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INTRODUCTION: 
This marketing plan explores the potential of adding promotional services to Holiday Inn hotels, namely free day trip to the nearby tourist places and day care services for the children under 10, to increase customer base. A comprehensive framework of SOSTAC would be applied to study the 4Ps, Ansoff's and RACE Metrix, Similar Web, Bowman's strategy clock, the perceptual positioning map, a Gantt chart, SWOT and PESTLE analysis. The objective of the plan is to give a thorough roadmap for implementing and evaluating promotional strategies. The plan uses organized strategy to leverage numerous tools and analysis in order to optimize the efficacy of advertising campaigns and, eventually, improve the competitive edge of Holiday Inn hotels.

SITUATIONAL ANALYSIS: 
Holiday Inn is a well-known international hotel chain with a strong reputation (Holiday Inn, 2021). The plan offers additional services for improved customer services experience and catering to family-oriented guests. The Company's SWOT analysis indicates its strong points, such as a large hotel network and a well-known brand image. Weaknesses include possible operational issues and the need to distinguish from competitors (Holiday Inn, 2021).In terms of competitors, the hospitality business includes, both big names such as Marriott, Hilton and Radisson and independent businesses which also provide family-friendly amenities and services. (Similarweb, 2023). Holiday Inn's unique offer of free day trips and day care services, on the other hand, would set it apart from competitors.
Political instability, high tax rates, global recession, and extreme weather conditions would all have an impact on the strategy. A Perceptual positioning map (Segmentationstudyguide, 2023) can be used to examine Holiday Inn's position among its competitors. It depicts how people evaluate different brands based on relevant criteria (Kotler et al., 2021). Various search engines reflect the trends and remarks on Holiday Inn and the value it provides.  Furthermore, Bowman's strategy clock provides insights into Holiday Inn's competitive strategy, demonstrating its position in terms of perceived value and pricing. (Bowman & Faulkner, 1996). 

OBJECTIVE: 
The objective is by promoting the package on Facebook, TV channels like BBC and search engine like ihg.com to increase the revenue by 05 % by end of the year with two months long campaign. This can be achieved through content marketing reaching out to the potential customers by advertising on TV Channels like BBC and increase in the existing customers visiting again by approaching them through emails. (Tide Business, 2023.). The traffic on digital marketing platforms would be increased by applying the SEO & BOOSTING techniques.
STRATEGY: 
Strategy Framework: Ansoff’s Matrix would be applied to in terms of adding new value/services to the existing brand and market. Holiday Inn is a recognized brand enjoying good reviews in terms of value and services and adding these extra services at no extra cost would boost the value of the brand in the existing market. Holiday Inn has a 4.2 rating out of 5.0 on the official website and there is a room for improvement. (IHG, 2023)
Marketing Mix: 
Product: The brand already offering various services but not these two and adding them would add to the reputation and value for money. 
Price: Price strategies entail reasonable pricing that corresponds to the perceived value of the products (Kotler et al., 2021). There will not be any difference to the price the customers are paying already. The idea is to increase the number of guests resulting in increase in the revenues by 05% in the first year. 
Place: The distribution channels used to make Holiday Inn available to clients all over the world (Holiday Inn, 2021).The customers would be reached by promotions on Social Media, advertisement on TV channels and direct marketing approach by emails.
Promotion: Finally, promotion would be an important aspect of this approach, which would include advertising on Facebook and TV channels, as well as providing this bundle to existing clients via emails. 
The old marketing mix strategy would have the additional element of Social Media SEO and Boosting techniques. IHG enjoys a large portion of online traffic interested in travel and has the room to improve if these additional services are offered at no extra cost. In this plan, the collaborators the coaches hire companies and day care centers to hire the qualified staff for the day care services. Partnership with these service providers would help in the execution of the plan and the hotel will engage in the contracts with them directly.

