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Introduction 
A marketing plan will create an effective business strategy for Holiday Inn so that they can gain new customers as well as drive more sales and services (Jobber and Ellis-Chadwick, 2020). The key framework of SOSTAC, Ansoff matrix and Bowman’s strategy will be utilised for addressing the best-fit strategy for Holiday Inn through which they can grow their business. The following report will discuss the key problems faced by the Holiday Inn while operating their business and provide them with an effective marketing plan which can help them to further expand their business and reach out to potential customers. 




Situation Analysis 

Holiday Inn has a strong brand presence in the market due to its excellent advertising. Offers a broad range of hotel options to their customers (Clow and Baack, 2013). Hotel Inn encounters solid competition from new competitors in the hospitality industry which impacts their profitability (Bagrii, 2022). The pricing strategy implemented by Hotell Inn is higher than other mid-range hotels. They can further extend their hotels to new market areas and take the initiative to operate in other fields like leisure travel and corporate events which can create new experiences for their customers. Higher competition from the hotels that offer the same services can impact their customer base and revenue as well as the image of the brand. 
Holiday Inn serves different customer segments ranging from business travellers to families on vacation. The company also segments their customers based on their age, lifestyle, purpose of travel and income level (Goryushkina et al., 2019). 
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Name: Daniel Jackson
Age: 32
Gender: Male 
Travel preference: Adventurer, Explorer 
Work & Income:  Lecturer, £130,000

	Interest 
· Lecturing students in Sociology and Political Science. 
· Learning new things related to tour and travel. 
· Writing books and articles. 
Goals
· To explore the world.
· Wants to build a strong connection with students. 
· Looking for more favourable and effective ways to work. 

Challenges
· Feels extremely exhausted and pressured by the workload.
· Difficulty when it comes to delivering clear information to students.

Buying Decision procedure
· Prefer to gather the ideas and information online before making a purchase.
· Have trust in product recommendations.


Table 01: “Customer Persona”(Source: Created by the learner)

Bowman’s Strategy Clock is referred to as a model utilised by organisations to examine their competitive position in comparison with their competitors offering (Weston and Nnadi, 2023). Holiday Inn utilises cost leadership along with differentiation as its core competitive strategy. 
Holiday Inn has established B2B relationships with several corporate entities that look to accommodate their team members. The company has partnerships with small businesses like Sword & Plough and Perfect 10 Foods through which they aim to cater for the needs of “small business travellers” to serve them as better individuals. The company has franchises in various countries universally which improves their global footprint. 

PESTLE Analysis 
Brexit along with uncertain changes in travel policies can have a negative impact on their business. 
Increasing inflation and currency fluctuation can impact significantly their operational cost and profitability (Rahman, 2021). 
The advancement of technology can have a positive impact on their business.
Automation has been gaining popularity in the hospitality industry which has the potential to create disruption in job roles that are traditional (Rahman, 2021).  . 
With the increasing popularity of sustainability, Holiday Inn must ensure to make sustainable business practices and ensure to reduce their carbon emission. 
Marketing Mix
Holiday Inn offers high-quality accommodation as well as exceptional customer service. 
The company utilises a competitive pricing strategy according to market trends. 
Holiday Inn is mainly headquartered in Windsor, United Kingdom and operates business through online channels. 
The company uses different channels of promotion like advertising through TV commercial ads and magazines and social media posts on Instagram, Facebook and Linkedin for promotion. 

Objectives
Smart target: To achieve an increase in occupancy rate by 15% of Holiday Inn in the coming 5-6 months, by applying a targeted advertising campaign on social media, which can gain the attention of potential customers included in the target audience age ranging from 22-35, and provide great packages deal of attractive rooms as well as optimise Holiday Inn booking procedure of online. 
	Specific
	Measurable
	Achievable
	Relevant
	Target

	Increase in occupancy rate by 15%.
	Occupancy rate can be used to measure the achievement of the set objectives.
	Through the implementation of targeted social media campaigns of advertising. Provide package deals for attractive rooms and minimise the booking process online.  
	To enhance the revenue and profitability of the company. 
	Within 6 months 


Table 02: “SMART Table”
(Source: Created by the learner)


Strategy
The new value proposition of Holiday Inn is to improve the experience of their guests and be unique from their competitors (Ryan, 2012). To achieve this, the company will focus on delivering personalised service and implement advanced technologies services like AI in their business which can give their customer a unique and personalised experience.  
Ansoff Matrix is the framework of two-by-two steps used by businesses for planning and assessing growth initiatives (Clarissia, 2020). By using this marketing strategy Holiday Inn will be able to recognise the right strategy for market penetration, market development, diversification and product development. 
[image: ]
Figure 03: “Ansoff Matrix”
Source: (Clarissia, 2020)
Market penetration: It includes targeting clients with their existing services and products. 
Market development: Through this company can target to reach new audiences by expanding into a market segment that is totally new. 
Product development: This is the strategy of introducing new products or services in the existing market. 
Diversification: This strategy focuses on the idea of making entrance to new markets with overall new products. 
The most suitable strategy for Holiday Inn would be market development through which they can reach out to newer customers and build their business in a totally new market which can give them a competitive advantage (Setyo, 2019). While implementing market development of the Ansoff matrix Holiday Inn needs to make adjustments to its promotion strategy of marketing mix (Housden, 2008). As they will be developing business in a new market Holiday Inn needs to create an effective advertising strategy for gaining the attention of potential customers and update them with the latest information. 


