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[bookmark: _Toc137733160]Introduction
Holiday Inns, like others in today's fiercely competitive hospitality sector, must work tirelessly to strengthen their brand image, expand their customer base, and keep their current clientele happy (Kimes, 2019). This calls for an all-encompassing strategy of marketing and communication. Holiday Inn may solve the difficulties and reach their marketing goals by employing successful methods using the RACE framework (Reach, Act, Convert, and Engage) and the communications mix. Increased brand awareness, consumer participation in the booking process, and satisfied customers are all part of this strategy. In addition, Holiday Inn may boost its communications, social media presence, and email marketing by doing a complete review of current communications tactics and adopting adjustments based on the results.
[bookmark: _Toc137733161]Situation Analysis
[bookmark: _Toc137733162]Company 
Strengths:
· Well-established brand with a global presence.
· Extensive network of hotels in key locations.
· Strong customer loyalty and brand recognition.
· Efficient operational processes and standardized service quality (Borza and Bordean, 2018,).
Weaknesses:
· Intense competition from other hotel chains.
· Reliance on a single brand name may limit differentiation.
· Vulnerability to economic fluctuations and travel industry trends (Sanjaya et al., 2020). 
· Limited flexibility in pricing due to brand standards.	
Opportunities:
· Growing demand for business and leisure travel worldwide.
· Expansion into emerging markets with high tourism potential.
· Development of new customer segments, such as eco-tourism or adventure tourism (Borza and Bordean, 2018,).
· Technological advancements for improved customer experience.
Threats:
· Intense competition from both established hotel chains and online travel agencies.
· Economic downturns or geopolitical events affecting travel patterns.
· Shifting consumer preferences and the rise of alternative accommodation options like Airbnb (Sanjaya et al., 2020).
· The influence of new laws on the hotel business.
[bookmark: _Toc137733163]Customers 
Business travellers: Travellers on business who need a convenient location and a full complement of business facilities.
Family travellers: Families on vacation are a target demographic, as are hotels that cater to families by providing facilities like pools and activities for children at a reasonable price (Shuford, 2018).
Tourists and leisure travellers: Tourists and vacationers are visitors who are not working and are not residents of the area they are visiting.
Event attendees: Customers who are in town for a conference, seminar, or other event who stayed at the hotel.
Frequent travellers: Members of Holiday Inn's loyalty programmes and businesses that frequently use its services (Booms and Bitner, 2022).
[bookmark: _Toc137733164]Competitors
Perceptual Positioning Map
A perceptual positioning map allows Holiday Inn to analyse the positioning of its competitors based on different dimensions, such as price, service quality, and target market (Wang et al., 2021). By plotting Holiday Inn and its competitors on the map, the company can identify gaps in the market and differentiate its offerings.
Bowman's strategy clock
The Holiday Inn's rivals' tactics may be evaluated with the help of Bowman's strategy clock. It's useful for spotting rivals' strategic moves in terms of pricing and value proposition (Tatar  and Eren-Erdoğmuş, 2019). Holiday Inn can now assess its own strategic position and make educated judgements about pricing, product differentiation, and overall value offer thanks to this study.
[bookmark: _Toc137733165]Collaborators:
B2B relationships: Collaborations with travel agencies, corporate clients, and event organizers to secure bookings and generate group business.
Collaborative: Relationships with various transportation and accommodation providers amalgamate offerings, thereby heightening patrons’ experiential enjoyment.
Franchises: Holiday Inn operates through a franchise model, partnering with independent hotel owners who operate under the brand name and follow brand standards (Morrison, 2017). This allows for expansion without direct ownership and increased market coverage.
[bookmark: _Toc137733166]Climate 
PESTLE analysis considers the following factors that can impact Holiday Inn:
Political factors: Government regulations, policies, and stability in the countries where Holiday Inn operates.
Economic factors: Economic conditions, exchange rates, inflation, and disposable income levels affecting travel and tourism spending (Clark, 2016).
Sociocultural factors: Cultural preferences, social trends, demographics, and shifts in consumer behaviour influencing travel choices.
Technological factors: Advancements in technology, online booking platforms, and digital innovations impacting customer experience and operations (Morrison, 2017).
Legal factors: Compliance with lab or laws, safety regulations, and intellectual property protection.
Environmental factors: Sustainable practices, environmental regulations, and consumer demand for eco-friendly initiatives affecting the hospitality industry.
[bookmark: _Toc137733167]Marketing Mix:
The marketing mix for Holiday Inn includes the following elements:
Product: Offering comfortable and convenient accommodation, amenities, and services tailored to various customer segments.
Price: Competitive pricing strategies, promotional offers, and discounts to attract customers and maximize occupancy rates (Berezina et al., 2019).
Place: Strategic location of hotels in key tourist and business destinations, accessibility to transportation, and online booking platforms.
Promotion: Marketing campaigns, advertising, digital marketing, public relations, and loyalty programs to create awareness and encourage customer retention (Liu et al., 2022).

