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[bookmark: _Toc137576419]Holiday Inn, UK
Marketing Opportunity: Rise in Domestic Tourism in the UK
In recent years, there has been a significant rise in domestic tourism in the UK. Economic factors such as exchange rates, affordability, and convenience have led to more people opting for domestic travel instead of international trips (Dwivedi et al., 2023). This presents an excellent marketing opportunity for Holiday Inn to capture the attention of domestic travelers and position itself as a preferred choice for their accommodation needs.
[bookmark: _Toc137576420]Communications Marketing Strategy
[bookmark: _Toc137576421]Emphasize Safety and Hygiene Measures
   Reassure guests about their safety by highlighting the comprehensive safety and hygiene protocols implemented at Holiday Inn. This can include increased cleaning and sanitization procedures, contactless check-in/check-out, social distancing measures, and enhanced food safety practices (Górska-Warsewicz & Kulykovets, 2020).
[bookmark: _Toc137576422]Showcase Local Experiences
   Capitalize on the rise in domestic tourism by promoting local attractions, activities, and experiences near Holiday Inn properties. Highlight the unique aspects of the location, such as nearby landmarks, natural beauty to attract travelers seeking memorable experiences within their own country (Dwivedi et al., 2023).
[bookmark: _Toc137576423]Personalized Offers and Packages
   Create tailored offers and packages to cater to the preferences and budgets of different types of domestic travelers. This could include family packages, weekend getaways, romantic escapes, or business travel packages (Gray et al., 2022). 
[bookmark: _Toc137576424]Collaborate with Local Partners
   Forge partnerships with local businesses, such as restaurants, tourist attractions, or transportation services, to create value-added experiences for guests. Offer exclusive discounts or special privileges for Holiday Inn guests, showcasing the hotel's commitment to supporting the local community.
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Communication marketing strategy of hotel
[bookmark: _Toc137576425]Engage with Guests through Digital Channels
   Utilize social media platforms, email marketing, and targeted online advertising to showcase the unique features, promotions, and safety measures of Holiday Inn. Engage in two-way communication to address guest queries, provide travel tips, and gather feedback to continually enhance the guest experience (Soedarsono, Mohamad, Adamu, & Pradita, 2020).
[bookmark: _Toc137576426]Leverage Influencer Marketing
   Collaborate with travel influencers and bloggers who have a strong following among domestic travelers. 
[bookmark: _Toc137576427]Customer Testimonials and Reviews
   Encourage satisfied guests to share their positive experiences through testimonials, online reviews, and user-generated content. Highlight these testimonials on the hotel's website and social media platforms to build trust and confidence among potential guests.
[bookmark: _Toc137576428]Loyalty Programs and Return Guest Incentives
   Develop a robust loyalty program that rewards frequent guests and encourages them to choose Holiday Inn for their future stays. Offer incentives such as exclusive discounts, room upgrades, or personalized services to incentivize repeat visits and enhance guest loyalty (Marinakou & Giousmpasoglou, 2019).
[bookmark: _Toc137576429]Sostac Analysis
The SOSTAC framework for the marketing plan of Holiday Inn UK, based on the scenario of targeting the rise in domestic tourism is as follows. 
[bookmark: _Toc137576430]1. Situation Analysis
i. Identify the rise in domestic tourism and its impact on the hospitality industry in the UK.
ii. Analyze the competitive landscape, including other hotels and accommodation options targeting domestic travelers.
iii. Assess Holiday Inn's current market position, brand perception, and customer satisfaction.
iv. Evaluate the hotel's existing marketing efforts, strengths, weaknesses, opportunities, and potential threats (Olorunsola, Saydam, Arasli, & Sulu, 2022).
[bookmark: _Toc137576431]2. Objectives
i. Increase market share by capturing a significant portion of the domestic tourism market in the UK.
ii. Enhance brand awareness and perception among domestic travelers.
iii. Increase direct bookings and repeat visits from domestic guests.
iv. Maintain high levels of guest satisfaction and loyalty (Krizanova et al., 2019).
v. Establish Holiday Inn as the preferred choice for domestic travelers seeking safe and memorable experiences (Cruz-Milán, 2022).
[bookmark: _Toc137576432]3. Strategy
i. Position Holiday Inn as a trusted and reliable accommodation option for domestic travelers.
ii. Emphasize the hotel's commitment to safety and hygiene measures.
iii. Showcase local experiences, attractions, and partnerships to appeal to domestic travelers.
iv. Utilize targeted digital marketing and engagement strategies to reach and resonate with the target audience.
v. Offer personalized packages and incentives to cater to different types of domestic travelers.
vi. Leverage influencer marketing and customer testimonials to build trust and credibility (Yacoub & ElHajjar, 2021).
[bookmark: _Toc137576433]4. Tactics
i. Implement comprehensive safety and hygiene protocols and communicate them to potential guests through various channels.
ii. Develop and promote local experience packages that highlight nearby attractions and activities.
iii. Engage with the target audience through social media, email marketing, and targeted online advertising.
iv. Collaborate with local partners to create value-added experiences and exclusive offers for Holiday Inn guests.
v. Utilize influencer marketing to amplify the hotel's message and reach a wider audience.
vi. Gather and showcase customer testimonials and reviews to build trust and social proof (Triantafillidou & Yannas, 2020).
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Digital marketing strategies
[bookmark: _Toc137576434]5. Action
i. Develop a detailed marketing plan with specific timelines, responsibilities, and budget allocations.
ii. Execute the marketing activities, including advertising campaigns, digital marketing efforts, collaboration with partners, and influencer engagements.
iii. Monitor the implementation of safety protocols and regularly update them as per the evolving situation.
iv. Continuously engage with guests through various channels and promptly address their queries and feedback.
v. Measure the effectiveness of marketing efforts through key performance indicators (KPIs) such as bookings, brand awareness, guest satisfaction, and revenue (Tarvainen, 2023).

