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1. Introduction
The fundamental objective of this marketing plan is to augment the bookings for the organisation, Holiday Inn London Heathrow - Bath Road, an IHG Hotel, by formulating an all-encompassing marketing strategy that will be tailored to address specific customer segments. This strategy will be executed via diverse channels with the aim of showcasing the hotel's exceptional offerings and amplifying its appeal to a wider audience. The marketing plan for the company will be focused on increasing the number of hotel bookings of the company by 20% within the next 6 months. 5C situational analysis and 4P’s marketing mix will also show in the study for developing an effective marketing strategy.
[bookmark: _ngrdzjdchg8p][bookmark: _Toc129212819]2. Situation Analysis
The 5C’s situation analysis of the company Holiday Inn is given below: 
[bookmark: _Toc129212820]2.1 Company (SWOT Analysis)
	Strength
	Weakness
	Opportunity
	Threats

	A strong brand name and global presence is the company’s main strength (IHG, 2023).
	However, the company struggles to maintain consistency in several locations, one of its weaknesses.
	The company has the opportunity to expand its business in the emerging market.
	Fierce competition in the market could be a threat to the company. 



Table 1: SWOT Analysis
(Source: Created by the learner)
[bookmark: _Toc129212821]2.2 Customers 
Holiday Inn serves families and business travellers. Each guest has a character profile based on their preferences and travel needs (Smith and Zook, 2020).
[bookmark: _Toc129212822]2.3 Competitors 
Perceptual positioning maps show customers' brand price-quality perceptions (Kotler et al., 2020). Bowman's Strategy Clock analyses their strategies and market positions. Figure 2 (Appendix-1) shows the company's Porter's Five forces:
	Competitive Rivalry
	Threats of new entrants
	Threats of substitute
	Buyer’s Power
	Supplier’s power

	Marriott, Hilton, and other hotel chains are competing with Holiday Inn. Competition is intense.
	For new entrants investment could be a huge factor so the threat is low.
	Many substitute brands also offer similar services. So, the threat of substitutes is high.
	The power of the buyer is high as their preference often changes. 
	Holiday Inn Maintains a disruptive supply chain. So, the supplier’s power is low.


Table 2: Porter's Five Force Analysis
(Source: Created by the learner)
[bookmark: _Toc129212823]2.4 Collaborators 
Holiday Inn has partnered with several companies to improve its services and attract more clients. They provide amazing bargains and registration discounts with airlines, vehicle rental businesses, and other travel firms. They also serve hotel owners in various locations.
[bookmark: _Toc129212824]2.5 Climate (PESTLE Analysis)
	Political factors:
	· Travel and lodging legislation can ruin the industry's earnings (Altinay and Arici, 2022).

	Economic factors:
	· Economic downturns and shifts in consumer spending patterns can impact the industry.

	Social factors: 
	· People's tastes and behaviour may completely change hospitality trends (Dogru et al., 2019).

	Technological factors: 
	· Getting on board with new gadgets and online stuff can help hotels and restaurants give customers more and run things smoother.

	Legal factors:
	· Hospitality success depends on safety and fairness (Morrison, 2022).

	Environmental factors: 
	· Hotels sell eco-friendly stays since many people worry about the environment.


Table 3: PESTLE Analysis
(Source: Created by the learner)
[bookmark: _r17q3dmpi7ei][bookmark: _Toc129212825]3. Objective
	Objective
	Specific
	Measurable
	Achievable
	Relevant
	Time Bound

	The main objective of the marketing plan of Holiday Inn is to effective increase their hotel bookings by 20% in 6 months
	The marketing plan of Holiday Inn involves enhancing the hotel bookings of the company by 20% in six months
	Through monthly sales report the progress can be measured. 
	Based on market trends and past performance it can be stated that the goal is achievable (Lin et al., 2020). 
	This marketing plan is absolutely relevant to the overall growth strategy of the company.
	6 months


Table 4: SMART objective
(Source: Created by the learner)
[bookmark: _xm15hso08rk][bookmark: _Toc129212826]4. Strategy
The Holiday Inn differentiates itself from its rivals by ensuring that each of its hotels maintains the same degree of excellence, and it distinguishes itself further by providing reasonably priced lodgings that are both comfortable and convenient (Ruel and Njoku, 2021). To continue providing top-notch experiences for guests, the company plans to invest in upgrades for existing properties and develop new hotels in strategic locations worldwide (Floričić, 2020). According to Koseoglu et al. (2019), business visitors will value messaging that highlights Holiday Inn's efficiency and reliability, while leisure travellers will value the hotel's family-friendly features and affordable rates. The brand is well positioned to realise its objective of increasing hotel reservations by 20% in less than a year by adhering to its promise to provide lodgings that are both pleasant and convenient at a price that is within reach.

