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[bookmark: _Toc127442590]Introduction 
The purpose of this marketing plan is to provide a comprehensive strategy for promoting and increasing the brand awareness, customer engagement, and profitability of  Hotel Holiday Inn. This plan will outline the company's target audience, and effective marketing channels that can reach the intended audience. Additionally, this plan will provide a framework for measuring the success of marketing efforts and adapting strategies to achieve the best possible outcomes. Additionally, this marketing plan aims to position Hotel Holiday Inn as a premier hotel brand in the industry, while creating a loyal customer base that will drive revenue growth over the long term.

[bookmark: _Toc127442591]Situation Analysis of Holiday Inn
Holiday Inn is a multinational hotel chain owned by InterContinental Hotels Group (IHG). The brand is known for its affordable luxury, consistent service, and modern amenities. The following is a situation analysis of the company using the 5 'C's: Company, Customers, Competitors, Collaborators, and Climate.
[bookmark: _Toc127442592]Company (SWOT Analysis)
Holiday Inn has a strong brand reputation and a wide range of offerings, including full-service, select-service, and extended-stay hotels. However, the company faces significant competition from other hotel chains, and it can be challenging to maintain consistent quality across all locations (Alsem, 2007). Opportunities for growth include expanding into emerging markets and focusing on sustainability initiatives. Threats include economic downturns, shifts in consumer preferences, and the ongoing COVID-19 pandemic.
[bookmark: _Toc127442593]Customers (Segmentation and Targeting)
Holiday Inn's customers are diverse, with a range of demographics and travel needs. The company segments its customers by purpose of travel, including business, leisure, and group travel. The brand targets price-sensitive customers looking for quality accommodations at an affordable price. Its customer profile includes young families, business professionals, and seniors.
[bookmark: _Toc127442594]Competitors (Perceptual Positioning Map, Bowman's Strategy Clock)
Holiday Inn competes with other mid-range hotel chains, including Hilton Garden Inn, Courtyard by Marriott, and Hampton Inn. On a perceptual positioning map, Holiday Inn occupies the middle ground between luxury and economy hotels, with a focus on value and comfort (Armstrong, Adam, Denize and Kotler, 2014). On Bowman's Strategy Clock, the company employs a hybrid strategy, combining elements of low-cost and differentiation strategies.
[bookmark: _Toc127442595]Collaborators (B2B Relationships, Partnerships, Franchises)
Holiday Inn has a number of B2B relationships, including partnerships with airlines, car rental companies, and travel agents. The company also has a strong franchise model, with over 4,000 independently owned and operated hotels worldwide.
[bookmark: _Toc127442596]Climate (PESTLE Analysis)
Holiday Inn operates in a dynamic macro environment, which includes political, economic, social, technological, legal, and environmental factors. The ongoing COVID-19 pandemic has had a significant impact on the travel industry, with reduced demand for hotel accommodations. However, there are opportunities for growth, including increased demand for domestic travel, sustainable tourism, and the growth of emerging markets (Arun Kumar. and Meenakshi, 2011).

[bookmark: _Toc127442597]Objectives of the marketing plan 
This marketing plan aims to increase occupancy rate by 15% within the next 8 months through targeted digital marketing campaigns that increase brand awareness, drive direct bookings, and promote the hotel's unique value proposition.

[bookmark: _Toc127442598]Strategy 
Holiday Inn's value proposition is centered on providing guests with a comfortable and affordable stay in a welcoming atmosphere, backed by the brand's reputation for quality and consistency. The hotel differentiates itself through a variety of features, such as modern amenities, exceptional service, and convenient locations that appeal to both business and leisure travelers.
To communicate the value proposition, the hotel may use targeted digital marketing campaigns that highlight its unique offerings, such as flexible meeting spaces and complimentary breakfast options, while also showcasing positive reviews and feedback from satisfied guests.
Holiday Inn's value proposition aligns with its customer segments, as it aims to cater to the needs and preferences of both business and leisure travelers. Targeting these segments requires a tailored approach that considers the different booking patterns, decision-making processes, and value drivers of each group (Baines, Fill and Rosengren, 2017). By positioning itself as a versatile hotel brand that can accommodate a range of travelers, Holiday Inn can attract a broader customer base and maintain a competitive edge in the market.
In terms of delivery, the hotel can ensure that the value proposition is delivered consistently by training staff to provide exceptional service, maintaining high cleanliness and maintenance standards, and investing in technology and infrastructure that enhance the guest experience. By delivering on the value proposition, Holiday Inn can create loyal customers who become brand advocates and contribute to the hotel's long-term success.

