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[bookmark: _Toc137102852]Introduction
The marketing plan for Holiday Inn Leicester City, UK aims to increase the hotel's market presence as well as its reputation among consumers. It will serve as a guide for the marketing and business goals of the hotel management. SOSTAC, the 4Ps, and Ansoff's Matrix are all components of the plan. The current situation will be analysed, goals will be made, strategies will be created, methods will be applied, and marketing projects will be evaluated with the help of these frameworks. The development of an effective marketing plan will be helpful to make sure that the business will have success in the market. 
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Company: Holiday Inn Leicester City features a terrific location, cutting-edge amenities, a solid brand, and committed staff (IHG Hotel, 2023). It can have outdated infrastructure and dining options. Opportunities include a rise in business and leisure tourists in the area, while threats include competing hotels and other lodging options.
Customers: Targeting and segmenting customers enables the identification of groups with different preferences and needs. Families, business travellers, and local tourists may all be drawn to the Holiday Inn Leicester City (Salem et al., 2020). The hotel may use Similar Web to develop client profiles so that its services and marketing are tailored to the requirements of each segment.
Competitors: The Holiday Inn Leicester City can be compared to its rivals using a perceptual positioning map. Analysing the hotel's location, cost, amenities, and level of service might help it identify its USP (Eid and Agag, 2020). By evaluating their price and value competitiveness, Bowman's Strategy Clock assists hotels in making strategic decisions.
Collaborators: The Holiday Inn Leicester City should assess its B2B partnerships, alliances, and franchising prospects (Alnawas and Hemsley-Brown, 2019). By establishing strategic alliances with regional businesses, tour operators, and event planners, the hotel can draw in additional guests. Investigate franchising as a growth and expansion strategy.
Climate: By examining macro-environmental variables, Holiday Inn Leicester City can adapt to external conditions. Evaluating social and cultural aspects, legislative developments, technological improvements, political stability, economic trends, and environmental sustainability initiatives (Islam et al., 2021). The hotel can identify possibilities and minimise risks by using these criteria.
Marketing Mix 
Holiday Inn Leicester City should evaluate its offerings, costs, channels of distribution, and marketing initiatives (Smith and Zook, 2020). The hotel may upgrade its dining options, restore dated spaces, and enhance its lodging amenities. Pricing that is competitive should reflect value. Distribution channels should include collaborations with online travel agencies and direct hotel bookings (Salem et al., 2020). Promotional efforts include social media involvement, digital marketing campaigns, leafleting, giving free small gift to customer with hotel logo and collaborations with nearby businesses and attractions.
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Increase Holiday Inn Leicester City's market share by 10% within the next 12 months through targeted marketing initiatives aimed at attracting new customers and enhancing customer loyalty.
This will be accomplished through the execution of fruitful advertising campaigns and the formation of strategic alliances, as well as through the provision of outstanding customer service and the creation of memorable, individualised experiences for existing customers (Kotler et al., 2020). Take advantage of digital platforms, improve web presence by optimising it, and increase customer involvement by using social media and email marketing (Jobber and Ellis-Chadwick, 2020). The marketing strategy will be determined by the revenue growth, customer satisfaction, and the number of repeat bookings.
Word count: 112.
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To counteract negative reviews and brand reputation, the Holiday Inn Leicester City will use Ansoff's Matrix market penetration strategy (Bowie et al., 2017). To                                                                         increase brand perception and strengthen its market position, the hotel aims to draw both new and returning visitors.
The hotel will be assisted in achieving this by a thorough reputation management strategy. This entails regularly monitoring and reacting to internet reviews, conducting customer satisfaction surveys frequently, and implementing quality improvement initiatives to solve issues (Chaffey and Ellis-Chadwick, 2019). By reacting to customer complaints, the hotel aims to win back their trust.
Marketing Mix modifications
Product: Poor reviews may necessitate hotel upgrades, renovations, and better customer service (Ghauri, 2014).
Price: To draw customers and show value, the hotel may offer value-added packages.
Place: To increase revenue, the hotel can collaborate with nearby companies and online travel agents.
Promotion: To address negative reviews and communicate improvements, targeted digital marketing campaigns, social media participation, and online reputation management are used (Kwok, Tang and Yu, 2020).
Word count: 167.
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Participation in social media networks: The hotel plans to increase its presence on Facebook, Instagram, and Twitter. It will routinely give material that is interesting, share wonderful experiences that visitors have had, promote special discounts, and instantly respond to problems and criticism received from customers (Fill, 2019). By participating actively on social media, the hotel may improve the way its brand is perceived and more effectively address concerns raised by guests. Social medias reviews can help to identify issues and can improve those by taking a right action.
Management of Online Reputation: The Holiday Inn Leicester City will monitor websites like TripAdvisor and Google Reviews, as well as OTAs (Koc and Ayyildiz, 2021). The hotel will express gratitude to visitors who are happy with their stay and work to address any issues raised by guests who are unhappy. This approach demonstrates the hotel's attention to ensuring the happiness of its guests and enables the hotel to resolve any concerns that may arise.
Email Marketing Campaigns: The hotel will use its guest information to conduct targeted email marketing using emails sent to previous guests (Spanaki, Papatheodorou and Pappas, 2021). This includes up-to-date information about hotel amenities and services, as well as customised offers and promotions. By categorising guests according to their tastes and demographics, the hotel will be able to provide them information that is pertinent to them.
Partnerships with Influencers: The awareness of a hotel can be increased through partnering with local influencers, bloggers, and tourists (Smith and Zook, 2020). Travel and hospitality influencers will be invited to stay at the hotel or participate in other unique experiences. The influencers can then tell their followers about their amazing experiences, which will create buzz and bring in new consumers.
Website Optimization: The Holiday Inn Leicester City will improve the user experience of its website in order to boost conversion rates. This includes the ability to book with ease, view appealing visuals, access extensive material, and navigate with ease (Kwok, Tang and Yu, 2020). In order to establish trust, the website will feature testimonials and reviews from satisfied customers.
Word count: 348.
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Figure: Action
Source: Author
The marketing channels schedule is justified by careful evaluation of numerous factors. The first aspect is the target audience, as revealed by market research and consumer profiling regarding their preferred media. The chosen channels have a history of engaging and connecting with the target audience, making them efficient (Kotler et al., 2020). The distribution of channel resources is optimised through budget allocation. The schedule takes into account the seasonality and timing of the target market's hotel demand. Finally, decision-making is driven by performance measurements, which favour channels that have achieved their objectives. By taking these factors into account, the Holiday Inn Leicester City marketing channels timetable maximises reach, engagement, and success.
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Control 
The effectiveness of the marketing plan will be judged based on several key metrics and KPIs. These include new consumers, happy customers, a positive perception of the brand as determined by polls or an analysis of the emotion expressed on social media, as well as financial measures such as greater earnings and return on marketing expenditures (Jobber and Ellis-Chadwick, 2020). The monitoring of these measurements will indicate the effectiveness of the strategies and allow for any necessary adjustments to be made to achieve the desired goals. Proper planning and implementing these measures are very important for any business.
Word cont:99.
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Conclusion 
The marketing campaign for Holiday Inn Leicester City needs to address the brand's low evaluations and reach the target demographic through a variety of media to be successful. To solve these issues, you should work on improving your online reputation management, your interaction with social media, and your focused marketing campaigns. By strengthening its ability to segment their customers, the hotel will be able to target specific consumer groups. By carefully monitoring and adjusting their initiatives, Holiday Inn Leicester City may improve customer acquisition, the public's image of their brand, and their profitability.
Word count:96.
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Objectives

