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Introduction 
The marketing plan can be denoted as the advertising strategy which will be implemented by the business purposes to ensure its selling aspects of goods and services (Wood, 2011). The marketing plan comes up with marketing objectives, different activities, and programs to achieve desirable goals at a specific time (Chernev, 2020). Here the Holiday Inn Hotel brand will be analyzed significantly by the framework of SOSTAC regarding the information of Ansoff’s Matrix model.
















[bookmark: _Toc147955193]Situational Analysis 
The 5 C’s are company, customers, competitors, collaborators, and climate. These terms are depicted serially.
Strengths: The financial position, workforce environment, experienced employees, and the uniqueness of products, and assets of intangible ensure the brand value highly. Customer satisfaction comes to around 100 million per annum nights from the guests’ aspects (Steenburgh & Avery, 2010). 
Weaknesses: The weakness of the Holiday Inn is that the economic condition emerged for the time being and the hotel brand is trying to recover it through the increased rate of penetration. The competitors in the market also decreasing the market share.
Opportunities: Holiday Inn is trying to expand their business in different countries and the new destination will make their opportunities utilization high.
Threats: The threats can be included – operational activities cost increasing with time and natural disasters hampering the tourism industry, and the decrease rate can be noticeable (Vrontis & Thrassou, 2006). 
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Figure: Situation Analysis (Steenburgh & Avery, 2010).
The segmentation and targeting can be done through the market demand of the brand value to the customers’ identification (Andaleeb, 2016). From the Similarweb we can see that the agency intelligence data illustrates that 18.72M visits through the desktop website. The financial services highlight 81% traffic share through the direct process of the customers; it creates a growth opportunity for increasing the brand value. The consultancy provides web visits through distribution devices about 57.94%. The venture capital enriches the CRM sourcing through more customer involvement with the hotel brand (Lotenberg et al., 2011). Holiday Inn brand goes through Bowman’s Strategic Clock to position its goods and services in the market. The hotel brand focuses on the quality product within reasonable price esurient, moderate differentiation by the hybrid process, focused differentiation purpose, margins the risky high-value products, monopoly pricing, and the gradual market share loss (Villagrasa et al., 2021). Moreover, Bowman’s clock strategy helps to find out the problem and work on it for the hotel brand value development.
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Figure: Bowman’s Clock (Villagrasa et al., 2021).
The B2B services provide new ways of activities to conduct for attaining the future goals of the Holiday Inn. It highlights the collaboration of the new technology software development to increase the brand value of Holiday Inn at any cost (Barry et al., 2008). But the hotel brand needs to be aware of the competitive market software users they need to analyze the market condition and come up with the best solution as a whole. Technological aspects may help to know in details information to overcome any situational perspective.
PESTLE Analysis: The macro analysis of Holiday Inn can be conducted through PESTLE analysis. The governmental power implementation creates an impact on the Holiday Inn. The economic cycle and the weak currency fall the growth rate of the Holiday Inn. The customers demand cheap things which affects the socio-cultural aspects of the organization. Social media influences the technological advancements of the organization (Perera, 2017). The marketing mix evaluates the customer demand for a quality price and product through good promotional activities. However, political instability must need to keep in mind in the hotel authority department. Legal aspects may vary with the situation and rules can be adaptive easily throughout the employers of the hotel (Luo & O’Halloran, 2017).
[bookmark: _Toc147955194]Objectives 
The SMART objectives are an effective tool in marketing aspects of the Holiday Inn brand value to increase. They are described below:
Specific: The operational activities need to be smooth. Easy to understand and locate towards customers.
Measurable: The success of the organization needs to determine. The exact future goals should be visualized highly.
Actionable: Current staffing and budgeting enlistment with the performance development. The determination of any regulations must be adaptive at any cost (Khmiadashvili, 2019).
Relevant: The paths to deal with all activities of the organization to achieve goals. The organizational activities towards goal attainment must be relevant. 
Time-bound: The realistic timeframe helps to evaluate work conditions which is projected for 6 months (Bjerke & Renger, 2017). Time management plays a vital role here.
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Figure: SMART objectives (Bjerke & Renger, 2017).
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The Ansoff’s matrix provides the information to the Holiday Inn authority in an appropriate manner. Ansoff matrix is denoted as the grid of market expansion. The growth opportunities can be utilized through it by the Holiday Inn hotel brand. The market penetration must need to concentrate on the increasing rate of sales of the products which exist in the current market. The market development needs to focus on the selling of the existing products of the new market entrance. The product development of Holiday Inn needs to focus on the new product introduction phase in the existing market. Moreover, Holiday Inn's brand value needs to be diversified with the market demand. Diversification may help to co-operate the brand value with the existing market demand and preferences at the same time (Loredana, 2016). The organization needs to focus on the brand value update form by making the highest effort through work activities and performances to grab more customers from the market. Quality products can be given to customers at an affordable price.
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Figure: Ansoff Matrix (Loredana, 2016).  
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[bookmark: _GoBack]The communication mix includes every tool to communicate with the potential customers of the Holiday Inn. It can be conducted through social media, advertising, direct marketing, product packaging, events, websites, exhibitions, and so on. The communication mix largely focuses on the different ways to communicate with the customers by taking the help of different tools at the same time. Holiday Inn can focus on its advertising aspects to engage and involve more customers through its unique goods and services. The creative advertisement must need to ensure by the organizational activities. Holiday Inn needs to focus on the aspects of online services and social media content its authority (Todorova, 2015). Market research can be done appropriately. The target audience reach can be possible through it. Public relation helps to turn the brand message into different stories by measuring the outcome of it in a consequent manner. It will try to make new campaigns and strategies to come up with a positive view of the brand value in the market. 
[image: ]
Figure: Communication mix (Todorova, 2015).
The relevant organizational news will make the brand value more acceptable towards customer satisfaction. Sales promotion also can play a great role over here. Holiday Inn can make its brand value more attractive by providing offers for goods and services and giving some coupons to potential customers as well. The Similarweb provides that the digital signal collected through data is about 10B daily. Furthermore, the generated traffic reports are about 10K+. The Holiday Inn can enrich its digital research more through the digital marketing process as it helps directly. The consumers’ needs and preferences must need to give priority by doing different activities relating to promotional work. Different types of software can be introduced in the existing market of the Holiday Inn to promote their brand value. Again, social media and TV news can create a positive impact on organizational development. The advertising purpose needs to be broadened day by day and come up with new innovativeness.
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The Gantt chart is highlighted below: 
	Activities 
	Month 1 
	Month 2
	Month 3
	Month 4
	Month 5 
	Month 6

