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Component A
Introduction


The purpose of this marketing plan is to outline strategic initiatives and tactics for Holiday Inn - Birmingham to achieve its marketing objectives. This comprehensive plan aims to enhance the hotel's visibility, attract and retain customers, and ultimately drive revenue growth. The plan encompasses a thorough analysis of the company's internal strengths and weaknesses, customer segmentation and targeting, competitor analysis, collaborations with partners, and an examination of the external business environment. By identifying key insights and opportunities, this marketing plan provides a roadmap for Holiday Inn - Birmingham to implement effective marketing strategies and adapt to the evolving market dynamics, ensuring its continued success in the competitive hospitality industry.                                                                                                   


Situation Analysis

The situation analysis of Holiday Inn – Birmingham encompasses an assessment of various elements such as the marketing mix and the 5Cs framework, which includes company analysis through SWOT, customer analysis through segmentation and targeting, competitor analysis through perceptual positioning map, collaborator analysis through partnerships, and climate analysis through the PESTLE framework.
The marketing mix of Holiday Inn – Birmingham consists of four key elements: product, price, place, and promotion (Kotler et al., 2019). The product offered by the hotel includes comfortable accommodation, amenities like a fitness centre and swimming pool, and dining options. The price is competitive and varies based on factors such as room type and seasonality. The hotel is strategically located in Birmingham city centre, ensuring convenient access for both business and leisure travellers. Promotion is primarily carried out through online and offline channels, including the hotel's website, social media, and travel agencies.
In terms of the 5Cs, a SWOT analysis provides insights into the company. Holiday Inn – Birmingham has established a strong brand reputation and benefits from the global network of InterContinental Hotels Group (IHG) (InterContinental Hotels Group, n.d.). However, the hotel faces competition from other established hotel chains in the area. It also faces challenges such as changing customer preferences and the need to adapt to technological advancements.
Customer analysis involves segmentation and targeting. Holiday Inn – Birmingham targets both business and leisure travellers. The hotel offers tailored packages and amenities to cater to the specific needs of each segment. Business travellers are attracted by the hotel's proximity to corporate offices, while leisure travellers are enticed by its proximity to popular attractions and entertainment venues (Jobber & Ellis-Chadwick, 2019).
Competitor analysis can be visualised through a perceptual positioning map. By mapping the hotel's attributes against competitors, it becomes evident where Holiday Inn – Birmingham stands in terms of price, luxury, and service quality, allowing for effective positioning strategies.
Collaborators play a crucial role in the success of a hotel. Holiday Inn – Birmingham has formed partnerships with airlines, travel agencies, and local tourist attractions to enhance guest experiences and offer bundled services. These collaborations help in expanding the hotel's reach and attracting more customers (Kotler et al., 2019).
Climate analysis using the PESTLE framework highlights external factors impacting the hotel. Political stability, economic conditions, sociocultural trends, technological advancements, legal regulations, and environmental factors all influence the hospitality industry (Jobber & Ellis-Chadwick, 2019). Staying updated on these factors enables Holiday Inn – Birmingham to make informed decisions and adapt its strategies accordingly.



Objectives

The new marketing plan for Holiday Inn - Birmingham aims to achieve SMART objectives.
Specific: Increase the hotel's occupancy rate by 10% within the next six months by targeting business travellers and promoting corporate packages.
Measurable: Increase customer satisfaction scores by 15% based on post-stay surveys within the next year by implementing personalised guest services and continuous staff training.
Achievable: Increase online bookings by 20% within the next quarter by optimising the hotel's website, improving user experience, and implementing effective search engine marketing strategies.
Relevant: Enhance brand awareness by 25% in the local market within the next year through targeted advertising campaigns, social media engagement, and collaborations with local businesses.
Time-bound: Increase revenue from event bookings by 15% in the next six months by implementing a comprehensive event marketing strategy and targeting corporate event planners.


Strategy
  
If there is a change in the value proposition of Holiday Inn - Birmingham, the business may adopt a strategy using Ansoff's matrix to guide its approach. Ansoff's matrix is a strategic planning tool that helps businesses determine growth strategies based on market penetration, market development, product development, and diversification (Kotler et al., 2019).
To change its value proposition, Holiday Inn - Birmingham may consider a product development strategy within the matrix. This involves introducing new products or modifying existing ones to meet the changing needs and preferences of its target customers (Kotler et al., 2019). For example, the hotel could enhance its value proposition by introducing innovative room designs, incorporating sustainable features, or offering unique experiences to differentiate itself from competitors.
Additionally, Holiday Inn - Birmingham can focus on market development by targeting new customer segments or expanding into new geographic markets. By identifying untapped market segments and tailoring its value proposition to meet their specific needs, the hotel can attract a broader customer base and increase its market share (Kotler et al., 2019).