« Increase Holiday Inn Leicester City's market share by 10% within the
next 12 months through targeted marketing initiatives aimed at
attracting new customers and enhancing customer loyalty.
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Strategy

Product
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Promotion

Negative ratings may require hotel upgrades, renovations, and
better customer service (Ghauri, 2014)

o attract customers and demonstrate value, the hotel may offer
discounted prices or value-added packages.

The hotel can partner with local businesses and online travel
brokers to baost revenue.

Targeted digital marketing initiatives, social media engagement,
and online reputation management address unfavorable reviews
and communicate improvements (Kwok, Tang and Yu, 2020).
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Conclusion

« Holiday Inn Leicester City's marketing plan must address the brand's
negative ratings and reach the target audience through several media.

+ Improve online reputation management, social media involvement,
and concentrated marketing initiatives to fix these challenges.

« The hotel can target specific consumer groups by improving client
segmentation.

- Holiday Inn Leicester City may increase client acquisition, brand
image, and profitability by monitoring and adapting their actions.
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Introduction

+ Holiday Inn Leicester City, UK's marketing effort boosts market
presence and consumer perception.

« It affects hotel marketing and sales.
* The plan includes SOSTAC, the 4Ps, and Ansoff's Matrix.

* These frameworks will evaluate current conditions, goals, plans,
processes, and marketing projects.

+ Good marketing plans help businesses prosper.




