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The purpose of this marketing plan is to analyse the Holiday Inn hotels by using the micro and macro analysis to identify a market strategy to provide a new direction for the business. Conducting a situation assessment with the help of SWOT, PESTLE, 5C`s analysis and applying SOSTAC and RACE models this report will display the opportunities and actions taken to create a data-driven plan for winning new customers and built loyalty for the gained ones. It will present a SMART goal and the way the research has been conducted to create a plan to achieve the objectives proposed.

[bookmark: _Toc137481425]Situation Analysis

Holiday Inn company started in 1952 when Kemmons Wilson being unhappy with the uncomfortable accommodations he experimented, decided to open the first hotel in Memphis, Tennessee (Holiday Inn History, 2023). According to a SWOT Analysis (Pingali Venugopal, 2010) displayed in the figure below, one of many strengths is that it belongs to the biggest chain of budget hotels summarising more than 1100 locations with over 200.000 rooms to rent. 
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All venues accommodate more than 1 million guests annually. Despite being well known brand weaknesses are not missing. Negative reviews, being rated bad, poor, or average on experience (Trust Pilot, 2021), a hacker attack in April 2017 (BBC,2017) lead to new opportunities like work with the marketing team to recover customer satisfaction and to expand to different locations and markets. To achieve their goal, they must overcome the decline of tourism and customers due to Brexit, wars, new governmental laws, environmental factors, and online negative reviews. Conducting a PESTLE analysis (Marmol et all, 2015) can gather information to construct future scenarios and plan the best actions to reach the targeted markets displayed in the Similarweb below, with different backgrounds, age, and locations. Their customer base are business travellers and tourists.
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According to Bowman`s strategy clock (Bowman, C., & Faulkner, D.,1997) Holiday Inn hotels can be positioned in segment 3, offering a low-cost service but with a higher perceived value.
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 Their reputation is to provide fair prices for reasonable goods. The company motto is also “Great hotels guest love” that proves that Holiday Inn tries to exceed the customer expectation in decent range of prices (UKEssays, 2018). That is the trigger for attracting competitors like Premier Inn, Travelodge and Ibis hotels leading to a price war and slower expansion in comparison with other budget hotels.
Holiday Inn is the first hotel to franchise as a strategy to expand. Being under IHG Group wings it grows quickly reaching now over 1220 accommodations all over the world. According to Statista research brand awareness is 91% in UK, 44% of people like Holiday Inn and 26% of them are likely to return (Statista, 2023).
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To create a marketing plan first it needs a SMART target to be set (Kotler, P. et al. 2019). That is to increase the percentage of direct bookings to raise the customer numbers with 20% until the end of July 2024. Additionally, to raise its revenues that had a decrease in 2022 of 29,55% from previous year (Lock, 2019). The aim is to focus on research the customers behaviours to adjust its mission and maintain its values. It should not rely on their past success or failures and be more innovative and ready for future uncertainness.
[bookmark: _Toc137481427]Strategy
According to Ansoff`s Matrix illustrated below, the best strategy with lowest risk of failure, market development, is to keep the product but improving the processes, services and facilities, and the same target market (John Wiley & Sons, 2016).
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It can be achieved by improving the procedures and finding solutions in changing the low reputation due the poor reviews. The new marketing mix will still have the same prices and products with some improvements. 
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New locations on holiday related places and change in advertising with new design on the most visited channels can help rising the guest percentage. Offers and loyalty cards and improved processes with new personalized experience can trigger more sales and bookings. The guest expectations ca be revealed by taking short surveys on social media or through email. People are the centre of the marketing strategy and breaking the guest trust can have profound impact, often negative, on their impression of the brand (Bowie, D, 2017).
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After conducting precise research to find the perfect target audience, based on the age, location, backgrounds it is needed to find the best way to connect to every segment of targeted market. Check the customers reviews and find the reasons for negative feedback, and the guest service expectation. Invest in extra training and motivation for the employees to deliver operational efficiency. The ideal method to deliver the new Holiday Inn value to the future customers while building lifetime relationships is called communication mix (Moutinho et all, 2010). Using this strategy will make possible to achieve the goal of raising the percentage of bookings and guests with 20% until the end of July 2024 and change the bad impression due the poor and average reviews. RACE planning framework will help to create and manage a digital marketing strategy for online and offline sales (Tresidder, R. and Hirst, C, 2012). 
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First is necessary to grow the audience by building brand awareness, products, and services on other websites and to create interactions using paid, owned, and earned media touchpoints. Second, increase the total visits that are lower with 2.6% than last month, 1578 million according to Similarweb (Similarweb, 2023). Many platforms like Facebook, Twitter, and Instagram have built-in analytic that can give all information about followers, tool free to use with business accounts.
Advertising, personal selling and sales promotion are the most important way to attract the customers attention to new changes on Holiday Inn strategy. Identify the priority channels, set a budget for each, and invest in marketing automation to reach the potential guests. Third, create online and offline leads, easy to access, to pursue the visitors to take the next step. As hotel travellers desire immersive experience, including images and videos in blogs, posters, leaflets or shared on social media helps to inspire them. Next step is to take the audience and through offers, coupons, loyalty cards and excellent advertising and transform it in payable customers. Finally, the last step is to develop a long-time relationship with first time guests and create loyalty for actual ones. Close monitor the results and identify the trends to focus on them in future.
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             TASK                   START          END                 INFORMATION
                                                                                       SOURCE
	Targeted market and channels research
	June            August 2023
	Similarweb-male 46,52%
                -female 53,48%
24-35 years- 27,69%
35-44 years-21,56%

	Create new advertising
	July             August 2023
	

	Advertising on website
	August    December2024
	Similarweb 
Total visits -1578 million


	 Facebook, Instagram, and YouTube, Tv and Radio
	July          November 2023
		Similarweb- Social traffic
Facebook – 91,29%
Instagram – 3, 11%
YouTube – 5,60%




	TripAdvisor, 
IHG website 
	August        January2024
	 Similarweb
IHG.com-23,59%
TripAdvisor-36,92%

	Coupons, discounts
10% for 2 or more nights staying. 
15% first time guests
10% off dinning



	


January        May 2024

	Holiday Inn website and emails and flyers.



	Loyalty cards
20% discount
	
January        June 2024
	Actual guests

	Trade shows 
Competitions with coupons price
	
May               June 2024
	
Locations near cities



More details attached in the Gantt Chart Appendix 1 (Davis, J.S. and Kanet, J.J.,1997).
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If the marketing plan is achievable the customer retention rate of more than 5% should boost the profit from 25% to 95%. First, the most important metrics to measure success is customers satisfaction score, positive or negative, to find if needs to continue or improve the services. Second, track the monthly revenue and spot the oscillations in them for different periods. Third, take surveys to find out how loyal the customers are to the brand and how likely are ready to spread the word about it. Finally, check the number of supports calls in comparison with last year to see if the website and touchpoints are working accordingly. 
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The aim of this marketing plan is to improve the image of the brand that had been damaged due to negative feedbacks from the customers. This will be achieved by upgrading the services prioritising the investment in extra training and updating the websites, locations, and procedures. The goal is to accelerate the growth of their business and maximise return on new potential loyal guest. A new design advertising campaign delivered on most visited channels as well as new promotions and offers will make possible achieving the plan and increase the bookings, the number of new customers and change the impressions of some of actual guests that gave poor reviews, turning them in lifetime consumers.
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