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[bookmark: _Toc151404368]Introduction 
The purpose of this marketing plan is to analyse the current marketing issue of Holiday Inn hotel brand. After identifying the issue, some relevant strategies and tactics will be used in the plan for resolving the issue and achieving the objective of the plan. SWOT, PASTLE, perceptual positioning map, Ansoff Matrix, and RACE frameworks are used in the plan. Holiday Inn is a hotel brand of IHG Hotels and Resorts. It was founded in 1952.
[bookmark: _Toc151404369]Situation Analysis (5 ‘C’s) 
[bookmark: _Toc151404370]Company: SWOT Analysis (Micro Analysis)
From the SWOT analysis, it is evident that Holiday Inn is doing well in terms of winning customer trust and confidence by providing them with state-of-the-art hospitality services. This has been reflected in their ever-widening presence in the global hospitality environment. The flagship organisation has 6000 open hotels spread across 100 countries (IHG PLC, 2022). 
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[bookmark: _Hlk151400534]Figure 1: Evidence of strong financial performance by Holiday Inn
(Source: IHG PLC, 2022)
However, certain opportunities are there for Holiday Inn to improve further and develop a better service portfolio for its loyal customers. One of these is improvement in digital marketing initiatives [Refer to Appendix 1].  
[bookmark: _Toc151404371]Customers: Segmentation and Targeting/Customer Profiles
In terms of segmentation, Holiday Inn emphasises medium and high-income customers who seek relaxing and comfortable accommodation. Based on the target market, the brand targets corporate business travellers and families (D'Acunto et al. 2023). 
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[bookmark: _Hlk151400673]Figure 2: Demographic Group Mostly Prefer Hotel Accommodation and Travelling
(Source: Statista, 2023a)
[bookmark: _Hlk151401053][bookmark: _Toc151404372]Competitors: Perceptual positioning map and Bowman's strategy clock  
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Figure 3: Leading multinational hotel brands in the UK
(Source: Statista, 2022)
[bookmark: _Hlk151401128]Holiday Inn’s competitors are Premier Inn, Travelodge, and Hilton and it positions itself as an affordable and premium service hotel brand (Pratama et al. 2022). 
	Hilton
Premier Inn
Premium quality service
Poor quality service

Premium Price
Accessible Price
Holiday Inn
Travelodge



Figure 4: Perceptual mapping on the Holiday Inn
(Source: Self-created)
Concerning Bowman’s strategy clock, Holiday Inn lies on 3, 5 and 6-pointers which means the brand capitalises on a hybrid pricing, focused differentiation, and standard products strategy [Refer to Appendix 5]. 
[bookmark: _Toc151404373]Collaborators
Holiday Inn has both B2B and B2C collaborators including airlines, travel agencies, weddings and others but does not offer franchising options (Rafahat, 2022). However, a lack of effective digital and social media marketing efforts can affect the active engagement of collaborators [Refer to Appendix 5]. 
[bookmark: _Toc151404374]Climate: PESTLE ANALYSIS
The rise of the social media penetration rate in the UK has created a favourable situation for Holiday Inn to tap into and exploit the situation. Market research has revealed that social media users in this country have increased by 8.7% between 2021 and 2022 (Data Reportal, 2022). This implies that investing more in digital marketing efforts and more specifically, in social media-based marketing efforts is going to be exactly preferable by Holiday [Refer to Appendix 2].    
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Figure 5: Marketing and communication opportunities for multinational hotel brands
(Source: Feldman and Richter, 2019)
The environmental dimension in the hospitality sector has also figured out certain opportunities for Holiday Inn to exploit. Likely, increasing sustainability awareness among hotel customers has catered to a situation where hospitality service providers are feelings encouraged to drive more initiatives towards developing an eco-friendly hospitality service ecosystem. 
[bookmark: _Toc151404375]Marketing mix
· Product: Holiday Inn offers technology-integrated modern amenities and luxurious accommodations for creating a unique guest experience, (Ihgplc.com, 2022). 
· Place: Customers can connect and reach through traditional and online channels. 
· Price: Integrates differentiated pricing strategies [Refer to Appendix 6].
· Promotion: Capitalises email, Facebook, Instagram, and YouTube marketing channels. 
[bookmark: _Toc151404376]Objectives: SMART
	Specific	

	To increase the customer acquisition rate of Holiday Inn by 25% in 1 year of operation.

