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1 [bookmark: _gjdgxs]Introduction
A marketing plan is considered an advertising strategy that a business will execute to sell its services and products. With the help of a marketing plan, companies can attract potential customers. However, a marketing plan assists in evaluating the target market and how best to reach them at what price point the service or product must be sold. Thus, the essay will make an efficient marketing plan with the help of SOSTAC that include situational; analysis, SWOT, Porter Five Forces, PESTEL and 4P’s marketing strategies. The essay has selected Holiday Inn, which is an American chain of hotels founded in Atlanta. 

2 [bookmark: _30j0zll]Situation Analysis: 5 'C's
2.1 [bookmark: _1fob9te]Company: SWOT analysis (Microanalysis)  

	Strength
· It gives leisure travellers the comfort they need 
· Great satisfaction from clients 
· The robust digital market portfolio 
	Weaknesses
· limited market share 
· High competition 
· High reliability on the international market 

	Opportunities
· Collaboration with local dealers 
· Travellers are seeking new destinations 
· Establishment of advanced services 
· Investing in Holiday Inn franchises 
	Threats
· Competition from other hotels 
· Rising prices are negatively impacting hotel rates 
· The tourism Industry is declining because of terror activities and natural disasters. 



2.2 [bookmark: _3znysh7]Customers: Segmentation and Targeting/ Customer profiles'
	Segmentation
	· People who want to relax and need comfort from a stressful life. 
· It will also target business customers 
· Clients who intend to pay for luxury services will find the hotel services attractive. 

	Targeting
	· Friend and families 
· Travellers 
· Corporate travellers 

	Positioning
	· Making a place where the customers can take their stressful life off, relax and just be themselves. 



2.3 [bookmark: _2et92p0]Competitors: Porter's five forces
	Threats of new entrants
	· The threat of new entrants is high in the hotel industry. 
· New entrants require to invest in employees to deliver luxury services to customers 

	Threats of substitute
	· Threats of substitute are high 
· it is possible for hotels to provide similar services to the customer with a cheap range (Varelas and Georgopoulos, 2017)

	Bargaining power of buyers
	· Bargaining power is high for customers 
·  it is easy for them to find a competitive option in the market 

	Bargaining power of suppliers
	· The bargaining power of suppliers is low in the hotel industry 
· The hotels of the UK can shift towards alternate suppliers if they are not satisfied. 

	Competitive rivalry
	· There is high competition because switching costs and product differentiation costs are low (Ahmad et al. 2016). 



2.4 [bookmark: _tyjcwt]Collaborators
The collaborator of the Holiday Inn is InterContinental Hotel Group PLC. They pride themselves in welcoming and warm experiences for customers staying for pleasure and business (Holiday Inn, 2022). However, Holiday Inn collaborate with other hotels to assist them to flourish. 
2.5 [bookmark: _3dy6vkm]Climate: PESTLE (Macro analysis) 
	Political
	Due to the Covid-19 pandemic, the government has imposed restrictions on travelling.
Taxation also impacts the profit of the Hotel 

	Economic
	The economic downturn has impacted the spending ability of the Hotel industry in the UK.  

	Social
	Customer preference in accommodation is changing 
Hotels take the initiative to permit customers to meet the food and local culture (Roy and Chowdhury, 2021). 

	Technology
	Technology in hotels has facilitated communication and the shifting of information. 
Digitalisation usage is high in the UK 

	Environment
	Hotels in the UK are focusing on hygiene practices
Also, they focus on sustainability factors. 

	Legal
	Hotels comply with food hygiene and safety laws (Seyitoglu and Ivanov, 2020). 




3 [bookmark: _1t3h5sf]Objectives (SMART) 
Specific 
The objective of Holiday Inn is to improve brand consideration by implementing digital space. It will encourage corporate travellers to select smart and stay in the Hotel. 
Measurable 
This objective can be measured by taking feedback from employees and customers about the objectives. 
Achievable 	
This is achievable through planning a digital campaign using several forms of content that motivate travellers to follow and participate in the journey.
Relevant 
This objective is relevant as it will enhance customer involvement by providing various promo codes and discounts. 
Time-bound 
It will take 3 months to achieve. 



