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[bookmark: _Toc121099560]Introduction 
The goal of this study is to develop a marketing strategy for the Hotel Holiday Inn in Spain via an examination of the latter's current practices in the field. It is in an excellent location for those who want to explore the more refined aspects of what Paris seems to have to offer. This assessment will utilise the SOSTAC framework to develop a plan for Holiday Inn.
[bookmark: _Toc121099561]Situation Analysis
[bookmark: _Toc121099562]Company: SWOT analysis (Micro analysis) 

The Holiday Inn's SWOT analysis is presented in the following section.
	Strength: 
The organization has various qualities, the most significant of which are the hotel's ambience and location. The tourists are attracted by the bustling environment and the proximity of the attractions and landmarks (Brassington and Petitt, 2010). 
	Weakness: 
The hotel's only target market consists of individuals in Spain's elite and upper-middle classes, as well as international travellers (Jeffrey et al., 2010). This may become a problem for the business due to the increasing number of five-star hotels and nearby competitors, such as the Marriott Hotel or Hilton.

	Opportunities: 
The hotel has the potential to be provided with a greater range of options if it delivers a better degree of personalized service to its customers (Kotler et al., 2013). In addition, valet parking services are available to all visitors.

	Threats: 
COVID-19 poses a substantial threat to the hotel's ability to continue operating as normal (Clow and Baack, 2013). 




[bookmark: _Toc121099563]Customers: Segmentation and Target Customer’s profile
For the segmentation purpose, the following areas will be focus under each segmenting variables:
	Demographic
	Age, Occupation, income level

	Geographic 
	Living in UK and Spain and any other neighbouring states (Baker, 2014).

	Psychographic
	Has an active social life, Spends at least 2 hours in social media,
Has knowledge and expertise on smart gadgets. 
Watch modern TV drama series (Egan, 2004).

	Behavioural 
	Price conscious but also respond to values.
Loyal to the organization (Smith & Zook, 2020). 



The target customer profile is given as follows:

	Background
	Demographic
	Identifiers 

	Currently at a mid-level managerial position at a nationally recognized company. 
	Aged 20+
In a profession
Married or unmarried  
	Prefers traveling on weekends 
Have visited verifies places








[bookmark: _Toc121099564]Competitors: Porters five forces + Perceptual positioning maps 
Here, the degree of competitiveness is discussed with porter five forces: 
	Threats of new entry
	Low

	Threats of substitutes
	moderate

	Buyers bargaining power 
	moderate

	Suppliers bargaining power 
	Low

	Competitive rivalry
	High



Perceptual mapping: 
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Since it is one of the few budget-friendly and family-friendly hotels in Spain, the company's dominant market position is another of its strengths. But, many customers, especially the elite most customer may view Holiday Inn as low tier hotel compared to Hilton and Marriott hotels. 

[bookmark: _Toc121099565]Collaborators: 
At the B2B level, the company has partnered with local food suppliers in Spain. Also, local police and government offices also monitor the tourism activities in the Hotel. The company also offers event management services for local corporate offices. 
[bookmark: _Toc121099566]Climate: PESTLE (Macro analysis) 
The potential benefits of the hotel's bigger environmental aspects are examined using a PESTLE study. The Holiday Inn's PESTLE analysis is as follows:
	Political: 

	Border restrictions due to the COVID-19 pandemic and the lockdown situation in Spain are examples of political circumstances having an effect on Holiday Inn.

	Economic: 

	More than 12% of Spain's GDP comes from the tourist industry, which is growing rapidly and is crucial to the country's economic success.

	Social: 

	The Spanish people and their culture are renowned for their friendliness and variety, making them excellent social partners. This is a growing draw for tourists to the region.

	Technology: 

	The hotel's operation is not seriously impacted by the hotel's technological components (Barnes, 2017). The hotel itself radiates a sleek and contemporary vibe, and the management of key technologies like Wi-Fi is crucial to ensuring a pleasant stay for guests (Dibb and Simkin, 2018).

	Legal: 
	The Spanish government mandates that all foreign visitors provide a valid COVID-19 certificate before entering the country. Therefore, it is the hotel's responsibility to verify that all guests and employees have successfully completed the COVID-19 exam.

