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[bookmark: _Toc136013939]Marketing Plan  
[bookmark: _Toc136013940]1. Introduction
As expressed by Mukonza and Swarts, (2020, p.838), A marketing plan defines as an operational document that is the potential to generate an advertising strategy that the organization can supply in its daily course to gain market position and vast consumer reach. The marketing plan could be generated for numerous reasons starting from new product launches to developing an understanding of the prevailing market environment. 
The marketing plan generated in the presentation will be based on the marketing needs of the Holiday Inn. It has done a good demonstration of how the hospitality sector can build a strong market grip and the same will be discussed below. 
[bookmark: _Toc136013941][bookmark: _Toc136013942]2. Situation Analysis 5Cs 
Company: SWOT analysis (Microanalysis)
Strength Holiday Inn
· The combination of leisure and comfort services provider.
· Biggest hotel chain under IHG. 
· High brand and parent company value.
· Multiple subsidiary profit-making hotels.
Weaknesses Holiday Inn
· The degrading consumer review.
· The 2017 hacking of 1200 Holiday Inn franchisees has affected the reputation of the hotel.  
· A huge number of potential competitors prevail in the market. 
Opportunity Holiday Inn
· Exploring the new market.
· The research on the expansion of the quality service provided.
· Expanding the market by offering an affordable price range of hotels. 
· The increasing market acquisition of the parent company (He, et al., 2021, p.1043). 
Threat Holiday Inn
· High level of potential competitors in the market. 
· Increasing legal control over the hospitality sector (Yu and Akita, 2019, p.385). 
[bookmark: _Toc136013943]Customers: Segmentation and Targeting/ Customer profiles SimilarWeb!!
Segmentation
Holiday Inn targets the consumer on demographic as well as geographic segmentation. The hotel targets those populations who are looking for affordable hotels with comfortable stays.
The hotels target the population who are leaning toward premium pricing and luxury stay (Zhang, et al., 2020, p.400).      
Targeting 
Income group Middle to Rich income group. 
Age group 18 to 85 years 
Location Globally 
[bookmark: _Toc136013945]Competitors: Perceptual positioning map Holiday Inn is rank low in price and high quality. (appendix 1)
Climate: PESTLE (Macro analysis)

	Factors 
	Holiday Inn

	[bookmark: _Hlk137723482]Political factors 
	[bookmark: _Hlk137723616]Labour availability and currency value decrease have resulted in more inflow of tourists in the post-Brexit. period. 

	[bookmark: _Hlk137723507]Economic factors 
	[bookmark: _Hlk137723662]The diversifying economy of the UK is facilitating diverse scope of experience and cuisine introduction in Holiday Inn (Zhang, et al., 2020, p.400). 

	[bookmark: _Hlk137723524][bookmark: _Hlk137723687]Socio-cultural factors 
	The changing demographics of the UK are increasing the scope for diversification of the country (Scheelbeek, et al., 2020, p.705). 

	[bookmark: _Hlk137723540]Technological Factors 
	[bookmark: _Hlk137723738]The introduction of cloud computing and mobile technology in the operations of the Holiday Inn.

	[bookmark: _Hlk137723560]Legal Factors 
	[bookmark: _Hlk137723832]Various Laws are imposed on the hospitality sector like data protection and consumer protection. 

	[bookmark: _Hlk137723577][bookmark: _Hlk137723848]Environmental Factors 
	The degrading environmental condition of the UK is affecting the company widely. 



[bookmark: _Toc136013946]-Marketing Mix  

	Marketing Mix 
	Comparison 

	Product 
	Holiday Inn provides comfortable and affordable service which suffice the need of middle-class group. 

	Price 
	Holiday Inn follows competitive pricing.

	Place 
	The company operates on the global level but it targets Asia, Europe, and America. 

	Promotion 
	It promotes through television and digital advertisement collaboration and endorsement. 

	Physical Evidence 
	Physical evidence of Holiday Inn is generated through Ambience and amenities provided by them.

	Process
	The organisation analyses the consumer review using market analysis (Zhang, et al., 2020, p.400).

	People 
	The company operates under their parent company which holds 345000 employees in total. 