[bookmark: _xw8lvhynie69][bookmark: _Toc129212827]5. Tactics 
The 4P’s marketing mix is a framework which can be used by the organisation to effectively implement a marketing strategy. 
Product: The Holiday Inn is stocked with all the most in-demand items, such as cosy accommodations, cutting-edge technology, and contemporary conveniences. In the event that a client is travelling for business, the establishment will make arrangements to give them with a place to congregate and socialise, as well as free high-speed internet and several other advantages pertaining to their line of work (Camilleri, 2019).
Price: When it comes to setting prices for its rooms, Holiday Inn has a high level of business acumen (Fyall et al., 2019). They conduct a great deal of research to learn what people want and how the competition operates, and after that, they provide a wide variety of booking choices for clients who are interested in staying at the establishment.
Place: One of the most important advantages that the corporation possesses is the presence of Holiday Inn at Heathrow Bath road. As there are Holiday Inns all over the world, patrons may participate in Holiday Inn's promotions regardless of where they travel.
Promotion: When it comes to encouraging visitors to book a night at Holiday Inn, the hotel is all about utilising technology and social media in their marketing efforts. They employ a method known as RACE, which stands for Reach-Act-Convert-Engage, to spread the word to the greatest number of individuals possible. They communicate with potential customers via email, as well as via social media platforms such as Instagram and Twitter. They devise attractive sales and promotional materials, such as discounts and bundles, in the hopes of attracting a larger customer base (Jones and Wynn, 2019).
Simply said, Holiday Inn is adept at maintaining a positive relationship with its clientele by employing a variety of strategies. Holiday Inn is another company that reaches out to individuals through a variety of advertising channels. Also, the company is always testing out new techniques in order to encourage repeat business from existing clients.
[bookmark: _dttf1tsmqvye][bookmark: _Toc129212828]6. Action
The data that was compiled from the several marketing sources became the foundation for the hotel booking strategy. Both online surveys and in-person focus groups were utilised in order to achieve the goal of accumulating information about the preferences, routines, and expectations of consumers. Email marketing and advertisements on social media were chosen as a marketing technique because of their ability to reach a certain demographic that is quite small in size. Appendix 2 includes a graphical depiction of the action plan that is formatted in a GANTT fashion. This representation may be seen in the appendix. 

[bookmark: _tttucbb61zqx][bookmark: _Toc129212829]7. Control
In order to monitor the success attained from the marketing strategy, a number of metrics can be employed to gauge the number of fledgling clients, inclusive of the inflow of online visitors, the volume of booking enquiries, and the level of occupancy in the hotel rooms (Hsieh et al., 2020). Moreover, to assess the potency of the brand, the company can engage customers in a survey to detect their positive inclinations towards the establishment. The organisation must report revenue from conference, hotel room, and other hotel services as part of the evaluation (Cain et al., 2019).
[bookmark: _7qxipk5bzigd][bookmark: _Toc129212830]8. Conclusion
[bookmark: _v42oszyr4qgx][bookmark: _7dxdts2mg9h3][bookmark: _o5p5jyq0wgoa]The primary goal of this marketing strategy is to increase bookings for Holiday Inn by creating a comprehensive marketing strategy that is targeted at different types of customers. This plan will be carried out across a number of platforms with the intention of highlighting the hotel's unique features and increasing its overall attractiveness. The goal of the company's upcoming marketing strategy is to boost hotel reservations by 20% within the following six months.  By focusing on the market segments that are most likely to respond positively to its value proposition, the Holiday Inn will maximize its marketing ROI.
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Figure: Porter’s Five Force Analysis
(Source: Ruel and Njoku, 2021)
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Figure: Action Plan with GANTT Chart
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