[image: A picture containing text, font, logo, symbol

Description automatically generated]
Marketing Essentials

BMIH4005








Student name: Adriana-Elena Chiriac 
Student ID: 2239155
The module title: Marketing Essentials BMIH4005
Lecturer name: Huw Thomas 
Word count: 1359





















Table of Contents
INTRODUCTION:	2
MAIN BODY:	2
SITUATIONAL ANALYSIS	2
OBJECTIVES	4
STRATEGY	5
TACTICS	6
GANT CHART:	6
CONCLUSION	9


















[bookmark: _Toc137486842]
Introduction:

This marketing strategy was developed for the Holiday Inn hotel, a significant player in the hospitality industry, with the goal of enhancing marketing interaction and opening up new opportunities in light of the changing market environment.As a result, the purpose of this strategy is to assist the company's stakeholders in making informed choices regarding the individuals who will lead and carry out the indicated initiatives.
The approach that has been taken into consideration in this regard relates to the use of pertinent frameworks, such as Bowman's Strategy Clock and SOSTAC One Marketing Mix (7Ps), for developing competitive positioning and complete product strategy. The primary objective of the paper is to propose a creative and successful marketing strategy that can dramatically improve Holiday Inn's market position, customer engagement, and overall brand value through a strategic review of both the macro and micro environments surrounding Holiday Inn.
[bookmark: _Toc137486843]Main body:
[bookmark: _Toc137486844]Situational Analysis
5 C's
Company (Holiday Inn):
Strengths: The company is well known for its global presence and strong brand awareness. It is also a member of the InterContinental Hotels Group (IHG) and offers competitive pricing (Annual Reports,2023).
Weaknesses: Quality varies between sites, is less opulent in comparison to other brands, and is less appealing to affluent leisure and business guests (HolidayInn,2023).
Opportunities exist for the business to improve its digital platforms in terms of the online ones that are enabling customers to better customer service and engagement and promoting sustainable practices (Pike,2008). This includes the capacity to expand into new markets.
Dangers: When analyzing the dangers, it's critical to note that there is fierce rivalry, a severe economic downturn, and consequent changes in the way people travel owing to environmental and health concerns (Annual Reports,2023).
Customers: Holiday Inn focuses mostly on families and budget-conscious visitors who are looking for superb, reasonable hotels for business and pleasure travel. This company has a broad demographic appeal. According to SimilarWeb data, users' genders are evenly distributed, with a strong presence in the 25–44 age range (Holiday Inn, 2023).
Competitors: As was already said, there are many well-known hotels that compete with Holiday Inn, including Marriott's Courtyard, Hilton's Hampton Inn, and Best Western. This competitive positioning has been taken into consideration and applied along with Pestle and Swot One as shown in the appendix's perceptual positioning map and Bowman's Strategy Clock.
Climate: The appendix contains the PESTLE study, which highlights the political, economic, sociocultural, technical, legal, and environmental aspects that affect Holiday Inn (Marketing Dive,nd)
Marketing Mix: The value proposition of Holiday Inn revolves around providing consistently appropriate, pleasant, and dependable lodging for both leisure and business guests. As a result, their price is one of a kind given that the business is making a profit off of the services they are providing (Annual Reports,2023).
It is crucial to note that the business relies on relationships with travel agents in addition to a variety of e-commerce sites as its primary distribution channels. Safety precautions, flexible booking options, and promotional offers for IHG rewards club members are the main topics of current promotions and communications (Holiday Inn Club Vacations,nd).

The SOSTAC model for planning, the Marketing Mix (7Ps) for product strategy, and Bowman's Strategy Clock for competitive positioning will all be used in the strategy. The plan intends to bring new, innovative marketing efforts, strengthening the Hilton's brand positioning, customer interaction, and general market presence through the strategic study of the hotel's micro and macro surroundings (Moscardo and Pearce,2001).
[bookmark: _Toc137486845]Objectives

The goal of this marketing strategy is to increase the hotel's exposure and market presence. It includes a particular SMART aim to raise website traffic by 15% and social media followers by 20% over the course of the following year. In order to ensure that this rise is a true indication of our progress, it will be further measured and recorded using various algorithms and website analytics. By Q2 2024, we also hope to raise customer satisfaction levels by at least 10% as determined by client input and online review ratings. These goals complement our main purpose of expanding our market share and securing Holiday Inn's position in the hospitality industry.


