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Introduction 
The objective of this marketing plan is to analyse the circumstances of the Holiday Inn,  which is a chain hotel brand. This marketing plan make in evidence a marketing opportunity for the multinational hotel brand Holiday Inn to building an effective marketing and communication tactic that can offer a competitive benefit an sustainability in the contemporary business environment. The result, the use of significant models including STP analysis, 5C’s of marketing mix, SWOT analysis, and Bowman’s strategy clock has been put forward.

Situation Analysis 
The 5C’s is the Essentials that have been capitalised to develop the company, customer, competitors, collaborators and climate with regard Holiday Inn.

Company:SWOT
Holiday Inn has more than 1,200 properties over all the world that offers accessible and comfortable accommodation with important facilities. The below table make in evidence the SWOT Analysis  for Holiday Inn.
Strengths
· Medium and high pricing strategy.
· Loyal customer base.
· The global presence and higher visibility.

Weaknesses
· Limited use of digital marketing strategies in the present technological era.
· Negative reviews from customers based on clean liness and hygiene.

Opportunities
· Increasing online users.
· Expanding in emerging nations.

Threats
· Aggressive competition.
· Declining disposable income after covid-19 crisis, (DuBois, 2022).

Costumers:
Holiday Inn targets medium and high-income customer who look for a relaxing and comfortable accommodation. In terms of the segmentation , Holiday Inn targets to following the customers profit:
Corporate business travellers: Search convenient and relaxing stay close to their workplaces.
Families: Look family-friendly environments.

Competitors:
[image: ]
(Leading multinational hotel brands in the UK)
Source: (Statista.com, 2022)

Based about the figure, the major competitors of Holiday Inn in the semi buget are Premier Inn , Travelodge and Hilton. The perceptual positionig the map make in evidence that Holiday Inn position it self a accessible and premium service hotel brands, (Smith and Zook, 2020).

	Hilton
Premium quality service
Travelodge
Premier Inn
Holiday Inn
Poor quality service

Accessible Price
Premium Price



(Perceptual mapping on the Holiday Inn)

Porter five forces for Holiday Inn 
	Threat the new entrants.
	Low due to the higher cost of determination and market ingress.


	Negotiation power of buyers
	Moderate as customers can pass to other hotel brands.


	Negotiation power of suppliers
	Low due to the large range of local suppliers.

	Threat of substitution
	Low changes cost possess the biggest threat.


	Rivalry
	High due to a bigger number of players.



	
Collaborators
Holiday Inn has both B2B and B2C relationships. In terms of B2B, has loyal relationships with airlines, travel agencies, wedding, and catering industries as well as other related businesses. It also directly collaborates with customers by exclusive membership services.

Climate: PESTLE ANALYSIS
Political:	Changing regulations and political instability can impact Holiday Inn’s business. (Threat)
Economic: Loss disponible income of populations and exchange rate influences the impacts for travel intention. (Threat)
Social: Changing trends and customer attitude have a threat to Holiday Inn business. (Threat)
Technological:	Increase social media engagement and the grow of influencer marketing can be capitalised for Holiday Inn’s marketing and customer attract tactics. (Opportunity)
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Marketing and communication opportunities for multinational hotel brands
Source: (Feldman and Richter, 2019)

Legal: Strict regulation employment, safety and health rules can affect it bussiness operation. (Threat)
Environmental: Increase sustainability awareness among customers can affect the reputation and brand image, (Jobber and Ellis-Chadwick, 2020). (Opportunity)

Objectives: SMART
	Specific	

	To increase the customer acquisition rate of Holiday Inn by 25% in 1 year of operation.

	Measurable
	Tracking the occupation rate, engagement of customers with the brands, the success can be measured.



	Actionable	

	Capitalizing influencer marketing tactics to attract and retain customers for achieving the customer acquisition rate.

	Realistic	

	This objective can help Holiday Inn to increase profitability, competition, and market share.


