is to give guests an inviting and relaxing setting that helps them experience at ease.  For business and vacation travelers will find the company to be an appealing choice thanks to its handy placements and competitive prices.  Holiday Inn is always coming up with new ideas to enhance the visitor experience.  Holiday Inn extensively engages in personnel education and growth to guarantee that all customers get the highest possible standard of care in order to capitalize on what it has to offer.
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Strategy

» The value concept of Holiday Inn is infended to appeal to pleasure and
business travelers that are searching for cozy and practical housing at
an acceptable cost.

» The distinctive selling strategy of the company is built on delivering a
reliable and uniform interaction with an emphasis on ease, accessibility,
and technology.

» The company appeals to individuals looking for a lowcost choice while
losing out on amenities because of its cozy spaces, practical places,
and inexpensive pricing.

» Holiday Inn is a welkiked option for corporate travelers because a lot of
the rooms are close to welrkknown corporate centers.
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                                                             Strategy  The value concept of Holiday Inn is intended to appeal to pleasure and business travelers that are searching for cozy and practical housing at an acceptable cost.  The distinctive selling strategy of the company is built on delivering a reliable and uniform interaction with an emphasis on ease, accessibility, and technology.  The company appeals to individuals looking for a low - cost choice while losing out on amenities because of its cozy spaces, practical places, and inexpensive pricing.  Holiday Inn is a well - liked option for corporate travelers because a lot of the rooms are close to well - known corporate centers.
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Tactics

Product

>

The accommodations and
services at Holiday Inn are its
goods.

Regularity, support, and simplicity
are major components of the
brand's marketing approach.

To keep contemporary and satisfy
evolving requirements of guests,
the organisation regularly refreshes
its facilities and accommodation
layouts.

Price

» The goal of Holiday Inn's price
point is fo provide consumers
affordable hotel rates.

» A range of cost choices are
available from the company,
include special rates for AAA
participants, federal workers, and
seniors.

» To draw clients, the business also
provides seasonal specials and
bundles.
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                                                             Tactics Product  The accommodations and services at Holiday Inn are its goods.  Regularity, support, and simplicity are major components of the brand's marketing approach.  To keep contemporary and satisfy evolving requirements of guests, the organisation regularly refreshes its facilities and accommodation layouts. Price  The goal of Holiday Inn's price point is to provide consumers affordable hotel rates.  A range of cost choices are available from the company, include special rates for AAA participants, federal workers, and seniors.  To draw clients, the business also provides seasonal specials and bundles.
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Tactics

Place
» The hotels of Holiday Inn are

placed throughout urban and
suburban areas in the perfect
spots for tourists.

Additionally, the business enjoys a
robust website that makes it simple
for consumers to make bookings
and reserve accommodations.

Promotion
» Both fraditional and digital

advertising platforms are used in
combination as part of Holiday
Inn's promotional campaign.

» To contact consumers, the

company makes utilizes the
internet, publicity, and marketing.

» To encourage clients to make

arrangements directly through the
corporation, the business also
administers incentive programs like
IHG Platinum Club.
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                                                             Tactics Place  The hotels of Holiday Inn are placed throughout urban and suburban areas in the perfect spots for tourists.  Additionally, the business enjoys a robust website that makes it simple for consumers to make bookings and reserve accommodations. Promotion  Both traditional and digital advertising platforms are used in combination as part of Holiday Inn's promotional campaign.  To contact consumers, the company makes utilizes the internet, publicity, and marketing.  To encourage clients to make arrangements directly through the corporation, the business also administers incentive programs like IHG Platinum Club.
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                                                                Gantt chart   
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Control

» To make sure that the advertising plan is being carried out as
intended, it ought to be constantly watched.

» Room occupancy rate: This key performance indicator counts how
many rooms are filed on a particular night.

» Average daily rate (ADR): It is a crucial accounting statistic that can
aid in pinpointing chances for price optimization.

» Revenue per available room (RevPAR): It is a significant predictor of
the hotel's economic success and may be used to assess how well
its advertising and pricing tactics are working.

» Website traffic and conversion rate: Such metrics may be utilized to
assess the success of digital advertising efforts and the usefriendly
design of a web page.
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                                                             Control  To make sure that the advertising plan is being carried out as intended, it ought to be constantly watched.  Room occupancy rate: This key performance indicator counts how many rooms are filled on a particular night.  Average daily rate (ADR): It is a crucial accounting statistic that can aid in pinpointing chances for price optimization.  Revenue per available room (RevPAR): It is a significant predictor of the hotel's economic success and may be used to assess how well its advertising and pricing tactics are working.  Website traffic and conversion rate: Such metrics may be utilized to assess the success of digital advertising efforts and the user - friendly design of a web page.
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Conclusion

» With the help of the creation of its goods approach, Holiday Inn was
able to establish an edge in an industry which was already very
crowded.

» Thekey to the strategy's effectiveness was correctly recognizing the
problems, choosing the item development tactics which could give the
company an edge over the competition, and choosing the benéefits
that would best position the company as "distinguished and superior”' to
the demographic being targeted.

> Asaresult of the item's diversity tactics, additional services with value
emerged and leadership was capable of to capitalize on already
existing competitive benefits.

» The name Holiday Innis unlikely to have proved as effective, though,
without a great marketing strategy centered on its competitive benefits
that may affect how consumers act.
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                                                             Conclusion  With the help of the creation of its goods approach, Holiday Inn was able to establish an edge in an industry which was already very crowded.  The key to the strategy's effectiveness was correctly recognizing the problems, choosing the item development tactics which could give the company an edge over the competition, and choosing the benefits that would best position the company as "distinguished and superior" to the demographic being targeted.  As a result of the item's diversity tactics, additional services with value emerged and leadership was capable of to capitalize on already - existing competitive benefits.  The name Holiday Inn is unlikely to have proved as effective, though, without a great marketing strategy centered on its competitive benefits that may affect how consumers act.
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