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[bookmark: _Toc151295830]Introduction 
This marketing plan for Holiday Inn Hotel critically assesses and reimagines its marketing strategies to fortify its position in the competitive hospitality industry. It is specifically devised for the hotel's management and stakeholders, aiming to address existing market challenges and leverage emerging opportunities. Employing the SOSTAC framework, renowned for its effectiveness in strategic planning (Mary, 2023.), the plan ensures a holistic and structured approach. Additionally, it incorporates established marketing theories, including the Marketing Mix and Bowman's Strategy Clock, to provide a nuanced analysis and robust recommendations. This strategic blueprint is designed to enhance Holiday Inn's market presence, customer satisfaction, and ultimately, drive sustainable growth in a highly dynamic sector.

[bookmark: _Toc151295831]Situational Analysis 
Company (SWOT Analysis): Holiday Inn’s SWOT, detailed in the Appendix, highlights strengths in brand recognition and global reach. However, its standardized services may not align with all customer preferences, posing a weakness. Opportunities for growth lie in digital enhancements and emerging market expansion. Threats include fierce competition and shifting travel patterns (Morrison, 2022).
Customers (Segmentation and Targeting): Using SimilarWeb, we identify diverse customer segments: business travelers, families, and leisure travelers. Insights from review sites reveal that while business travelers commend efficiency, families and leisure travelers often seek more personalized experiences (Chon, 2012. ). Targeting strategies should thus be segmented to address these varied needs.
Competitors (Perceptual Positioning Map, Bowman’s Strategy Clock): Our perceptual positioning map using Bowman’s Clock indicates Holiday Inn’s placement in the 'broad differentiation' quadrant, offering a balance of quality and price. Competitors like Marriott and Hilton are positioned similarly but at a higher cost, suggesting an affordability edge for Holiday Inn (Kozak and Baloglu, 2010. ).
Collaborators: Analysis from SimilarWeb and additional research indicates B2B relationships with travel agencies and corporate clients are key. These collaborations aid in expanding market reach and providing localized guest experiences, a crucial aspect in today’s interconnected travel industry (Liu et al., 2014).
Climate (PESTLE Analysis): The abbreviated PESTLE analysis identifies significant factors such as the rise of AI and IoT in enhancing customer service, economic fluctuations affecting travel budgets, and growing trends towards sustainable travel practices (Balas, Kumar, and Srivastava, 2020).
Marketing Mix: Holiday Inn’s marketing mix comprises a diverse product offering tailored to different market segments. Its competitive pricing strategy aims to balance affordability with value. The global distribution system is strengthened by a robust online presence for ease of booking. Promotional efforts are diverse, including loyalty programs and a focus on digital marketing to reach a wider audience (Siakalli, Masouras, and Papademetriou, 2017).

[bookmark: _Toc151295832]Objectives
This marketing plan for Holiday Inn Hotel sets precise objectives to escalate its digital footprint and customer engagement. By Q4 2024, the target is a 20% surge in website traffic, equating to an additional 5,000 monthly visitors, and increasing social media followers by 8,000 across all platforms. These goals, rooted in digital marketing best practices, will be monitored using key performance indicators (KPIs) like website analytics and social media engagement metrics (Chaffey and Smith, 2022. ). The effectiveness of our strategy will be evaluated against these metrics, ensuring alignment with the hotel's ambition to strengthen its online presence and engage more effectively with its audience (Kaplan and Norton, 2006).