[bookmark: _Toc137733168]Objectives
The SMART objective for the marketing plan of Holiday Inn is to increase the average occupancy rate of our hotels by 10% within the next six months by implementing targeted digital marketing campaigns, optimizing our online booking platform, and leveraging customer feedback to enhance the overall guest experience, thereby driving revenue growth and strengthening our position in the highly competitive hospitality industry (Kimes, 2019).
[bookmark: _Toc137733169]Strategies
If Holiday Inn decides to focus on changing its brand reputation due to poor reviews, it can employ a strategy based on Ansoff's matrix. The strategy would fall under the product development quadrant, aiming to introduce new products or improve existing ones to address the negative feedback and enhance the brand image (Sanjaya et al., 2020).
To implement this strategy effectively, Holiday Inn would need to make changes to the marketing mix.
Product: The organization would need to invest in improving the quality of its services, amenities, and facilities to address the specific concerns raised in the poor reviews (Berezina et al., 2019). This may involve conducting market research, implementing staff training programs, and upgrading infrastructure.
Price: Adjusting pricing strategies might be necessary to align with the perceived value of the improved product and address any concerns about value for money.
Place: Focusing on key locations or expanding to new markets where there is potential for a positive reception of the repositioned brand could be considered. Additionally, optimizing online distribution channels and collaborating with reputable online travel agencies can help reach a wider audience.
Promotion: Developing a comprehensive reputation management and marketing campaign to communicate the changes and improvements made by Holiday Inn (Shuford,  2018). This could include targeted advertising, social media engagement, and public relations efforts to rebuild trust and showcase the enhanced value proposition.
[bookmark: _Toc137733170]Tactics
To address the issues identified in the situational analysis, Holiday Inn can utilize the RACE framework (Reach, Act, Convert, and Engage) and the communications mix to implement effective communication tactics.
Reach: Holiday Inn can enhance its reach by employing targeted advertising campaigns across various platforms, such as social media, search engines, and relevant travel websites (Tatar, and Eren-Erdoğmuş, 2019). The marketing efforts employed will raise the prominence of the brand in the public eye. This will draw the attention of prospective clients who may previously have been unaware of the advancements implemented.
Act: The hotel can encourage customers to take specific actions, such as booking directly through their website by offering exclusive promotions, discounts, or loyalty program benefits. Clear and compelling call-to-action messages should be incorporated into marketing materials.
Convert: To increase conversion rates, Holiday Inn can optimize its website for a seamless booking experience. The recently revamped, easily navigable website, optimized for mobile devices, elucidates the abundant amenities, offerings, and ongoing refinements available at the establishment (Baloglu and Pekcan, 2020). The strategic insertion of authentic customer reviews and compelling testimonials throughout a company's marketing materials can simultaneously establish credibility and sway potential clients' purchasing determinations.
Engage: Customer loyalty and word-of-mouth promotion may be cultivated by active participation in social media, email marketing, and other types of personalised contact. Holiday Inn needs to be very responsive to client reviews and comments, and they need to be honest and open about any problems or complaints they get (Booms and Bitner, 2022). Keeping customers interested and enticing them to book again and again is possible with the aid of interesting material like location guides, travel recommendations, and special deals.
Holiday Inn should do a comprehensive review of their existing performance utilising SimilarWeb, social media analytics, and customer feedback to enhance their present communications and social media presence. They need to figure out what they're doing wrong, including having poor interaction rates, receiving bad feedback, or sending unsuccessful email campaigns. The findings suggest implementing the following changes:
Social Media Engagement: Increasing engagement on social media by swiftly answering comments, queries, and messages from followers. Participation and trust in the larger community may be cultivated by encouraging user-generated content and genuine consumer feedback.
Email Marketing: Email marketing may be improved by dividing the subscriber list into subsets according to consumer demographics, interests, and actions. Automate the delivery of post-stay surveys, loyalty programme updates, and special incentives to ensure they reach guests at the optimal moment.
Influencer Partnerships: The hotel may increase its exposure and gain favourable ratings by forming partnerships with influential people in the tourism industry. This has the potential to increase visibility and trust with intended audiences.
[bookmark: _Toc137733171]Actions
The marketing channel schedule would include a timeline and allocation of activities across various channels, such as social media, search engine marketing, email marketing, and online advertising. The decisions regarding the schedule would be informed by factors such as target audience preferences, market research insights, channel effectiveness and reach, budget allocation, and the desired impact of each channel in achieving marketing objectives (Sanjaya et al., 2020). The schedule would aim to optimize the use of each channel to maximize reach, engagement, and conversions based on the available resources and goals of the marketing campaign.
[bookmark: _Toc137733172]Control
Customer Retention: The percentage of repeat customers or the rate of customer retention can be measured to gauge the effectiveness of marketing efforts in fostering loyalty and encouraging repeat bookings (Wang et al., 2021). Higher customer retention rates indicate positive customer experiences and satisfaction with the brand.
Increase in Profits: The financial performance of Holiday Inn can be measured by tracking metrics such as revenue, average daily rate (ADR), and revenue per available room (RevPAR). The success of marketing in boosting revenue and profits may be gauged by an improvement in these metrics.
[bookmark: _Toc137733173]Conclusion
In conclusion, a comprehensive strategy that includes the RACE framework and the communications mix is necessary for Holiday Inn to address the highlighted obstacles and increase its brand reputation. Holiday Inn can successfully solve the difficulties and fulfil its marketing goals by deliberately reaching out to potential consumers, promoting certain activities, optimising the booking experience, and connecting with customers. Holiday Inn may strengthen its online reputation and communications strategy by optimising content, interacting with its audience on social media, sending out highly targeted emails, and forming strategic alliances with influential people in the industry. Holiday Inn may win over customers, boost earnings, and distinguish itself in the crowded hotel industry by adopting these practises.
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Customers

