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[bookmark: _Toc135391707]Introduction 
This marketing plan outlines the Holiday Inn Hotel's advertising and positioning tactics. This plan is being created for the researcher. 
The important theories and frameworks that will be used in this report are given. 
SOSTAC - By putting a strong focus on the crucial stages of Situation analysis, objectives, plan, Tactics, Action, and Control, this framework will serve as a roadmap for developing the marketing plan (Ryan, 2012). 
4Ps Marketing Mix - The hotel's marketing strategy will be examined using Jerome McCarthy's 4Ps framework to see how it may be improved (Rafahat, 2022). 
The Ansoff Matrix - The Holiday Inn Hotel's potential expansion will be determined using Igor Ansoff's Ansoff's Matrix.

[bookmark: _Toc135391708]Situation Analysis 
[bookmark: _Toc135391709]Company: SWOT Analysis 
Strength - The Holiday Inn Hotel has a distinguished location, cutting-edge lodgings, a knowledgeable staff, and a well-known hotel brand. 
Weakness - The hotel may have issues with its outdated technology, meagre parking, and ability to provide dependable customer care (Kotler and Kartajaya, 2017). 
Opportunity - In order to increase its clientele, the Holiday Inn Hotel may seize chances like growing travel and tourist trends and interacting with new target markets.
Threats - The hotel is in competition with other hotels in the region and other types of housing, such as vacation rentals and internet booking services (Kencana et al., 2018). 

[bookmark: _Toc135391710]Customers – Segmentation and Targeting 
There will be a lot of segmentation and targeting needed for the Holiday Inn. The hotel might identify various market categories based on demographics, psychographics, and behaviour patterns using consumer data (Kotler and Kartajaya, 2017). 

[bookmark: _Toc135391711]Competitors – Perceptual Positioning Map 
A placement map may be used to contrast The Holiday Inn Hotel with its main rivals in terms of cost, value, location, and customer perception. The main competitors include Hilton Hotel. Six Senses, and others (Birru et al., 2022). 

[bookmark: _Toc135391712]Collaborators – B2B Relationships, Partnerships, and Franchises 
The Holiday Inn Hotel has to show that it is knowledgeable about the chains, alliances, and B2B ties it has. Collaboration with regional tourist councils, tour operators, business customers, and event planners is necessary (Housden, 2008). 

[bookmark: _Toc135391713]Climate – PESTLE Analysis 
The influence of significant natural elements on the hotel will be determined using a PESTLE study. Examining these barriers entails looking at their political, economic, social, technical, legal, and environmental contexts (Jobber and Ellis-Chadwick, 2020). The marketing techniques of a hotel may be impacted by changes in governmental regulations, the economy, sociological trends, technical breakthroughs, legal requirements, and ecological efforts (Frue, 2019).

[bookmark: _Toc135391714]Marketing Mix 
Product - Specific market segments should be considered while designing the Holiday Inn hotel's rooms, facilities, dining choices, event spaces, and other services.
Price – Holiday Inn provide customers with competitive pricing, discounts, and bundles, so they are more inclined to make a reservation (Ghauri, 2014).
Place - The hotel itself, an internet travel agency, or a collaboration with a travel firm are just a few of the options for booking a hotel stay.
Promotion - The hotel should advertise itself in a number of ways, such as direct marketing, social media marketing, online and offline advertising, and public relations (Smirl, 2016).

[bookmark: _Toc135391715]Objectives 
"Through targeted marketing, raise the occupancy rate at the Holiday Inn Hotel by 10% over the next 12 months, resulting in increased revenue and profit."
This SMART objective is time-bound, relevant, specified, measurable, and attainable. It is clear that the marketing strategy's goal is to boost hotel guests' numbers. Because it demands a 10% growth, the goal is quantifiable. 

[bookmark: _Toc135391716]Strategy
[bookmark: _Toc135391717]Value proposition 
The revised value statement of Holiday Inn may place a stronger focus on offering great customer service, making sure visitors enjoy their stay, and providing each visitor with specialised attention. 

[bookmark: _Toc135391718]The Ansoff Matrix
To achieve the desired improvements in brand perception and customer perception, the Holiday Inn may use Ansoff's Matrix's market growth approach. This tactic entails pursuing fresh customer demographics or breaking into fresh marketplaces in fresh regions (Chaffey et al., 2019). 

