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Introduction
This marketing plan has been designed for Holiday Inn Gloucester and its aim is to help the hotel attract new customers through an improved marketing strategy. The plan has been prepared for the general manager of this specific hotel. In order to ensure that the plan has a coherent, easy to follow format, it will be based on the SOSTAC marketing strategy (Chaffey and Chadwick, 2012)
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Situation Analysis
Company
Situational Analysis, the element of the SOSTAC model, requires the individual to
look at the current situation of the business in detail. There are both internal and external factors that need to be considered. Internally, SWOT (Gurl et al., 2017, Helms and Nixon, 2010), an analysis method used to evaluate strengths, weaknesses, opportunities, and threats can provide us with an overall imagine where we stand now. Overall, there are a lot of opportunities for the hotel, especially considering the strengths it already has. The great location and facilities make this property attractive for families on holiday. Whilst there are still improvements that need to be done in terms of refurbishing, once these are completed, we would have a good position compared to other hotels in the area. The complete analysis can be found in Table 1 in Appendices. 

Customers
Furthermore, understanding exactly who our audience is would help us create a successful marketing plan based on the digital profile of our ideal customer. Considering this, we analysed demographics, psychographics and also the digital behaviour of the persona most likely to be responsive to our marketing efforts. According to Mintel (2021) the “family holidaymakers” are parents who are on holiday with their children.  20% of these families have children under 5 and 25% have early teens. UK has become the main location for family holiday due to the pandemic. Rest and relaxation are an important factor for them as well as sightseeing and places of interest. Mintel (2021) also mentions that 14% of family travellers are carbon cutters and are looking for eco-friendly options. They preferred method of booking is online, oftentimes directly with the hotels as they have to make special requests for the kids. Whilst they have limited budgets, they are willing to spend more depending on the occasion. 

Competitors
Porter’s Five Forces Framework is a useful method to analyse our environment in terms of competition. The five forces analysed determine the competitive intensity and therefore the attractiveness of our business in terms of profitability (Brujil and Gerard, 2018; Narayanan et al, 2005). A perceptual mapping of our competitors based on the five forces framework is illustrated bellow. As seen in the framework, the threat of substitute such as Airbnb is high as well as the bargaining power of buyers who are more likely to cut off their holiday budgets given that there is a current cost of living crisis. 
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Figure 1 Porter's Five Forces Framework

Collaborators
In terms of collaborators, the hotel is one step ahead other hotels because Holiday Inn started collaborating with small, local businesses such as Sword and Plough and Perfect 10 Foods to provide customers with sustainable, locally sources goods. (Holiday Inn, 2016)

Climate 
In order to analyse the macro factors that have an impact on the global hospitality industry and implicitly on our business, we have detailed a PESTEL analysis framework (Gregoric, 2014, Roy and Chowdhury, 2021)). Whilst all the factors considered have been illustrated in Table 2 found in Appendices, some factors worth highlighting are the cost-of-living crisis, the potential new rules of environmental low as well as the fast-changing preferences of customers in terms of their wants and needs. All of these would need to be considered a figured within an improved marketing plan. 

Objectives
Furthermore, we are going to introduce the aims of our marketing plan. Our objectives start with the vision that Holiday Inn Gloucester can become the number one choice for families on vacation. Therefore, we would need to raise the business profile beyond UK whilst still making the most out of the purchasing power of nationals. Our objectives are based on the SMART Framework (Chaffey and Chadwick, 2012) to ensure that they are specific, measurable, actionable, relevant and time bound. The objectives have been illustrated in the table 3 (Appendices).

Strategy
What will help us reach our objective is delivering a clear value proposition to our customers. Besides budget rates, spa facilities and great location our unique value proposition is the fact that we also offer free stay for kids with the parents meaning they won’t be charged extra as well as free breakfast for the kids. This will be extreme attractive for parents considering the cost-of-living crisis. Therefore, what would differentiate us from the competition is our pricing strategy in relation to our value proposition. To illustrate this, we make use of Bowman’s strategy clock (1991). Out of the five generic strategies, a hybrid strategy is most suitable for what we have to offer. According to Bowman and Faulkner (1997) using a hybrid strategy helps a company achieve a competitive advantage by providing customers with the best value whilst still proving moderate differentiations. 
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Figure 2 Bowman's strategy clock


Tactics
Furthermore, our tactics will embrace the four Ps of Marketing, or often addressed as the marketing mix, key considerations that must be evaluated and included when marketing a product (McCarthy, 1979)

