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[bookmark: _Toc121153220]1. Introduction
The following report is based on the marketing plan development for the sub-brand of Holiday Inn, Holiday Inn Manchester hotel and considering this, an effective SOSTAC framework consisting of situation, objective, strategy, tactics, action and control could be developed with the help of proper theoretical and model's application. Additionally, a Gantt chart will be generated in this study for highlighting the key actions to be taken for this marketing plan.
[bookmark: _Toc121153221]2. Situation analysis of the company
[bookmark: _Toc121153222]2.1 Micro-analysis
	Strength
· The hotel has high brand value and consumer engagement in the target market, which considered is key strength (IHG, 2022).
	Weakness
· The major weakness of the hotel has been identified as its cyber security issues in recent scenarios (Fyler, 2022).

	Opportunity
· The above strength factors could improve the competitive advantage of the hotel in the UK respectively (Woodman, 2020).
	Threat
· However, the security risk of the hotel could affect its consumer engagement (Fyler, 2022).
· Additionally, increasing competition in the target market could consider another risk for the hotel.


Table 1: SWOT analysis
[bookmark: _Toc121153223]2.2 Customer analysis
Segmentation: It has been identified that Holiday Inn Manchester mainly focussed on behavioural and democratic segmentation in the target market, which has helped to engage many consumers in the target market (Kwok, 2017). The hotel generally considers consumer persona including age, financial status, occupation, and gender based on their behavioural and democratic segmentation respectively. Additionally, the hotel will focus on psychological segmentation by considering new consumers, which would help it to enhance its competitive advantage.
Targeting: It has been determined that the traditional target consumers of the hotel are men business travellers aged between 35 to 54 years old. However, the hotel considers young aged smart travellers for ensuring tremendous business growth in future as well (Samuely, 2022). In this aspect, Holiday Inn Manchester will focus on new young aged consumers between the ages of 25 to 40 years old from different occupational groups and thereby improving its business strategy for engaging them as well.
[bookmark: _Toc121153224]2.3 Competitor analysis
Competitor analysis of the company could be done with the help of Porter’s five forces (See Appendix 1, Figure 1).
The threat of competitors: It has been identified that the target market of Holiday Inn Manchester considers major hotel giants including Marriott, Hilton, and Hyatt, which provide a high threat of competition for the hotel chain respectively (ZoomInfo, 2022).
The threat of substitute products: With the highly competitive threat, the service quality and consumer engagement tactics would provide a major substitutive threat for the hotel chain as well.
Consumer bargaining power: As per reported by IHG (2022), the hotel has high brand value and image in the UK market. However, it provides consume-centric approaches for engaging large numbers of consumers, which provides moderate consumer bargaining power.
Supplier’s bargaining power: Holiday Inn Manchester prefers effective pricing and trading relationship with the suppliers, which ensures a moderate threat from the supplier's bargaining power for the hotel chain (Vinod, 2022).
The threat of new entry: As the hotel is an established organisation in the UK market alongside its competitors, hence, the threat from the new entrance would be less for the hotel chain.
[bookmark: _Toc121153225]2.4 Collaborations
As per the opinion of Mitrovich (2022), effective collaboration of the business organisation considers effective business growth in terms of the high level of knowledge, availability of skilled employees and successful globalisation in the international market respectively. In the case of Holiday Inn Manchester, it has been observed that the parent brand of the hotel maintains partnership collaboration for expanding its business in international markets. Chopra and Chum (2019) stated that by developing a partnership with SAMHI, Holiday Inn expands in the Indian market effectively. Moreover, the report from BW Hotelier (2021) highlighted that with the help of a partnership with RB capital, the business operation of Holiday Inn has been introduced in the Singapore market as well. In this aspect, Holiday Inn Manchester would follow this collaborative partnership for increasing their new consumer engagement in the foreign market.
[bookmark: _Toc121153226]2.5 Climate analysis
	Factors
	Analysis
	Impact

	Political
	According to Wasserbaur, Sakao and Milios (2022), governmental tax and regulations have influenced the operational framework of the UK hotel sectors effectively. Additionally, the unstable political situation between the Russia-Ukraine would influence the operation as well.
	Negative

	Economic
	Due to the impact of Brexit and the pandemic, the economic condition of the UK has been reduced, which would affect the business operation of the hotel sectors effectively (BBC, 2021).
	Negative

	Social
	However, the societal trend towards online booking and digital hospitality services would provide an advantageous factor (Bănescu et al., 2021). 
	Positive

	Technological
	The UK is considered a technologically advanced country, which could help to implement several technological advancements in business operations as well (Kostka, Steinecker and Meckel, 2021).
	Positive

