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Introduction 
The purpose of the Holiday Inn’s marketing plan is to know the issue and marketing opportunities and identify the global chain and the current business climate of the Holiday Inn. A Marketing Plan is to inform the stakeholders of the proposed tactics to increase the hotel’s business and to guide the management team in implementation of the identified frameworks to increase revenue and cutom.
Preparation audience 
The Holiday Inn’s marketing plan is prepared for the management team and stakeholders to make good decisions and communicate with all (Bowie and Buttle, 2016). 
Key framework
SOSTAC- This framework will provide a systemic approach to hotel marketing.
4Ps- This framework will work to identify the market and customers’ preferences. 
Ansoff’s Matrix- This framework uses to explore opportunities and expand the share market of Holiday Inn (Buttle et al., 2016). 
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5 Cs
Company: SWOT analysis- It will help to know about the developed area (strengths), the need to improve the area (weakness), chances of growth ( opportunities) and the issues of business (threats). This analysis will provide important knowledge and impel the improvement of marketing strategy. 
Customers: Segmentation and Targeting- This is engaging with making a difference in customers by their characteristics. This will help make growth in hotel marketing by knowing the preference of customers (Chung, 2020). 
Competitors: Perceptual positioning map, Bowman’s strategy clock- Perceptual positioning map will help to know customers’ visual presentation of Holiday Inn in relation to competitors. It will identify the gap and strategic decisions of the market. Bowman’s strategy clock will help to gain a competitive advance by using different strategies. 
Collaborators: Demonstrate an awareness of your organisation’s B2B Relationships, Partnerships, and Franchises- This will help to know the collaborators and the possibility for collaboration. This will expand mutual benefits and marketing strategy (Development of Business and Hotel Marketing Management, 2021). 
Climate: PESTLE- This analysis (political, economic, sociocultural, technological, legal and environmental factors) will give knowledge about the impact of external effects on Holiday Inn. These factors can define the opportunity and impact of threats in hotel marketing. 
Marketing mix- This analysis is also known as the 4Ps. This can make a balanced approach to marketing strategy. This will help to make a level in hotels. This will identify customers’ needs, and improve competitive position and economic growth (Fuesselberger, 2020). 
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Specific- The specific objective of Holiday Inn is to increase 20% hotel booking in the next five months.
Measurable- The measurable objective of Holiday Inn is to track the number of room booking in the base of a month and compare it with baseline data (Gilbert and Powell-Perry, 2014). 
Achievable- This object will involve with development of hotel capabilities, market strategy and the resources which hotels have to achieve. 
Relevant- Holiday Inns’ performance has to be relevant to the hotel’s success and contribute to its goals. 
Time-bound- The Holiday Inns’ economic growth has to be enhanced by 40% within the next two years (Gursoy, 2017). 
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Holiday Inn needs to improve its service quality and customer experience to change its value proposition.
Strategy using Ansoffs Matrix
Market penetration- The hotel can develop its reputation by improving customer satisfaction, identifying the gaps and providing different services. This could be implemented by staff training and skilled management. 
Market development- The hotel can attract customers where their reputations are as strong as previously. This could be a new geographic market. This could attract new customers and make new revenue (Gursoy, 2018). 
Product development- Imposing unique stuff in a hotel can target the audience. 
Diversification- Hotel has to be diverse in their service to accept different culture to make global attention.
Changes to the market mix
Product - the Holiday Inn can implement the new feature by customers’ preferences. This can improve service quality.
Price- The hotel can offer exceptional promotions and discounts to attract customers.
Place- Accurate reviews and information can post on different networks to regain customers’ trust (Jha, 2016).
Promotion- The use of different digital marketing channels and social media to show improvement and implement exceptional features can promote the hotel and rebuild customers’ trust. 
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Race framework and implementation of the communication mix.
Reach- 
Social media- The hotel should improve its content strategy by posting informative posts, and visuals to increase reach (Kathuria, 2018).
Influencer- Collaborating with influencers can make positive reviews that will increase reach.
Paid advertising- Online advertising platforms can expand reach.
Act-
Website optimisation- Hotel website tools like SimilarWeb can recognise users’ experience to improve the area. 
Email marketing- This marketing can promote unique offers and encourage customers to repeat bookings (Khan, 2013). 
Convert- 
Online booking enhancement- Hotels’ online booking process has to be user-friendly and optimised for mobile service. This should be secure and easy to pay (Nykiel, 2016). 
Customer review- Inspire the customer who has positive service in Hotel to give a positive review on the digital platform to build others’ trust (Murniati and Bawono, 2020). 
Engage- 
Social media engagement – Improvement in social media engagement through customers’ comments and reviews will encourage others. 
User-generated content- Foster guests to share their experiences on digital platforms. 
Hotels communications may be lacking or missed opportunities. To prevent this following steps can be introduced- 
· Regular monitoring of social media can identify the issues and development areas.
· Imposing a social media content calendar to make sure the continuous post can attract customers (M. Murniati and Bawono, 2020).
· Data analysis to know customers’ preferences, needs to target more audience. 
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Action
Gannt Chart of marketing activities: Marketing channels schedule
Justify the marketing channels schedule
Holiday Inn will use social media for several months for marketing. Influencers will use it by taking breaks for months. Paid advertising, social media engagement and website optimisation will be used for all months. Email marketing and online booking will start from month 3 to the next month after building their position. Customers and users generate content reviews and will start in the last 3 months after they have the service. (Wu and Liang, 2018).
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Success measure 
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New customers- This is a measure of new people, who are booking rooms at Holiday Inn through their marketing efforts. Hotels can use this by checking the number of newly generated and new bookings created by their website. 
Positive attribute towards the brand- This is a measure of peoples feeling about the hotels’ service and brand. Hotels can use this by checking customers’ reviews. 
Increase profit- this is the main goal of hotel marketing. Hotels can measure this by checking hotel revenue and expenses. 
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Conclusion 
Holiday Inn faces many challenges to overcome the negative review. The hotel needs to implement a new strategy to attract customers. They should work for customer satisfaction. The hotel needs to improve its competitive advancement. The pricing strategy should be adjusted based on customer demand. Regular monitoring, analysing and adjustment can build success in hotel marketing. 
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                                           Key framework ● SOSTAC - This framework will provide a systemic approach to hotel marketing . ● 4 Ps - This framework will work to identify the market and customers’ preferences . ● Ansoff’s Matrix - This framework uses to explore opportunities and expand the share market of Holiday Inn (Buttle et al . , 2016 ) .      
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                                 Tactics Race framework and implementation of the communication mix Reach - ● Social media - The hotel should improve its content strategy by posting informative posts, and visuals to increase reach (Kathuria, 2018 ) . ● Influencer - Collaborating with influencers can make positive reviews that will increase reach . ● Paid advertising - Online advertising platforms can expand reach .