[bookmark: _Toc137576435]6. Control
i. Regularly review and analyze the marketing performance against the defined objectives and KPIs.
ii. Make necessary adjustments and refinements to the marketing plan based on the insights gathered.
iii. Monitor guest feedback, online reviews, and social media conversations to identify areas for improvement.
iv. Conduct periodic market research and competitor analysis to stay updated on the evolving trends and dynamics of the domestic tourism market.
v. Continuously optimize marketing activities and adapt to changing market conditions to ensure long-term success (Sutono, 2019).
[image: ]



[bookmark: _Toc137576436]Gannt Chart – Timeline 
	Tasks 
	Metrics 
	Start 
	End 
	Dec 
	Jan  
	Feb
	Mar
	Apr 
	May 

	Advertising 
	Reach 
	Dec1 
	Mar 31
	· 
	· 
	· 
	· 
	
	

	PPC 
	Click throughs
	Jan 1
	Feb 27
	
	· 
	· 
	
	
	

	Social media 
	Engagement 
	Feb1 
	Apr 30
	
	
	· 
	· 
	· 
	

	Tv campaign 
	Brand awareness
	Dec1 
	May 31
	· 
	· 
	· 
	· 
	· 
	· 

	Radio camping 
	Reach 
	
	
	
	
	
	
	
	

