Marketing Essentials
BMIH4005
Assessment 2 - Marketing Plan








[bookmark: _GoBack]
Student Name: Rezwana Laboni
Student ID: 2242894


Table of Contents
Introduction	1
Situation analysis	2
Company - SWOT Analysis	2
Customers - Targeting and Segmentation (SimilarWeb)	2
Competitors - Positioning Map, Bowman's Strategy Clock	2
Collaborators - B2B Partnerships, Franchises, and Relationship	2
Climate - PESTLE analysis	3
Marketing mix	3
Objectives	4
Strategy	4
Tactics	5
Actions	7
Control	8
Conclusion	9
Reference list	10
Appendix	11


15

[bookmark: _Toc136765020]Introduction
This study outlines a marketing plan for Holiday Inn, a distinct hotel brand that operates under the InterContinental Hotels Group. The main objective of this plan is to define efficient strategies that can boost the market presence of Holiday Inn and accomplish precise marketing goals. The present document has been devised for the management team of Holiday Inn to furnish them with practical insights and suggestions to enhance customer engagement, improve occupancy rates, and optimise revenue. The marketing plan will be structured and guided by fundamental frameworks and concepts, including the 4Ps (Product, Price, Place, and Promotion) and Ansoff's matrix (Jobber and Ellis-Chadwick, 2020).


[bookmark: _Toc136765021]Situation analysis
There are different elements included in the situation analysis while making a marketing plan. The management must have information from different perspectives. Those are discussed here:
[bookmark: _Toc136765022]Company - SWOT Analysis
Holiday Inn possesses strengths such as powerful brand recognition and a global presence. Variations in service quality and the need for innovation are examples of weaknesses. Opportunities exist in emerging markets and through the utilisation of technology (Dominici, 2020). Competition, economic fluctuations, and industry disruptions are examples of threats.
[bookmark: _Toc136765023]Customers - Targeting and Segmentation (SimilarWeb)
[bookmark: _Hlk136764613]Identifying consumer segments based on demographics, psychographics, and travel preferences is the objective of segmentation and targeting. SimilarWeb provides data on consumer preferences and behaviour. This data permits personalised marketing strategies (Bowie et al., 2017). For instance, business travellers prioritise convenient locations, whereas families place a premium on capacious accommodations and recreational amenities.
[bookmark: _Toc136765024]Competitors - Positioning Map, Bowman's Strategy Clock
The competitive analysis aids in determining Holiday Inn's market positioning. Positioning maps illustrate how consumers perceive brands based on price and prestige. Bowman's Strategy Clock identifies pricing and product differentiation strategies employed by competitors (Harris, 2021). This analysis refines Holiday Inn's positioning and informs marketing strategies that are differentiated.
[bookmark: _Toc136765025]Collaborators - B2B Partnerships, Franchises, and Relationship
Holiday Inn's prosperity is driven by B2B partnerships, alliances, and franchises. Distribution channels are strengthened through collaboration with travel agencies, corporate clients, and online booking platforms (Bowie et al., 2017). Strategic partnerships create opportunities for cross-promotion. Franchises expand the footprint of Holiday Inn by leveraging local knowledge.
[bookmark: _Toc136765026]Climate - PESTLE analysis
PESTLE analysis examines external factors. Included among political factors are government regulations. The economy influences travel habits and consumer expenditure. Socio-cultural factors shape demand. Technology influences consumer interactions. Environmental aspects emphasise sustainability. Legal considerations include industry-specific regulations.
[bookmark: _Toc136765027]Marketing mix
Holiday Inn's marketing formula consists of the 4Ps: product, price, location, and promotion. The emphasis of the product aspect is on room varieties, amenities, and service quality. Pricing takes market dynamics and customer perception of value into account (Hart, 2022). The place is inclusive of distribution channels. Advertising, digital marketing, and sales promotions comprise promotion. A balanced marketing formula is aligned with objectives, the target market, and the competition (Jobber and Ellis-Chadwick, 2020).


[bookmark: _Toc136765028]Objectives
The marketing plan for Holiday Inn aims to achieve a SMART objective of enhancing the occupancy rates by 10% within the next six months, specifically among the targeted business traveller segment. The objectives will be attained through the execution of focused digital marketing initiatives, the refinement of online booking interfaces to ensure a smooth user journey, and an expansion of business facilities (Kress, Still and Cundiff, 2023). The work aims to establish a set of objectives that are specific, measurable, attainable, relevant, and time-bound. This approach will ensure that the project is focused on achieving growth in occupancy rates within a defined timeframe, specifically targeting the identified target segment.
[bookmark: _Toc136765029]Strategy
Holiday Inn will use a market development plan based on Ansoff's matrix to take advantage of emerging markets. The company's goals include both retaining current customers and expanding into new sectors. Holiday Inn will implement a new value proposition focused on customised stays and high-quality service to reach this goal. To improve the brand's reputation and counteract any negative feedback, the new value proposition will centre on these two goals. 
Modifications will be made to the marketing mix to complement the new value proposition and market development strategy (Bowie et al., 2017). Holiday Inn will improve its product delivery by listening to its customers and acting on their suggestions (Lazer, 2019). Prices will be examined to make sure they are reasonable and in line with the value provided. The place will focus on developing a stronger presence in key markets and investigating alternative distribution methods. Participation in social media and strategic advertising will form the core of the promotional strategy.