TACTICS: 
RACE strategy framework is a modern day realistic tool in terms of helping the business to achieve its target based on the management of digital marketing and optimization applying structured and data-oriented approaches. (Chaffey, 2022).
Reach: The brand needs further traffic on social media as shown by similar web. (Similar web, 2023). Promotions campaigns loaded with effective photos, targeted hashtags and reaching to the millennials (Marketline, 2019) age group 20-54 (similar web shows most people interested in travel options) using influencers and travel guide websites to reach out to the target market.
Act: Promotions highlighting special offer adding to the value on the activity channels and direct marketing via emails to the existing and prospective customers would be initiated.
Convert:  SMO (Social Media Optimization) and boosting along with advertisement on the right channel like BBC (most viewership in the UK by the targeted age groups) would convert the prospective customers into buying the package. This package would be offered to those booking well in advance online to confirm their commitment is genuine. TripAdvisor and reviews on Google would also be taken into account for improvement and any changes.
Engage: Loyalty programs would be offered to frequent visitors as it has the lifetime value to the brand. Additional discounts and personalized service would be offered for the customers visiting multiple times in a year. This will engage them with the brand for a longer time.

ACTION: 
In a survey 62% of the people said they have a favorable opinion of the BBC 2 television network and people on average watch 192 minutes of television on daily basis in the UK (Popovich, 2022). BBC worldwide viewership is estimated at 364M people a week. (Including World Service, Worldwide and Global News) (NUJ, 2020). Facebook promotional advertisements would targeted at the millennials families in particular. The timeframe for the advertisement would from April-May which are the relatively quieter months for travelers. (Similar web, 2023)
CONTROL: 
The Marketing plan’s performance can be assessed by the performance of the key KPIs in place. BBC channels are the most viewed around the world as the latest figures suggest that 364M people watch it around the world and 6M in the UK every week. (BBC, 2016) Facebook has 39.83 visitors of the social media distribution for this brand in one month (Similarweb, 2023). Similarly ihg.com website has 21.3M visits every month. These are significant numbers and promotion on these platforms/channels would increase the revenues meeting the target of 5% increase. (ihg, 2023). The KPIs and metrics used to measure the success of the plan include 
Financial Performance:
· Increase in the revenue is a key indicator. It should give the insight into profits and gross income figures through direct and indirect bookings. 
· Comparing the balance sheets before and after the marketing campaign.
Repeat Bookings and Loyalty:
· Data of the returning customers and increase in the loyalty program memberships would indicate the results also
Customer Acquisition:
· How many NEW CUSTOMERS have registered through direct booking portal?
· Calculation the conversion rate of the visitors making bookings through websites.
(Nilsson, 2023)

CONCLUSION: 
Finally, this Holiday Inn marketing plan specified the provision of extra services available to the loyal customers booking in advance online, helping tracking of them also. The plan calls for promoting these services on the activities channels mentioned, with the goal of increasing client base by 5%. To increase the effectiveness of the promotional campaign, it is recommended that targeted advertising on social media platforms be used, that local tourist agencies collaborate on joint marketing efforts, and that feedback from clients be continuously monitored and analyzed to improve the level of service and satisfaction among guests. With these steps in place, Holiday Inn can market itself as a customer-centric and family-friendly hotel, thereby generating growth and preserving a competitive edge in the hospitality sector.
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https://www.vertex42.com/ExcelTemplates/excel-project-management.html?utm_source=ms&utm_medium=file&utm_campaign=office&utm_content=texthttps://www.vertex42.com/ExcelTemplates/simple-gantt-chart.html?utm_source=ms&utm_medium=file&utm_campaign=office&utm_content=helphttps://www.vertex42.com/ExcelTemplates/simple-gantt-chart.html?utm_source=ms&utm_medium=file&utm_campaign=office&utm_content=urlhttps://www.vertex42.com/ExcelTemplates/simple-gantt-chart.html?utm_source=ms&utm_medium=file&utm_campaign=office&utm_content=text

image1.png

4 Uertexyz:







image20.png
MARKETING PLAN- HOLIDAY INN
by
C M ASIM: ID: 2246597

7

Holicdacagy frrerr

AN ITHG” HOTEL




image21.png
INTRODUCTION:

The purpose of this marketing plan is to increase the revenue of Holiday Inn by 5%-
10% by offering and promoting additional services to the customers. These are free
day trip to the nearby tourist points and day care for children under the age of 10.

