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[bookmark: _Toc120555456]Introduction
The report is based on a marketing plan that highlights key opportunities to enhance marketing activities and attract customers. The key purpose of a marketing plan is to identify a target market and adopt strategies to capture the customer market after the era of the pandemic. To make the plan effective, the report will use the SOSTAC model, which comprises situational analysis, PESTLE analysis, SWOT analysis, Porter five force analysis, and collaborators. Holiday Inn is selected for this marketing plan. 
[bookmark: _Toc120555457]Situation Analysis
[bookmark: _Toc120555458]Company: SWOT Analysis 
The SWOT analysis for Holiday Inn is shown below; 
	Strengths
	Weaknesses

	High brand recall 
Excellent advertising
New market contacts
Worldwide business 
High customer satisfaction 
Good employee engagement 
The strong digital market portfolio
	High price services
Limited loyalty programs
High dependency on international tourism 
A great number of competitors in the market

	Opportunities
	Threats

	Travellers are looking for new destinations
Seasonal offers facilitate customers
Development of personalized services
Partnership with local suppliers
	Increased costs of operations affect the rate of hotel (Tomczewska-Popowycz et al., 2021)
Decline condition of the tourism industry because of natural disasters.
Competition is rising in the global market.



[bookmark: _Toc120555459]Customers: Segmentation and Targeting 
	Segmentation 
	The marketing plan will specifically target the business customers
The customers of age 35 to 60 will be targeted by Holiday Inn.
Both females will be equally targeted. 
Customer who intends to pay for luxury services will find the hotel attractive (Holiday Inn, 2022).

	Targeting 
 
	Travellers
Business travellers
Friends and families 

	Positioning
	 Holiday Inn is creating a place where all the guests can find a relaxed place and enjoy their free time.



[bookmark: _Toc120555460]Competitors: Porter's five forces
	Threats of new entrants 
	In the hospitality industry of the UK, the power of new entrants is relatively low because of the high service demand of customers.
To offer luxury services, new entrants need to invest in high labour, which is quite challenging.

	Threats of substitutes 
	There are many substitutes in the market, which make this power high.
It is possible for brands to offer the same product or service within a cheap range.

	Bargaining Power of Customers
	 The bargaining power of customers is high in the hospitality industry (Tan and Despotis, 2021).
Customers have options to switch to another brand easily.

	Bargaining Power of Suppliers
	Supplier bargaining power is quite weak in the hospitality industry.
The management has the option to switch to an alternate supplier if not satisfied with the services.

	Competitive rivalry 
	 There is high competition exists in the hotel industry, which makes competitive rivalry high.


[bookmark: _Toc120555461]Collaborators 
Holiday inn is collaborated with InterContinental Hotels Group Plc and has become one of the most iconic and trusted hotel brands (Holiday Inn, 2022). The hotel brand successfully maintains its relationship with different franchises and sustainability partners.  
[bookmark: _Toc120555462]Climate: PESTLE
	Political
	Economic 

	 In the UK, the government imposed banned on travelling, which effects the entire operations of the hotel industry.
Hospitality-related activities are impacted because of the pandemic.
	 The hospitality sector faces a constant shift in the economy (Hultman et al., 2021).
The trade value of the UK impacts the business of the hotel industry.
There is a declining rate of inflation in the UK.

	Social
	Technological

	 People get more aware towards social media use.
Customers’ demands and necessities are changing continuously.
	 In the hotel industry, the focus is shifted towards the usage of smart technologies.
The digitalization rate is high in the British hotel industry.