Tactics
With the increasing level of competition in the hospitality industry, it is highly essential for Holiday Inn to implement new strategies of communication which will help in addressing the issue found in situational analysis effectively (Bowie et al., 2017). The company will employ a framework of the RACE model which is action-oriented and focuses on a set of actions that can be applied to Holiday Inn's communication strategy of digital marketing and their website (Ryan, 2012). 
 For getting the targeted clients to action, it is crucial for Holiday Inn to take responsibility for advancing “unique selling propositions (USP)” for advertising and promoting their brand. It mostly includes things such as loyalty events, offers and discounts, value-adds and many more (Smith and Zook, 2020). The primary focus of Holiday Inn should remain on offering incentives which will encourage the customer to choose their services and facilities over than competition. 
To transform potential customers into long-term and loyal ones, the company must ensure to offer them exceptional customer service. For example, Holiday Inn can ensure to provide their customers with the latest and right information on local destinations through blogs which can provide assistance to Holiday Inn to be a more valuable asset or resource for explorers. 
Currently, Holiday Inn uses a digitally-led “multimedia campaign” which utilises strong brand advocacy by sharing their guests and visitors with unique narratives in a series of “mobile-minimised” web documentaries.
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Action
	Task 
	Metrics
	Start
	End 
	Nov
	Dec
	Jan
	Feb
	Mar
	Apr
	May
	Jun
	Jul
	Aug
	Sep
	Oct

	Advertising 
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	
PPC
	Click rate 
	March
	August
	
	
	
	
	
	
	
	
	
	
	
	

	Social media
	Views 
	November 
	November
	
	
	
	
	
	
	
	
	
	
	
	

	Personal selling
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	Retail sales
	
	Month 
	Month
	
	
	
	
	
	
	
	
	
	
	
	 ,vx

	Activity/Channel
	
	Month 
	Month
	
	
	
	
	
	
	
	
	
	
	
	

	Direct sales
	
	Month 
	Month
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	Discounts and offers
	
	Month 
	Month
	
	
	
	
	
	
	
	
	
	
	
	

	Product demonstration
	
	Month 
	Month
	
	
	
	
	
	
	
	
	
	
	
	

	Loyalty program
	
	Month 
	Month
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	Media Relations
	
	Month 
	Month
	
	
	
	
	
	
	
	
	
	
	
	

	Public Affairs 
	
	Month 
	Month
	
	
	
	
	
	
	
	
	
	
	
	

	Online and social media communications
	
	Month 
	Month
	
	
	
	
	
	
	
	
	
	
	
	

	Direct marketing
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	Telemarketing 
	
	Month 
	Month
	
	
	
	
	
	
	
	
	
	
	
	

	Content marketing
	
	Month 
	Month
	
	
	
	
	
	
	
	
	
	
	
	

	Email marketing
	
	Month 
	Month
	
	
	
	
	
	
	
	
	
	
	
	


Table 03: “Gantt Chart”(Source: Created by the learner)
Control 
Holiday Inn's success can be measured through various key metrics as well as KPIs, each of which will give insight into the brand's every health and growth opportunity. At first, increasing the reach of new customers can be an essential metric for Holiday Inn to monitor, as it will indicate awareness of the brand as well as extend the base of customers. This can be further measured by the number of fresh bookings initiated and feedback or through online reviews of customers. The other metric which should be taken into consideration is positive behaviour towards the company. This can be monitored by social listening, monitoring tools of social media and feedback from customers. It is essential to have a positive attitude as well as a positive experience of customers towards the Holiday Inn brand for generating regular bookings and promoting loyalty. 


Conclusion
From the above word it can be included that Holiday Inn can grow their business by implementing the right strategy plan. Holiday Inn needs to implement new strategies of communication which will help in addressing the issue found in situational analysis effectively. The primary focus of Holiday Inn should remain on offering incentives which will encourage the customer to choose their services and facilities over than competition.
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Introduction 

●

A marketing plan will create an effective business strategy

for Holiday Inn

● The key framework of SOSTAC, Ansoff matrix and

Bowman’s strategy will be utilised for addressing the best

fit strategy for Holiday Inn

● The following report will discuss the key problems faced

by the Holiday Inn
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Introduction 

A marketing plan will create an effective business strategy for Holiday Inn 

 The key framework of SOSTAC, Ansoff matrix and Bowman’s strategy will be utilised for addressing the best fit strategy for Holiday Inn 

The following report will discuss the key problems faced by the Holiday Inn







Notes: 



image2.jpeg

'rivne
o think abeut

Succass







image1.jpeg














image6.emf
Situational analysis

● Holiday Inn serves different customer segments ranging

from business travellers-families on vacation.

