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The purpose of this marketing plan is to find a marketing opportunity and develop a strategic communication plan for the Holiday Inn Hotel brand. It goes after both possible clients and internal stakeholders. I will include situation analysis, smart target, marketing mix etc. I will use key frameworks such as SOSTAC, 4Ps, and Ansoff's matrix.

Situation analysis: 

Company: Holiday Inn's advantages, disadvantages, opportunities, and threats are all highlighted via a SWOT analysis: (Gurel and Tat 2017)

	Strength:
· Global Presence	
· Diverse Portfolio	
· IHG Loyalty Program
· Innovative Technology
	Weaknesses: 
· Aging Infrastructure
· Standardization
· Intense Competition

	Opportunities
· Technology Integration
· Market Expansion 
· Sustainable Practices
	Threats:
· Economic Downturns
· Emerging Competitors
· Global Events



Customers: Using techniques like SimilarWeb, (Similarweb 2024) They  identify a variety of client profiles through segmentation and targeting. Personalized marketing techniques will be informed by an understanding of their requirements and preferences.

Competitors: Competitors' positions and tactics can be found using a perceptual positioning map and Bowman's strategy clock. Bowmans strategy clock is a model that helps organisations to Analise their position on the market. (Bowman and Faulkner 1977). Differentiation and competitive advantage are aided by this analysis. Some of the competitors of Holiday inn: Marriott international, Hilton hotels, Accor hotels etc. 

Collaborators: In the collaborative ecosystem that is reshaping the hotel sector, acknowledging B2B ties, partnerships, and franchises is essential. Holiday Inn Collaborators: Franchises, online travel agencies, airlines and travel companies, technology partners etc. (IHG 2024)
 
Climate: By identifying the political, economic, social, technical, legal, and environmental variables influencing the firm, a PESTle analysis ( Aguilar 1967)will look at the macroenvironment. 
PESTLE on Holiday Inn:
Political
Government Regulations: Complying with national and international laws that have an impact on the hospitality sector.
Political Stability: How stable or unstable the political environment is in the areas where Holiday Inn is located.
Tax Laws: Tax laws have an impact on the profitability and operations of hotels.

Financial:
Economic Conditions: How the state of the economy affects hotel industry consumer spending.
Exchange Rates: How foreign operations are affected by currency exchange rates.
Income Levels: How different income levels affect how affordable hotel services are.


Social
Cultural Trends: Modifying services in accordance with prevailing cultural inclinations and patterns.
Travel habits of various age groups are also changing as a result of catering to a variety of populations.
Health and Wellbeing: Attending to the expanding needs of customers regarding their health and well-being when traveling.
Technological:
Digital transformation: Making use of technology to provide easy reservations, amenities for smart rooms, and customized visitor experiences.
Data security: Making ensuring that strong cybersecurity safeguards are in place to safeguard visitor data.
Innovation: Using cutting-edge technology to improve services and differentiate oneself from competitors.

Law:
Compliance: Making sure that all operational regions' laws and regulations are followed.
Employment Laws: Complying with labor laws and rules when employing and supervising employees.
Health and Safety: Observing regulations pertaining to visitors' and workers' health and safety.
Environmental
Sustainability: Reducing the negative effects of hotel operations on the environment by implementing eco-friendly measures. (IHG hotel 2024)
Green initiatives: Taking action in response to the increasing need for eco-friendly and sustainable travel solutions.
Adopting energy-efficient techniques and technologies is known as energy efficiency.  (Desklib 2022)


Marketing Mix: Examining the existing mix will reveal information about pricing, place, product, and promotion tactics. Marketing Mix: Examining the existing mix will reveal information about pricing, place, product, and promotion tactics. (Investopedia 2024)

4Ps of Holiday Inn:
Products:
Accommodation Services: Standard rooms, suites, and family-friendly accommodations are among the lodging choices that Holiday Inn provides.
Amenities: Places to meet different demands of visitors, like dining areas, pubs, gyms, swimming pools, and conference spaces.

