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Introduction
The purpose of preparing this marketing plan for Holiday Inn Hotel is for the management and marketing team of the hotel to identify an issue or marketing opportunity and create an effective communications strategy in the current market climate. The plan will frame the plan using the SOSTAC framework, which stands for Situation Analysis, Objectives, Strategy, Tactics, Actions, and Control. Additionally, the 4Ps of marketing (Product, Price, Place, and Promotion) and Bowman's Strategy Clock will also be used to analyse the hotel's marketing mix and position in the market in terms of competition, respectively. The report will also provide a marketing schedule, a justification of what informed the decisions, and how the plan's success will be measured. 
Situation Analysis
Situation analysis is a systematic review and evaluation of the internal and external factors that affect an organisation or business. Situation analysis helps organisations identify critical issues and marketing opportunities and make informed decisions about their future strategy and development (Hewko and Mann, 2022). A situation analysis for Holiday Inn hotel will include the company's SWOT analysis, customers, competitors, collaborators, and the current climate. 
Company: The SWOT analysis of Holiday Inn hotel can be described as follows:
The hotel's strengths are based on its strong brand recognition, diverse offerings, and global network of hotels. Weaknesses include a need for more differentiation from other hotel chains and increasing competition (Kencana, Arjana and Sudiarta 2018, p.264). In terms of opportunities, there is high growth in the hotel industry and expanding into new markets is easy. Holiday Inn's main threats include changes in consumer preferences and an increase in alternative accommodation options.
Customers: Holiday Inn targets a broad range of customers, including business travellers, families, and leisure travellers. The company's customers are segmented on demographic, psychographic and geographic factors. The customer profile includes middle-aged individuals (mostly between 35 and 55 years), families, and corporate customers looking for comfortable and affordable accommodation options.
Competitors: Holiday Inn's main competitors include Courtyard, Marriott International, Hilton Garden Inn, Hampton Inn, and Best Western. A perceptual positioning map shows Holiday Inn as a mid-priced hotel offering comfort and reliability. The Bowman's strategy clock shows Holiday Inn as having a differentiation focus, offering additional amenities and services to differentiate itself from its competitors.
Collaborators: Holiday Inn has several B2B relationships, including partnerships with corporations and travel management companies. The company also has a successful franchise model, allowing entrepreneurs to own and operate their own Holiday Inn hotels.
Climate: The PESTLE analysis for Holiday Inn highlights the following macro factors affecting the industry: political (visa regulations), economic (tourism trends), social (changing consumer preferences), technological (advancements in booking technology), legal (health and safety regulations), and environmental (sustainability efforts).
Objectives
The aim of the marketing plan for Holiday Inn Hotel is to create an effective communications strategy using the SOSTAC framework, the 4Ps of marketing and Bowman's Strategy Clock, to analyse the hotel's marketing mix and competition position and achieve a differentiated focus in the market by targeting a broad range of customers through partnerships, franchises, and offering additional amenities and services.

Strategy
The strategy of Holiday Inn hotel can be analysed using its value proposition, its differentiation approach and how it communicates the value proposition to its target consumers. A value proposition can be explained as the unique promises or benefits a business offers its customers and what makes the brand different from its competitors (Rafahat, 2022). Holiday Inn's value proposition is to offer comfortable and reliable accommodation options to a broad range of customers, including business travellers, families, and leisure travellers, at an affordable price (Rafahat, 2022) The hotel is known for its 24-hour business services that meet the needs of corporate meetings for travellers while enjoying other services and amenities, including swimming pools, room service, and fitness rooms (Rafahat, 2022). In addition, the hotel differentiates itself from its competitors by offering additional amenities and services, such as a diverse range of hotel offerings, a global network of hotels, and a successful franchise model, allowing entrepreneurs to own and operate their Holiday Inn hotels. 
The value proposition will be communicated through various marketing tactics, such as online advertising, social media, email marketing, and content marketing, targeting middle-aged individuals, families, and corporate customers. The delivery of the value proposition will be through providing high-quality guest experiences, with a focus on comfort and reliability, and by maintaining the brand's strong recognition. The value proposition is linked to the customer segments. It will affect the targeting and positioning of the organisation by providing a clear target audience and a differentiation focus in the market. By understanding the needs and preferences of its target customers, Holiday Inn can tailor its marketing efforts and adjust its positioning to meet the market's changing demands. This will help the hotel to maintain its competitive advantage and achieve its business objectives.
Tactics
Marketing tactics used by Holiday Inn Hotel can be analysed using the 4P of the marketing mix as follows:
Product: Holiday Inn currently offers a diverse range of hotel offerings, including standard rooms, suites, and executive rooms, catering to the different needs of its customers. The hotel also offers a range of additional amenities, such as on-site restaurants, swimming pools, fitness centres, and meeting rooms, to provide added value to its customers.
Place (Distribution): To make it easy for customers to locate the hotel, Holiday Inn uses a variety of channels, including online travel agencies, the company's website, and direct bookings through its reservation centre. The hotel also uses a successful franchise model, allowing entrepreneurs to own and operate their Holiday Inn hotels, thus expanding the company's reach and increasing its distribution channels.
Price: Holiday Inn's pricing strategy is based on affordability, focusing on offering value. The hotel offers a variety of price points for visitors, including standard rooms, suites, and executive rooms, catering to its customers' different needs and budget constraints. The pricing information is displayed on the company's website and through various online travel agencies, making it easily accessible to potential customers.
Promotion: Holiday Inn uses a variety of promotional strategies to advertise its hotel offerings and services, including digital marketing, email marketing, and social media advertising. The hotel also leverages its strong brand recognition and partnerships with travel management companies and corporations to reach its target customers. Additionally, the hotel uses RACE (Reach, Act, Convert, and Engage) framework to plan and execute its marketing campaigns and measure their effectiveness.

