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Introduction
Marketing Holiday Inn, a luxury hotel chain known for its warm and welcoming service, is a top priority. Holiday Inn is well-known for its dedication to offering great guest experiences and a warm, inviting atmosphere for travellers from all over the world (Thompson, 2022). The plan will make use of important frameworks to determine goals, create efficient strategies, execute specific tactics, and keep everything under control. With this all-encompassing strategy, Holiday Inn can strengthen its position in the market and boost the effectiveness of its advertising.
Situational Analysis:
5 C’s
Company: SWOT analysis (Micro analysis):
Strengths:
· Strong brand recognition
· Largenetwork of hotels
· Experienced management team
Weaknesses:
· Low pricing strategy
· Competition from other hotels
· Cost related tolabour
Opportunities:
· A Developing Market
· Development of new markets
· Innovation in hotel design
Threats:
· Economic downturn
· Political instability


Customers: Holiday Inn welcomes a broad variety of guests, from business executives to vacationing families. Holiday Inn's consumers are 50.63% male and 49.37% female (SimilarWeb, 2023). Visitors between the ages of 25 and 34 make up the largest age demographic. Last month, there were a total of 524.7K visitors to the Holiday Inn website, an increase of 2.60% over the previous month (SimilarWeb, 2023). Each visitor to the website spent on average 1 minute and 18 seconds there (SimilarWeb, 2023). In other words, 58.55 percent of those who visited the site did not continue browsing. Users also generally saw two pages on each visit (SimilarWeb, 2023).

Competitors: 
Perceptual Positioning Map:A perceptual positioning map is a useful tool for gaining insight into how customers rate a company's brand in comparison to the competition (Kotler & Keller, 2016). The map indicates that Holiday Inn is seen as a fair value for the money compared to its competitors (Aaker, 2014). 
Holiday Inn is probably placed closer to the higher end of quality and closer to the middle range of price. This position suggests that Holiday Inn provides high quality at an affordable price compared to their rivals, but it might not be the highest in terms of quality or the lowest in terms of price.
Collaborators: Holiday Inn works with a variety of partners, including airlines, car rental firms, and travel agencies. These businesses collaborate to provide their clients a smooth travel experience, which is made possible due to their combined efforts.
Climate: PESTLE (Macro analysis)
Political:  Most of the countries where Holiday Inn operates have relatively stable political environments. Nevertheless, political unrest in certain countries poses a threat to the tourist industry.
Economic:  The expansion of economies throughout the world is driving an increase in tourist visits. An economic downturn, however, is a possibility and might lower demand for travel (Bronner andHoog, 2016).
Social:  Holiday Inn has to modify its services in order to appeal to a wider range of customers. The firm does this by maintaining a portfolio of hotel brands that serve a wide range of customers.
Technological: Holiday Inn may find new business prospects with the advent of cutting-edge technology like AI and VR. However, if not used properly, these technologies might potentially be a risk to the business.
Legal: The regulatory framework in which Holiday Inn conducts its business is continuously subject to changes. Changes in the legislation may have an effect on the company's bottom line (Hill and Jones, 2021).
Environmental: Demand for eco-friendly hotels is rising as people become more conscious of environmental concerns (Gössling et al. 2021). Holiday Inn has implemented a variety of programmes to lessen the damage it does to the natural world.
Objectives:
SMART target: 
Specific:  Boost annual website visits to 5,000 and social media followers to 8,000.
Measurable:  Google Analytics will be used to track website visits, and the native analytics capabilities of the various social media platforms will be used to analyse user engagement.
Attainable:  Holiday Inn has the funding and resources necessary to do this.
Relevant:  Holiday Inn can reach more prospective visitors and raise brand recognition by increasing website traffic and social media followers.
Time-bound: The goal is to be achieved by the end of the year.
Strategy:
New value proposition: Even though Holiday Inn is a well-known and reputable hotel chain, it has lately been challenged by problems including low customer satisfaction and negative reviews. Holiday Inn is adapting to these changes by refocusing its value proposition on creating unique and memorable experiences for each visitor. To achieve this goal, the company will adjust its sales and marketing approaches and invest in new technology and personnel training (Rouziès et al., 2020).
Ansoff Matrix: 
Ansoff matrix consists of four parts - Market penetration, Market development, Product development, Diversification. For Holiday Inn the product development is the best suited strategy.Product development is the business strategy that is most suited for Holiday Inn since it enables the firm to remain ahead of the competition and fulfil the requirements of ever-changing client expectations. Holiday Inn can provide its customers with the greatest possible service at all times since it is always innovating new products and services.Holiday Inn might potentially try to address the demands of its target market by creating new goods and services. There are a variety of ways to do this, including creating goods with unique features or advantages, enhancing the quality of current offerings, or coming up with brand-new offerings that target untapped markets.

What changes will be required to the Marketing Mix?
Holiday Inn may need to make a number of adjustments to its marketing mix in order to support its newly formulated value proposition and growth plan. For example, if a hotel to expand internationally via market development, the primary components of the marketing mix that would need to be modified are "Place" and "People." "Place" refers to the process of identifying appropriate sites within the target foreign markets, while "People" refers to the process of recruiting and training personnel that is familiar with and represents the culture and language of the local area. The hotel will be able to create individualized experiences and build a presence in new areas with the assistance of these modifications, which will help the hotel better serve its worldwide customer.