[bookmark: _Toc127442599]Tactics 
Product: Holiday Inn is a hotel chain that offers accommodation and related services to travelers. The hotel provides comfortable rooms, restaurants, meeting spaces, fitness centers, and other amenities to meet the needs of both leisure and business travelers. Holiday Inn aims to provide a consistent and reliable experience to its customers across all its locations worldwide.
Place (Distribution): Holiday Inn has a presence in several countries across the world, with hotels located in key business and leisure destinations. The hotel chain will be located through its website, travel agents, and online travel agencies. Holiday Inn aims to make its booking process as seamless as possible for its customers, offering various options to book rooms and packages.
Price: The pricing strategy for Holiday Inn is competitive, with rates varying based on location and seasonality. The hotel chain leverages market research to set its pricing and ensures that its prices reflect the value proposition offered to its customers (Balogun and Hope Hailey, 2009). The hotel will offer a variety of pricing options, such as advanced purchase rates, corporate rates, and packages, to cater to different segments of customers.
Promotion: Holiday Inn will use a mix of advertising, public relations, sales promotions, and direct marketing to promote its brand and hotels. The hotel chain has a strong online presence, with a website, social media accounts, and a loyalty program to engage with its customers (Barwise and Meehan, 2011). The hotel will also partners with travel bloggers and influencers to showcase its properties and destinations. The RACE model (Reach, Act, Convert, Engage) will be used to guide the hotel's promotion strategies, ensuring that they reach the right audience, engage with them, and convert them into guests.

[bookmark: _Toc127442600]Action 
[bookmark: _Toc127442601]Gantt chart of marketing activities
[image: ]

[bookmark: _Toc127442602]Justification of marketing channels schedule
Search engine marketing (SEM) - running ads on search engines like Google or Bing to target potential customers looking for accommodation.
Social media marketing (SMM) - promoting the hotel through social media platforms like Facebook, Instagram, Twitter, and LinkedIn to increase brand awareness and reach a wider audience.
Email marketing - sending newsletters and promotional emails to customers who have opted-in to receive updates on special offers and discounts.
Influencer marketing - partnering with social media influencers or travel bloggers to showcase the hotel and its amenities.
Content marketing - creating blog posts, videos, or other content that provides valuable information to potential customers about the hotel, the local area, and nearby attractions.

[bookmark: _Toc127442603]Control 
To measure the success of the marketing plan, we can use several metrics such as an increase in the number of new customers, improvement in brand awareness, positive reviews from customers, increased revenue and profits, and return on investment (ROI). We can track the performance of the marketing campaigns through various tools, including web analytics, social media insights, customer feedback, and sales reports (Burrow and Bosiljevac, 2012). We can also conduct surveys and focus groups to understand the perception of our brand and how we can improve our marketing efforts (Bowen and Ozuem, 2016). By regularly monitoring these metrics, we can evaluate the effectiveness of our marketing strategies and adjust them accordingly to achieve our marketing goals.

[bookmark: _Toc127442604]Conclusion 
The marketing plan for Hotel Holiday Inn aims to increase brand awareness, target new customer segments, and increase occupancy rates through a strategic mix of product, pricing, promotion, and distribution strategies. By clearly defining our value proposition and differentiators, and effectively communicating our message through various marketing channels, we hope to establish a strong presence in the market and achieve our SMART goals. Regular monitoring and evaluation of our marketing efforts will enable us to make necessary adjustments and ensure that our marketing activities are aligned with our overall business objectives.
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Situation Analysis of Holiday Inn

Company

Strengths - wide variety of services, strong brand image within the industry and the customers, efficient employees, strong supply chain are some of the most noteworthy strengths of Hotel Holiday Inn.  

Weaknesses – lack of consistency in service quality in different locations and branches, high operational costs are some of the biggest weaknesses.  

Opportunities – scopes of growth by entering new markets and expanding operations in new areas, introducing new services, initiating sustainable practices in operations (Alsem, 2007).  

Threats – changes in customer needs and behavior, new rules and regulations from the government due to Covid 19 pandemic, economic downturn and decreasing disposable income among customers are notable threats.  