	Legal
	The government of the UK provides several legal perspectives on hotel services including cybercrime, data privacy, safety, and hygiene, which could produce a challenge for hotel operations (Eversheds-Sutherland, 2022).
	Moderate

	Environmental
	The environmental challenge for the UK is considered the most prominent factor, which should be focused on by the business sectors (Statista, 2021). In this aspect, the reduction of carbon emissions and greenhouse gas should implement by the hotel sectors in their operational framework as well.
	Moderate


Table 2: PESTLE analysis
[bookmark: _Toc121153227]3. Objectives
· To improve the data protection and privacy service of the hotel by improving 50% of its operational efficiency within 10 months
· To increase 25% of new consumer engagement by value proposition within 17 months
· To enhance the competitive position of the hotel by 30% in the UK market within 24 months
[bookmark: _Toc121153228][bookmark: _Hlk121492856]4. Strategy
Considering the case of Holiday Inn Manchester, the major weakness faced by the hotel is regarding its data protection and privacy issue. Hence, with the advancement of data protection services, the hotel would ensure an effective value proposition to the consumers and increase its competitive position in the UK as well.
Further, the strategic implementation of the hotel would be effectively understood with the help of Bowman’s strategic clock, which considers eight strategic positions of the organisation (See Appendix 2, Figure 2). As per this model, Holiday Inn Manchester should try focused differentiation with the help of technological advancements such as a mobile card system, biometric thumb imprint, voice command for lock system and a hardware firewall, which will effectively maintain the data and privacy of the consumers and thereby improving their engagement with the hotel as well. With this focused differentiation strategy, new consumers of the hotel could be engaged, and it would increase its competitive advantage in the target market.



[bookmark: _Toc121153229]5. Tactics
[bookmark: _Toc121153230]5.1 Marketing mix analysis
Product- The accommodation and comfortable rooms as well as suits offered by Holiday Inn Manchester in their UK location will be considered as the product of the organisation (IHG, 2022).
Place- The services of Holiday Inn Manchester will be placed mainly with the help of their website, where customers will be able to book hotels and services throughout the UK (Holiday Inn, 2022). However, the organisation will cater to physical booking options from their different locations as well, but it is based on the availability of the rooms. In this way, new customers of the hotel would be attracted regarding their service including accommodation and comfortable rooms as well.
Price- Holiday Inn Manchester follows a dynamic pricing strategy, so the services offered by the hotel will be affordable for new customers in Manchester and the UK (Kwok, 2017). Moreover, discounts will be offered by the company in case new customers use the website for booking accommodation. The price points and discounts will be elaborated on their website based on the accommodation packages. Considering this, young aged new consumers will be attracted towards this affordable pricing strategy and thereby consider the service provided by the hotel respectively.
Promotion- For promoting the services offered by Holiday Inn Manchester, the authorities have given priority to digital marketing practices, where social media will be used and different celebrities and travel vloggers. Apart from that, Holiday Inn Manchester creates different marketing campaigns as well, so that their service offerings can be promoted to their new target customers effectively (IHG, 2022).
[bookmark: _Toc121153231]6. Action

Figure 3: Gantt chart
Considering the following action plan with the help of the Gantt chart, the hotel would conduct the marketing channel scheduling with the help of social media marketing, which could promote its effective information related to accommodation, comfortable rooms, and suits. Initially, the technological adaptation by Holiday Inn Manchester for mitigating data protection issues would be promoted through paid and digital social media promotion in the upcoming 10 months. It would improve awareness of new consumers and thereby increase their engagement by the next 17 months, which ultimately help them to ensure a highly competitive position in the market by the next 24 months respectively.
[bookmark: _Toc121153232]7. Control
[bookmark: _Toc121153233]7.1 Identification of USP and its benefits
Holiday Inn Manchester has highly skilled employees, who are essential for providing the best services to existing and new customers. With the support of their USP, the hotel will be able to attract new customers for gaining greater success in their UK market and thereby enjoying greater profitability. For measuring the success of the organisation, certain metrics will be required. In this case, the revenue stream of the company, the growth of the customer base of the hotel and the positive customer reviews for the hotel will be the main key performance indicators for the organisation.
[bookmark: _Toc121153234]8. Conclusion
This report is focused on the marketing process of the Holiday Inn Manchester, where the situational analysis of the company has been presented. The SWOT analysis allows the readers to understand the brand value of the organisation, while the data security issue is highlighted as well. Following this, a customer assessment was provided to depict the potential customers and the ways they will be targeted. Furthermore, external factors such as competitors and market conditions have been evaluated. Apart from that, the strategies for improving operations and evaluating success measures and USPs have been elaborated.
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Figure 1: Porter’s five forces model
(Source: Bruin, 2020)
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Figure 2: Bowman’s strategic clock
(Source: Arsahd, 2017)
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