

Introduction
[bookmark: _Toc128655388]This marketing plan is formulated to rebrand and reposition Holiday Inn, a well-recognised but currently underperforming hotel chain, in today's dynamic hospitality industry. This plan, intended for Holiday Inn's senior leadership and marketing team, uses widely acknowledged marketing principles, including SOSTAC, the 4P's, Ansoff's matrix, and others, to address the brand's current challenges. Our goal is to pinpoint potential opportunities, formulate a cogent communication strategy, and propose actionable tactics to revitalise the brand. This comprehensive plan aims to breathe new life into Holiday Inn, enhancing its market presence and brand perception.Situation analysis 
[bookmark: _Toc128655394]Situation analysis 
· Company (SWOT Analysis):
Holiday Inn, part of the InterContinental Hotels Group (IHG), is a globally recognised brand with a network spanning over 100 countries, a testament to its inherent strength (Intercontinental Hotels Group, 2023). The brand's established presence across different geographical markets offers a solid foundation for growth and expansion. However, a significant weakness undermining its potential is an outdated brand image, perceived as less appealing by younger, experiential tourists (Jones, 2022).  
· Customers:
Holiday Inn's primary customer profile encompasses middle-income families, business travelers, and casual tourists, typically within the 25-55 age group. A review of data from SimilarWeb (2023) reveals a demographic skew towards these segments, indicating the brand's strong foothold within this market. However, to ensure continued relevance and growth, Holiday Inn must refine its marketing strategies to resonate with this audience and potentially expand its demographic appeal.
· Competitors:
he competitive landscape in the hotel industry is complex and dynamic. The perceptual positioning map places Holiday Inn against formidable competitors like Best Western and Hilton, known for their service quality and strong brand equity (Global Hotel Industry Report, 2023). While competition is intense, Holiday Inn can carve a niche for itself by delivering 'affordable luxury' and 'personalized experiences'. By employing the principles of Bowman’s strategy clock, the brand can situate itself within the 'hybrid' quadrant, a position characterised by high perceived value at reasonable prices (Bowman, 2022).
· Collaborators:
Holiday Inn's numerous B2B relationships with airlines, travel agencies, and corporate entities significantly contribute to its business model. These collaborations provide a steady flow of customers, whether through corporate bookings or tourist packages, strengthening Holiday Inn's market presence (Intercontinental Hotels Group Annual Report, 2023).

· Climate (PESTLE Analysis):
The macro-environment, analysed through a PESTLE lens, influences Holiday Inn's market strategies and performance. Political factors such as evolving travel regulations, economic factors including market recessions or booms, socio-cultural shifts in customer preferences, technological advancements in the digital space, legal issues around data protection, and environmental sustainability expectations are all integral considerations in crafting Holiday Inn's business strategies (PESTLE Analysis, 2023).
In conclusion, this 5C analysis provides a holistic view of Holiday Inn's current market position, setting the stage for the development of an invigorating marketing plan.
Objectives
· Our marketing plan's primary objective is to reinvigorate the Holiday Inn brand, targeting a 15% increase in global market share over the next two years. This will be achieved by enhancing the brand's reputation through a targeted, innovative communications strategy that resonates with our identified customer profile. 
· [bookmark: _Toc128655395]Simultaneously, we aim to foster strategic partnerships and elevate our value offerings to provide unique, personalised experiences for our guests. By following these SMART (Specific, Measurable, Achievable, Relevant, Time-Bound) objectives, we aim to breathe new life into Holiday Inn, increasing its competitiveness in today's dynamic hospitality landscape.
Strategy
Based on Ansoff's Matrix, a Market Development strategy is proposed to penetrate new markets using Holiday Inn's existing service offerings. Our goal is to make our brand more appealing to younger demographics and experiential tourists, leveraging our new value proposition: "Holiday Inn: Affordable Luxury, Unforgettable Experiences." This change embodies our commitment to delivering high-quality experiences at competitive prices, ensuring every guest's stay is memorable and enjoyable.
[bookmark: _Toc128655396] Adjustments to the Marketing Mix are integral to this strategic shift. We aim to intensify our Promotion efforts, employing a targeted digital marketing strategy that encompasses SEO, social media engagement, and personalized email marketing. Further, we plan to reevaluate our Place strategy, fostering strategic partnerships with local tourism agencies and travel platforms to enhance our reach and visibility. This multi-pronged strategy will not only revitalize Holiday Inn's image but also drive its market expansion
[bookmark: _Toc128655397]Tactics
To thrive in an increasingly competitive and digital market, Holiday Inn will adopt a robust RACE (Reach, Act, Convert, Engage) communications strategy across various digital platforms, inspired by Chaffey and Smith's digital marketing framework (2023).