	Influencer marketing
	Reach 
	Dec 1
	May 31
	· 
	· 
	· 
	
	· 
	· 

	Content marketing 
	Blog traffic 
	Dec1
	May 31
	· 
	
	· 
	
	· 
	· 

	Email marketing 
	Open rate 
	Feb 1
	June 30
	
	
	· 
	· 
	· 
	· 

	Website optimization 
	Conversion rate 
	Dec 1
	July 30
	· 
	· 
	· 
	· 
	· 
	· 

	Sales promotion 
	Conversion rate 
	Dec 1
	Apr 30
	· 
	· 
	· 
	· 
	· 
	



Advertising: Online and print ads to reach and engage the target audience.
TV Campaign: A brand awareness through television to create visibility and recall.
Radio Campaign: To reach a wide audience and drive awareness.
PPC (Pay-per-click): Utilizing targeted search engine ads to generate click-throughs to the website.
Social Media: Engaging with the audience through platforms like Facebook, Twitter, and Instagram.
Content Marketing: Creating and promoting relevant blog articles to drive traffic and engage users.
Influencer Marketing: Collaborating with influential personalities to expand reach and credibility.
Website Optimization: Continuously optimizing the hotel's website to improve conversion rates.
Email Marketing: Sending targeted and personalized emails to enhance engagement and open rates.
Sales Promotions: Running special promotions and offers to drive conversions and increase revenue.
[bookmark: _Toc137576437]Digital planning framework - RACE  
The communication mix plan of Holiday Inn Hotel UK aligns with the RACE digital planning framework, which stands for Reach, Act, Convert, and Engage. 
[bookmark: _Toc137576438]Reach
i. Utilize online and offline advertising channels to reach a wide audience.
ii. Implement targeted digital marketing campaigns, including pay-per-click (PPC) ads and social media advertising, to increase visibility and attract potential guests.
iii. Collaborate with influencers and bloggers to extend reach and tap into their audience (Mahmutović, 2021).
[bookmark: _Toc137576439]Act
i. Create a user-friendly and informative website that encourages visitors to explore hotel offerings and book directly.
ii. Implement call-to-action strategies on the website, such as prominent booking buttons and special offers, to prompt users to take action.
iii. Utilize online booking platforms and travel agencies to provide additional channels for guests to make reservations (Yacoub & ElHajjar, 2021).
[bookmark: _Toc137576440]Convert
i. Implement personalized email marketing campaigns to nurture leads and encourage booking conversions.
ii. Optimize the booking process to ensure a seamless and user-friendly experience.
iii. Provide incentives, such as exclusive discounts or loyalty program benefits, to encourage guests to choose Holiday Inn for their stay (Widardi, Syah, Indradewa, & Pusaka, 2020).
[bookmark: _Toc137576441]Engage
i. Utilize social media platforms to engage with past, current, and potential guests.
ii. Share relevant and engaging content, such as local attractions, events, and hotel updates, to foster ongoing engagement.
iii. Respond promptly to guest inquiries and feedback on social media and review platforms to demonstrate excellent customer service (Gomase & Kumar, 2020).
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                                                                                                                  MARKETING OPPORTUNITY: RISE IN DOMESTIC TOURISM IN THE UK  In recent years, there has been a significant rise in domestic tourism in the UK.  Economic factors such as exchange rates, affordability, and convenience have led to more people opting for domestic travel instead of international trips (Dwivedi et al., 2023).  This presents an excellent marketing opportunity for holiday inn to capture the attention of domestic travelers and position itself as a preferred choice for their accommodation needs .
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                                                                                                                  SOSTAC FRAMEWORK FOR THE MARKETING PLAN OF HOLIDAY INN UK SITUATION ANALYSIS i. Identify the rise in domestic tourism and its impact on the hospitality industry in the UK . ii. Analyze the competitive landscape, including other hotels and accommodation options targeting domestic travelers . iii. Assess holiday inn's current market position, brand perception, and customer satisfaction . iv. Evaluate the hotel's existing marketing efforts, strengths, weaknesses, opportunities, and potential threats ( Olorunsola , Saydam , Arasli , & Sulu, 2022 ) .
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OBJECTIVES

Increase market share by capturing a significant portion of the domestic tourism market in the

UK.

Enhance brand awareness and perception among domestic travelers.
Increase direct bookings and repeat visits from domestic guests.
Maintain high levels of guest satisfaction and loyalty.

Establish holiday inn as the preferred choice for domestic travelers seeking safe and

memorable experiences(Cruz-milan, 2022).
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                                                                                                                  OBJECTIVES i. Increase market share by capturing a significant portion of the domestic tourism market in the UK. ii. Enhance brand awareness and perception among domestic travelers. iii. Increase direct bookings and repeat visits from domestic guests. iv. Maintain high levels of guest satisfaction and loyalty. v. Establish holiday inn as the preferred choice for domestic travelers seeking safe and memorable experiences (Cruz - milán , 2022).
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Position holiday inn as a trusted and reliable accommodation option for domestic travelers.
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Showcase local experiences, attractions, and partnerships to appeal to domestic travelers.

Utilize targeted digital marketing and engagement strategies to reach and resonate with the

target audience.

Offer personalized packages and incentives to cater to different types of domestic travelers.

Leverage influencer marketing and customer testimonials to build trust and credibility (Yacoub &

Elhajjar, 2021) ®
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                                                                                                                  STRATEGY i. Position holiday inn as a trusted and reliable accommodation option for domestic travelers. ii. Emphasize the hotel's commitment to safety and hygiene measures. iii. Showcase local experiences, attractions, and partnerships to appeal to domestic travelers. iv. Utilize targeted digital marketing and engagement strategies to reach and resonate with the target audience. v. Offer personalized packages and incentives to cater to different types of domestic travelers. vi. Leverage influencer marketing and customer testimonials to build trust and credibility (Yacoub & Elhajjar , 2021)
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                                                                                                                  TACTICS i. Implement Comprehensive Safety And Hygiene Protocols And Communicate Them To Potential Guests Through Various Channels. ii. Develop And Promote Local Experience Packages That Highlight Nearby Attractions And Activities. iii. Engage With The Target Audience Through Social Media, Email Marketing, And Targeted Online Advertising. iv. Collaborate With Local Partners To Create Value - added Experiences And Exclusive Offers For Holiday Inn Guests. v. Utilize Influencer Marketing To Amplify The Hotel's Message And Reach A Wider Audience. vi. Gather And Showcase Customer Testimonials And Reviews To Build Trust And Social Proof ( Triantafillidou & Yannas , 2020) .
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                                                                                                                  A CTION i. Develop a detailed marketing plan with specific timelines, responsibilities, and budget allocations . ii. Execute the marketing activities, including advertising campaigns, digital marketing efforts, collaboration with partners, and influencer engagements . iii. Monitor the implementation of safety protocols and regularly update them as per the evolving situation . iv. Continuously engage with guests through various channels and promptly address their queries and feedback . v. Measure the effectiveness of marketing efforts through key performance indicators (KPIs) such as bookings, brand awareness, guest satisfaction, and revenue ( Tarvainen , 2023 ) .
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CONTROL

Regularly review and analyze the marketing performance against the defined objectives and KPIs.