[bookmark: _Toc151295833]Strategy
Holiday Inn Hotel's revamped strategy centers around a new value proposition: "Customized Comfort for Every Guest." This shift, necessitated by evolving customer expectations and market dynamics (Kazanjian and Telles, 2007), will leverage the Ansoff Matrix's 'Market Development' and 'Product Development' strategies to foster growth and address reputation concerns.
Market Development: We aim to introduce our enhanced service offerings to new geographic and demographic markets, particularly focusing on emerging economies where digital engagement and personalized services are increasingly sought after (Meade, 1984). This expansion will be facilitated by digital marketing channels, targeting new customer segments that value a personalized hospitality experience.
Product Development: Emphasizing customization, we will introduce features like AI-enabled room customization and bespoke local experiences. These initiatives will not only address the demand for personalized services but also aim to mitigate the impact of past reviews by showcasing our commitment to innovation and guest satisfaction (Frehse, 2012).
[bookmark: _Toc151295834]4.1 Marketing Mix Changes:
1. Product: Enhancement of services with a focus on personalization and technological integration.
2. Price: We will implement dynamic pricing models to cater to diverse markets, ensuring competitiveness while maintaining profitability (Salman et al., 2017).
3. Place: Expansion into new markets will be complemented by a stronger online presence, leveraging digital platforms for visibility and accessibility.
4. Promotion: A shift towards digital marketing strategies, emphasizing the new personalized services to attract new segments and reposition the brand (Widardi, Syah, Indradewa, and Pusaka, 2020).
5. People, Process, Physical Evidence: Training staff to deliver personalized experiences, streamlining processes for efficiency, and refurbishing hotel spaces to reflect the new value proposition.
These strategic changes in Holiday Inn's marketing mix are designed to realign the brand with market trends and customer preferences, ensuring long-term growth and a strengthened market position.

[bookmark: _Toc151295835]Tactics 
In response to Holiday Inn Hotel's strategic pivot towards personalized guest experiences, the tactical plan employs the RACE (Reach, Act, Convert, Engage) framework, integrating a diverse communication mix to enhance effectiveness (Porcu at al., 2019).
Reach: Expanding our digital footprint, we will enhance online visibility through SEO-optimized content and targeted ads, leveraging insights from SimilarWeb to pinpoint high-traffic channels (Fertik and Thompson, 2015. ). Social media efforts will be intensified on platforms frequented by our key segments, focusing on content that highlights personalized experiences, addressing gaps identified in our current digital strategy.
Act: To foster direct brand interaction, the website will be optimized for a seamless user experience, simplifying the booking process. Revitalized email marketing will deliver customized offers, reflecting the user's past interactions and preferences, an area previously underutilized by Holiday Inn (Fertik and Thompson, 2015).
Convert: Employing retargeting strategies and personalized promotions will aim to convert interest into bookings. Enhancements to the online booking process and loyalty programs will be implemented, ensuring each touchpoint is tailored to diverse customer needs, a crucial improvement from our existing approach (King, 2019).
Engage: Post-booking, the focus shifts to sustaining engagement. Personalized follow-up communications, feedback requests, and tailored offers for future stays will nurture long-term relationships. Social media will be utilized to build a community around the brand, encouraging guests to share their experiences, a strategy not fully exploited in our previous communications.
The tactical plan emphasizes refining the communication mix, ensuring relevance and engagement, while addressing identified deficiencies in Holiday Inn's current communications. This multifaceted approach aims to bolster personalized experiences, thereby enhancing brand loyalty and customer satisfaction.

[bookmark: _Toc151295836]Action 
Holiday Inn's marketing channel strategy, aligned with customer interaction patterns and market trends, is tailored for maximum impact throughout the year. In Q1-Q2, we'll intensify social media and email campaigns, targeting early vacation planners, with engagement rates and email click-through rates as key metrics. The Q3 strategy shifts to content marketing and SEO optimization, aiming to attract last-minute travelers, measured by increased website traffic and conversion rates. During the quieter Q4, the focus will be on loyalty programs and direct marketing to boost repeat bookings and customer retention, using repeat booking rates as a primary metric for success (Piccoli et al., 2017).

[bookmark: _Toc151295837]Control 
Holiday Inn's marketing effectiveness will be gauged through strategic KPIs. Social media success will be measured by follower growth and engagement rates, essential indicators of brand reach and audience interaction. Email marketing's impact will be assessed through open and click-through rates, reflecting content engagement. Website performance metrics, including traffic and booking conversion rates, will evaluate the effectiveness of our SEO and content strategies. Lastly, repeat booking rates in direct marketing will indicate customer loyalty, a critical measure of long-term brand success (McDonald, Mouncey, and Maklan, 2014). These KPIs are aligned with our strategic goals, offering clear success indicators in enhancing brand presence and customer engagement.