Price:
Holiday Inn uses a dynamic pricing approach, modifying room rates in response to variables such as demand, seasonality, and neighbourhood events.
Packages and Discounts: Using bundled packages, loyalty discounts, and promotions to draw in and keep clients.
Place: 
Global Presence: To optimize accessibility, Holiday Inn carefully places its hotels in commercial areas, popular tourist locations, and close to important transit hubs.
Channels of Distribution: making reservations through third-party travel agents, the hotel's main website, and internet booking platforms.
Promotions:
Advertising: Reaching a wide audience by using a variety of advertising mediums, including print, web, and television.
Public Relations: Taking part in community events and supporting charitable causes are examples of public relations actions that are used to improve the brand's image.
[bookmark: _Hlk158907325]Digital marketing is the process of reaching out to potential customers and cultivating their loyalty by using email campaigns, social media platforms, and online content. (Brand credential 2023)

[bookmark: _Hlk158907588]Smart Target 
Within the following 12 months, raise Holiday Inn's online customer satisfaction scores by 15% using focused digital marketing activities, tailored visitor experiences, and ongoing online feedback tracking. (Attlasian 2024)



Strategy:
Recommended new value proposition: Holiday Inn's new value proposition centers on elevating the guest experience by embracing modernity, sustainability, and personalized services. To implement this change, Holiday Inn will adopt a product development strategy from Ansoff's matrix. This involves introducing new and enhanced services, such as tech-driven conveniences, eco-friendly initiatives, and personalized customer interactions. (IHG 2024)
Recommended marketing mix changes:
· Present the concept of "smart room technology," which gives visitors more control over their accommodations via mobile devices.
· Provide price packages that highlight the benefits of the upgraded services and green initiatives.
· Work together with internet retailers and travel agencies to advertise the new products.
· Make use of social media influencers to produce real content and to tell about their experiences using the new Holiday Inn products. (Smith, Zook 2019)

Tactics:
RACE
Research: 
Audience Analysis: To comprehend the preferences, actions, and expectations of the target audience.
Analyse competitors' communication tactics to find openings and gaps in the market.
Social media: looking at engagement numbers, content performance, and existing communication channel
 Action:
Rebranding and Messaging: Adapt the brand's communication to better reflect the value proposition that was discovered during the situational analysis.
Social Media Enhancement: Create a content calendar for social media sites with an emphasis on timely promotions, visually appealing content, and user-generated content.
Email Marketing Campaigns: Create focused email campaigns to advertise exclusive deals, loyalty plans, and customized visitor experiences. (Chaffey 2024)

Strategies for the Communication Mix:
Social Networks: Raise brand awareness, improve the quality of your visual material, interact with followers, and make use of platform-specific tools like Facebook Live and Instagram Stories.
To establish credibility and produce natural reach, start influencer partnerships and user-generated content initiatives. 
Email correspondence: A/B test subject lines and content, segment email lists for tailored communication, and optimize email design for mobile responsiveness.
 Encourage visitors to provide evaluations and feedback by implementing a triggered email series for post-stay surveys. (Todorova 2015)
Website optimization and SimilarWeb: Examine SimilarWeb data to find top-performing keywords, channels, and sources of referrals. Improve user experience and load times by optimizing the website. Get in touch with prospective visitors who saw the website but did not make a reservation, introduce retargeting advertisements based on SimilarWeb data.
Evaluation of Performance:
KPIs and Metrics: Define KPIs, such as better customer satisfaction ratings, higher email open rates, and enhanced social media participation.
Monitoring and Feedback: Keep a close eye on social media comments, email feedback, and internet reviews. Positive feedback should be used for marketing, while bad feedback should be addressed right away. (Kotler and Armstrong 2018)


Gannt Chart of Holiday Inn
Project starts 01.06.2024.
	Task/ Marketing channel schedule
	Metrics
	Start
	End

	Social media
	Bookings during the new  social  media advertisement 
	01.June 2024
	01. September 2024

	Website
	Click rates of the website
	01. June 2024
	31  December 2024

	Email
	Customer who using a refer a friend promotion code
	01  June 2024
	01 September 2024

	Third part bookings
	Bookings made through third parties.
	01 June  2024
	31 December 2024



My decision on Gannt chart based on research and analysis of the company. The project will start on the 01.06.2024. We will assign a supervisor to each channel and review results on monthly basic, end of the project we provide feedback and make conclusion.
Monitor result:  Businesses must measure their success. Two examples of financial measurements are growth in sales and profit. Non-financial metrics, such as the quantity of new consumers acquired and their favorable perception of the brand, are also crucial for gauging success and can be used in addition to financial metrics to assess performance. Smarter Studies (2022).



