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This marketing plan is designed to be a strategic roadmap for Holiday Inn’s management to use to improve its market position and achieve sustainable growth. The plan involves providing a better overall customer service experience and emphasising more on sustainability to protect the environment. The plan will focus on key areas such as the 4Ps of marketing (Product, Price, Place, and Promotion) to ensure that Holiday Inn effectively meets customer needs, creates value, and is different from its competitors. Also, SOSTAC and the Ansoff matrix will be used to explore growth and guide the marketing team in decision making. 

For the situational analysis, Holiday Inn’s strengths are in its strong brand reputation of over 1200 hotels worldwide and its affordability which is attractive to a wide range of customers (HospitalityNet). Its hotels are located near key transport routes like highways and airports as well as some landmarks. However, their weaknesses are in are in their services being standard and its brand reputation as a mid-range hotel which leave the hotel with a lot of poor reviews such as 58% of them being one star on trust pilot for the service (TrustPilot). Their customers want well maintained rooms with excellent customer service and convenient locations. Holiday Inn target both businesspeople and families but using similar web we can see that they are mostly used by customers in the age group 25-34 years with a percentage of 24.2% and the smallest groups being 65+ and 18–24-year-olds with 10.9% and 14.5%. Gender wise their website visitors are basically an even split (Similar Web). 
Holiday Inn’s competitors are Ibis and Travelodge which are both also mid-range hotels. By using Bowman’s strategy clock, we can see that it is very important for Holiday Inn to use its differentiation factors like its convenient locations and massive global presence as it needs to set itself apart from its competitors who also target a similar customer segment such as business and family people on a budget (Newmediadl, 2013). Both hotels seem to provide a standard customer service experience so Holiday Inn can further differentiate itself by providing additional amenities and services to be more attractive to customers. Finally, Holiday Inn can collaborate with airlines, travel agencies and local businesses to improve the guest experience providing more value. An example of them doing this is in 2022 when the Greenspands projects announced the construction of a new leisure and adventure area within the grounds of the Holiday Inn Corby/ Kettering hotel (Greenspan Ltd). 
Political decisions and economic factors like travel bans and job losses have affected the hotel industry (EHLInsights, Dogra), while social and environmental trends present opportunities for sustainable methods for Holiday Inn to appeal through their moral approach to eco-conscious customers. Also, they can market online using social trends so their advertisements can reach more people. During the pandemic, the chain experienced big losses because of these political and economic decisions, but with the end of the pandemic the sales have again rebounded as people are eager to leave their homes (Belfast Telegraph, Saker-Clark, 2023). The marketing mix has also played a significant role in shaping the marketing strategies of Holiday Inn. For price, Holiday Inn aims to be affordable which allows them to target a wide range of customers. In terms of place, Holiday Inn locates its hotels near highways and popular tourist destinations. For product, Holiday Inn looks to meet customer needs for accommodation during their stay rather than providing over the top services and amenities. Promotion involves using digital marketing such as with the deployment of their “all-digital campaign” (MarketingDive, Saettler), traditional marketing (HNR, 2006), and travel agencies to reach and engage with their target audience. 

Using SMART the plan should allow Holiday Inn to enhance their customer experience through staff training, resulting in an increase in positive feedback, bookings, and revenue growth. Currently, Holiday Inn aims to eliminate single-use plastics by 2030 in collaboration with Unilever (Independent, Desouza, 2022), aligning with the sustainability goals. The progress will be measured through surveys and customer feedback monitoring. 