	Specifying objectives and targeting aspects
	
	
	
	
	
	

	Establishing different ways and channels
	
	
	
	
	
	

	Online advertising
	
	
	
	
	
	

	Analysis of the goods and services
	
	
	
	
	
	

	Measurement of data
	
	
	
	
	
	

	Optimization of content
	
	
	
	
	
	

	Social media marketing

	
	
	
	
	
	

	Technology 

	
	
	
	
	
	


The online advertising tools need to be enhanced over some time by the Holiday Inn. Otherwise, the brand value will be decreased after a specific time. On the other side, the analysis of goods and services demand and expectations of the customers in the market must need to analyze frequently way. However, technology may continue over the time period at a random purpose.
[bookmark: _Toc147955198]Control 
The success of the Holiday Inn can be measured through the potential customers’ involvement with the brand value. By analyzing the present activities of the organization the authority must ensure the new customer's involvement with the brand. Customers will be attached to the brand value if they got a satisfaction level high. Customer acquisition must need to be emphasized largely by the Holiday Inn to maintain the brand value (Camilleri & Camilleri, 2018). Moreover, the marketing campaign improves the effectiveness of ROI through the marketing KPIs. The activities and performances of the marketing can be measured through the marketing KPIs.
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The Holiday Inn needs to make sure the quality products are within the reasonable price at any cost. The evolution of the global aspects also arises different challenges certainly. The training aspects can be developed to compete in this dynamic business world. On the other side, resource allocation should be utilized properly. The budget purpose needs to be more significant throughout the work activities and organizational performances as well. 
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                                                                                                                Situation Analysis     Customer satisfaction comes to  around 100 million per annum  nights from the guests’ aspects.  The capability to increase more  customer engagement.  The business expansion with the  emerging world.
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