In summary
This marketing plan focuses on employing SWOT, Pestle analyses to analyse the Holiday Inn hotel chain's present market position. It uses the four Ps to discuss Holiday Inn's strategy and methods. Additionally, it offers the control and activity that are necessary to create a successful marketing plan.
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SITUATION ANALYSIS

Company: Holiday Inn's advantages, disadvantages, opportunities, and threats are all highlighted via

a SWOT analysis: (Gurel and Tat 2017)

Strength:
«  Global Presence
«  Diverse Portfolio
IHG Loyalty Program
= innovative Technology

Weaknesses:
e Aging Infrastructure
«  Standardization
 Intense Competition

Opportunities
Technology Integration
«  Market Expansion
Sustainable Practices

Threats:
«  Economic Downturns
Emerging Competitors
+  Global Events

Customer

Using techniques like SimilarWeb, (Similarweb 2024) They identify a variety of client

profiles through segmentation and targeting. Personalized marketing techniques will be informed by
an understanding of their requirements and preferences.
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COMPETITORS: COMPETITORS' POSITIONS AND TACTICS CAN BE FOUND USING A PERCEPTUAL POSITIONING MAP
AND BOWMAN'S STRATEGY CLOCK. BOWMANS STRATEGY CLOCK IS A MODEL THAT HELPS ORGANISATIONS TO
ANALISE THEIR POSITION ON THE MARKET. (BOWMAN AND FAULKNER 1977). SOME OF THE COMPETITORS OF
HOLIDAY INN: MARRIOTT INTERNATIONAL, HILTON HOTELS, ACCOR HOTELS ETC.

‘COLLABORATORS: IN THE COLLABORATIVE ECOSYSTEM THAT IS RESHAPING THE HOTEL SECTOR, ACKNOWLEDGING
B2B TIES, PARTNERSHIPS, AND FRANCHISES IS ESSENTIAL. HOLIDAY INN COLLABORATORS: FRANCHISES, ONLINE
TRAVEL AGENCIES, AIRLINES AND TRAVEL COMPANIES, TECHNOLOGY PARTNERS ETC. (HG 2024)

‘CLIMATE: BY IDENTIFYING THE POLITICAL, ECONOMIC, SOCIAL, TECHNICAL, LEGAL, AND ENVIRONMENTAL
VARIABLES INFLUENCING THE FIRM, A PESTLE ANALYSIS ( AGUILAR 1967)WILL LOOK AT THE MACROENVIRONMENT.
IN MY ESSAY YOU CAN SEE MORE INFORMATION ABOUT PESTLE ANALYSIS ON HOLIDAY INN
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MARKETING MIX OF HOLIDRY
INN

PRODUCTS:

¢ ACCOMMODATION SERVICES: STANDARD ROOMS, SUITES, AND FAMILY -
FRIENDLY ACCOMMODATIONS.

® AMENITIES: PLACES TO MEET DIFFERENT DEMANDS OF VISITORS, LIKE
DINING AREAS, PUBS, GYMS, SWIMMING POOLS, AND CONFERENCE SPACES.

PRICE:

® DYNAMIC PRICING APPROACH, MODIFYING ROOM RATES IN RESPONSE TO
VARIABLES SUCH AS DEMAND, SEASONALITY, AND NEIGHBOURHOOD 3
EVENTS.

© PACKAGES AND DISCOUNTS: USING BUNDLED PACKAGES, LOYALTY
DISCOUNTS, AND PROMOTIONS TO DRAW IN AND KEEP CLIENTS.
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                                               MARKETING MIX OF HOLIDAY INN     PRODUCTS:  • ACCOMMODATION SERVICES: STANDARD ROOMS, SUITES, AND FAMILY - FRIENDLY ACCOMMODATIONS. • AMENITIES: PLACES TO MEET DIFFERENT DEMANDS OF VISITORS, LIKE DINING AREAS, PUBS, GYMS, SWIMMING POOLS, AND CONFERENCE SPACES. PRICE:  • DYNAMIC PRICING APPROACH, MODIFYING ROOM RATES IN RESPONSE TO VARIABLES SUCH AS DEMAND, SEASONALITY, AND NEIGHBOURHOOD EVENTS. • PACKAGES AND DISCOUNTS: USING BUNDLED PACKAGES, LOYALTY DISCOUNTS, AND PROMOTIONS TO DRAW IN AND KEEP CLIENTS.
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MARKETING MIX OF HOLIDAY INN 2

PLACE;

* GLOBAL PRESENCE: TO OPTIMIZE ACCESSIBILITY, HOLIDAY INN CAREFULLY PLACES ITS HOTELS IN COMMERCIAL AREAS, POPULAR
TOURIST LOCATIONS, AND CLOSE TO IMPORTANT TRANSIT HUBS.