Following this marketing plan, Holiday Inn will be able to offer more value to its customers as they’ll be providing a better customer service as well as cleaner and better maintained rooms. This will help them increase their market share and customer loyalty to prevail amongst their mid-range hotel competitors. Also, by investing in training programs for their employees they will be able to provide a more consistently good service to help even out the reviews (VirtualCollege). For product development, eliminating single use plastics by 2030, although achievable is hard and Holiday Inn could partner with more eco-friendly companies and implement more effective recycling methods which is in line with what should be their goal of targeting even more customer segments (Trivago Business Blog, 2023). 
Promotions and discounts for larger groups or early bookings could also be offered to encourage people to book. To improve their digital marketing through social media they could develop a proper content strategy to better target their intended audience, preferably using trends and influencers to attract even more attention to themselves increasing their brand awareness (Business West, Holloway, 2021). Using trends would also appeal more to the younger audiences, which in terms of their similar web results, could increase the number of younger visitors to their website (18–24-year-olds) as its quite low. Also, they could post video review videos of people staying at their hotels on YouTube or virtual tours of their rooms on their website to give potential customers an insight into what it’s supposed to be like to stay at their hotel (Orb). 
To measure the success of the marketing plan, regular customer satisfaction surveys (Qualtrics) can be conducted to see how the customers are finding their experience at Holiday Inn and tracking bookings and revenue growth over a specific period to see how this is affecting Holiday Inn financially. KPIs here include customer reviews/ ratings, returning customers, percentage change in bookings, revenue growth and market share. 

To conclude, this marketing plan aims to help Holiday Inn improve its market position and achieve sustainable growth. It focuses on enhancing the customer experience as well as painting Holiday Inn as an eco-friendly company. The 4Ps and use of strategic tools like SOSTAC and the Ansoff matrix outline how Holiday Inn has to meet the needs of their customers and be different from their competitors. 
 By following the plan, Holiday Inn can offer a better customer service, well-maintained rooms, and increased value, leading to market share growth and customer loyalty. Strategies include staff training, eliminating single-use plastics, offering promotions, and improving digital marketing through content strategies and influencers. Success will be measured through customer satisfaction surveys, booking and revenue growth, and market share. 
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INTRODUCTION

» The purpose of this marketing plan is to:
- Improve Holiday Inn’s market position
- Achieve sustainable growth

» The objectives are to:
- Improve the overall customer experience

- More sustainable practices to protect the environment
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4PS

Product: Looks to simply meet customer needs for accommodation without over-the-top services
and amenities.

Price: Aims to be affordable to target a wider audience
Place: Locates its hotels near highways, landmarks and airports to be more convenient to tourists

Promotion: Digital marketing (Facebook, YouTube), traditional marketing and travel agencies
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COMPETITORS

Ibis and Travelodge are competitors of Holiday Inn. They are both affordable midrange hotels
with standard services and amenities which therefore target a similar customer segment as
Holiday Inn.

So, it is important for Holiday Inn to be different from them:
+ Using their global presence of over 1200 hotels
+ Provide additional/ better services to improve customer experience
+ Collaborate with different organisations to offer more value to customers

» Work sustainably such as their mission of getting rid of single use plastic use by 2030.
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STRENGTHS AND WEAKNESSES

+ Strengths:
- Their strong global presence of over 1200 hotels worldwide
- Their affordability
- Convenient Locations

» Weaknesses:

- Their standard customer service which has led to 58% of their trust pilot reviews being
rated 1 star which has a negative impact on their brand reputation and can scare potential
customers
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ANSOFF MATRIX
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COLLABORATIONS

By collaborating with airlines, travel agencies and local businesses. Holiday Inn can improve
their guest experience by offering more value to them.

» This combined with an improved customer service, maybe through better staff training
programmes or improved rooms and facilities.

+ Can help boost their reviews which is essential these days in attracting more customers and
increasing their share of the market.

* Which in turn will boost their revenue and profits.

Example of this: Greenspans Ltd building a leisure/ adventure area inside one of their branches.
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ENVIRONMENTAL AND SOCIAL OPPORTUNITIES

+ Political decisions and economic factors like travel bans and job losses have affected the hotel
industry by decreasing the number of potential customers visiting the hotels.

+ Also, the world is becoming more concerned for the environment, so it is very important that
Holiday Inn remains ethical in the eyes of the public to not further diminish its reputation.
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SMART OBJECTIVES

Using SMART, my plan should allow Holiday Inn to enhance their customer experience
through staff training and improving rooms and other facilities. This would lead to an increase
in positive reviews which is essential to increasing bookings and revenue.

Currently, Holiday Inn aims to remove single use plastics by the year 2030, aligning with the
sustainability goals.

The progress can be measured through surveys and customer feedback monitoring.