[bookmark: _Toc136013947]3. Objectives
[bookmark: _Toc136013948]-SMART target

	Objectives 
	Specific
	Measurable 
	Attainable
	Realistic
	Time-bound

	1. To enhance the productivity of the company 
	Eliminate the gap for any areas of dissatisfaction. 
	Consumer review and feedback. 
	Increasing the service quality by the company. 
	To expand the company's reach.
	6 months 

	2. To raise a new marketing budget 
	Attain optimum cost level. 
	To reduce the marketing cost. 
	Hiring some potential marketing analysts. 
	To understand the competitive market. 
	3 months 

	3. To explore new markets. 
	Widening the brand reach. 
	Wider availability of the hotel facility in different regions. 
	By conducting segmentation analysis. 
	To get a better position in the global market.
	12 months 



[bookmark: _Toc136013949]4. Strategy 
[bookmark: _Toc136013950]VRIO analysis of Holiday Inn 

	Resource 
	Valuable 
	Rare
	Hard to imitate
	Organized 
	Degree

	Technology
	Yes 
	No 
	Yes 
	Yes 
	Competitive Parity 

	Hospitality package 
	No 
	Yes 
	No 
	Yes

	Temporary competitive advantage 

	Pricing strategy 
	Yes 
	No 
	No 
	Yes 
	Unused Competitive Advantages

	Human resource 
	Yes 
	Yes 
	No 
	No
	Long-term competitive advantage



Ansoff Matrix (appendix 2)
Market Penetration: This term is defined as the scaling of existing products in the existing market structure. 
Market Development: Market development refers to the entrance of companies into a new market with their previously developed products or services. 
Product Development: It is the method used by those companies which desire to launch new products in the existing market structure. 
Diversification: Diversification is the major aspect of bringing growth and change. It is a way of introducing the business with a new product into a new market.

[bookmark: _Toc136013951]5.Tactics
RACE analysis 
The RACE defines as the important activities and measures to grow and survive in the market. RACE is widely preferred as this is goal-oriented, practical, consumer-centred, and multi-channel (Ghauri, 2014). RACE analysis can be conducted as Reach, Act, Convert, and Engage. The RACE analysis can reflect the required actions of Holiday Inn.
1. Reach 
Holiday Inn has a strong market grip but its approach to increasing its penetration into developing economies is a weakness for the Holiday Inn to mitigate this, it is very important for the company to formulate an attractive website that has the potential to attract the consumer to the organization so that the company reach can increase and it can result in the creation of vast demand for the organization (Indah, et al., 2019, p.42). 
2. Act
This step defines the way to encourage and invite invitations on the website (Housden, 2008). Upon the proper review generation of the company, the hotel can derive benefit from the reviews. A similar approach is taken as the attraction of the website through placing ads over various social media can grab the consumer's attention towards the company (Shapetheagenda, 2023). 
3. Convert
As expressed by Kotler and Kartajaya, (2017), convert explains the way to make the consumer purchase the offered product or services by the organization. 
4. Engage
Engage is responsible for the creation of long-term engagement with first-time buyers to further use it as a consumer loyalty towards the brand (Suruchi and Nagar, 2022). 
[bookmark: _Toc136013952]6. Action (appendix 3)
Setting a target is important to understand the future objective of the organization and it was discussed in the 1st week. The marketing strategy to excel in the market position has been discussed every 2nd week and the phototype is discussed in week 3. The initial service idea formulation and review have been received in the 4th week along with that market testing on the manufactured product has been conducted. The marketing channel allocation of the organization has been evaluated in week 5 and the charges deliverance by the 6th week and in the final week, the service was finalized to be launched in the market. 
[bookmark: _Toc136013953]7. Control 
As per Li, et al., (2021), to control the various elements of the required aspects of the marketing plan various strategies are applicable. 
KPI of Holiday Inn 
The flexibility of the average daily rate is high in the case of Holiday Inn (Chakravarty and Zowada, 2022). 
The revenue generation per available room is higher in Holiday Inn as the room are provided at a premium price (Sun and Ge, 2020, P.260).  
The company is known to offer an affordable price and the average length of stay is also high due to the low-price range (Gupta and Venkateswaran, 2021). 
[bookmark: _Toc136013954]8. Conclusion
The hospitality sector possesses a huge effect from all the factors of the internal as well as the external environment. The strategies and planning of Holiday Inn is very similar to each other as they operate under the same parent company. Various analyses and models have been used to understand the competitive position of the respective organisation. The various tools used in the analysis of the market demand of both organizations have been reflected. Further, it can be concluded that in some areas Holiday Inn is holding more potential. 
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10.Appendices
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Figure 2: Positioning map of Holiday Inn
(Source: Developed by the learner)
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Figure 1: Ansoff Matrix
(Source: Developed by the learner)

Action Gantt Chart (appendix 3)
 [image: A picture containing screenshot, text, square, line

Description automatically generated]

PowerPoint screenshot (appendix 4)
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1. Introduction

As expressed by Mukonza and Swarts,
(2020, p.838), A marketing plan defines as an
operational document that is the potential to
generate an advertising strategy that the
organization can supply in its daily course to
gain market position and vast consumer
reach.

