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Introduction





This marketing plan is aimed at outlining strategies and tactics to be employed by Holiday Inn in order to increase its market share, enhance customer satisfaction, and ultimately boost its revenue. The plan is being prepared for the company's management team, including marketing executives, sales managers, and the board of directors.
To develop the marketing plan, we will employ the SOSTAC and 4’Ps frameworks as well as Ansoff's matrix to guide our strategic thinking. The SOSTAC framework will provide a structured approach to developing an integrated marketing plan, incorporating situation analysis, objectives, strategy, tactics, action, and control. The 4’Ps framework will assist in identifying and developing each element of the marketing mix: product, price, place, and promotion. Finally, Ansoff's matrix will help us determine the optimal strategy for market growth, including market penetration, product development, market development, and diversification. Employing these frameworks will ensure that the marketing plan is comprehensive, effective, and forward-thinking.














Situation Analysis


The Holiday Inn brand is a part of Intercontinental Hotel Groups (IHG), which is a global leader in the hospitality industry. The company operates over 5,600 hotels in nearly 100 countries and territories around the world. IHG's strength lies in the breadth and depth of its hotel portfolio, which ranges from luxury to affordable hotels. However, Holiday Inn is positioned as a mid-scale hotel brand, serving a wide range of customers from leisure travelers to business customers.

SWOT Analysis:

Strengths:

Strong global brand recognition
Wide range of hotel portfolio
Strong relationships with key partners and franchises
Strong loyalty program with a large and active member base
Weaknesses:

Highly competitive marketplace
Dependence on third-party booking agents
Perception as a mid-scale hotel brand may limit growth potential among certain customer segments
Opportunities:

Growing demand for affordable and convenient accommodations
Expanding to new markets and geographies
Leveraging technology to improve guest experiences
Threats:

Economic and political uncertainty in key markets
Increasing competition from emerging brands
Disruptive technologies and changing customer preferences
Customer Segmentation and Targeting: Holiday Inn serves a broad target audience, including leisure travelers and business customers. Geographic segmentation is a key factor in targeting, with hotels located near popular tourist destinations and business districts. Additionally, customer segmentation is based on behavior and demographics, targeting customer profiles such as families, millennials, and corporate travelers. This is supported by the use of data analytics and SimilarWeb, which allows for personalized promotions and tailored messaging to different customer groups.
Perceptual Positioning Map and Bowman's Strategy Clock: Holiday Inn's perceptual positioning map positions them as a mid-scale hotel brand that offers value for money and convenience. In terms of Bowman's Strategy Clock, Holiday Inn's strategy is based on a hybrid between differentiation and focus on cost leadership. The brand offers unique features such as free breakfast and flexible cancellation policies in order to differentiate themselves from competitors, while also focusing on offering affordable prices to attract core customers.
B2B Relationships, Partnerships, and Franchises: Holiday Inn has strong B2B relationships with major travel companies and corporations, allowing for dedicated corporate accounts and group bookings. Additionally, the brand has partnerships with airlines, car rental companies, and other travel-related businesses to offer bundled travel packages. Franchising is also a key aspect of the brand's growth strategy, allowing for local ownership and customization, while also maintaining brand consistency.

PESTLE Analysis: The macro-environmental factors that affect Holiday Inn include political, economic, social, technological, legal, and environmental factors. Some of the key trends include shifts in consumer behavior towards sustainable and eco-friendly accommodations, advances in technology such as mobile check-in and keyless entry, and changing regulations around data privacy.

Marketing Mix: Holiday Inn's marketing mix includes the following elements:

Product: Mid-scale hotel accommodations with free breakfast, flexible cancellation policies, and a focus on affordability and convenience.
Price: Competitive pricing based on location, amenities, and demand.
Place: Wide distribution network with hotels located near popular tourist destinations and business districts.
Promotion: Strong brand recognition through advertising, PR, and social media, as well as leveraging loyalty program and partnerships for promotional activities.
People: Well-trained staff with a focus on providing good customer service.
Process: Streamlined check-in and check-out process, advanced technology to enhance guest experience.
Physical Evidence: Hotel design and amenities, branding and logo, and guest reviews and ratings.










Objectives


By the end of this quarter, my marketing team aims to increase our occupancy rate at Holiday Inn by 10% through implementing targeted digital marketing campaigns that specifically reach our key customer segments, located in major cities across the United States. We plan to achieve this by leveraging data analytics to identify our most profitable target audiences and by tailoring our marketing messages to their specific preferences and needs


Strategy

Based on the example, if the organization decides to focus on changing the brand's reputation due to poor reviews, we may use a product development strategy as per Ansoff's matrix.
To execute this strategy successfully, the organization may consider the following steps:
Identify the areas of improvement - After analyzing customer reviews, the organization should identify the areas where it needs to focus. 
Develop new products/services - Based on customer feedback, the company may develop new services or products that address customer's pain points.  
Market the new value proposition - After developing new products and services, the company needs to communicate the changes to customers effectively. 