	Measurable
	By tracking the engagement of customers with the brand on a digital platform as well as assessing personal selling, sales promotion, and direct marketing metrics, success can be measured.

	Actionable	

	Different digital platforms will be capitalized on along with traditional promotions and influencer marketing tactics to attract and retain customers, for achieving the customer acquisition rate.

	Realistic	

	This objective can help Holiday Inn to increase profitability, competition, and market share.


	Timely
	1-year



Table 1: SMART Objectives for Holiday Inn
(Source: Self-developed)
[bookmark: _Toc151404377]Strategy
The new value proposition for Holiday Inn is to acquire a 25% customer acquisition rate by capitalising on both digital and traditional marketing strategies. The promotion element in the marketing mix will be customised with the inclusion of advertising strategy specifically influencer marketing strategy, personal selling, sales promotion, public relations, and direct marketing strategy. This can assist in targeting corporates, families as well as the younger generation which can lead to increased market share profitability due to the advent of digitalisation as analysed through the situation analysis of Holiday Inn (Maas et al. 2022). Based on Ansoff’s Matrix, the brand will capitalise on market penetration strategy by capitalising on both digital and traditional marketing strategies for increasing its sales of existing products or services [Refer to Appendix 4].
[bookmark: _Toc151404378]Tactics 
It has been identified that Holiday Inn capitalises only on digital platforms such as email, Facebook, Instagram, and YouTube at a certain level to reach out to its loyal customers, (Kingsnorth, 2022). This means that the brand’s capability to attract a new customer base is highly limited due to a lack of an effective digital marketing strategy along with traditional marketing strategies. As a result, the RACE strategy has been used for capitalising on digital and traditional marketing and communication strategies (Jobber and Ellis-Chadwick, 2020).
[bookmark: _heading=h.17dp8vu]Reach: It has been identified that Holiday Inn only capitalises on email and social media platforms as communication channels to reach out to customers but the advent of digitisation and opportunities of traditional or traditional marketing strategies are not capitalised on by the brand. By aligning with potential influencers on social media platforms including Twitter, YouTube, and Facebook along with traditional marketing strategies such as public relations and direct marketing, Holiday Inn can capture the wider market segment (Bowie et al. 2017).
Act: As the rival brands capitalise on digital marketing strategies to improve their brand awareness, it is essential for Holiday Inn to act on it. In addition, the increasing number of online users and the rise of influencer marketing strategy has been evident through the situation analysis. 
Convert: The conversion rate of each customer and user engagement can assist Holiday Inn in assessing the commercial value of the brand and assist in achieving the objective, (Smith and Zook, 2020). It can assist the brand in attracting medium and high-income customer groups through active engagement based on its differentiated products and services.
Engage: The focus on engaging customers both potential and existing is primitive and it is a medium-term approach. This can assist the brand in achieving long-term value proposition and competitiveness [Refer to Appendix 7].
[bookmark: _Toc151404379]Action
These marketing channels, activities, and schedules have been considered as they can  help the brand to reinforce its position in the marketplace leading to the achievement of the customer acquisition rate.
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Figure 6: Marketing Plan Gantt Chart
(Source: Self-developed)
[bookmark: _Toc151404380]Control
In order to measure the success of the marketing objective to increase the customer acquisition rate by 25%, the following are the steps.
· Increased profits (KPI) through digital platforms including mobile apps and websites along with third-party vendors must be measured, (Kotler et al. 2020).
· Engagement of new customers through influencers, blogs, and social media promotion (KPIs) aspects must be measured, (Chaffey and Ellis- Chadwick, 2019).
· With regard to public relations, active engagement and positive attitudes of the general public (KPIs) must be evaluated.
· The positive attitudes of customers (KPIs) through email marketing and telemarketing must be assessed (Clow and Baack, 2013).
[bookmark: _Toc151404381]Conclusion
In conclusion, it can be stated that the new marketing plan is highly effective but its compliance is the major challenge. Holiday Inn must modify its existing marketing channels and platforms by complying with both digital and traditional marketing tactics to attract new customer segments and acquire a large customer base which can increase its reach and visibility at an extensive level. Through effective compliance with the marketing plan, Holiday Inn can target new customer segments leading to increased reach, visibility, and the ability to attract potential markets which are untapped.
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[bookmark: _Toc151404384]Appendix 1: SWOT analysis
	Strengths
	Weaknesses