[bookmark: _Toc151295838]Conclusion 
The marketing plan for Holiday Inn Hotel strategically pivots towards personalized guest experiences, integrating technology and enhanced service offerings. Through targeted actions across various channels, including social media, email marketing, and direct customer engagement, the plan aims to increase digital footprint, customer satisfaction, and brand loyalty. Key changes include a more focused digital approach, tailored content, and optimized customer interactions. Moving forward, continual assessment and adaptation of these strategies are recommended, responding to market trends and customer feedback. This dynamic approach will ensure Holiday Inn remains at the forefront of hospitality innovation, driving growth and maintaining its competitive edge.



















[bookmark: _Toc151295839]Reference List

Balas, V.E., Kumar, R. and Srivastava, R. eds., 2020. Recent trends and advances in artificial intelligence and internet of things. Cham: Springer International Publishing.
Chaffey, D. and Smith, P.R., 2022. Digital marketing excellence: planning, optimizing and integrating online marketing. Taylor & Francis.
Chon, K.S., 2012. The tourism and leisure industry: shaping the future. Routledge.
Fertik, M. and Thompson, D., 2015. The reputation economy: How to optimise your digital footprint in a world where your reputation is your most valuable asset. Hachette UK.
Frehse, J., 2012. Innovative product development in hotel operations. In Innovation in hospitality and tourism (pp. 129-146). Routledge.
https://doi.org/10.1002/for.3980030406. 
Humphrey Jr, W.F., Laverie, D.A. and Rinaldo, S.B., 2016. Fostering brand community through social media. Business Expert Press.
Kaplan, R.S. and Norton, D.P., 2006. Alignment: Using the balanced scorecard to create corporate synergies. Harvard Business Press.
Kazanjian, K. and Telles, G., 2007. Exceeding customer expectations. Books on Tape.
King, K., 2019. Using Artificial Intelligence in Marketing: How to harness AI and maintain the competitive edge. Kogan Page Publishers.
Kozak, M. and Baloglu, S., 2010. Managing and marketing tourist destinations: Strategies to gain a competitive edge (Vol. 21). Routledge.
Liu, W., Guillet, B.D., Xiao, Q. and Law, R., 2014. Globalization or localization of consumer preferences: The case of hotel room booking. Tourism Management, 41, pp.148-157.
Mary, M., 2023. Developing a Marketing Communications Plan to Attract Target Customers.
McDonald, M., Mouncey, P. and Maklan, S., 2014. Marketing value metrics: A new metrics model to measure marketing effectiveness. Kogan Page Publishers.
Meade, N., 1984. The use of growth curves in forecasting market development—a review and appraisal. Journal of Forecasting, 3(4), pp.429-451. Available at:  
Morrison, A.M., 2022. Hospitality and travel marketing. Taylor & Francis.
Piccoli, G., Lui, T.W. and Grün, B., 2017. The impact of IT-enabled customer service systems on service personalization, customer service perceptions, and hotel performance. Tourism Management, 59, pp.349-362.
Porcu, L., del Barrio-García, S., Alcántara-Pilar, J.M. and Crespo-Almendros, E., 2019. Analyzing the influence of firm-wide integrated marketing communication on market performance in the hospitality industry. International Journal of Hospitality Management, 80, pp.13-24. Available at: https://doi.org/10.1016/j.ijhm.2019.01.008. 
Salman, D., Tawfik, Y., Samy, M. and Artal-Tur, A., 2017. A new marketing mix model to rescue the hospitality industry: Evidence from Egypt after the Arab Spring. Future Business Journal, 3(1), pp.47-69. Available at: https://doi.org/10.1016/j.fbj.2017.01.004. 
Siakalli, M., Masouras, A. and Papademetriou, C., 2017. e-Marketing in the hotel industry: marketing mix strategies. In Strategic Innovative Marketing: 4th IC-SIM, Mykonos, Greece 2015 (pp. 123-129). Springer International Publishing.
Widardi, J., Syah, T.Y.R., Indradewa, R. and Pusaka, S., 2020. Marketing Mix Strategy Implementation for Business Plan at LH Hotel. Journal of Multidisciplinary Academic, 3(5), pp.166-170. 


















Presentation Slides


Cover page

[image: ]










Introduction
[image: ]

Situational Analysis 
[image: ]
 

Objectives
[image: ]



Strategy
[image: ]
Tactics
[image: ]


Actions
[image: ]


Control
[image: A diagram of a company

Description automatically generated]


image2.png
MARKETING
PLAN FOR
HOLIDAY INN

Student name: Gheorghe Plescan

Student ID number: 2234901

The module title: Marketing Plan BMIH4005

Lecturer’s name: Gayathri Mudiyanselage

Holiday Inn





image3.png
Reimagines Marketing Strategies: Enhancing
competitive position in the hospitality industry.