4 [bookmark: _4d34og8]Strategy
According to Payne et al. (2017) value proposition is a simple statement that reviews why a client will select the service and product. Thus, in a market-based economy, a robust value proposition is important for the survival and success of the company. The hotel is highly investing in the improvement of the high-value market and experience of guests. They deliver cost-conscious travellers a no-frills and no-hassle choice when booking a hotel stay. Holiday Inn is highly passionate about assisting and caring for others. It comes naturally to a business that promises true hospitality for everyone. The Hotel is intended to meet Gen X and Y generations, who are becoming more connected and influential through the use of social media (Holiday Inn, 2022). At the same time, Bowman’s strategy clock assists in positioning the product to provide it with the most competitive place in the market (Villagrasa et al. 2021). Thus, Holiday Inn have several lifetime experiences and position itself in a competitive environment. 
[image: ]
Figure 1: Bowman's strategy clock
(Source: Villagrasa et al. 2021)

  
5 [bookmark: _2s8eyo1]Tactics: Marketing mix
5.1 [bookmark: _3j2qqm3]Product 
Holiday Inn offers a good product which provides a place for people to stay while travelling. It provides healthy and safe rooms for people who want a good and excellent service provider hotel. The Hotel also provides good rooms and better quality service. Hence, it also has a suitable environment for kids, which is safe for everyone at every Hotel. It provides services to businesses, family gatherings, and small gatherings also. In addition, it caters to both formal and informal events with settings (IGH).
5.2 [bookmark: _1y810tw]Place 
Holiday Inn is situated in London. It is located in an area where the visitors visit in huge amount. Hence, it is located in Regent Plaza, where the national food surrounds the Hotel. Holiday Inn I situated with the local market where the visitors can try local food also. It portrays national interest to the visitors. The Regent Plaza serves as a menu for perfect classic British food to the visitors with also international beers, wines and cocktails (IGH).
5.3 [bookmark: _4i7ojhp]Price 
Holiday Inn provides prices which guarantee the best prices for its people. Hence, it has great pricing for its customers. Under the Best Price Guarantee program, people are offered lower prices compared to other hotels in the area. Due to its prices, people make the booking in Holiday Inn hotel directly when travelling for formal, informal or business events. It will be displayed on its online websites and pop up when customers book online. Further, Holiday Inn also says that other hotel prices can be compared, but ultimately, people will come to Holiday Inn Hotel (IGH).
5.4 [bookmark: _2xcytpi]Promotion 
Holiday Inn will be advertised through online and social media platforms. Online and social media platforms include Facebook, Instagram, Snapchat, and YouTube. Hence, from these platforms, Instagram is mainly used by people. The reviews and word-of-mouth mainly impact people to make decisions to increase and market the Hotel. The Hotel will be advertised through social media and digital marketing (Constantinides, 2014). Further, sponsored advertisements will be generated, especially on Instagram and Facebook (where people are more active). Thus, social media provide a unique way to market; hence it has reasonable and less costly to market the Hotel (Dahnil et al., 2014). 
6 [bookmark: _35nkun2] Action: Gantt chart 
[image: ]


7 [bookmark: _1ksv4uv]Control
A unique Selling Point (USP) is known as a marketing statement that diversifies a brand or service from its competitors (Ristiawan, 2019). The provided schedule above is the main USP working on the marketing plan to gain customer trust. It will assist in attracting customers and gaining money lost in Covid. The USP is addressed as being unique, highly affordable and comfortable in niche marketing. These services are suitable for customers and impose a positive attitude towards the Hotel. Further, Holiday Inn has seen profit more than double versus 2021. 
8 [bookmark: _44sinio]Conclusion
The above essay has concluded that the marketing plan of Holiday Inn is useful in providing leisure services to their customers and attracting them after the pandemic. There was a decline in the economy due to the pandemic in the hospitality sectors of the UK. The objective of the Hotel is to invest highly in digital activities and make them achieve in 3 months. 
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10 [bookmark: _z337ya]Appendices 
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