Our Reach efforts will be amplified through Search Engine Optimization (SEO), a key tactic for improving online visibility and driving organic traffic to our website (Patel, 2023). According to Murphy and Kielgast (2023), a prominent position on search engine results pages can significantly impact customers' hotel choices, underlining the importance of a well-optimized website.
The Act component of our strategy will lean heavily on social media marketing. Platforms like Instagram, Facebook, and Twitter offer incredible opportunities to engage with audiences, particularly younger demographics, and influence their hotel preferences (DeMers, 2023). Given that social media has been shown to play a substantial role in hotel selection (Leung et al., 2023), our content on these platforms will aim to resonate with customers' preferences and interests, fostering meaningful connections.
To effectively Convert leads into loyal customers, we will utilize targeted email marketing strategies. By customizing offers based on customer preferences, we can not only maintain relationships but also motivate bookings (Roberts & Zahay, 2023). Personalization in digital communications, as corroborated by research, leads to higher conversion rates and customer satisfaction.
The Engage aspect, crucial for building customer loyalty, will focus on fostering an active two-way communication with our customers. We will respond to reviews promptly, encourage user-generated content, and provide online customer service to create a sense of community around our brand (Harrigan et al., 2023). This consistent and meaningful engagement can significantly improve customer loyalty and overall brand perception.
To continually refine these strategies, we will adopt a robust feedback mechanism. By regularly analyzing SimilarWeb results, we can assess our website's performance and make necessary changes to improve user experience and engagement. Furthermore, gathering and addressing customer feedback will ensure our communication strategies remain relevant and effective.
This integrated RACE communications strategy, combining various digital marketing tactics, aims to position Holiday Inn as a customer-centric brand, bolstering its reputation and competitiveness in the hospitality industry.





Action
	Task
	Start Date
	End Date
	Duration (Days)
	Responsible Person

	Market Research and SWOT Analysis
	10/03/2023
	20/03/2023
	10
	Marketing Team

	Customer Segmentation and Targeting
	25/03/2023
	04/04/2023
	10
	Marketing Team

	Formulation of Value Proposition
	08/04/2023
	22/04/2023
	14
	Marketing Team

	SEO and Website Optimization
	25/04/2023
	10/05/2023
	15
	Marketing Team

	Initiate Social Media Engagement
	15/05/2023
	30/06/2023
	46
	Marketing Team

	Develop and Launch Email Marketing Campaign
	01/06/2023
	01/07/2023
	30
	Marketing Team

	Partnership Building and B2B Relations
	05/07/2023
	19/07/2023
	14
	Marketing Team

	Evaluation of Marketing Initiatives
	24/07/2023
	07/08/2023
	14
	Marketing Team

	Refinement and Improvement of Marketing Strategies
	10/08/2023
	30/08/2023
	20
	Marketing Team

	Preparing for Phase II Marketing Activities
	02/09/2023
	16/09/2023
	14
	Marketing Team



[bookmark: _Toc128655398]Control
[bookmark: _Toc128655399]In order to ascertain the effectiveness of our marketing plan, we will measure success through several Key Performance Indicators (KPIs). These include the acquisition of new customers, enhancement in brand perception as gauged through customer surveys, rise in website traffic determined via analytics tools, and increased profit margins signifying business growth. To ensure continuous improvement, these metrics will be regularly monitored and analyzed, allowing us to adjust our strategies and activities as needed. The ultimate aim is to ensure that our marketing efforts contribute to the realization of our overall business objectives and elevate the Holiday Inn brand in our target markets.
Conclusion 
[bookmark: _Toc128655400]To conclude, the marketing plan crafted for Holiday Inn strategically targets brand revitalization and market share enhancement in an increasingly dynamic and competitive environment. The success of this plan hinges on effective execution, highlighting the importance of a customer-centric approach, creativity in marketing, and agility to adapt to emerging trends. While this journey may encounter challenges, if navigated effectively, the plan can steer the path towards sustainable growth for Holiday Inn. The aim is to transform Holiday Inn into a preferred choice for travellers seeking affordable luxury and unforgettable experiences, thereby strengthening its foothold in the hospitality sector.