Targeted for Management and Stakeholders:
Addressing current market challenges and emerging
opportunities.

Utilizes SOSTAC Framework: Integrating
established marketing theories like the Marketing
Mix and Bowman's Strategy Clock for a nuanced
analysis.

Strategic Objectives: Aiming to enhance market
presence and customer satisfaction and drive
sustainable growth.
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Situational
Analysis

SWOT Analysis: Strong brand recognition and global reach,
with opportunities in digital enhancements and new markets.
Customer Segmentation: Diverse segments identified,
requiring tailored strategies for business travellers, families,
and leisure guests.

Competitive Positioning: Placed in the 'broad differentiation'
quadrant, balancing quality and price with an affordability
edge over competitors.

Market Dynamics: Key B2B relationships, evolving market
factors like Al adoption, and sustainability trends impacting
operations.

Strenghts
- Globally recognized brand with a legacy
of providing reliable accommodations.
- Extensive presence in key travel
destinations, offering ~ convenience to
fravelers.

- Robust loyalty program, incentivizing
repeat bookings and customer retention.

Opportunities
- Seizing opporfunities in the budget travel
sector, particularly in regions experiencing
tourism growth.
- Enhancing eco-friendly initiatives to attract
environmentally conscious travelers.

- Exploring strategic partnerships with
airlines or online travel agencies fo expand
reach.

Threats

- Intense compefition from other mid-tier
hotel chains and boutique hotels.

- Potential impact of global events, such as
pandemics, on travel patterns.

- Regulatory changes in the hospitality
industry affecting operations and pricing
strategies.
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OBJECTIVES

= Enhance Digital Presence: Target a 20%
increase in website traffic, adding 5,000 monthly
visitors, and grow social media followers by
8,000 across platforms by Q4 2024.

= Monitor and Evaluate Effectiveness: Use key
performance indicators like website analytics
and social media engagement metrics to assess

the success of the digital marketing strategy.
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STRATEGY

New Value Proposition: "Customized Comfort for Every Guest,"

addressing evolving customer expectations and market dynamics.

DODUT
COVIISOMASOM
CUSTOMEMAN

* Market Development Strategy: Expand service offerings to new
geographic and demographic markets, especially in emerging
economies, using digital marketing channels for outreach.

IPENSOILED GEREDS
* Product Development Focus**: Introduce Al-enabled room COSOMIAMEN

customization and bespoke local experiences to enhance [FEEES N PRODUETTD%&.E‘B’&LGME'

personalization and guest satisfaction.

* Innovation and Reputation Management**: Utilize product
development to showcase commitment to innovation and address
past customer reviews, improving the overall brand reputation.
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TACTICS

Digital Reach: Boost online visibility with SEO and targeted social media

campaigns.
= Customer Interaction: Optimize website and emails for a better user

experience and engagement.

= Conversion Strategies: Implement retargeting and personalised promotions
to increase bookings.
= Post-Booking Engagement: Foster long-term relationships through

personalised follow-ups and social media engagement.
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ACTION PLAN

= Q1-Q2 Focus: Intensify social media and email campaigns
targeting early vacation planners, with engagement and
click-through rates as key performance metrics.

Q3 Strategy: Shift to content marketing and SEO
optimisation to attract last-minute travellers, measured by
website traffic and conversion rates.

Q4 Emphasis: Concentrate on loyalty programs and direct

marketing during quieter periods to enhance repeat booking

and customer retention, monitored by repeat booking rates.

Design a Customer - Driven Marketing Strategy
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CONTROL

= Social Media Metrics: Follower growth and
engagement rates will measure brand reach and
audience interaction on social media platforms.

= Email and Website Performance: Open and
click-through rates will assess the impact of
email marketing, while website traffic and
booking conversion rates will gauge the
effectiveness of SEO and content strategies.

= Direct Marketing Success: Repeat booking
rates will be used to indicate customer loyalty,
reflecting the long-term success of direct

marketing efforts.
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