● Holiday Inn utilises cost leadership along with

differentiation as their core competitive strategies.

● Holiday Inn has established B2B relationships with several

corporate entities that look to accommodate their team

members.
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Situational analysis

Holiday Inn serves different customer segments ranging from business travellers-families on vacation.

Holiday Inn utilises cost leadership along with differentiation as their core competitive strategies. 

Holiday Inn has established B2B relationships with several corporate entities that look to accommodate their team members.









Notes: Holiday Inn serves different customer segments ranging from business travellers-families on vacation.

Holiday Inn utilises cost leadership along with differentiation as their core competitive strategies. 

Holiday Inn has established B2B relationships with several corporate entities that look to accommodate their team members.
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Objectives 

● To achieve increase in occupancy rate by 15% of Holiday

Inn

● Implement targeted advertising campaign ofsocial media,

which can gain the attention ofpotential customers

● provide great packages deal of attractive rooms as well as

optimise Holiday Inn booking procedure ofonline
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Objectives 

To achieve increase in occupancy rate by 15% of Holiday Inn

 Implement targeted advertising campaign of social media, which can gain the attention of potential customers

provide great packages deal of attractive rooms as well as optimise Holiday Inn booking procedure of online







Notes: To achieve increase in occupancy rate by 15% of Holiday Inn

 Implement targeted advertising campaign of social media, which can gain the attention of potential customers

provide great packages deal of attractive rooms as well as optimise Holiday Inn booking procedure of online
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Strategy 

● improve the experience oftheir guests and be unique from

their competitors

● focus on delivering personalised service and implement

advanced technologies services like AI in their business

● Holiday Inn needs to create an effective advertising

strategy for gaining the attention ofpotential customers
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Strategy 

improve the experience of their guests and be unique from their competitors

focus on delivering personalised service and implement advanced technologies services like AI in their business 

Holiday Inn needs to create an effective advertising strategy for gaining the attention of potential customers







Notes:  improve the experience of their guests and be unique from their competitors

focus on delivering personalised service and implement advanced technologies services like AI in their business 

Holiday Inn needs to create an effective advertising strategy for gaining the attention of potential customers
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Tactics 

● In order to reach out to potential customers for business

Holiday Inn should take into consideration investing in

digital marketing campaigns which are comprehensive.

● The company must ensure to offer them exceptional

customer service

● Holiday Inn uses a digitally led “multimedia campaign”

which utilises strong brand advocacy
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Tactics 

In order to reach out to potential customers for business Holiday Inn should take into consideration investing in digital marketing campaigns which are comprehensive.

The company must ensure to offer them exceptional customer service

Holiday Inn uses a digitally led “multimedia campaign” which utilises strong brand advocacy









Notes: In order to reach out to potential customers for business Holiday Inn should take into consideration investing in digital marketing campaigns which are comprehensive. The company must ensure to offer them exceptional customer service. Holiday Inn uses a digitally led “multimedia campaign” which utilises strong brand advocacy
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Control 

● Holiday Inn success can be measured through various key

metrics as well as KPIs

● will give insight to brands every health and growth

opportunity

● increasing the reach of new customers can be an essential

metric for Holiday Inn to monitor
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Control 

Holiday Inn success can be measured through various key metrics as well as KPIs

will give insight to brands every health and growth opportunity

increasing the reach of new customers can be an essential metric for Holiday Inn to monitor







Notes: Holiday Inn success can be measured through various key metrics as well as KPIs. It will give insight to brands every health and growth opportunity. Increasing the reach of new customers can be an essential metric for Holiday Inn to monitor. 
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● Holiday Inn can grow their business by

implementing the right strategy plan

● Holiday Inn needs to implement new strategies of

communication for addressing the issue found in

situational analysis

● Holiday Inn should remain on offering

incentives which will encourage the customer to

choose their services and facilities

Conclusion 
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Holiday Inn can grow their business by implementing the right strategy plan

Holiday Inn needs to implement new strategies of communication for addressing the issue found in situational analysis

 Holiday Inn should remain on offering incentives which will encourage the customer to choose their services and facilities

Conclusion 







Notes: Holiday Inn can grow their business by implementing the right strategy plan

Holiday Inn needs to implement new strategies of communication for addressing the issue found in situational analysis

 Holiday Inn should remain on offering incentives which will encourage the customer to choose their services and facilities
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