image21.png
Tactics

Race framework and implementation of the communication
miXx

Act

e Website optimisation - Hotel website tools such as
SimilarWeb can recognize users’ experience to
improve the area.

e Email marketing- This marketing can promote

unique offers and encourage customers to repeat
bookings (Khan, 2013).




image22.svg
                                 Tactics Race framework and implementation of the communication mix Act ● Website optimisation - Hotel website tools such as SimilarWeb can recognize users’ experience to improve the area . ● Email marketing - This marketing can promote unique offers and encourage customers to repeat bookings (Khan, 2013 ) .


image23.png
Tactics

Race framework and implementation of the communication mix

Convert-

e Online booking enhancement- Hotels’ online booking
process has to be user-friendly and optimised for mobile

service. This should be secure and easy to pay (Nykiel,
2016).

e Customer review- Inspire the customer who has
positive service in Hotel to give a positive review on the

digital platform to build others’ trust ( Murniati and
Bawono, 2020).

; s




image24.svg
                                 Tactics Race framework and implementation of the communication mix Convert - ● Online booking enhancement - Hotels’ online booking process has to be user - friendly and optimised for mobile service . This should be secure and easy to pay ( Nykiel , 2016 ) . ● Customer review - Inspire the customer who has positive service in Hotel to give a positive review on the digital platform to build others’ trust ( Murniati and Bawono , 2020).
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                                 Tactics Race framework and implementation of the communication mix Engage ● Social media engagement – Improvement in social media engagement through customers’ comments and reviews will encourage others . ● User - generated content - Foster guests to share their experiences on digital platforms .
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                                 Tactics Race framework and implementation of the communication mix Hotels communications may be lacking or missed opportunities . To prevent this following steps can be introduced -  Regular monitoring of social media can identify the issues and development areas .  Imposing a social media content calendar to make sure the continuous post can attract customers (M . Murniati and Bawono , 2020 ) .  Data analysis to know customers’ preferences, needs to target more audience .
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