	Legal
	Environmental

	 It is important for all brands to focus on health and safety laws.
The hotel management ensures to follow the consumer and employment act.
	The main emphasis of the hotel industry is on hygiene practices (Nazarian et al., 2021).
The key area that is considered after the pandemic is sustainability and eco-friendly practices.
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The main theme of the marketing plan is to attract customers after the pandemic and ensure that they will get the best services at Holiday Inn. The key objective of the marketing plan is defined below;
· To invest in digital marketing to enhance awareness among customers and increase revenue by the end of 2023.
· To boost customer engagement by offering different promo codes and discounts to customers for 3 months target period.
· To adopt sustainable marketing initiatives and improve responsible marketing and boost sales to 15%.
[bookmark: _Toc120555464]Strategy 
The key focus of Holiday Inn is to offer excellent value propositions to customers. In holiday Inn, customers are considered a value seeker. The brand is positioned as a luxury one, for which they are continuously investing in the enhancement of guests' experiences and high-value market. With the different campaigns, Holiday Inn is guiding the values of its neighbourhood by emphasizing relationships while blending marketing to offer services that seem natural in conversation and give the hotelier significance to its clients (Ahuja et al., 2022). Also, Holiday Inn adopts a clever tactic with this brand promotion campaign since it serves as a reminder of what most hotels, including Marriott, are concentrating on appealing to the next generation of visitors. The hotel business will be attempting to reach Gen X and Y consumers, who are becoming more influential and continuously connected via social media (Holiday Inn, 2022). Since they have many years of travel ahead of them, their lifetime worth is larger, and they see a greater entitlement to travel than did their Baby Boomer parents.
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[bookmark: _Toc120555466]Marketing mix: 
[bookmark: _Toc120555467]Product: 
The main product is a hotel with good rooms and better-quality services. Hence, it provides all services to business class travellers with restaurants, great rooms, swimming pools, fitness centres, and comfortable lounges. It also has an environment and services for kids like Kids Eat and Stay Free programs and Kid Suites rooms at every hotel. It also provides better services without any hassle and complication (Holiday Inn).
[bookmark: _Toc120555468]Place 
Holiday Inn in Niagara Falls, Ontario, is where most business people target good business class and luxury hotels to stay for relaxation. This hotel is situated in Niagara Falls, where many people as tourists visit and hence a great place to situate a hotel. Thus, Canada is a tourist country, and many hotels like Holiday Inn earn, especially on holidays like Christmas or Halloween. Holiday Inn do operate in many countries, and its host country is the USA. Thus, both online and call services are available for bookings (Holiday Inn).
[bookmark: _Toc120555469]Price
Holiday Inn shares great pricing as it also guarantees it. Hence, the cheapest room booked is $166, which also can increase. The prices of Holiday Inn come under luxury as it provides high quality and better services but charges high. Therefore, it also gives and strategizes bonus points which promote the hotel even with high pricing altogether (Holiday Inn). 
[bookmark: _Toc120555470]Promotion 
The promotion of the hotel will be done through all social media platforms but mainly Instagram. However, people also do Facebook, YouTube, Snapchat, and TikTok. Of all these platforms, Tik Tok is another favourite app of people to be used for marketing by marketers. Thus, different digital and online marketing channels can be used in which Instagram is the leading social media platform (Ibrahim & Aljarah, 2021). The hotel will offer high pricing but with continuing bonus point schemes to attract people. Further, different customer values and engagement will also be encouraged (Kumar &amp; Reinartz, 2016). However, before the pandemic, the hotel offered high-quality services in a high price range, and customers loved to spend their money there. Moreover, after the pandemic, individuals will spend money on good services as people will get out of their houses.
[bookmark: _Toc120555471]Action
[image: ]
The Gantt chart is a framework for scheduling and planning different things (Hirakata, 2020). Preparation will be done beforehand, like on 28th November. For market research and marketing, schedule channels with approximately will take to make, photograph and order with also posting timely on social media; hence one month is needed to properly research and then attract and market the schemes of the hotel. Lastly, gathering feedback will not need many days as people will come, it will provide reviews, and word-of-mouth will spread. 
[bookmark: _Toc120555472]Control
The primary function of new marketing strategies is to help bond and lure old customers because, in luxury hospitality services, mainly old customers visit and stay in the hotel. Hence, the given schedule will be the main USP working on the marketing plan to attract customers. It will also benefit the company by attracting money lost in the pandemic. Therefore, it will increase customer engagement and value in the business after the pandemic. Also, if services are suitable and better, the customers will have positive attitudes towards the brand.
[bookmark: _Toc120555473]Conclusion
It has been concluded that the marketing plan of Holiday Inn will be helpful in attracting customers after the dramatic era of the pandemic. There are many challenges faced by the hotel brand, for which there is a need for some amendments and changes in the current strategies of Holiday Inn. The hotel will focus on investing more in digital media activities. 
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Place

OlHoliday Inn in Niagara Falls, Ontario, is where most business
people target good business class and wxury hotels to stay for
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Price

OlHoliday Inn shares great pricing as it also guarantees it. Hence,
the cheapest room booked is $166, which also can increase.

OBoth online and call services are available for bookings
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Promotion

OThe promotion of the hotel will be done through all social
‘media platforms but mainly Instagram.
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Conclusion

QI has been concluded that the marketing plan of Holiday Inn

will be helpful in atfracting customers after the dramatic era of
the pandemic.

OThe hotel will focus on investing more in digital media
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