The marketing plan could be generated for
numerous reasons starting from new product
launches to developing an understanding of
the prevailing market environment.
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2. Situation Analysis
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2. Situation Analysis
5Cs- Continuation

Opportunity

Holiday Inn
Exploring the new market.

The research on the
expansion of the quality
service provided.

Expanding the market by
offering an affordable price
range of hotels.
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Customers: Segmentation and Targeting/ Customer
profiles SimilarWeb
Segmentation

Segmentation
Holiday Inn

Holiday Inn targets the consumer
on demographic as well as
geographic segmentation. The
hotel targets those populations
who are looking for affordable
hotels with comfortable stays.

The hotels target the population
who are leaning toward premium
pricing and luxury stay (Zhang, et
al.. 2020. p.400).
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Climate: PESTLE (Macro analysis)
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4. Strategy
VRIO analysis of Holiday Inn

Resource  Valuable Rare Hard to Organized  Degree
imitate
ISTHE RESOURCE OR CAPABILTY..2 IS THE COMPANY WELL.?

Technology  Yes No Yes Yes Competitive

Parity
Hospitality No Yes No Yes Temporary Y sustaineD

) COMPETIIVE

package competitive ADVANTAGE

advantage

NO

Pricing Yes No No Yes Unused
strategy CERED COMPETITVE  COMPETITIVE Jém:fm mm:f;vz

Advant

D DSRDATAGE o ADVANTAGE ~ ADVANTAGE
Human Yes Yes No No Long-term
resource competitive

advantage




image14.png
5. Tactics
RACE analysis

Smart insight has generated RACE as a practical tool to
facilitate business owners and marketers. The RACE
defines as the important activities and measures to
grow and survive in the market. RACE is widely
preferred as this is goal-oriented, practical, consumer-
centred, and multi-channel (Ghauri, 2014).

RACE analysis can be conducted as Reach, Act,
Convert, and Engage. The RACE analysis can reflect
the required actions of Holiday Inn.

1. Reach

Reach means increasing the frequency of the website
visit and formulating awareness of a brand. This also
reflects the strategies for the creation of traffic on the
website (Ryan, 2012).
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7. Control

As per Li, et al., (2021), to control the various elements
of the required aspects of the marketing plan various
strategies are applicable.

KPI of Holiday Inn
Average daily rate

The flexibility of the average rate daily rate is high in the
case of Holiday Inn (Chakravarty and Zowada, 2022).

Revenue per availability room

The revenue generation per available room is higher in
Holiday Inn as the room are provided at a premium
price (Sun and Ge, 2020, P.260).
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7Ps of Marketing Mix

Product: Product refers to the tangible items provided by the companies to its customers.

Price: The pricing strategy used by Holiday Inn is differentiated pricing.
Place: Holiday Inn is headquartered in Windsor, England (Ivanov et al., 2020, p.505).
Promotion: The best promotional tool used by Holiday Inn is the paid ads method.
Physical Evidence: This is related to the environment analysis
People: The people comprise the line managers, staff and the workers who facilitate services at the hotel.

Process: The process that Holiday Inn uses is service outlets through direct production.
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Ansoff Matrix

Market Penetration: This term is defined as the scaling of existing products in the existing market structure.

Market Development: Market development refers to the entrance of companies into a new market with their

previously developed products or services.

Product Development: It is the method used by those companies which desire to launch new products

in the existing market structure.

Diversification: Diversification is the major aspect of bringing growth and change. It is a way of introducing the

business with a new product into a new market.

In justification, it is stated that Holiday Inn opted for diversification to further grow its business.
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9. Conclusion

The hospitality sector possesses a
huge effect from all the factors of the
internal as well as the external

environment.

The strategies and planning of Holiday
Inn is very similar to each other as
they operate under the same parent

combanyv.
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