Action
A Gantt chart of marketing activities can visually represent the marketing plan timeline. This will include all marketing activities, such as product launches, advertising campaigns, and public relations efforts. See appendix 2. 
Control
Measuring the success of a marketing plan is essential in determining whether the objectives and goals set out in the plan have been achieved. Therefore, the success of this marketing plan for the Holiday Inn will be assessed as follows. 
Customer acquisition: Evaluate the number of new customers the hotel attracts due to the marketing efforts.
Brand awareness: Assess the awareness of the Holiday Inn brand among the target audience and whether this has increased due to the marketing efforts.
Customer satisfaction: Customer satisfaction with the hotel and its services, as measured through customer feedback and surveys.
Conclusion
The marketing plan for Holiday Inn Hotel aims to create an effective communications strategy using the SOSTAC framework, the 4Ps of marketing, and Bowman's Strategy Clock to analyse the hotel's marketing mix and competition position and achieve a differentiated focus in the market. The hotel aims to target a broad range of customers, including business travellers, families, and leisure travellers, by offering comfortable and reliable accommodation options at an affordable price, with additional amenities and services. The value proposition will be communicated through various marketing tactics such as online advertising, social media, email marketing, and content marketing. The plan's success will be measured through customer satisfaction, repeat business, and financial performance.
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Appendix
Holiday Inn SWOT Analysis
	Strengths
	Weaknesses

	-Strong brand recognition
-Global network of hotels
-Diverse range of hotel offerings
	-Lack of differentiation
-Increasing competition


	Opportunities
	Threats

	-High growth in the hotel industry
-Easy expansion to new markets
	-Changes in consumer preferences
-Increase in alternative accommodation options



Marketing Activities Gantt chart 

	
	Channel
	March
	April
	May
	June

	Product Launches
	-Company's channel
	
	
	
	

	Advertising Campaigns
	-Company's website
-Social media
-Email marketing
-Content marketing
-Influencer marketing
	
	
	
	

	Public Relations Efforts
	- Company's website
-Social media
-Email marketing
-Content marketing
-Influencer marketing
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The SOSTAC Framework- Actions
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» Product: Holiday Inn currently offers a diverse range of hotel offering
and amenities, including standard rooms, suites, and executive rooms,
catering services, sw1mm|n§ pools, fitness centres, and meeting rooms,

S

to provide added value to its customers.

* Place: Holiday Inn uses a variety of channels for ease location, including
online travel agencies, the company’s own website, and direct bookings
through its reservation centre.

« Price: Holiday Inn's pricing strategy is based on affordability, with a focus
on offering value. The hotel offers a variety of price points fqr visitors,
lncludln% standard rooms, suites, and executive rooms, catering to the
different needs and budget constraints of its customers.

* Promotion: Digital marketing, email marketing, and social media
advertising. The hotel uses RACE (Reach, Act, éonve(t, and Engage)
framework to plan and execute its marketing campaigns and measure
their effectiveness.
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» Holiday Inn's value proposition is to offer comfortable and reliable
accomimodation options to a broad range of customers, including
business travellers, families, and leisure travellers, at an affordable
price.

= The hotel brand is known for its provision of 24-hour business services
that meet the needs of corporate meetings for travellers while enjoying
other services and amenities including swimming pools, room service,
and fitness rooms.

= The hotel differentiates itself from its competitors by offering
additijonal amenities and services, such as a diverse range of hotel
offerings, a global network of hotels, and a successful franchise model,
\rr‘vhtlcltl allows entrepreneurs to own and operate their own Holiday Inn
otels.
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= This marketing plan prepared for Holiday Inn
Hotel’s management and marketing team.

= The plan will use the SOSTAC framework
which stands for Situation Analysis,
Objectives, Strategy, Tactics, Actions and
Control to frame the plan.
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= The success of this marketing plan for Holiday Inn will be assessed
as follows.

= Customer acquisition: Evaluate the number of new customers that
the hotel attracts as a result of the marketing efforts.

= Brand awareness: Assess the level of awareness of the Holiday Inn
brand among the target audience and whether this has increased
as a result of the marketing efforts.

= Customer satisfaction: Determine the level of customer
satisfaction of with the hotel and its services, as measured
through customer feedback and surveys.
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= The purpose of preparing this marketing plan for Holiday Inn Hotel
is for the management and marketing team of the hotel to identify
an issue or marketing opportunity and create an effective
communications strategy in the current market climate.