Tactics

The new strategies implemented through the RACE/Communications Mix for Holiday Inn - Birmingham will focus on effectively addressing the identified issues and improving the hotel's communications efforts. The RACE framework stands for Reach, Act, Convert, and Engage, providing a systematic approach to developing and executing communication tactics (Smith & Zook, 2011).
To improve the hotel's communications, several tactics can be employed. Firstly, in terms of reach, the hotel can leverage social media platforms such as Facebook, Instagram, and Twitter to expand its online presence and engage with a wider audience (Barnes & Lescault, 2020). By creating engaging content, utilising targeted advertising, and collaborating with influencers, the hotel can increase its reach and visibility.
In the "Act" stage, the hotel can focus on creating compelling content on its website and social media platforms to drive customer actions, such as booking a stay or signing up for special offers (Ryan & Jones, 2009). This can be achieved through visually appealing imagery, clear calls-to-action, and personalised messaging.
To enhance conversion, the hotel can implement email marketing campaigns to nurture leads and encourage direct bookings (Smith & Zook, 2011). By segmenting the email list based on customer preferences and behaviours, the hotel can deliver tailored messages and offers, increasing the likelihood of conversions.
In the "Engage" phase, Holiday Inn - Birmingham can prioritise guest satisfaction by actively responding to customer reviews and feedback on platforms like TripAdvisor and Google Reviews (Barnes & Lescault, 2020). This engagement demonstrates a commitment to customer service and helps build a positive online reputation.
To identify areas of improvement, a thorough analysis of the hotel's current communications, social media presence, and web analytics is necessary. Utilising tools like Similarweb can provide insights into website traffic, referral sources, and user behaviour (Barnes & Lescault, 2020). By assessing these results, the hotel can identify areas where it may be lacking, such as low engagement rates or a limited social media following. Missed opportunities may include inadequate response rates to customer reviews or a lack of integration between different communication channels.
To address these gaps, the hotel can invest in social media advertising, employ social media listening tools to monitor brand mentions and sentiment, enhance email personalisation, and allocate resources for timely and meaningful responses to customer feedback (Barnes & Lescault, 2020).


Action

Gantt Chart for the New Marketing Activities: Marketing Channels Schedule
The Gantt Chart below illustrates the proposed schedule for marketing activities and the corresponding marketing channels to be utilised:

[image: ]

The decisions regarding the marketing channels schedule were informed by several factors. Firstly, online advertising and SEO were allocated significant time in the early months to enhance reach and visibility (Smith & Taylor, 2004). Influencer collaborations were scheduled during the second to fourth month to leverage the influencers' following and tap into their audiences (Smith & Taylor, 2004). Partnership development activities were spread across the third to sixth month to establish strategic alliances and widen the hotel's network (Smith & Taylor, 2004).
In terms of ongoing activities, social media engagement was included throughout the marketing campaign to foster brand engagement and build a community (Smith & Taylor, 2004). Email marketing campaigns were also designated as ongoing to nurture leads, drive conversions, and maintain communication with past and potential customers (Smith & Taylor, 2004).
The decisions were based on the understanding that a comprehensive marketing approach requires a mix of channels to effectively reach and engage the target audience. By combining online advertising, SEO, influencer collaborations, partnerships, social media engagement, and email marketing, Holiday Inn - Birmingham aims to maximise its reach, attract and convert customers, and foster ongoing engagement and loyalty.



Control

To measure the success of the marketing initiatives, Holiday Inn - Birmingham will employ various metrics and key performance indicators (KPIs). These measurements will encompass different aspects of the marketing goals, including acquiring new customers, fostering positive attitudes towards the brand, and increasing profits.
Metrics such as customer acquisition rate, conversion rate, and customer retention rate will provide insights into the effectiveness of marketing efforts in attracting and retaining new customers (Kotler et al., 2019). Monitoring online engagement metrics, such as social media followers, engagement rates, and website traffic, can gauge the brand's reach and audience interaction (Kotler et al., 2019). Guest satisfaction surveys and reviews can assess customer attitudes and perceptions of the brand (Kotler et al., 2019).
Financial metrics, such as revenue growth, average revenue per customer, and return on investment (ROI), will indicate the impact of marketing initiatives on profitability (Kotler et al., 2019). Tracking the direct impact of marketing campaigns on bookings and revenue will help evaluate the effectiveness of specific tactics (Kotler et al., 2019).


Conclusion

The marketing plan for Holiday Inn - Birmingham faces several challenges. These include fierce competition from other hotels, changing customer preferences, and the need to adapt to technological advancements. To address these challenges, it is recommended to conduct thorough market research to stay updated on customer trends and preferences. Developing a strong brand identity and positioning that differentiates the hotel from competitors can help attract target customers. Embracing technology and digital marketing strategies, such as social media advertising and personalised email campaigns, can enhance customer engagement. Collaborating with local businesses and forming strategic partnerships can also expand the hotel's reach and enhance its value proposition. Regular monitoring and analysis of marketing metrics will enable adjustments and optimisations to ensure the plan's effectiveness.
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