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Introduction
The marketing plan will present a SWOT Analysis of the Holiday Inn, analyzing the negative and positive factors that can increase or decrease revenue using Bowman’s Strategy Clock and Ansoff’s Matrix. The new strategy that will be presented involves discounts that can impact on organization revenue; however, this can help the company to gain new customers and data to increase positive reviews and ‘’clean’’ reputation.

Situation Analysis
Following the situation with Covid-19 and the changes produced in health crisis and financial situation, De-la-Calle Durand and Rodriguez-Sanchez (2021) affirm that the 5C’s model is adapted based on the changes that took place caused by social, psychologic and physical factors in order to reinforce engagement of the employees as following:
· Conciliation – 68.6 % of current workers prefer remote working explaining that employees see a better work-life balance and work-pressure is controlled influencing lower abscenteesm and higher health outcomes.
· Cultivation – redundancies made employees to seek for different industries becoming difficult for the firms to hire new workforce meaning that employers must understand employee's expectations, future plans, provide secure and safe workplace and engaging in wellbeing activities to protect employees.
· Confidence – stress is triggered by firms with organizational injustice and leads to long-term health issues. Companies must consider engagement essential helping employees to become confident resulting in trust and healthy relationships.
· Compensation – renumeration, rewarding an individual for the way they perform. Planning and implementation of target incentives is benefic for both parties, creating involvement and positive results for the organization/ employees. 
· Communication – the key of eliminating barriers between organization and employees that helps the firm to understand in advance any demotivation and problems that employees may have, providing a reasonable timeframe for the firm to negotiate and find resolution.
[bookmark: _Int_sDOeSAwi]Another important subject in developing marketing plan is Sostac, created by PR Smith (Smith,2018) as described in Figure 1 and 2.
Customer Profile of Holiday Inn (Fig.3) are in high % business customers. The age distribution (SimilarWeb, 2023) explains that customers are between 25-34.
According to IHG (2023), Holiday Inn have a strong online presence, however SimilarWeb (2023) suggests that that they have a low social marketing at 0.68% and most of their marketing channel is based on paid search at 51.24%.
Holiday Inn SWOT Analysis (Owrea, 2021).
	STRENGHTS
· One of the largest chains worldwide
· High revenue comparing to previous years
· Approx. 100 M customers/ year
· IHG Group



	WEAKNESSES
· Poor feedbacks
· Low customer satisfaction
· Low IT security
· Lack of standards in hygiene
· Reputation damage

	OPPORTUNITIES
· IHG investment for expansion of Holiday Inn in Europe
· Somerston Capital and Atlas / high investments in Holiday Inn
· Expectation of 7500 rooms +



	THREATS
· Direct competitors Travelodge, Ibis, Fairfiels with high strategies in costs


[bookmark: _Int_CNMrGO05]Bowman’s strategy Clock (Fig.4) shown by MindTools (2023), in open markets, services and goods are purchased from any number of organizations. The article affirms that it is companies job to find a competitive advantage / edge and meet the customer's needs there and then, being the best company to purchase from. This includes segmentation of the market, differentiation product and leadership cost. The positions of the clock mentioned above include:
-Low price/Low value (no customers loyalty gained; however, customers will purchase to try as attractive price).
-Low price (low cost to minimum, named as “price war” to beat competition, in customer’s benefit).
-Hybrid- Moderate differentiation/price (low cost and higher value than the 1st position presented creating reasonable products for acceptable price building customer loyalty).
-Differentiation (high value product increasing the price, sometimes keeping price down to obtain market share called as “lower premium” with high value).
-Differentiation Focused (high price/high value. Most are single transactions as “premium buy” high market target, companies survive as high margins on profit)
-Standard Products/ Price Increased (called as “gamble" by meaning companies increase sometimes the price without having a high value product, if no success ending in adjusting the price as discounted price. The strategy can work on short-term but not long-term as price is not justified and customers cannot build trust
-Low value/ High Price (same as the one mentioned above, more a monopoly price).
-Standard Price/ Low Value (losing market share as products are low value with no products that are viable, losing customers).
As shown above and the explanation provided, analyzing Holiday Inn through IHG (2023) and Holiday Inn (2023) is easier to understand that the organization is using a Hybrid Model strategy to gain customers loyalty.
Objective
Smart Objective: Using the high volume of travel customers present in Holiday Inn in partnership with train ticket companies on hard ticket or online purchase, discout to be applied for Holiday Inn stay at 2 nights + (Fig. 4).
Strategy
Using Ansoff’s Matrix (Fig.5), the strategy to gain new customers decided is:
· Developing new product by implementing new market research using segmentation and customer's profile
· Diversifying the current products requesting customer’s opinion through surveys to obtain a better understanding and take the right decision that can influence positively new customers.
· Increasing online presence, as explained at on top paragraphs is low
· Obtain positive reviews to “clean” the current poor reviews and “clean” reputation


Tactics and Action
On this section the focus is the discount of 5% that will be offered to customers who purchase train tickets from the company’s partners. The voucher will be online as QR Code and on back side of the paper ticket
The strategy includes RACE, every ticket will have mandatory feedback to obtain reaction and volume reviews, positive expected outcome.
By converting train tickets in discounts that can be used in Holiday Inn, customers data will be gained on the purchase of online tickets allowing the company to create customer engagement through the data obtained and create future discounts to maintain connection (Fig.6).
The intention is to promote the new product using online paid search that is already in place, adding Partner Companies for train tickets using posters, banners and lighted banners around the train stations. The marketing campaign will include radio promotion with voucher codes that can be used to obtain new customers using Gaant Chart as seen in Fig.7.
Control
As presented in the previous paragraph, the data gained will allow the company to maintain a constant connection, exploring new ways of discounting according to the customer’s opinion, increasing metrics and enlarging the promotion purpose. The investment will be compared with the profit to understand margins, the impact on revenue after discounts applied, considering staff increase versus reduction and the quality / quantity as Hybrid strategy is desired (Fig. 8).
Conclusion
Therefore, Holiday Inn must adopt a new strategy in gaining data and new customers to “clean” reputation and poor feedback present by creating a new product that will bring a new, fresh number of customers through the company. Even if it is one of the largest hotel chains worldwide, the fact that most of their customers are business, the company should analyze the  weaknesses that they have and transform them into opportunities. 
A train tickets discount can have a positive impact and using the investors that the company holds and intends to increase the number of rooms; this decision can promote the company further.
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Figure 4A
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Figure 7
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