	Environment: 
	Considering that the travel industry as whole and individual vacationers are increasingly opting for eco-friendly hotels over opulent ones, it is imperative that this business begin to implement environmentally aware policies and procedures (Fifield, 2016).




[bookmark: _Toc121099567]Objectives

The company will introduce new marketing strategies in Spain to attract more customers so that they can generate more profit in a year or two. Since, hospitality sector is a major competitive sector in the world and there are lots of renowned companies, it is important to make a good initiative to generate enough profit by at least 10% more. Holiday Inn should also focus on increasing awareness in the market by at least 10% more compared to the last years. 
[bookmark: _Toc121099568]Strategies
In this section, Bowman’s Strategy clock will be applied to show Holiday Inn’s value proposition. Also, how the organization can differentiate in the Spanish market. 
If the Holiday Inn wants to remain competitive in the Spanish tourism industry after COVID-19, it must take specific steps to increase customer engagement and deliver value to current customers (Jobber & Ellis-Chadwick, 2012).  The company currently focus on low price, low value-added segment net but it needs to up the game. Conducting market research is a necessary first step in developing effective customer interaction channels and a compelling value offer (Murphy et al., 2010). 
[image: ]
To differentiate, Holiday Inn may ensure that its consumers actively engage in the experience by using a complete advertising strategy (Bradley, 2004). The hotel may use techniques such as an interactive campaign that rewards visitor engagement with free vouchers, free extra-night stays, and other such perks.
[bookmark: _Toc121099569]Tactics: 
In this section, marketing mix (4P) is used to develop tactics. 
Product 
Whatever it is that draws a visitor and their household to Spain, a Holiday Inn brand property is sure to have something unique to provide for them throughout their stay. The unique experience that is provided by the family-friendly hotel in Spain is designed to make traveler’s time there more enjoyable.
Price 
Depending on the booking channel, the hotel's rooms are available at one of two different rates. If booked via the hotel's official website, a single night's stay costs around 95 pounds. Prices start at 105 pounds on different websites and channels. As a result, the firm's pricing strategy is built on a price structure that is value-based (Blythe, 2009). 
Place 
Attractions in the neighborhood of the hotel include the forward-thinking Barcelona Design Museum as well as the Jean Nouvel-designed condominium Torre Agbar (Tresidder and Hirst, 2012). Bogatell Beach is a well-known location for playing volleyball and is located within an hour's drive of the hotel. People can book the hotel via websites and travel agencies. 
Promotion 
The company has adapted its marketing strategy for the post-COVID-19 era by including promotional price discounts for stays of more than two nights as part of its promotional activities (Bowie et al., 2017). The social media platforms will be used as the main channel of promotion. 




[bookmark: _Toc121099570]Actions: 
In the following section, a Gantt Chart is prepared to show how long the social media communications will promote the company’s offers.
[image: ]
[bookmark: _Toc121099571]Control
Identify USP – The unique selling proposition of the company is to ensure that customers feel a memorable experience while staying at Holiday inn.
KPIs: there will be two types of KPIs used -financial KPI and Marketing KPI.
In the above Gantt Chart, marketing KPIs are likes, shares, views etc. which actually falls into customer engagement category. Laos, customer lifetimes value is an important tool to measure the performance as well (Kotler and Kartajaya, 2017). 
Financial KPIs such as return on investments; revenue growth rate will be utilised as well.
[bookmark: _Toc121099572]Conclusion  
Holiday Inn has shown great tourist potential. The hotel's unique location will accommodate the demands of its vacationing visitors. It would appear from the hotel's marketing mix that, in the post-COVID era, the institution has the possibility to research important tourism locations and customer groups. Before entering new sectors, the firm must do comprehensive market research and incorporate the findings into its digital marketing tactics.
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Here’s an article about the hotel industry’s porter five forces which helped the author to get insight 

Source link: https://www.linkedin.com/pulse/hotel-industry-porters-5-forces-harish-gupta
HOTEL INDUSTRY & Porter's 5 Forces
Harish Gupta
Harish Gupta
CxO Advisor | Go To Market Leader - Retail, CPG, TTH
Published Feb 16, 2021\