Marketing mix

Product
Defining the product is key to its distribution. We are offering budget hotel rooms, in a great location in proximity to outdoor activities such as Cotswold. For families we are offering free breakfast and free stay for kids, and we offer on-site activities such as spa and pool. This is what the marketing will be focusing on advertising. 
Price
The price will influence the amount of customer we get, and it is important to understand how much a customer is willing to pay for our product. Our pricing strategy is commonly seen in the hospitality industry (Abrate et al., 2012). The dynamic pricing strategy will allow us to adjust the prices of our offerings based on the account of changing demand. This will be in order to reflect peak season times, where there would be high demand during holidays. Nevertheless, even in low demand, the prices shouldn’t go lower than the actual value of our product in order to not lose profits. Furthermore, it is also important to consider how competitors are pricing their rooms in order for us to offer a better deal than they do. 
Place
The marketing activities will take place in the digital world. This means that social media, the hotel website as well as e-mail and search engines will attempt to drive new customers towards the hotel. For one of our objectives, we have identified the channels most suitable, these have been illustrated in Table 4  from Appendices.

Promotion
Our planning will me streamlined with the help RACE Framework a practical tool which is action orientated and customer centred. We will try to reach our customer online, we will encourage them to act, we will convert their presence to booking and lastly, we will keep the engaged through various content (Chaffey and Patron, 2012)
Action

The Gantt Chart illustrated in the following figure is essential to help visualise the timeline of the marketing plan. Most of activities will have to be carried out every month of the year. However, some activities are only required at the beginning in order to set us up for a good start. A constant in our plan will be the creation of new content, photos, videos and posting this content on all platforms in order to drive customers to us. 
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Figure 3 Gantt chart actions



Control
Control is the last and also most important stage of our marketing plan. Control is required for all activities encompassed in the plan, in order to monitor and keep track of the progress (Srivastava and Maitra, 2016).  Key performance indicators such as the ones illustrated in the figure need to be monitored at all times.
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Figure 4 KPIs




Conclusion
To conclude, this marketing plan is formulated to drive more families to our hotel due to what the property and its location has to offer. In attracting new customers, we have to overcome the threat of competitors and an unstable market and economy. It is important to have a flexible strategy where things can be monitored and altered in order to suit. By doing all of the actions described in our plan, we are bound to see more booking in the coming year. 
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Appendices

Table 1 SWOT Analysis of Holiday Inn
	STRENGHTS
	WEAKNSESSES

	· Located in a great area for holidays nearby Cotswold
· Area with a lot of outdoor activities suitable for children
· Our kids stay free/ eat free policy
· Bonus facilities: : spa, gym, pool
· Free parking and Wi-Fi
	· Customer reviews saying rooms are outdated
· Amenities outdated, complaints about heating and AC

	OPPORTUNITIES
	THREATS

	· Refurbishments
· Creating a new marketing plan to attract families 
· Social media
· Sustainability 

	· Competition in the area
· Airbnb














Table 2 PESTEL Framework for External Environment
	POLITICAL
	· Governmental regulations for the business such as taxation
· Preservation of cultural monuments that prevents expenditure of the industry
· Limited financial support from government

	ECONOMIC
	· Cost of living crisis has huge impact on hotels as “leisure” spendings are usually the first to be cut off by people

	SOCIAL
	· Customer preference is changing fast
· Many people look down on hospitality when it comes to jobs

	TECHOLOGICAL
	· Customers book holidays online
· Information technology can be used in various ways to service customers

	ENVIRONMENTAL
	· Hotels have a bad reputation for being high polluters
· Waste management is an essential part


	LEGAL
	· Health and Safety
· Environmental Laws
· GDPR








Table 3 Objectives
	OBJECTIVE 1
	Increase social media interaction by 30% in one year

	OBJECTIVE 2
	Increase website traffic by 50% to generate more booking within a year

	OBJECTIVE 3
	Create one new advertising campaign every two months for the duration of a year (or for every important holiday such as Easter, National Day, Christmas)




Table 4 Channels for marketing
	OBJECTIVE
	CHANNELS USED

	Increase social media interaction by 30% in one year
	· Facebook, Instagram, Linked In
· Influencer marketing


	Increase website traffic by 50% to generate more booking within a year
	· Search engine optimization
· Content marketing

	Create one new advertising campaign every two months for the duration of a year (or for every important holiday such as Easter, National Day, Christmas0
	· Online adverting on all channels
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