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This essay will elaborate the framework and market strategies that are already in place to maintain the function of a hotel but also what key elements can be looked at to develop the services offered to the customers.
My marketing plan will focus on Holiday Inn hotels by creating business strategies to increase existing customers, selling more services and products, and creating brand awareness. The marketing plan will outline new initiatives to improve the current target market and identify the competitors to be able to achieve ambitious standards. 
SOSTAC framework will be used to understand what the Holiday Inn provides in present, what services offers and to whom these are targeted to. This framework will identify the present marketing strategy, tactics, control management and what is the planning for future projects. Another essential key elements will reflect the position of the services, of the brand and these are: product, place, price, and promotion, the 4’Ps. This marketing tool is used to effectively target the right audience. I will use segmentation as well to divide into groups of customers with similar needs. 

Holiday Inn sells a wide range of services to the public, focusing on connection between people, make the stay remarkable for its customers, family friendly accommodation. They attract the public, especially the families by offering free stay and meals for children. They create numerous deals and discounts which are beneficial to guests. The marketing mix is well established by the brand in this occasion as the 4’Ps strategy was used to market its brand in Perth City Centre, Australia, where a breakfast is served at $1.00 per room reservation on specific days with a limited availability. It is rushing the customers to think about this great deal, a money saver “breakfast experience for only $1” Holiday Inn (2023), and explore the surroundings and benefits from the available events that are taking place during their stay at the hotel. Holiday Inn expressed what is their goal and that their mission is to “To make a difference in the lives of the individuals we touch every day, by working together to deliver commitment, personalised service and a superior hospitality product by upholding a strong moral system and actively participating in the community”, Comparably (2023).
After reviewing some feedbacks from customers, the brand might focus on having more skilled people, who knows how to react in different scenario, are a problem solving. One of the reviews stated that “Never had a worse experience in all my years of travelling. We had all the contents of our SAFE ROBBED by a STAFF member” and that this issue was not dealt in professional way, “I cannot express how mad I am at the STAFF and incompetent management that FAILED TO ADDRESS THIS THEFT seriously” Tripadvisor (2022).
There is another negative review where the customer complained about the poor service offered “the carpets are worn down in the middle, rucked up and covered in stains” Tripadvisor (2022). The brand might face budgetary limitations leaving the rooms to get worn and older in design. The brand will benefit from improving the conditions of the rooms “This implies that to be successful, a hotel must concentrate on maintaining high quality standards in areas that have the greatest impact on financial return” (Kimes,1999, p. 138 )and also from better selection of skilled people who are dedicated, manage critical thinking and diplomatic when dealing with different issues. In this way, Holiday Inn will invest time and effort looking for the right people but who deliver the right service.
The customers who are targeted to use this brand are going in holidays, use the brand for business meetings or different notable events. Geographically, the brand is always positioned near important cultural, entertainment areas so it can attract more people to use its services. On demographic segment, it seems that people with age between 25 and 34 are using the brand more frequent rather than those with ages over 35, and most visitors are females. Creating a customer profile will assist on attracting more people based on their browsing habits, income, age, and goals.
The Bowman Strategy Clock is a tool which helps to identify the difference of strategies between Holiday Inn and other competitors. On this scale, I believe Holiday Inn sits on Hybrid segment, as the hotel is targeting both, couples, and families. Others, like Six Senses hotels which is one of their competitors, are based on focused differentiation, targeting customers, couples with high income. On perceptual positioning map for Holiday Inn is comfort and price. People are looking for a decent price while also they expect for good services and the brand offers that through their numerous deals and discounts. 
Collaborators as “Sword and Plough” and “Perfect 10 foods” achieved remarkable success with Holiday Inn being a valued partner. This will help any business traveller to grow their business with the strong connections the brand, Holiday Inn has “Sword & Plough and Perfect 10 embody the entrepreneurial spirit that is the foundation of the Holiday Inn brand” IHG Hotels and Resorts (2016).
Another essential tool which can help on the brand’s development is PESTLE Analysis and I will focus on the social, technological factors that influence the brand. In the last years, a new idea of a cheaper accommodation platform was built, the Airbnb. This can have an impact on the brand as the Airbnb often offers less expensive rooms during the peak times, getting more customers. This can have a significant impact on the brand, losing more profit.
Also, any incidents near the hotels, will be quickly mentioned on the social platform and customers can quickly respond in a negative way, avoiding spending time in a hotel where a car accident, a theft or other fraudulent action happened near it.
 The purpose of this marketing plan is to establish the strategies used to gain more audience to achieve the business objectives by promoting campaigns for 12 months using the customer segment to target negative feedback from the customers, focus on what it will be achieved by attracting roughly more than 1000 new customers, and checking on KPI’s, customer’s satisfaction, what the final outcome will be like, will help to raise brand awareness  and to improve the concerns which were addressed by the customers, I will focus on social media and news where the campaign can be viewed easily by everyone.
The brand is gaining a bad reputation due to negative feedback from the customers and to minimise it I need to know more about the existing customers, to identify what they want, how they want to use the services and at what cost. To expand worldwide to gain more customers, to make the brand known on different channels and platforms so people can have easy access to information. A better review of the position of the hotels will be desirable as the surroundings can influence the number of customers who are using the brand. The marketing mix will suffer few changes that I believe will have an impact on the brand. The market penetration will look at the existing services, markets but with the marketing mix I will be able to focus on investing in the brand identity and functionality.
I believe the brand lack on market share, there is not enough advertising as they focus only on few platforms like Facebook, YouTube, and Twitter but I believe this can be brought to a bigger scale on digital advertising where the public can easily see it, on big displays bringing up the present promotions. Try to make more publicity by attracting celebrities to help to promote the brand’s name focusing on what the customers wants to see. Showing different campaigns where the brand has a significant impact on preserving cultural heritage and working along to prevent any damage to the natural habitat. Different polls can be created where the customer’s opinions, ideas can be heard, what would they like to see new or what to be improved. Giving the chance to the customers to express their opinions and vote for different choices that the brand can offer. The social media can be created in diverse ways which can develop the brand by simple knowing what the customers wants and how they feel about using this specific brand.
After engaging with the public regarding the potential improvement which the brand needs, the success can be measured by the sales performance. Using the market penetration to identify what is wrong, why the customers are not happy, where the brand is failing, will show to public that their opinion matters, their safety, and comfort it is what the brand sales and focus on, therefore with this tool the hotel can be evaluated how is performing on the market. After this, other polls will establish if the customers are happier with the improvement, how they engaged with the services and with the staff.
The marketing challenges the brand can face to grow in reputation are based on boosting the budget which might help by creating different campaigns, to improve the conditions of the rooms. Getting skilled staff or provide training to the existing one who can address management issues so they can deliver a great service to the customers. Another challenge is the digital strategy as again time and budget will be spent by making the brand known to everyone, to promote it using reliable resources and platforms. Moving into new markets as this is led by conducting research and spending from existing budget.
This essay has shown the marketing strategies that Holiday Inn is using to gain more audience, what other key elements they can use to develop the brand and to maintain customer satisfaction.
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