[bookmark: _Toc136765030]Tactics
In terms of tactics, Holiday Inn will utilise the RACE framework and a variety of communications strategies to enhance its overall marketing effectiveness and customer engagement.
Research: Using tools such as SimilarWeb, Holiday Inn will conduct a comprehensive analysis of its current communication channels, including social media, email marketing, and website performance (Kotler et al., 2020). This analysis will pinpoint development opportunities and gaps in the current communication strategy.
Planning: Holiday Inn will develop a comprehensive communications plan that correlates with the brand's objectives, based on the research findings (Nystrom and Converse, 2021). The plan will define specific strategies and initiatives to enhance communication channels and increase their effectiveness.
Communications Mix: Holiday Inn use a variety of tactics from the communications mix to increase its reach and engagement with its target consumers such as:
· Social Media: The hotel will concentrate on establishing a consistent social media presence across platforms such as Facebook, Instagram, and Twitter. Engaging content, such as breathtaking visuals, guest testimonials, and glimpses behind the scenes, will be distributed to increase brand awareness and generate positive conversations (Smith and Zook, 2020).
· Website Optimization: Based on SimilarWeb's findings, the hotel will optimise its website to enhance the user experience, boost conversion rates, and increase online bookings (Walters, 2022). This includes enhancing the website's performance, navigation, and responsive design for mobile devices.
Integration: To provide a consistent and seamless consumer experience, Holiday Inn will integrate its communications efforts across channels. All communication touchpoints will maintain consistent branding, messaging, and imagery, reinforcing the brand's value proposition and creating a unified brand experience.
Measurement and Evaluation: Holiday Inn will measure and evaluate key metrics including social media engagement, email open rates, website traffic, and conversion rates to determine the efficacy of the new communications strategies (Walters and Kerby, 2020). These measurements will serve as a basis for future adjustments and enhancements to the strategy.
By implementing these strategies within the RACE framework, Holiday Inn intends to enhance its communications efforts, close any extant gaps, and engage customers across multiple channels more effectively.


[bookmark: _Toc136765031]Actions
Gannt chart of marketing activities:
	
	Week 1
	Week 2
	Week 3
	Week 4
	Week 5

	Conduct market research and competitor analysis
	
	
	
	
	

	Develop and launch a targeted social media advertising campaign
	
	
	
	
	

	Implement email marketing strategy and launch personalized email campaigns
	
	
	
	
	

	Optimize the website for improved user experience and conversion rates
	
	
	
	
	

	Analyse key metrics, evaluate the effectiveness of marketing efforts and make necessary adjustments
	
	
	
	
	

	Collaborate with influencers for brand partnerships and promotions
	
	
	
	
	

	Plan and execute a customer loyalty program
	
	
	
	
	

	Launch a referral program to encourage existing customers to refer new customers
	
	
	
	
	



[bookmark: _Toc136765032]Control
Holiday Inn will use a variety of metrics including key performance indicators (KPIs) to evaluate the efficacy of the marketing strategy. Monitoring direct bookings from new guests and measuring occupancy increases are two such measures. Positive brand sentiment can be recognised by conducting customer satisfaction surveys and keeping an eye on online reviews. The plan's effectiveness in boosting profits will be measured by tracking financial indicators like sales growth and profitability. Holiday Inn can use these metrics and KPIs to assess the efficacy of the marketing efforts and make adjustments as necessary.




[bookmark: _Toc136765033]Conclusion
The marketing strategy for Holiday Inn had to address reputation issues, increase consumer engagement, and stimulate revenue growth. To overcome these obstacles, the plan suggested implementing a new value proposition based on personalised experiences and better service. To enhance brand perception and customer satisfaction, the use of communication strategies such as social media engagement, email marketing, and website optimisation was suggested. Key suggestions included utilising customer feedback, optimising channels of distribution, and recording key metrics for ongoing assessment and improvement. By implementing these suggestions, Holiday Inn will be able to improve its competitive edge, attract new consumers, and increase profitability.
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INTRODUCTION

“*The chosen company is Holiday Inn

**Operates under the InterContinental Hotels Group
“*Established in 1952

“* Achieved good market position using effective marketing plan

“*Focused on customer engagement, improve occupancy: rates, and optimise revenue
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OBJECTIVES

“*The marketing plan for Holiday Inn aims to achieve a SMART objective of enhancing
the occupancy rates by 10% within the next six months, specifically among the
targeted business traveller segment. The objectives will be attained through the
execution of focused digital marketing initiatives, the refinement of online booking

interfaces to ensure a smooth user journey, and an expansion of business facilities
(Kress, Still and Cundiff, 2023).
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STRATEGY

»Holiday Inn will use a market development plan based on Ansoff's matrix to take
advantage of emerging markets. The company's goals include both retaining current
customers and expanding info new sectors.

» Modifications will be made to the marketing mix to complement the new value
proposition and market development strategy. Holiday Inn will improve its product
delivery by listening to its customers and acting on their suggestions (Lazer, 2019).
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ACTIONS

Gannt chart of marketing activities:

Conduct market research and competitor analysis

Develop and launch targeted social media advertising

campaign

Implement email markefing strategy and launch personalized

email campaigns

Optimize website for improved user experience and

conversion rates

Analyse key mefrics, evaluate effectiveness of marketing

efforts, and make necessary adjustments

Collaborate with influencers for brand partnerships and

promotions

Plan and execute a customer loyalty program

Launch a referral program to encourage existing customers

to refer new customers
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CONCLUSION

Holiday Inn will use a variety of metrics including key performance indicators (KPIs) to
evaluate the efficacy of the marketing strategy. Monitoring direct bookings from new
guests and measuring occupancy increases are two such measures. Positive brand
sentiment can be recognised by conducting customer satisfaction surveys and keeping
an eye on online reviews.
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