Make necessary adjustments and refinements to the marketing plan based on the insights gathered.

. Monitor guest feedback, online reviews, and social media conversations to identify areas for

improvement.

iv. Conduct periodic market research and competitor analysis to stay updated on the evolving trends and

dynamics of the domestic tourism market.

Continuously optimize marketing activities and adapt to changing market conditions to ensure long

term success (Sutono, 2019).
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                                                                                                                  C ONTROL i. Regularly review and analyze the marketing performance against the defined objectives and KPIs . ii. Make necessary adjustments and refinements to the marketing plan based on the insights gathered . iii. Monitor guest feedback, online reviews, and social media conversations to identify areas for improvement . iv. Conduct periodic market research and competitor analysis to stay updated on the evolving trends and dynamics of the domestic tourism market . v. Continuously optimize marketing activities and adapt to changing market conditions to ensure long - term success ( Sutono , 2019).
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                                                                                                                  CONT.… • Advertising : online and print ads to reach and engage the target audience . • Tv campaign : a brand awareness through television to create visibility and recall . • Radio campaign : to reach a wide audience and drive awareness . • PPC (pay - per - click) : utilizing targeted search engine ads to generate click - throughs to the website . • Social media : engaging with the audience through platforms like Facebook, twitter, and Instagram .
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                                                                                                                  CONT.…. • Content marketing : creating and promoting relevant blog articles to drive traffic and engage users . • Influencer marketing : collaborating with influential personalities to expand reach and credibility . • Website optimization : continuously optimizing the hotel's website to improve conversion rates . • Email marketing : sending targeted and personalized emails to enhance engagement and open rates . • Sales promotions : running special promotions and offers to drive conversions and increase revenue .
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REACH

Utilize online and offline advertising channels to reach a wide audience.

Implement targeted digital marketing campaigns, including pay-per-click (PPC) ads and social
media advertising, to increase visibility and attract potential guests.

Collaborate with influencers and bloggers to extend reach and tap into their audience

(Mahmutovié, 2021).
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                                                                                                                  R EACH i. Utilize online and offline advertising channels to reach a wide audience . ii. Implement targeted digital marketing campaigns, including pay - per - click (PPC) ads and social media advertising, to increase visibility and attract potential guests . iii. Collaborate with influencers and bloggers to extend reach and tap into their audience ( Mahmutović , 2021 ) .
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Create a user-friendly and informative website that encourages visitors to explore hotel offerings and
book directly.

Implement call-to-action strategies on the website, such as prominent booking buttons and special
offers, to prompt users to take action.

Utilize online booking platforms and travel agencies to provide additional channels for guests to make

reservations (Yacoub & Elhajjar, 2021).
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                                                                                                                  A CT i. Create a user - friendly and informative website that encourages visitors to explore hotel offerings and book directly . ii. Implement call - to - action strategies on the website, such as prominent booking buttons and special offers, to prompt users to take action . iii. Utilize online booking platforms and travel agencies to provide additional channels for guests to make reservations (Yacoub & Elhajjar , 2021 ) .
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Implement personalized email marketing campaigns to nurture leads and encourage booking
conversions.

Optimize the booking process to ensure a seamless and user-friendly experience

Provide incentives, such as exclusive discounts or loyalty program benefits, to encourage guests to

choose holiday inn for their stay (Widardi, Syah, Indradewa, & Pusaka, 2020).
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                                                                                                                  C ONVERT i. Implement personalized email marketing campaigns to nurture leads and encourage booking conversions . ii. Optimize the booking process to ensure a seamless and user - friendly experience . iii. Provide incentives, such as exclusive discounts or loyalty program benefits, to encourage guests to choose holiday inn for their stay (Widardi, Syah, Indradewa, & Pusaka, 2020 ) .
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Utilize social media platforms to engage with past, current, and potential guests.
Share relevant and engaging content, such as local attractions, events, and hotel updates, to foster ongoing

engagement.

Respond promptly to guest inquiries and feedback on social media and review platforms to demonstrate

excellent customer service (Gomase & Kumar, 2020).
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                                                                                                                  E NGAGE i. Utilize social media platforms to engage with past, current, and potential guests . ii. Share relevant and engaging content, such as local attractions, events, and hotel updates, to foster ongoing engagement . iii. Respond promptly to guest inquiries and feedback on social media and review platforms to demonstrate excellent customer service ( Gomase & Kumar, 2020 ) .
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