The combined forces of reduced business travel and reduced tourism have tremendously impacted the hospitality industry or HOTELS due to this COVID pandemic. This reaction passage considers the recent market conditions in the light of Porter 5 forces. As Porter said in one of his articles in HBR " To find answers we need to look beyond the immediate market signals to the two fundamental factors that determine the profitability - Industry Structure and the sustainable competitive advantage".
Let's consider the mid-tier hotels like the Sheraton, Best Western, Hyatt, Marriott, etc." and exclude the Tier 3 segment of Motels or Inns and also the Tier 1 segments like the Waldorf Astoria, Wynn Hotels, Aria etc. The point to consider here is that mid-tier hotels have their unique core competence and their business strategy that makes them successful or unsuccessful. 
Force 1) - Entry Barriers or Economic Moat (as Warren Buffet loves to call it). 
The initial investment in the hotel industry is high and it creates a unique entry barrier to the new entrants. But the internet has reduced this entry barrier and we will discuss this in threat of substitutes. Internet has not only reduced the upfront investment cost but also a sizeable percentage of marketing and advertising costs. Even a bed and breakfast (B&B) now offers an attractive website to lure away its customers. Switching costs are usually NIL for customers. A vital barrier is the differentiation where a hotel can differentiate itself based on location (like ocean-facing etc.), Another barrier can be Hotels claiming the staff being trained in cleanliness and a guarantee to provide a clean COVID-free environment. 
Force 2) - Threat of substitutes
Usually, where there is a hotel, there are other hotels nearby. They are in all price ranges, with varying degrees of services and amenities. Try a search on Expedia or Costco for a hotel in Cancun, you will get a list of a wide variety of hotels from small B&Bs to all-inclusive to exotic hotels on the same street. Internet has also increased the substitute threats inviting new competitive models like Air BnB. Given its potency, internet presence for existing hotels is vital. 
Force 3) - Bargaining Power of Suppliers
This is not a substantial threat to the hotel industry in my view. There could be threats in pockets due to the aging population, millennial migration, the hotel industry is generally good at filling open job positions, and mitigation supplier risks at all levels. 

Force 4) - Bargaining Power of Customers
Consumers traveling regularly are very savvy customers. It has become very easy to explore online and find the most competitive option that best suits the pocket. The internet has also eliminated the need for "middle-man" needed to book travel services now. Lately, with the advent of the internet and educated buyers, the bargaining power has shifted in favor of the end customer. 
Force 5) - Competitive Force - Rivalry among existing competitors 
The rivalry in the hotel industry is fierce. When customers search for a good hotel online, it reduces the competition and the differences between the competitors. Customers will almost always look for the best price with the best amenities. With more options and more information available customers also pick alternate locations if that meets the price budget and a different itinerary (for eg - staying a nearby town at a much lower cost, than paying a premium for an ocean view, if that is not a priority). 
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Communications Plan

Holiday INN

Enter the name of the Project Lead in cell B3. Enter the Project Start date in cell E3. Pooject Start: label is in cell C3.

TASK Metrics START END

Advertising 

Facebook Views, Likes, Shares, Comments January April

Youtube Views, Comments, Shares January April

Twitter Retweets January march

Instagram Shares and comemnts January march

Snapchat Shares and comemnts January february



January



February



March April



Sun, 01/01/2023

Project Start:
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Infroduction

This study's objective is to create a marketing plan
for the Hotel Holiday Inn in Spain by analysing the
latter's present industry trends.

The building is at a great position for anyone who
wish to experience Paris' more upscale offerings.

The SOSTAC framework will be used in this
evaluation to create a strategy for Holiday Inn.
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Company: SWOT analysis (Micro analysis)

Strength:

| The organization has various qualiies, the most significant of which
are the hotef's ambience and location.

The tourists are atracted by the busting environment and the
proximity ofthe atractons and landmarks (Brassington and Pefi,
2010)

Weakness:

The hoters only targe market consists of indviduals in Spain's effe
and upper-middie classes, as well 2 infemational ravellers (Jefirey ot
al, 2010).

Tris may become a problem for e business due to the increasing

number of five-star hotels and nearby compefors, such as the,
Mariof Hotelor Hifon.
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Company: SWOT analy

(Micro analysis)

Opportunities:
d COVID-19 poses a substantial threat to the |

hotel's ability o continue operating as
normal (Clow and Baack, 2013).

