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[bookmark: _Toc137673446]Introduction 
The following assignment will present a marketing communication plan for Holiday Inn in order to increase website traffic and increasing market share. With this, different models and tools will be adopted, which shall be helpful in presenting the plan much more effectively. 
[bookmark: _Toc137673447]Situation Analysis 
While conducting a situation analysis of a marketing strategy, marketers assess the marketing scenario or position of an organisation's strategy for marketing to their target audience (Chernev, 2020). The current state of the business and how it could affect hotels' capacities as marketers to draw customers will be taken into account in the study for a marketing plan situational analysis. The customers, collaborations and competitors of Holiday Inn are analysed below. 
[bookmark: _Toc137673448]SWOT Analysis
	Strengths

	· The company uses successful marketing techniques.
· Provides a broad range of product offerings (IHG, 2023).

	Weaknesses

	· The company has a small market share in the hospitality sector.
· In comparison to rivals, the company is less visible.

	Opportunities

	· The company may seize possibilities with better social media marketing.
· The company may concentrate on expanding into new markets.

	Threats

	· The level of sectoral competitiveness is rising
· The cost of operations is increasing as a result of inflation.


[bookmark: _Toc137673449]Customers 
There must be a minimum of three client responsibilities in any marketplace transaction: buying (choosing an item or service), paying for it, and using it. The traditional customer base for Holiday Inn is men between the ages of 35 and 54 who frequently travel on short notice for employment.
[bookmark: _Toc137673450]Competitors 
The Top 10 Sites Like HolidayInn.com in May 2023 are compared to HolidayInn.com based on keyword traffic, audience targeting, and market overlap (IHG, 2023). For evaluating how businesses compete in the market, Bowman's Strategy Clock is seen as useful (Trigeorgis and Reuer, 2017). Likewise, the company uses a differentiation approach, according to Bowmans' approach Clock. This strategy helps the company provide a special value for its customers.
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Figure 1: Bowman’s Strategy Clock
[bookmark: _Toc137673451]Collaborations
Holiday Inn, a division of InterContinental Hotels Group (IHG), recently teamed with well-known artists and Greater China brand ambassador Mao Buyi to organise a launch event for their brand progression (Shanghai, 2023). With a new brand idea and theme song, "The Brighter Side of Travel," Holiday Inn displayed its dedication to innovation and improved customer experiences by promoting a pleasant, familial environment for travellers. The company is dedicated to providing its customers with delightful, engaging experiences and building stronger, more honest relationships with them.
[bookmark: _Toc137673452]Segmentation and Targeting
	Demographic segmentation
	· The target market consists of people aged 35 to 54.
· Couples, families, and business travellers are all welcome.


	Geographic segmentation
	· The hotel is mostly situated near interstates, airports, and major roads.

	Behavioural segmentation
	· Guests travel for both pleasure and business.

	Psychographic segmentation
	· Invites from the middle to upper classes.
· Individuals who often travel for work or pleasure.


[bookmark: _Toc137673453]Objectives 
The aim and objective of the current study are as follows:
· To improve SEO and website traffic in order to raise brand recognition by 50%
· To 10% market share growth by 2023's end.
· To cut paid social advertisements by 40% while stepping up SEM efforts by the end of the fourth quarter of 2023.
[bookmark: _Toc137673454]Strategy 
A strategic marketing plan gives the business the ability to choose its course of action (Chaffeyv and Smith,2022). In addition, setting clear, measurable goals for the company is necessary while strategising its marketing plan (Ferrell, 2021). Therefore, Holiday Inn will improve the value of its services as part of its marketing strategy, and it should follow market penetration from the Ansoff matrix to do so. The Ansoff Matrix is used in the strategy stage of the marketing planning process (Keller, 2016). The business utilises it to choose which overarching strategy to implement before using that knowledge to direct its decision-making regarding the marketing activity plans. In consideration of the current study, this will help the Holiday Inn gain a sizable market share and allow it to concentrate more on growing its brand awareness.
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Figure 2: Ansoff Matrix
[bookmark: _Toc137673455]Tactics (350 Words)
Communication plays an important role in the success and growth of companies within the hospitality industry. It is not only helpful in creating awareness but at the same time helps in retaining customers and attracting a new customer base. Holiday Inn, as a global brand, emphasizes using different communication channels and strategies with the objective of engaging with its customers and promoting their services. One of the primary objectives of the communication strategies is to involve consistent brand messaging across the different channels that include the official website, social media platforms and digital mediums alongside others. Referring to this, () mentioned that social media platforms play a vital role in ensuring effective communication. In the case of Holiday Inn, the brand emphasizes maintaining an active online presence. With the effective use of social media platforms, the primary objective of the brand is to increase customer engagement which is primarily done through sharing updates related to promotions and new services. With that, it is also making sure that customers' queries should also be addressed effectively. In addition to this, Holiday Inn also ensures that customers should be given core priority. In order to do so, they actively engage with their customers and encourage them to share their reviews and testimonials for sharing their experience with the brand. With that, positive reviews are displayed on the website and other social media platforms. This is helpful in building trust and credibility among the target market. 
In order to develop a communication plan for the developed objectives, the RACE framework is adopted. 
	Reach
	Adequate information related to the customers and their needs should be collected. In order to do so, in-depth market research needs to be done. This shall also be helpful in assessing the changing trends and preferences of the target market. 