In terms of changes required for marketing mix, the company may need to modify the following elements:
Product- Improving the quality of services or adding new services
Price- Changing pricing strategy to reflect the enhanced value of services.
Place- Modifying distribution channels to reach more customers.
Promotion- Revamping marketing campaigns to focus more on building brand reputation and positive customer experiences.



Tactics



There are several strategies that can be used to improve the communications mix of Holiday Inn. One of the most effective is the RACE model, which stands for Reach, Act, Convert, and Engage. This model can be used to create a comprehensive plan that addresses all aspects of the hotel's communication needs.
In terms of Reach, the hotel should focus on increasing its brand awareness and visibility among its target audience. This can be achieved through a combination of tactics such as social media advertising, influencer partnerships, and targeted content marketing.
The Act stage involves encouraging potential guests to take action, such as booking a room or signing up for a loyalty program. This can be achieved through compelling calls to action and personalized messaging that resonates with the target audience.
The Convert stage focuses on turning potential guests into actual customers. This can be achieved through a variety of tactics such as email marketing, targeted promotions, and personalized retargeting ads.
Finally, the Engage stage is all about keeping customers engaged and coming back for more. This can be achieved through personalized communication, social media engagement, and targeted loyalty programs.
 The hotel should take a closer look at its website and identify areas where it can improve the user experience. This might include optimizing the booking process, creating targeted landing pages for different segments, and providing more comprehensive information about the hotel's amenities and offerings.
Overall, by implementing a comprehensive RACE-based communications plan and improving its current communication channels, Holiday Inn can improve its brand recognition, attract new customers, and keep existing customers coming back.



Control 


To measure the success of Holiday Inn's marketing efforts, metrics and KPI's such as new customers, occupancy rates, customer satisfaction, revenue per available room (RevPAR), return on investment (ROI), and brand awareness can be used. By tracking these KPI's over time, they can monitor the effectiveness of specific marketing campaigns and overall business strategy. They can set SMART objectives that align with their goals, whether it's increasing profits, positive attitudes towards the brand, or new customer acquisition. Collecting feedback through online reviews and social media platforms can help to provide insight into customer perception of the brand.






Conclusion


In conclusion, developing a comprehensive marketing plan that can address the challenges of the hotel industry and enhance the brand image among its target audience is critical for the success of Holiday Inn. By focusing on differentiation, seasonal marketing, customer retention, technological advancements, and economic conditions, the brand can stay ahead of the competition and continue to grow its market share.
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* Today by using different analytic and comparation methods we will
try to make a marketing plan for our brand,Holiday Inn.
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* Asyou know, Holiday Inn is a
well-known brand in the

hospitality industry that operates
globally. Our mission is to deliver a
welcoming and comfortable
experience for our guests through
outstanding service, quality, and
value. With that in mind, let's dive
into our marketing plan.
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SWOT Analysis:

First, let's take a look at our SWOT analysis. Their strength lie in
their brand recognition, global presence, and reputation for
quality service. Their weaknesses include the ever-increasing
competition in the industry, and the technological
advancements that make online reviews easier to access and
compare. Their opportunities include expansion into new
regions and offering new services, while their threats include
global economic factors and natural disasters.
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A marketing term that
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* Objective

Their marketing objectives for Holiday Inn include increasing brand awareness, driving
bookings, and promoting the value proposition of the Holiday Inn experience. To achieve
these goals, our objectives are specific, measurable, achievable, relevant, and time-bound
(SMART) - for example, they want to increase their online bookings by 25%
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« Their positioning statement is: "Holiday Inn —a trusted brand delivering a
comfortable, reliable, and affordable stay for travelers around the world."
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* Tactics:

* They using various tactics to achieve our objectives, including social media,
PR, advertising, content marketing and more. Their tactics will focus on
highlighting the real experiences of guests who stay at their hotels, creating
unique promotions that offer added value, and offering a seamless booking
experience across all channels.





image10.png
Marketing
Objectives

Action plan: e}

ez =
K * Their action plan will include creating = ACTION PLAN ]

a content calendar for their social media @s &
platforms, launching a referral program = . . A

for loyal guests, and creating a series of 2t -9 =%

influencer marketing campaigns that

showcase the Holiday Inn experience.

They also develop new packages that

add value to guests' stay with us.
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* Control: Marketing Control
Process

* To monitor their progress, they use a variety of P
KPIs such as web traffic, conversion rates, social

media engagements, and revenue growth. They

regularly review our marketing plan and adjust

their tactics when necessary to improve their

results.
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+ Conclusion:

* In conclusion, their marketing plan for Holiday Inn is based on well-researched insights, a
clear value proposition, and a focus on their target market. They believe that this plan will

help them achieve their marketing objectives and will ultimately help them continue to drive
growth for the brand,
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