Business travellers: Travellers on business who need a convenient location and a full
complement of business facilities.

Family travellers Tourists and leisure travellers: Families on vacation are a target
demographic, as are hotels that cater to families by providing facilities like pools and
activities for children at a reasonable price (Shuford, 2018).

Tourists and leisure travellers: Tourists and vacationers are visitors who are not
working and are not residents of the area they are visiting

Event attendees: Customers who are in town for a conference, seminar, or other event
who stayed at the hotl.

Frequent travellers: Members of Holiday Inn's loyalty programmes and businesses that
frequently use its services (Booms and Bitner, 2022).

Competitors

Perceptual Positioning Map: A perceptual positioning map allows Holiday Inn to analyse
the positioning of its competitors based on different dimensions, such as price, service
quality, and target market (Wang et al., 2021). By plotting Holiday Inn and its
competitors on the map, the company can identify gaps in the market and differentiate
its offerings.

Bowman's strategy clock: The Holiday Inn's rivals' tactics may be evaluated with the
help of Bowman's strategy clock. It's useful for spotting rivals' strategic moves in terms
of pricing and value proposition (Tatar and Eren-Erdogmus, 2019). Holiday Inn can now
assess its own strategic position and make educated judgements about pricing, product
differentiation, and overall value offer thanks to this study.
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Situation Analysis

»  Collaborators

»  B2B relationships: Collaborations with travel agencies, corporate clients, and event organizers
to secure bookings and generate group business.

»  Collaborative: Relationships with various transportation and accommodation providers
amalgamate offerings, thereby heightening patrons’ experiential enjoyment.

»  Franchises: Holiday Inn operates through a franchise model, partnering with independent hotel
owners who operate under the brand name and follow brand standards (Morrison, 2017). This
allows for expansion without direct ownership and increased market coverage.

» Climate

»  Political factors: Government regulations, policies, and stability in the countries where Holiday
Inn operates.

Economic factors: Economic conditions, exchange rates, inflation, and disposable income
levels affecting travel and tourism spending (Clark, 2016).

Sociocultural factors: Cultural preferences, social trends, demographics, and shifts in
consumer behaviour influencing travel choices

Technological factors: Advancements in technology, online booking platforms, and digital
innovations impacting customer experience and operations (Morrison, 2017).

Legal factors: Compliance with lab or laws, safety regulations, and intellectual property
protection.

Environmental factors: Sustainable practices, environmental regulations, and consumer
demand for eco-friendly initiatives affecting the hospitality industry.
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Situation Analysis

» Marketing Mix

» Product: Offering comfortable and convenient accommodation, amenities, and
services tailored to various customer segments.

» Price: Competitive pricing strategies, promotional offers, and discounts to
attract customers and maximize occupancy rates (Berezina et al., 2019).

» Place: Strategic location of hotels in key tourist and business destinations,
accessibility to transportation, and online booking platforms.

