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The marketing plan can be denoted as the advertising strategy which will be implemented by the business purposes to ensure its selling aspects of goods and services (Jobber & Ellis-Chadwick, 2020). Here the Holiday Inn Hotel brand will be analyzed significantly by the framework of SOSTAC regarding the information of Ansoff’s Matrix model.















[bookmark: _Toc135515435]Situation Analysis
· The financial position, workforce environment, experienced employees, and the uniqueness of products, and assets of intangible ensure the brand value highly (Bowie et al., 2017). 
· Customer satisfaction comes to around 100 million per annum nights from the guests’ aspects. 
· The capability to increase more customer engagement.
· The business expansion with the emerging world (Smith & Zook, 2020).  
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The SMART objectives included as - 
Specific: The operational activities need to be smooth.
Measurable: The success of the organization needs to determine.
Actionable: Current staffing and budgeting enlistment with the performance development.
Relevant: The paths to deal with all activities of the organization to achieve goals.
Time-bound: The realistic timeframe helps to evaluate work conditions which is projected for 6 months.
[bookmark: _Toc135515437]Strategy 
· Market Penetration: The market penetration must need to concentrate on the increasing rate of sales of the products which exist in the current market (Clow & Baack, 2013). 
· Market Development: The market development needs to focus on the selling of the existing products of the new market entrance. 
· Product Development: The product development of Holiday Inn needs to focus on the new product introduction phase in the existing market. 
· Diversification:  Holiday Inn's brand value needs to be diversified with the market demand. 
[bookmark: _Toc135515438]Tactics 
· The communication mix includes every tool to communicate with the potential customers of the Holiday Inn.
·  It can be conducted through social media, advertising, direct marketing, product packaging, events, websites, exhibitions, and so on. 
· The communication mix largely focuses on the different ways to communicate with the customers by taking the help of different tools at the same time (Chaffey & Ellis- Chadwick, 2019). 
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The online advertising tools need to be enhanced over some time by the Holiday Inn. Otherwise, the brand value will be decreased after a specific time. On the other side, the analysis of goods and services demand and expectations of the customers in the market must need to analyze frequently way (Ghauri, 2014).
[bookmark: _Toc135515440]Control
· Ensure potential customer involvement.
· Performance monitoring and analysis.
· Increase rate of brand value.
· [bookmark: _Toc96418336]Marketing campaign improvement.
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The Holiday Inn needs to make sure the quality products are within the reasonable price at any cost. The evolution of the global aspects also arises different challenges certainly. The training aspects can be developed to compete in this dynamic business world.
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