* SOSTAC framework
* Applying and analyzingthe 4Ps
* Ansoffs matrix

* RACE strategy

« similar web analysis

* Bowman clock trategy
erceptual positioning analysis
- SWOT & PESTLE

- GANTT chart
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SITUATIONAL ANALYSIS- HOLIDAY INN

swot PESTLE
Strongths: + Workgwide ecession

+ Holday Inn’s 3 el known ntertional hotelchanith + Ifaton on the high i many countries
astrong reputaton (Holday I, 2021)

+ Large network

« Changing climatesaround the world

+ Istable econamies

+ brand image « war i some egions

- accessile g Taes nsome countries
+ Affordabie

Wesknesses:

« operationsl fses
+ compettion
« Notatthe ootc places
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OBJECTIVE

Ansoff's Matrix

Increase in the revenue by 5% by the
end ofthe vear
Promotion on Facebook, TV channels

and hg.com website

Application of S0 & BOOSTNG

techniques
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STRATEGY

Three key elements of the strategy are,

Promotion on the Facebook to the
targeted  audience. 3M  users
worldwide. (Dixon, 2022)

Advertising the package on TV
channels primary BBC as it has huge
viewership worldwide 364M a week.
N nat)

Promotion on Ihg.com website that
46% of the people visit looking for
options when it comes o travel.
(similarweb, 2023)
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TACTICS

RACE M
Resch

+ The brand needs further tffc on socil
meia 5% shown by Simiar web. (St
Wb, 2023

* Promotions campaigns o it ffctive
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ACTION

Action s how to nsure excellant execution of the pian

« Moneize the soial mecia promtion and marketing
Sraegles o generate revenues. Examples inlude,

reate an anline promotional marketing campaign
Hie pid nfuencer.

Sponsored posts.

Use scisl st drive tafc to your webste.
Sellasevice related to the niche.

Affiate marketing.

PR

Gt the feedback ram the customers where cid they
ear about ths promotion to see which channel s
working i hs plan

. ring any changes i the strategis if neded.

(Elegant Themes, n.d.)
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CONTROL

The Markting plar's performance can be
assessed by the perormance of the key
i inplace

©The band auareness,  austomers”
acquiston, _customer_ satisfacton,
fnanchl pedormance  and  reward
programs wuld be applied  and
monfored o make. changes where
required

« Moritoring of the sinicant numbers of
footprints on the  KPis indicate the
evenue target would be achieved,
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CONCLUSION:

+ The additional services offered would enhance
brand’ name.

* These senices will be available only to loyal
Customers who book In advance online.

+ To increase the effectiveness of the promotional
campalgn, it Is recommended that targeted
Savertiing on socil medta platforms be used, that
nclude local tourst agencies callaborate on Joint
Marketing efforts, and that feedback rom clients
Be"“Continuously’ monitored _and.anayzed  to
improve the fevel of senice and satsfactioh among.
the guests

* With these steps in place, Holiday Inn can market
jtselt 35 3 “customer-ceritric and femiy-friendly
hotel, thereby generating growth and preserving 2
competitive edge i the ospitality sector

= The pln calls fo promatin thse cericeson the
roposed channas with the goal of incresing
Fevemies oy 5h. B *
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KPI'S- KEP PERFORMING INDICATORS

Customer Acquisition:

+ How many NEW CUSTOMERS have registered through direct booking
portal?

* Calculation the conversion rate of the visitors making bookings through
websites!

Financial Performance:

+ Increase in the revenue is a key indicator. It should give the insight into
Brofits and gross income figures through direct and indirect bookings.

+ Comparing the balance sheets before and after the marketing campaign.
Repeat Bookings and Loyalty:

+ Data of the returning customers and increase in the loyalty program
memberships would indicate the results also.
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