» Promotion: Marketing campaigns, advertising, digital marketing, public relations,
and loyalty programs to create awareness and encourage customer retention (Liu
et al., 2022).
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Objectives

>

Increase average occupancy rate of hotels by 10%
within the next six months

Implement targeted digital marketing campaigns
Optimize the online booking platform

Leverage customer feedback to enhance the guest
experience

Drive revenue growth

Strengthen position in the highly competitive
hospitality industry (Kimes, 2019)
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Strategy based on Ansoff's Matrix:

Focus on changing brand reputation
due to poor reviews

Employ the product development
quadrant

Introduce new products or improve
existing ones to address negative
feedback and enhance brand image
(Sanjaya et al., 2020)
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Changes to the marketing mix:

Product:

Invest in improving service quality, amenities, and facilities (Berezina et al., 2019)
Conduct market research

Implement staff training programs

Upgrade infrastructure

Price:

Adjust pricing strategies to align with perceived value

Address concerns about value for money

Place:

Focus on key locations or expand to new markets

Optimize online distribution channels

Collaborate with reputable online travel agencies

Promotion:

Develop a comprehensive reputation management and marketing campaign
Communicate changes and improvements made by Holiday Inn (Shuford, 2018)

Use targeted advertising

Engage on social media

Implement public relations efforts
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» RACE Framework and
Communications Mix:

Reach (Tatar, and Eren-Erdogmus,
2019))

Act
Convert (Baloglu and Pekcan, 2020)
Engage (Booms and Bitner, 2022)
» Review and Enhancements:
Social Media Engagement
Email Marketing

Influencer Partnerships
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Marketing Channel Schedule:

Develop a timeline for marketing activities across
various channels

Allocate activities to specific channels, such as social
media, search engine marketing, email marketing, and
online advertising

Consider target audience preferences and behaviours
when determining channel selection

Utilize market research insights to inform decisions on
channel effectiveness and reach

Allocate budget resources based on the desired impact
of each channel in achieving marketing objectives
(Sanjaya et al., 2020)

Optimize the use of each channel to maximize reach,
engagement, and conversions

Take into account available resources and goals of the
marketing campaign.
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Control

» Customer Retention: The percentage of
repeat customers or the rate of customer
retention can be measured to gauge the
effectiveness of marketing efforts in
fostering loyalty and encouraging repeat
bookings (Wang et al., 2021). Higher
customer retention rates indicate positive
customer experiences and satisfaction with
the brand.

» Increase in Profits: The financial
performance of Holiday Inn can be
measured by tracking metrics such as
revenue, average daily rate (ADR), and
revenue per available room (RevPAR). The
success of marketing in boosting revenue
and profits may be gauged by an
improvement in these metrics.
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Conclusion

>

In conclusion, a comprehensive strategy that includes the RACE framework
and the communications mix is necessary for Holiday Inn to address the
highlighted obstacles and increase its brand reputation.

Holiday Inn can successfully solve the difficulties and fulfil its marketing
goals by deliberately reaching out to potential consumers, promoting
certain activities, optimising the booking experience, and connecting with
customers.

Holiday Inn may strengthen its online reputation and communications
strategy by optimising content, interacting with its audience on social
media, sending out highly targeted emails, and forming strategic alliances
with influential people in the industry.

Holiday Inn may win over customers, boost earnings, and distinguish itself
in the crowded hotel industry by adopting these practises.
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This presentation strengthens brand image, expands
customer base, and maintains customer satisfaction
(Kimes, 2019).

Implementation of an all-encompassing marketing and
communication strategy is given.

Utilization of the RACE framework (Reach, Act,
Convert, Engage) and communications mix.

Focuses on increasing brand awareness.

Encourages consumer participation in the booking
process.

Aims for satisfied customers as part of the strategy.

A comprehensive review of current communications
tactics is conducted.

Adjustments based on the results are made.

Provides an overview on how to improve
communications, social media presence, and email
marketing efforts.
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Company

Strenghts

Well-established brand with a global presence.

Extensive network of hotels in ke locations.

strong customer loyalty and brand recogition.

Efficient operational processes and standardized service quality (Borza and Bordean, 2018,).
Weaknesses

Intense competition from other hotel chains.

Reliance on a single brand name may limit differentiation.

Vulnerability to economic fluctuations and travel industry trends (sanjaya et al., 2020).
Limited flexibility in pricing due to brand standards.

Opportunities

Growing demand for business and lefsure travel worldwide.

Expansion into emerging markets with high tourism potential.

Development of new customer segments, such as eco-tourism or adventure tourism (8orza and Bordean, 2018,).
Technological advancements for improved customer experience.

Threats

Intense competition from both established hotel chains and online travel agencies.

Economic downturns or geopolitical events affecting travel patterns.

Shifting consumer preferences and the rise of alternative accommodation options like Airbnb (sanjaya et al., 2020).

‘The influence of new laws on the hotel business.