	Timely
	1 year




Strategy 
The new value proposition for Holiday Inn is to increase the acquire 25% customer acquisition rate by capitalising the influencer marketing strategy. The promotion element will be personalised with the inclusion of a influencer marketing strategy by targeting the age group of 18-35 years that can content to corporates, families as well as the younger generation which can lead to increase market share profitability due to the advent of digitalisation. This can help in positiv influence the targeting and the position of the hotel brand.  Based on Bowman’s strategy clock, Holiday Inn would focus on a hybrid pricing strategy, focus on difference, and standard products that can offer competition and long term value proposition.

Tactis marketing mix 

Product: Holiday Inn offer modern comforts and luxury accommodations which get technology and innovation to create a only guest experience, (Ihg Plc.com, 2022).

Place: Customers can easy to locate the areas where Holiday Inn has successful been set by offline and online channels. Also, Holiday Inn will be content with third-party agencies for large covering and visibility.

Price: As holiday Inn is focus on medium and high-income customer groups, the nwe marketing strategy would focus on low, middle and high class customer groups to address the threat of low disponible income.

Promotion: Has been indentified that Holiday Inn only capitalised on email and social media platforms to arrive out custumers. The user influencer marketing tactics can sure help to attract and retain new customers to respect with the opportunities associated with the technological factor. The RACE strategy has been used for the influencer marketing and communication strategy, (Kotler et al. 2020).

Reach: By chains with the potential influencers on social media platforms are included Twitter, YouTuBe, and Facebook, Holiday Inn to make special attention to the key analytics and metrics for carry out the marketing effectively. 

Act: The increase online users and increase of influencer marketing strategy can help Holiday Inn to make special attention to the key analytics and metrics for carry out the marketing effectively.

Convert: The conversion rate of each customer and user engagement analysis can help Holiday Inn to fix the commercial value of the brands assist to achieve the objective, (Ryan, 2012).

Engage: The focus on involving customers is primate and is a medium term accessible.

Action
These marketing channels, activities, and schedule has been considered as they can  help the brand to not only fix it position in the marketplace but also can help to target and attract new and large market segment.
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Control
The USP of marketing plan is it targets nwe costumer segments with new marketing tactics. The characteristics include increase covering, visibility and the ability to attract potential markets that are not captured. These characteristics are the potential benefits. To measure the success of the marketing objective to increase the customer acquisition rate by 25% the following are the steps.
Terms codes can help to gain ingress into market sensitive data and customer demographics based which product or service medications can be carried out leading to the retention of new customers, (Martinović and Mišić, 2022).
The growth in conversion rate can lead to analyse the customer acquisition and profit margin for Holiday Inn.

Conclusion
In conclusion, it can be stated that the new marketing plan is extremely effective, but in comformity is the major challenge. Therefore, Holiday Inn must modify its existing marketing channels and platforms by comform with influencer marketing tactics to attract new customer segments and acquire large customer base.
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SITUATION ANALYSIS

Company: SWOT

e Strengths: Medium and high pricing strategy, loyal customer base, global

presence. Climate: PESTLE ANALYSIS
o Weaknesses: Limited use of digital marketing strategies and negative reviews.

e Opportunities: Grow in online users and business expansion.

e Threats: Aggressive competition and low disponible income. (Threat)
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HOLIDAY INN STRATEGY

The amount proposition is to gain a 25% customer
acquisition rate by valuing a influencer marketing strategy

due (Refer to the figure).

Targeting the age group of 18-35 years that can content
to corporates, families as well as a younger generation
without just focusing on medium and high-income

customer groups.
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based on age group)

Source: (Statista.com, 2022)
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HOLIDAY INN MARKETING TACTIS

Product: Get technology and innovation to deliver modern and luxury

conforts and accommodations to create a only guest experience.

Price: The focus on low, middle and high class customer groups to

address. PROMOTION

Place: Partnering with third party agencies and use of online and

4Ps of Marketing Mix

offline promotional instruments will be capitalized.

Promotion: To attract and retain new customers (DuBois, 2022).
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CONTROL

e Grow in customer engagement.

e Term codes and conversion rates will be evaluated for analysing profit

margin and customer data.
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CONCLUSION .

e Comformity with the marketing plan can be challenging in terms of

comformity.
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INTRODUCTION l

e Holiday Inn is one of the semi-accessible hotel brands

in the world that offer accessible pricing.

o It has more than 1200 properties globally.