[bookmark: _Toc135391719]Changes to the Marketing Mix 
Product - In marketing materials and interactions emphasise the hotel's excellent customer service and individualised experiences. 
Price - To encourage folks to test Holiday Inn’s business and draw in new clients, think about providing discounts or promotions to the defined target categories (Clow and Baack, 2013). 
Place – Holiday Inn may find and target new geographic areas or demographic groupings with the use of targeted marketing. 
Promotion - Make a thorough marketing effort that highlights the Holiday Inn's new value proposition, improved guest experience, and favourable reviews from prior visitors (Kencana et al., 2018).  

[bookmark: _Toc135391720]Tactics 
[bookmark: _Toc135391721]RACE/ Communication Mix 
The RACE (Reach, Act, Convert, and Engage) idea from the Communications Mix may be used to construct a complete plan to address the problems highlighted in the situational analysis and enhance the Holiday Inn Hotel's communications.

Reach
· Analyse the Holiday Inn's current communication channels, including social media, emails, and the website, to ascertain their efficacy (Kotler et al., 2020). 
· Develop a social media plan to improve the Holiday Inn's online visibility. In order to reach and entice more people, this may include creating material that they want to read and leveraging user-generated content.

Act
· All communication channels should use call-to-action (CTA) strategies to entice potential consumers to schedule appointments or subscribe to special offers.
· Prospects may be followed up with through targeted email marketing, and they can be urged to make meetings (Kencana et al., 2018). 

Convert
· To raise the Holiday Inn's conversion rate, provide visitors who book directly via the website with additional discounts or promotions (Smith and Zook, 2020).
· Platforms should be simple to use and intuitive to improve the planning experience. The online payment procedure should also be quick and safe.

Engage
· Install a reliable customer relationship management (CRM) system to boost customer involvement. Gather data about Holiday Inn’s visitors so it can customise their experiences and boost the effectiveness of its marketing campaigns.
· Use social media, email surveys, review sites, and other techniques to ask visitors for their opinions. Show the public that Holiday Inn is dedicated to providing first-rate customer service by immediately addressing any complaints or difficulties (Bowie et al., 2017).
It is possible to determine areas in which the hotel may improve and areas in which it may be missing by examining its present communication platforms, social media presence, and email marketing initiatives. 

[bookmark: _Toc135391722]Action 
[bookmark: _Toc135391723]Gantt chart 
	Activity 
	Week 01
	Week 02
	Week 03
	Week 04
	Week 05
	Week 06 

	Social Media Camping
	
	
	
	
	
	

	Email Marketing Camping 
	
	
	
	
	
	

	Website Optimisation 
	
	
	
	
	
	

	Content Marketing 
	
	
	
	
	
	

	Online Marketing 
	
	
	
	
	
	

	Review Management 
	
	
	
	
	
	



The following factors influence the marketing channel strategy:
Audience Reach - Holiday Inn may connect with a lot of potential consumers by using email marketing, social media campaigns, and search engine optimisation. 
Potential for Conversion - Online advertising is methodically planned to maximise results. By giving tailored exposure and knowledge to prospective visitors, it raises the chance of direct bookings (Jobber and Ellis-Chadwick, 2020).

[bookmark: _Toc135391724]Control 
The effectiveness of the Holiday Inn Hotel's marketing initiatives may be assessed using the measurements and Key Performance Indicators (KPIs) below:
New Customers - The number of new customers obtained by marketing activities, including direct reservations and promotional campaigns, may be tracked to provide insight into how well marketing platforms operate in bringing in and converting new customers.
Positive Brand Attitudes - Asking individual questions or keeping an eye on internet reviews and assessments might help Holiday Inn to find out what others think and feel about a firm (Birru et al., 2022). 
Earnings are increasing – Holiday Inn may assess the impact of its marketing strategies on its bottom line by tracking measures.

[bookmark: _Toc135391725]Conclusion
In conclusion, Holiday Inn Hotel's marketing plan has both potential and problems. The challenges include overcoming a bad company reputation, gaining new clients, and standing out from rivals. Here are some recommendations for resolving these problems:
· Holiday Inn should strive to provide better customer service and more individualised experiences to improve how people perceive your business.
· By focusing its marketing efforts on new customer niches, Holiday Inn may grow its market.
· Make use of social media and the Internet to interact with prospective customers and spread the word about Holiday Inn’s company.
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