Strategy
Our updated value proposition for Holiday Inn is "Reliable Comfort, Globally Accessible," and it highlights both the company's current global status and its strong commitment to consistently providing guests with a great, comfortable stay at an affordable price(Annual Reports,2023).
Product: To target those who work online and seek a hotel with the essentials for remote working, such as rooms or public spaces, high-speed Wi-Fi, and capabilities for virtual meetings, we will emphasize our global presence and consistent, comfortable service (Myung and Bai,2009).
Price: In order to appeal to our new target market segment, pricing will still be competitive but will include more flexible pricing methods, such as long-stay discounts and subscription-based pricing(Annual Reports,2023).
Place: Distribution channels will be strengthened by additional expansion and strong collaborations with digital platforms and services used by millennials and remote workers. Aggregators of coworking spaces and remote work platforms can be examples of this (Reserchimatic,nd)
Promotion: The company will heavily rely on social media, so it is crucial to take into account the new target market and develop strategies that are pertinent to it. Various marketing campaigns can be placed here to help and will outline the hotel's commitment to the comfort and convenience of remote workers (Holiday Inn,2022).
People: To guarantee that staff can appropriately meet the demands of remote workers, staff training will be improved (Annual Reports,2023).
Process: For extra convenience, online check-in and digital concierge services will be offered (STAAH,nd)
Physical Evidence: According to MarketingDive,nd, the hotel will have special workspaces that are designed for business.
Tactics
The RACE (Reach, Act, Convert, Engage) framework has been considered for use in conjunction with an updated communication mix (Reserchomatic,nd) to apply the strategies established in the previous section. (Annual Reports,2023).
Therefore, each of the following should be taken into account in this context:
Reach: We will take into account the continued development of the company's brand image among young professionals and those who are digital, and we will do this utilizing various social media applications to target this and even partner with various persons who are well-known in the community of digital nomads (StudyMode,nd)
Act: The primary objective of the act stage is to further interact and establish relevant relationships in order to connect with potential customers. To this end, we will maintain a social media presence and post consistently relevant content, including virtual hotel tours and client testimonials (Statista,nd).
Convert: In order to turn our leads into paying customers, we'll think about creating a variety of email marketing campaigns that will help us better target our audience and build our brand.Exclusive discounts and bargains will be available during these campaigns. We'll make every effort to make the booking process as simple and user-friendly as possible on the website(STAAG,nd).
Engage: After a customer makes a purchase, we'll continue to engage them by sending them follow-up emails and tailored offers. Additionally, we'll entice customers to share their impressions on social media by providing rewards like savings on subsequent stays. (Annual Reports,2023).
[bookmark: _Toc137486848]Gant Chart:
Provided in the appendix:
Action
Everything has been planned and will be carried out in order to achieve the marketing plan's final objective. Email marketing campaigns that offer special deals have already been scheduled. Our marketing activities, as shown in the provided Gantt chart, are strategically timed and organized across a variety of channels to achieve our objectives effectively.
Control
A variety of indicators, including KPIs and other pertinent channels for media promotions, will be used to gauge success, so we'll think about keeping track of this interaction going forward. Everything will be computed using pertinent metrics. (Holiday Inn Club Vacations,nd).

Conclusion
As previously mentioned, the proposed marketing strategy aims to position Holiday Inn as the go-to lodging option for young professionals and digital nomads. The brand will leverage on using relevant social media platforms, and by adopting an excellent market development strategy in terms of the Ansoff Matrix and making the necessary adjustments to the marketing mix, the plan lays out a thorough roadmap to reach, engage, and convert this new target segment.
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Introduction:

* Discussing new marketing plan for
Holiday Inn Sydney Airport.

 Utilizing the resurgence in global
travel.

* Enhancing brand image through
strategic repositioning.

* Expanding our customer segments -
targeting business travelers
tourists, domestic tourists, and local
staycationers.
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SWOT Findings: Our brand recognition and B2B relationships serve as our core
strengths. However, intense competition and reliance on business travel pose
challenges. Opportunities lie in targeting domestic tourists and promoting
sustainability initiatives, while threats come from changing travel patterns and
economic uncertainties.(Mind Tools nd).

Customer Profiles: Our primary customers are business travelers and tourists, but
we see a growing opportunity with domestic tourists and local stavcationers.

Competitor Landscape: We face competition from international chains offering
similar services and local boutique hotels providing unique experiences.

Collaborations: Strong relationships with airlines and travel agencies bolster our
guest inflow. Further strengthening these partnerships and exploring new ones will

be beneficial (Investopedia,nd)

PESTLE Insights: Political and economic factors like international travel
regulations and economic recovery impact our operations. Sociocultural trends
show an increasing preference for sustainable travel. Technological advancements
offer opportunities for enhancing the guest experience. We need to comply with
evolving health and safety regulations and consider environmental factors in our
operations.
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Market development: Targeting new customer
segments (domestic tourists, staycationers)

* Set SMART objective: Increase hotel's occupancy rate by 20% over the next

year § Product development: Integrating sustainable
* Enhance brand image to appeal to wider audience practices into operations( Green Motion,nd)

* Aim to reach more customers, particularly domestic tourists and local

AEbEisEs - Adjusting marketing mix to support new strategies

* Incorporate sustainable practices in hotel operations

* Maintain value for money while improving services and sustainability( Reflecting commitment to sustainability and
Hospitality Net,nd; Q expanded customer reach in strategic changes(
Mind Tools,nd).
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