	· Wider reach and visibility.
· Affordable and comfortable accommodations with top-notch amenities, (Vasić and Petrović, 2023). 
· Medium and high pricing strategy.
· A loyal customer base.
· A strong financial performance has enabled the company to include a further 1800 hotels in its current development pipeline. 
· The company has launched a “Guest How You Guest” marketing campaign to drive customer awareness and customer demand (IHG PLC, 2022). 
	· Limited use of digital marketing strategies.
· Negative reviews from customers based on cleanliness and hygiene (Fu,2023).


	Opportunities
	Threats

	· Capitalise digital marketing strategies.
· Capitalising on digital marketing strategies through exploring influencer marketing tactics would help in mitigating the aggressive competition.
	· Aggressive competition.
· Declining disposable income after covid-19 crisis (Rogerson and Rogerson, 2023).


(Source: Self-created)
[bookmark: _Toc151404385]Appendix 2: PASTLE analysis

	Factors
	Description
	Impact

	Political
	Changing regulations and political instability (Morrison, 2022).
	Threat

	Economic
	Declining disposable income of populations and exchange rate fluctuations. 
	Threat

	Social
	Changing trends and customer behaviour possess (Nyamutswa and Omwoha, 2022).
	Threat

	Technological
	Increase in social media engagement and the rise of influencer marketing. 
The federal government is guiding the sector leaders to collaborate with InnovateUK and UK universities so that hospitality companies can take the benefits of next-generation emerging technologies and digital trends (GOV, 2023). 
	Opportunity

	Legal
	Stringent employment, safety and health regulations.
	Threat

	Environmental
	Increasing sustainability awareness among customers (Pradini et al. 2022). Between 2019 and 2022, the percentage of hospitality customers who opted for eco-friendly hotels increased by 37% (Statista, 2023b). 
	Opportunity


(Source: Self-created)
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Appendix 4: Ansoff Matrix
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(Source: Self-developed)


[bookmark: _Toc151404387]Appendix 5: 5Cs
	Customers: Segmentation and Targeting/Customer Profiles
	A July 2022 worldwide poll found that 35 per cent of Gen Z tourists would rather stay in a typical hotel, motel, or condominium with three stars or less. 25% said they would rather stay with friends or relatives (Statista, 2023a). Seventy per cent of millennials stay in hotels, according to Condor Ferries. Additionally, because they can more easily fit into their work-focused existence, they are more inclined to take "micro-vacations," or shorter vacations (Condor Ferries, 2023). Therefore Holiday Inn can target these demographic groups to ensure greater market acquaintance in the business. Competitors of Holiday Inn such as Premier Inn are providing hotel rooms at a cost range from £35 to £200, Travelodge offers the same for £29 to £189 a night (The Guardian, 2023). Charges of Holiday Inn on the other hand range from £25 to £120 in the UK market. Further inclusion of high-quality services, innovative technology and others indicate the company’s aspect to induce hybrid pricing as their strategic option for market expansion in the country to beat the competitors. 

	Collaborators
	Airline companies such as British Airways, Easy Jet, and Virgin Atlantic, car rental companies such as Avis, Hertz, Budget and others to allow travellers or guests to book car rentals at discounted rates, online travel agencies such as Booking.com, Priceline, and Expedia are the major B2B partners of Holiday Inn. In addition, MK Food Bank, and White Shield Insurance Willard Associates are also in strategic partnership with the company to share common goals in different divisions (SEC, 2023). Here the company needs to emphasise transparent and agile communication among the stakeholders to accommodate a positive business environment. 





[bookmark: _Toc151404388]Appendix 6: Marketing Mix 
	Product
	The goal of Holiday Inn's product strategy is to provide families and business travellers with tidy, cosy, and reasonably priced lodging. In order to make visitors' visits pleasurable, the firm concentrates on offering a high level of service and amenities, such as on-site restaurants, bars, and gyms (The Business Travel Magazine, 2023). Additionally, Holiday Inn has a robust loyalty program that pays visitors for their visits. 

	Place
	“Holiday Inn”, “Holiday Inn Express”, “Crowne Plaza”, “Hotel Indigo” and others are the major online platforms through which the company offers customers to book rooms or services (IHG, 2023). 