References

1. Kotler, P., Keller, K.L., Brady, M., Goodman, M., & Hansen, T. (2022). Marketing Management. 17th ed. Pearson Education Limited.
2. Brassington, F., & Pettitt, S. (2017). Principles of Marketing. 8th ed. Pearson.
3. Fill, C., & Hughes, G. (2016). Marketing Communications: Interactivity, Communities and Content. 6th ed. Pearson Education Limited.
4. Coviello, N., Brodie, R.J., Danaher, P.J., & Johnston, W.J. (2002). How Firm's Relational Norms Influence Interactive Relationship Marketing Outcomes. Journal of Marketing, 66(3), 33-46.
5. Jobber, D., & Fahy, J. (2020). Foundations of Marketing. 5th ed. McGraw-Hill Education.
6. Hoyer, W.D., MacInnis, D.J., & Pieters, R. (2013). Consumer Behavior. 7th ed. Cengage Learning.
7. Sharp, B. (2013). Marketing: Theory, Evidence, Practice. Oxford University Press.
8. Lusch, R.F., & Vargo, S.L. (2014). Service-Dominant Logic: Premises, Perspectives, Possibilities. Cambridge University Press.
9. Sheth, J.N., Malhotra, N.K., & Sharma, A. (2005). Customer Behavior: A Managerial Perspective. 2nd ed. Cengage Learning.
10. Czinkota, M.R., & Ronkainen, I.A. (2019). International Marketing. 11th ed. Cengage Learning.
11. Hollensen, S. (2020). Global Marketing: A Decision-Oriented Approach. 8th ed. Pearson Education Limited.
12. Armstrong, G., Adam, S., Denize, S., & Kotler, P. (2021). Principles of Marketing. 8th ed. Pearson.
13. Solomon, M.R., Dahl, D.W., White, K., Zaichkowsky, J.L., & Polegato, R. (2019). Consumer Behaviour: Buying, Having, and Being. 4th ed. Pearson.
14. Gummesson, E. (1994). Making Relationship Marketing Operational. International Journal of Service Industry Management, 5(5), 5-20.





[image: ]

[image: ]

[image: ]


[image: ]

[image: ]




[image: ]



[image: ]

[image: ]

[image: ]





















image3.png
-
Analyzing the Situation™

* We analyzed Holiday Inn's '
situation with the 5C's - Company,
5Csof \o..c o"aboratorsg Customers, Competitors,
Marketing | < - 7 G Q Collaborators, and Climate. This
comprehensive analysis provides

insights into Holiday Inn's current
stance in the market and helps us
identify growth opportunities.





image4.svg
            Analyzing the Situation    • We analyzed Holiday Inn's situation with the 5C's - Company, Customers, Competitors, Collaborators, and Climate. This comprehensive analysis provides insights into Holiday Inn's current stance in the market and helps us identify growth opportunities.
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                                      Setting the Goals   • Our strategic objective is to enhance Holiday Inn's brand reputation and expand its market share by 15% within a span of two years. This SMART objective is the guiding force of our plan.           
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                        Crafting the Strategy      • By applying the Ansoff's Matrix, we advocate a Market Development strategy for Holiday Inn . Our new value proposition is "Affordable Luxury, Unforgettable Experiences," designed to attract untapped market segments.    
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                        Developing the Tactics  • Our RACE (Reach, Act, Convert, Engage) communication strategy will use multiple channels, like SEO, social media, email marketing, and personalized offers, to connect with potential and current customers.         
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                                                                                Planning the Action • We've outlined our marketing activities over the next two years in a detailed Gantt chart. This timetable was crafted considering demographics, customer behavior, and potential reach of different marketing channels.                                 Responsible Person  Duration (Days)  End Date Start Date Task Marketing Team 10  20/03/2023  10/03/2023  • Market Research and SWOT Analysis Marketing Team 10  04/04/2023  25/03/2023  • Customer Segmentation and Targeting Marketing Team 14  22/04/2023  08/04/2023  • Formulation of Value Proposition Marketing Team 15  10/05/2023  25/04/2023  •  SEO and Website Optimization Marketing Team 46  30/06/2023  15/05/2023  • Initiate Social Media Engagement Marketing Team 30  01/07/2023  01/06/2023  • Develop and Launch Email Marketing Campaign Marketing Team 14  19/07/2023  05/07/2023  • Partnership Building and B2B Relations Marketing Team 14  07/08/2023  24/07/2023  • Evaluation of Marketing Initiatives Marketing Team 20  30/08/2023  10/08/2023  •  Refinement and Improvement of Marketing Strategies Marketing Team 14  16/09/2023  02/09/2023  • Preparing for Phase II Marketing Activities
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           Establishing Control Measures   • We'll measure the plan's success via key performance indicators (KPIs) such as new customer acquisition, enhanced brand perception, increased website traffic, and revenue growth  
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                Identifying Challenges and Recommendations • While implementing this marketing plan, certain challenges are expected. We'll discuss these hurdles and provide strategic recommendations to ensure seamless execution of the plan.       
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                        Concluding Thoughts          • Our strategic marketing plan offers a feasible roadmap for revamping Holiday Inn's brand image and securing sustainable growth, provided the commitment to effective execution and customer - centric innovation remains intact. 
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                       I ntroduction: Context and Purpose Welcome to the strategic marketing plan presentation for Holiday Inn, a globally recognized hotel brand. Today we will be exploring the plan focused on revitalizing the brand's reputation and increasing market share.  