“ CHANNELS OF DISTRIBUTION: MAKING RESERVATIONS THROUGH THIRD-PARTY TRAVEL AGENTS, THE HOTEL'S MAIN WEBSITE, AND
INTERNET BOOKING PLATFORMS.

PROMOTIONS:

“ ADVERTISING: REACHING A WIDE AUDIENCE BY USING A VARIETY OF ADVERTISING MEDIUMS, INCLUDING PRINT, WE, AND
TELEVISION.

“ PUBLIC RELATIONS: TAKING PARTIN COMMUNITY EVENTS AND SUPPORTING CHARITABLE CAUSES

* DIGITALMARKETING IS THE PROCESS OF REACHING OUT TO POTENTIAL CUSTOMERS AND CULTIVATING THEIR LOYALTY BY USING
EMAILCAMPAIGNS, SOCIAL MEDIA PLATFORMS, AND ONLINE CONTENT. (BRAND CREDENTIAL 2023)
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OBJECTIVES OF THIS
MARKETING PLAN

* WITHIN THE FOLLOWING 12 MONTHS, RAISE
HOLIDAY INN'S ONLINE CUSTOMER SATISFACTION
SCORES BY 15% USING FOCUSED DIGITAL
MARKETING ACTIVITIES, TAILORED VISITOR
EXPERIENCES, AND ONGOING ONLINE FEEDBACK
TRACKING.
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NEW VALUE PROPOSITION

HOLIDAY INN'S NEW VALUE PROPOSITIONCENTERS ON

ELEVATING THE GUEST EXPERIENCE BY EMBRACING

MODERNITY, SUSTAINABILITY, AND PERSONALIZED

SERVICES. TO IMPLEMENT THIS CHANGE, HOLIDAY INN WILL

ADOPT A PRODUCT DEVELOPMENT STRATEGY FROM

ANSOFF'S MATRIX. THIS INVOLVES INTRODUCING NEW AND ,
ENHANCED SERVICES, SUCH AS TECHDRIVEN i

CONVENIENCES, ECO-FRIENDLY INITIATIVES, AND
PERSONALIZED CUSTOMER INTERACTIONS.
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                                               NEW VALUE PROPOSITION     HOLIDAY INN'S NEW VALUE PROPOSITION CENTERS ON ELEVATING THE GUEST EXPERIENCE BY EMBRACING MODERNITY, SUSTAINABILITY, AND PERSONALIZED SERVICES. TO IMPLEMENT THIS CHANGE, HOLIDAY INN WILL ADOPT A PRODUCT DEVELOPMENT STRATEGY FROM ANSOFF'S MATRIX. THIS INVOLVES INTRODUCING NEW AND ENHANCED SERVICES, SUCH AS TECH - DRIVEN CONVENIENCES, ECO - FRIENDLY INITIATIVES, AND PERSONALIZED CUSTOMER INTERACTIONS.
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* RESEARCH: AUDIENCE ANALYSIS, COMPETITOR ANALYSIS, SOCIAL MEDIA

© ACTION: REBRANDING AND MESSAGING, SOCIAL MEDIA ENGAGEMENT, EMAIL MARKETING CAMPAIGNS
* COMMUNICKTION: SOCIAL ,NETWORKS, EMAIL CORRESPONDENCE

* EVALUATION: MONITORING AND FEEDBACKS
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GANNT CHART OF HOLIDAY INN
PROJECT STARTS 01.06.2024.

Task/ Marketing channel | Metrics Start End
schedule
‘Social media Bookings during the new | 01.June 2024 01 September 2024
social media
advertisement
Website Click rates of the 1 June2024 31 December 2024
website
Email Customer who usinga |01 June 2024, 01 September 2024
refer a friend promotion <
code
Third part bookings | Bookings made through | 01 June 2024 31 December 2024
third parties.
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BUSINESSES MUST MEASURE THEIR SUCCESS. TWO EXAMPLES OF
FINANCIAL MEASUREMENTS ARE GROWTH IN SALES AND PROFIT.
NON-FINANCIAL METRICS, SUCH AS THE QUANTITY OF NEW
CONSUMERS ACQUIRED AND THEIR FAVOURABLE PERCEPTION OF
THE BRAND, ARE ALSO CRUCIAL FOR GAUGING SUCCESS AND CAN
BE USED IN ADDITION TO FINANCIAL METRICS TO ASSESS
PERFORMANCE. SMARTER STUDIES (2022).

THANK YOU FOR LISTENING!
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