	Price
	Using a dynamic pricing approach, Holiday Inn modifies rates in response to several factors such as rival pricing and demand (Forbes, 2020). In order to maximise occupancies and income throughout the year the company use advanced technology and market data. 

	Promotions
	Capitalises email, Facebook, Instagram, and YouTube marketing channels. 



Appendix 7: Examination of the hotel’s current communication, their lacking and measures 
	Examination of the hotel’s current communication, their lacking and measures to include

	Holiday Inn uses both traditional and digital marketing communication channels. Likely, Holiday Inn has launched “Guest How You Guest” the biggest marketing campaign ever of this organisation to showcase its service portfolio to a wider audience and for this, the company is using television, cities and airports along with social media so that brand favourability and brand awareness can be improved (IHG PLC, 2022). However, the digital marketing efforts by Holiday Inn are not up to the mark in the sense that the company has yet to use any social media influencer on either of its social media channels. The inclusion of this measure can work out in favour of this hotel brand with improved brand engagement. 
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INTRODUCTION

e Holiday Inn is one of the semi-accessible hotel brands in the

world that offer accessible pricing.

o It has more than 1200 properties globally.

o This presentation highlights the opportunity that Holiday Inn can

gain through the integration of influencer marketing and

communication strategy within its business to increase customer

acquisition rate by 25%.
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SITUATION ANALYSIS

Company: SWOT

e Strengths: Medium and high pricing strategy, loyal customer base.
e Weaknesses: Limited use of digital marketing strategies and negative reviews.
e Opportunities: Grow in online users and business expansion.

e Threats: Aggressive competition and low disponible income.
Customers

e Corporate business travellers

e Families

Competitors

e Premier Inn, Travelodge, and Hilton.

Collaborators

e Airlines, travel agencies, wedding, catering industries, and other related businesses.

Climate: PESTLE ANALYSIS

(Threat)
(Threat)
(Opportunity)

(Threat)

(Opportunity)
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OBJECTIVE: SMART

Specific To increase the customer acquisition rate of Holiday Inn by 25% in 1

year of operation.

9 (1) By tracking the occupation rate, engagement of customers with the brands,

the success can be measured.

P.C 0 T [ Capitalising influencer marketing tactics to attract and retain customers for

achieving the customer acquisition rate.

Realistic To increase profitability, competition, and market share.

Timely
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HOLIDAY INN STRATEGY

The value proposition is to acquire a 25% customer acquisition rate by
capitalising influencer marketing strategy due to its advent and

increasing online users’ engagement, (Refer to the figure).

By targeting the age group of 18-35 years that can cater to corporates,
families as well as a younger generation without just focusing on
medium and high-income customer groups, Holiday Inn can increase

market share, profitability, and competitiveness.

The focus is on a hybrid pricing strategy, focused differentiation, and
standard products that can offer competitiveness and long-term value

proposition.

(Increasing online users engagement

based on age group)

Source: (Statista.com, 2022)




image11.png
HOLIDAY INN MARKETING TACTIS

Product: Holiday Inn offers technology-integrated modern amenities and
luxurious accommodations for creating a unique guest experience,

(Ihgplc.com, 2022).

Place: Customers can connect and reach through traditional and online
PROMOTION

channels.

4Ps of Marketing Mix

Price: Integrates differentiated pricing strategies.

Promeotion: Email, Facebook, Instagram, and YouTube marketing channels.
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CONTROL

Tracking and monitoring KPI’s to monitor feedback and growth

in customer engagement.

Using Urchin Traffic Monitor to evaluate the success rate of

individual influencer campaigns, (Legrand ef al. 2022).

Term codes and conversion rates will be assessed for analysing

profit margin and customer data.
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CONCLUSION

e Compliance with the marketing plan can be challenging in terms of

compliance.

e The need to integrate influencer marketing tactics by modifying
Holiday Inn’s existing strategy can be beneficial and assist to

acquire a wider customer base.
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New Markets

Existing Markets

Ansoff Matrix

Market Development

Expand Holiday Inn's existing prodct ine by
introducing new amenities, services, and room types to
cater to evolving customer preferences and stay ahead
of competitors

Diversification

Diversify into new product categories, such as extended-
stay hotels or boutique hotels, to tap into untapped
‘market segments and expand the brand's reach.
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