Situation Analysis of Holiday Inn

Customers: The company segments its customers by purpose of travel, including business, leisure, and group travel. Price-sensitive customers who are looking for quality accommodations at an affordable price are target customers of Hotel Holiday Inn. Young families, business professionals, and seniors are some common profiles of target customers.

Competitors: Hilton Garden Inn, Courtyard by Marriott, and Hampton Inn are 3 of the direct and most noteworthy competitors of Hotel Holiday Inn (Armstrong, Adam, Denize and Kotler, 2014). A hybrid strategy which is the combination of low-cost and differentiation strategies is implemented by the hotel in Bowman's Strategy Clock. 

Collaborators: partnerships with airlines, car rental companies, and travel agents are noteworthy B2B collaborations of the hotel along with franchising partnership with 4000 independently owned hotels all over the world. 









Objectives of the marketing plan 

Increasing occupancy rate by 15% within the next 8 months









Strategy 

Value proposition of the hotel is centered on providing guests with a comfortable and affordable stay in a welcoming atmosphere. 

Using targeted digital marketing campaigns that highlight its unique offerings. 









Tactics (4 Ps of marketing)

Product: comfortable rooms, restaurants, meeting spaces, fitness centers

Price: advanced purchase rates, corporate rates, and packages

Place: website, travel agents, and online travel agencies (Barwise and Meehan, 2011).

Promotion: advertising, public relations, sales promotions, and direct marketing









Action 

Gantt chart of marketing activities







Justification of marketing channels schedule

Search engine marketing (SEM) – crucial for targeting potential customers 

Social media marketing (SMM) – important for increasing brand awareness 

Email marketing – notifying customers about special offers and discounts.

Influencer marketing – promoting the hotel and its amenities.

Content marketing – communicating information to customers about the hotel services 









Control 

Performance can be measured through Return on Investment (ROI) analysis, number of new customers, and improvement in brand awareness levels (Bowen and Ozuem, 2016).
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· Company

· Strengths - wide variety of services, strong brand image within the industry and the customers, efficient employees, strong supply chain are some of the most noteworthy strengths of Hotel Holiday Inn.  

· Weaknesses – lack of consistency in service quality in different locations and branches, high operational costs are some of the biggest weaknesses.  

· Opportunities – scopes of growth by entering new markets and expanding operations in new areas, introducing new services, initiating sustainable practices in operations (Alsem, 2007).  

· Threats – changes in customer needs and behavior, new rules and regulations from the government due to Covid 19 pandemic, economic downturn and decreasing disposable income among customers are notable threats.  
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· Customers: The company segments its customers by purpose of travel, including business, leisure, and group travel. Price-sensitive customers who are looking for quality accommodations at an affordable price are target customers of Hotel Holiday Inn. Young families, business professionals, and seniors are some common profiles of target customers.

· Competitors: Hilton Garden Inn, Courtyard by Marriott, and Hampton Inn are 3 of the direct and most noteworthy competitors of Hotel Holiday Inn (Armstrong, Adam, Denize and Kotler, 2014). A hybrid strategy which is the combination of low-cost and differentiation strategies is implemented by the hotel in Bowman's Strategy Clock. 

· Collaborators: partnerships with airlines, car rental companies, and travel agents are noteworthy B2B collaborations of the hotel along with franchising partnership with 4000 independently owned hotels all over the world. 
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· Value proposition of the hotel is centered on providing guests with a comfortable and affordable stay in a welcoming atmosphere. 

· Using targeted digital marketing campaigns that highlight its unique offerings. 
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· Product: comfortable rooms, restaurants, meeting spaces, fitness centers

· Price: advanced purchase rates, corporate rates, and packages

· Place: website, travel agents, and online travel agencies (Barwise and Meehan, 2011).

· Promotion: advertising, public relations, sales promotions, and direct marketing
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· Search engine marketing (SEM) – crucial for targeting potential customers 

· Social media marketing (SMM) – important for increasing brand awareness 

· Email marketing – notifying customers about special offers and discounts.

· Influencer marketing – promoting the hotel and its amenities.

· Content marketing – communicating information to customers about the hotel services 
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· Performance can be measured through Return on Investment (ROI) analysis, number of new customers, and improvement in brand awareness levels (Bowen and Ozuem, 2016).
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             CONTROL Performance can be measured through Return on Investment (ROI) analysis, number of new customers, and improvement in brand awareness levels (Bowen and Ozuem , 2016).   
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