The hotel has the potential to be provide
with a greater range of options if it delivers
a better degree of personalized service to
its customers (Kotler et al., 2013)

In addition, valet parking services are.
available to all visitors
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Customers: Segmentation and Target Customer’s profile

Sk femesrene m

Currently at a midlevel EVIPIS Prefers traveling on weekends
managerial position at a

In a profession Have visited verifies places
nationally recognised

company. Married or unmarried
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Competitors: Porters five forces + Perceptual positioning maps

Here, the degree of competitiveness is discussed with

porter five forces:

Threats of new entry.

Threats of substitutes

Buyers bargaining power

Suppliers bargaining power

Competitive rivalry
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Collaborators:

The business has B2B relationships with regional Spanish
food suppliers.

Additionally, the hotel's tourist activities are also observed
by the local police and govermnment agencies.

The business also provides local corporate offices with

event management services.
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The Marketing environment (Macro) PESTEL

Border restrictions due to the Covid-19 pandemic and the lockdown situation in
Spain are examples of poliical factor.

More than 12% of Spain's GDP comes from the tourist industry, which is growing
rapidly and is crucial fo the country's economic success.

The Spanish people and their culture are renowned for their friendliness and
variety, making them excellent socialising partners.

The hotel's operation I not seriously impacted by the hotel's technological
components

The Spanish government mandates that all foreign visitors provide a valid Covid-19
certificate before entering the country.

Itis imperative that this hotel begin to implement environmentally aware policies
and procedures





image13.png
I iy

Objectives

To draw in more clients and increase profit in a year or two, the firm will

use new marketing methods in Spain.

Since there are many well-known firms in the hotel industry and it is a
highly competitive market, it is crucial to take solid business decisions to

increase profits by at least 10%.

Holiday in should also concentrate on boosting market awareness by at

Least 10% more than in previous years.
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Strategies

If the Holiday Inn wants to emain competitive in the Spanish tourism
industry after COVID-19, it must take specific steps to increase
customer engagement and deliver value to current customers (Jobber

& Ellis-Chadwick, 2012).

‘The company currently focus on low price, low value-added segment

net but it needs to up the game.

Conducting market research is a necessary first step in developing
effective customer interaction channels and 2 compelling value offer

(Murphy et al, 2010).

To differentiate, Holiday Inn may ensure that its consumers
actively engage in the experience by using a complete advertising
strategy (Bradley, 2004).

The hotel may use techniques such as an interactive campaign that
rewards visitor engagement with free vouchers, free extra-night

stays, and other such perks
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Product

« Asetting that is particularly welcoming to children

« Excellent choice for celebrations such as
anniversaries, weekend getaways

« Designed to make the fravellers' time there more
enjoyable.

Price

= Two different rates

= On official website, a single night's stay costs
around 95 pounds.

« Prices start at 105 pounds on different websites
and channels
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Place

Near Barcelona Design Museum as well as the Jean
Nouvel-designed condominium Torre Agbar

Bogatell Beach is a wellknown location for playing
volleyball and is located within an hour's drive

Promotion

Involves a series of events and activities that are part of a
robust network in order fo entice prospective travellers

Features a function that enables visitors to become
members fo subscribe and get discounts
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The Gantt Chart is -
prepared to show how long
the social media

communications will
promote the company’s
offers.
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Control

USP: The company's USP is to make sure that guests
have a wonderful experience while staying at Holiday
Inn.

KPIs: Financial KPIs and Marketing KPIs are the two
types of KPIs that will be employed.

Likes, shares, and views, among other marketing KPIs,
are included in the customer interaction area in the
Gantt chart above.

Customer lifetime value is a crucial metric for gauging
success in Laos (Kotler and Kartajaya, 2017).

Financial KPIs like the rate of revenue growth and return

on investments will also be used.
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Conclusion

There is a lot of potential for tourism at Holiday Inn.
The hotel's special position will satisfy the needs of its vacationers.

The company must conduct in-depth market research before branching out into new

industries, then use the results to inform its digital marketing strategies.
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