	Action
	Effective marketing strategies will be developed to accomplish the set objectives. In order to do so, social media marketing will be the core focus for increasing market share and online traffic. 

	Communication 
	Different online channels will be used. Along with this, content marketing will be the core focus. 

	Evaluation 
	Adequate KPIs will be set to assess the effectiveness of the communication plan. 



[bookmark: _Toc137673456]Action 
The information about marketing techniques that Holiday Inn would use to enhance its marketing plan is offered in the Gantt Chart that is given below.
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Figure 3: Gantt Chart
[bookmark: _Toc137673457]Control 
In marketing plans, controls are measures that let companies assess how a business is doing in relation to the goals and objectives laid forth in the plan (Chaffey and Smith,2022). Companies can make sure that the firm is on course to achieve its objectives by having controls to monitor. Therefore, for the current study business will assess the KPIs (key performance indicators) to determine the effectiveness of the marketing plan based on website traffic, sales growth, CPC, and organic traffic. Similarly, the business will keep focusing on developing innovative and unique marketing activities to appeal to the younger audience.
[bookmark: _Toc137673458]Conclusion 
Holiday Inn is a renowned global icon with more than 1,000 hotels and a pipeline of new projects continually growing (IHG 2023). Families, business people, and tourists have had great places to stay ever since the first Holiday Inn hotel originally opened its doors in 1952 (IHG 2023). In addition, through the study, it has been constructed that Holiday Inn is a well-known brand in the hotel industry. However, the business must concentrate on improving its marketing methods if it is to break into new areas and generate large revenues. Also, the Holiday Inn must continue to work more to increase its social media presence.
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INTRODUCTION

The purpose of marketing plan is to
improve the marketing strategies of a
business.

® This marketing plan is being developed &
for Holiday

e The presentation will highlight SWOT,
Ansoff’s Gantt Chart and many other
techniques.
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Situational Analysis

SWOT Analy

Strengths -The business utilizes effective advertising strategies

-Offers a wide range of product portfolio (IHG, 2023)
Weaknesses ~The business have a limited market share in hospitality industry

~The business have lack of visibility in comparison to competitors
Opportunities -The business can attain opportunities through improved social media

marketing

~The business can focus on operating in new markets.

Threats -The competition in sector is increasing

-Due to inflation, the cost of operations s rising,
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Segmentation and Targeting

Demographic segmentation  -Target market are individuals who are 35-54 years old

-Couples, families and business travelers.

Geographic segmentation “The hotel is mainly located near interstates, airport locations
and major highways.
Behavioural segmentation -Guests who are travelling for leisure and business purposes.

Psychographic segmentation  -Guests who belong from middle-high class.

-Individuals who travels more either for business or leisure

activities.
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Bowmans Strategy Clock

Bowman’s Strategy Clock is considered
beneficial ~ for  assessing  how
organisations are competing in the
marketplace (Trigeorgis and Rever, 2017)
From the Bowmans’s Strategy Clock, the
business follow differentiation strategy

Through this strategy, the business

develop a unique value for guest
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Objectives

To increase brand awareness by 50% through improving SEO and website traffic
To increase market share by 10% by the end of 2023

To reduce paid social ads by 40% and increase efforts of SEM by the end of Q4 of
2023.
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Strategy

For implementing the marketing plan, the
business will work on improving their services
value

From the Ansoff’s matrix, the business should
follow market penetration

This will aid the business in attaining a good
‘market share and focus more on developing their

brand awareness (Keller, 2016)
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Tactics

From SimilarWeb, it is assessed that company utilises various modes of communication.

The primary mode that company uses is Paid Search.

The business further utilises direct marketing for providing information to guest about the new

services and products that they are offering.
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Action

The Gantt Chart that is provided below is offering the information related to marketing strategies that
would be utilised by Holiday Inn for improving their marketing plan.
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Control

The KPIs that business will assess for
ensuring the marketing plan is a success are
Website Traffic, Sales Growth, CPC and
Organic Traffic

The business will further focus on targeting

the younger individuals by developing

creative and innovative marketing campaigns.
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Conclusion

Holiday Inn have a known reputation in the hospitality industry
The business need to focus on improving their marketing tactics so that they can
penetrate new markets and generate good sales

Holiday Inn need to further focus on improving their social media engagement.
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