Tactics:
Strategy: The RACE strategy is a structure for organising and carrying out various marketing communications efforts (Varey, 2022). It refers to four key metrics: exposure, interest, and participation.
Reach: Reach attempts to do this by exposing the message to the widest potential audience. This may be accomplished via several channels, including advertising, public relations, and social media.
Awareness: There must be brand or product recognition after the intended audience has been reached. It's possible to accomplish this goal via the use of advertisements, public relations, or online networking.
Conversion: Conversion is the process of persuading a website visitor to perform the desired action, whether it making a purchase, joining an email list, etc (Chandon et al. 2020). Some examples of such prompts include "Click here" and "Learn more."
Engagement: The purpose of engagement is to strengthen connections with current and potential clients. The use of social media, email marketing, and loyalty programmes are all examples of how this might be accomplished.
Communication Mix:
The communication mix refers to the assortment of promotional channels used to attract a certain demographic (Duncan &Caywood, 2018). Public relations, sales promotions, direct marketing, social media, and advertising are some of the most often used channels of communication.
Tactics:
Using social media, Holiday Inn can connect with more people and have more meaningful conversations with its consumers. Adding aesthetic attractiveness to the company's material is a great way to boost its quality (Bloch et al. 2019). Holiday Inn may utilise information collected from guests to adapt their service. Using consumer booking history and preferences, the organisation may tailor hotel recommendations and email communications.
The situational analysis has shown that Holiday Inn's communication mix has to be modified to meet the low levels of social media engagement. The company may increase its visibility and improve its image in the market by emphasizing public relations (PR) strategies including news releases, media interactions, and collaborations with social media influencers. Direct marketing strategies, such as email marketing, loyalty programs, and direct mail campaigns, may also be used to assist engage consumers and inspire involvement. With these revised communication strategies, Holiday Inn will be better able to "Act" and "Engage" with its intended audience, resulting in more interaction on social media and closer customer relationships.

Action:
Gannt Cart of marketing activities: 
[image: ]

Control:
Here are some measurements and key performance indicators Holiday Inn may utilise to evaluate the efficacy of their advertising efforts:
Website traffic: The number of people checking out the Holiday Inn homepage.
Click-through rate (CTR): The ratio of viewers who engage with a Holiday Inn advertisement.
Engagement rate: A count of the number of likes, shares, and comments on Holiday Inn's social media postings.
Conversion rate: The rate at which customers book a stay at a Holiday Inn hotel after seeing an advertisement for the brand.
These key performance indicators (KPIs) and metrics are directly related to Holiday Inn's marketing objectives and may be monitored over time to assess the efficacy of the company's marketing efforts.

Conclusion:
In conclusion, Holiday Inn's marketing strategy focuses on overcoming the obstacles found in the company's in-depth research of the current scenario. The plan's objective is to raise awareness of the brand and increase sales via market penetration, expansion into other markets, and adjustments to the marketing mix. The hotel's goal is to increase customer engagement via the use of modern communication strategies including a stronger social media presence and more specific email marketing. Acquiring more customers, improving public perception of the brand, and increasing earnings are all indicators of success. The success of the strategy may be guaranteed by constantly assessing its efficacy and adjusting it as needed.
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SITUATIONAL	ANALYSIS	
• The situational analysis summarizes Holiday Inn's current
position in the industry. It shows both the company's strengths
such as its excellent brand awareness and extensive hotel
network and its weaknesses such as its aggressive pricing policy
and rivalry.



• Holiday Inn's Perceptual Positioning Map demonstrates a
favourable value offer to the hotel's demographically defined
target audience. The cooperation of airlines, rental car
companies, and travel agents makes for a more convenient trip.
Analysing the influence of political, economic, social, technical,
legal, and environmental aspects is the purpose of the PESTLE
framework.
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OBJECTIVES
• The Holiday Inn objectives outline the company's aims and goals.
The goal is to get 8,000 new followers each month and 5,000
new visitors per year. These aims will increase the visibility and
popularity of the brand online. It is possible to complete these
tasks before the due date if sufficient resources are made
available.
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STRATEGY	
• The Ansoff Matrix is used as part of the strategy's emphasis on a
novel value proposition. Holiday Inn is shifting its emphasis to
providing guests with memorable experience. This requires
making changes to advertising and selling strategies, purchasing
new tools, and giving employees intensive training. In order to
attract a larger clientele and grow into other areas, the company
plans to engage in market penetration, market development,
product development, and diversification.
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TACTICS
• The tactics include everything from establishing dedicated lines
of communication to putting into action the RACE plan. Holiday
Inn's marketing message will reach its target audience through
increased brand recognition, improved conversion rates, and
expanded participation. Marketing efficiency will be measured
using standard KPIs, including website visits, click-through rates,
user engagement, and sales.
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ACTION
• Detailed advertising plans are laid out in the action plan. SEO,
PPC, SM, e-mail, content, Public relations, events, promotions,
CRM, and rewards programs are all examples of these. All of
these measures are taken with the end goal of boosting website
visits, engagement, conversions, and customer happiness.
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CONTROL
• The control procedures guarantee successful advertising.
Website traffic, click-through rates, engagement rates, and
conversion rates are just some of the key performance indicators
(KPIs) that will be tracked routinely. Holiday Inn may use these
indicators to assess the efficacy of their marketing campaigns
and fine-tune future efforts to better achieve their goals.
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holidayinn.com Audience Demographics

Audience composition can reveal a site’s current market share across various
audiences. holidayinn.com's audience is 50.63% male and 49.37% female. The
largest age group of visitors are 25 - 34 year olds (Desktop).
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holidayinn.com Traffic and Engagement Analysis

holidayinn.com's traffic has decreased by 2.60% compared to last month
(Desktop). Click below to reveal how well holidayinn.com meets visitor
expectations and captures their interest.
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