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[bookmark: _Toc137607296]Introduction:
The marketing plan for Holiday Inn brand that acknowledges the importance of strengthening its brand and increasing its market presence. The purpose of this marketing plan is to provide a strategic framework for optimizing productivity and revenue via proficient marketing strategies, catering to the needs of Holiday Inn’s committed marketing team and stakeholders. The purpose of conducting a SWOT analysis is to discern the internal and external factors that are and are not favorable to the organization. This analysis enables the organization to identify its strengths, weaknesses, opportunities, and threats, which can be used to refine its target audience and tailor its marketing strategies accordingly. The overall objective is to enhance the market competitiveness of the Holiday Inn Hotel by executing a variety of strategic methodologies. 
[bookmark: _Toc137607297]Situation Analysis:
[bookmark: _Toc137607298]SWOT Analysis:
Strengths:
· The Holiday Inn possesses a high level of prestige and trustworthiness.
· The hotel has worldwide extent and impact.
Weaknesses:
· The dependence on commercial patrons.
· There is a lack of distinguishing factors that differentiate you from your competitors (Kenton, 2023).
Opportunities:
· There is an increasing trend towards purpose-driven travel.
· Holiday Inn retains to the expansion of emerging markets.
Threats:
· Intense competition exists among various hotel brands.
· The tourism sector is experiencing the adverse effects of the prevailing economic deceleration (Profitco, 2023).
[bookmark: _Toc137607299]Segmentation and Targeting:
[bookmark: _Toc137607300]Segmentation:
· The Holiday Inn identifies socioeconomic status and age as potential targets for their marketing schemes.
· Psychographic segmentation attempts to orient marketing projects based on the personality traits and interests of consumers.
[bookmark: _Toc137607301]Targeting:
· The suitability and security of business travelers should be taken into consideration.
· It is wise for families vacationing with children to prioritize accommodation and leisure options that cater to the needs and preferences of the younger members of the family.
[bookmark: _Toc137607302]Competitors
[bookmark: _Toc137607303]Perceptual Positioning Map:
· According to Square Up’s 2023 positioning study, the Holiday Inn stands out from the competition because of its superior amenities, prestigious locations, and warm, friendly service (Squareup, 2023)
[bookmark: _Toc137607304]Bowman's Strategy Clock:
· Holiday Inn's primary objective, according to Bowman's Strategy Clock, is to provide a distinctive product at a reasonable price (Bowman & Faulkner, 2023).
[bookmark: _Toc137607305]Collaborators:
· Tour guides and travel agencies in the area may be able to assist travelers with trip planning prior to their arrival. Holiday Inn collaborates with a network of dependable business partners and service providers who share its concern for the environment.
[bookmark: _Toc137607306]Climate (PESTLE Analysis):
Political:
· Due to political upheaval, the government imposes travel restrictions.
· Safe stores for those who fear political unrest.
Economic:
· The economy influences the number of people who take vacations. 
· Currency fluctuations influence the hotel (Peterdy, 2023).
Social:
· People are becoming increasingly interested in protecting the environment.
· Ecotourism as society evolves.
Technological:
· Holiday Inn is utilizing the development of cutting-edge online ticketing systems. 
· The incorporation of smart technology are examples of technological advancements (Edrawmax, 2023).
Environmental:
· The weather influences how people travel.
· Incorporating sustainable practices and promoting responsible tourism by advocating for minimal environmental impact may attract individuals who prioritize the preservation of the planet's well-being.
Legal:
· It is necessary that the hotel to complies with all local, national international laws.
· Utilizing intellectual property (IP) to safeguard an organization's valuable assets (Peterdy, 2023).
[bookmark: _Toc137607307]Marketing Mix:
· Product: Providers the accommodation was excellent, and it were near numerous services and amenities.
· Price: The pricing structure takes into consideration the amount of money customers is willing to spend. When new seasons or significant events begin, we reduce our prices.
· Place: A hotel that is simple to book online and is situated near prominent tourist destinations.
· Promotion: Holiday Inn cultivates relationships with influential individuals for marketing purposes.
· People: People are the most important aspect of any successful business, so it is essential to prioritize the requirements and desires of consumers (Carniel, 2023).
[bookmark: _Toc137607308]Objectives:
Holiday Inn developed SMART objectives to achieve its business objectives. Our primary objective is to develop inventive advertising that effectively communicates the USP. In the next six months, the hotel wants to increase the number of direct reservations via the Holiday Inn website. The hotel strives to achieve an average review score of at least 4.5 out of 5 stars. Over the next two years, it intends to expand into three more rapidly expanding foreign markets. The company desires to demonstrate its commitment to profitability by establishing a 15% sales growth target for the close of the fiscal year. With these SMART objectives. Holiday Inn will achieve success in the hotel industry (State, 2023).
[bookmark: _Toc137607309]Strategy:
Holiday Inn's mission is to provide extraordinary, one-of-a-kind experiences in exceptional locations, cater to specific customer categories, and place a strong emphasis on welcoming, helpful service. Holiday Inn aspires to be the market leader in the hotel industry by providing superior customer service, differentiating itself from the competition through innovation, and placing customer needs first (HIN, 2021).
[bookmark: _Toc137607310]Changes to the Marketing Mix:
By altering its marketing blend, Holiday Inn intends to enhance its reputation in the business world. Businesses can improve their marketing to attract eco-friendly tourists by emphasizing sustainable practices, providing more personalized amenities and services, utilizing digital platforms to target specific demographics, creating pricing plans that appeal to a wide range of customers, and establishing relationships with influential locals, among other strategies (IHG, 2021).
[bookmark: _Toc137607311]RACE:
The Holiday Inn Hotel uses the RACE model to manage its marketing scheme to overcome difficulties and efficiently communicate with its guests.
[bookmark: _Toc137607312]Reach:
· Increase the number of online fans of the Holiday Inn hotel.
· Work with influential individuals to increase its impact (Shout, 2021).
[bookmark: _Toc137607313]Act:
· Utilize targeted advertising to boost walk-in reservations.
· Provide special discounts and conversion incentives.
[bookmark: _Toc137607314]Convert:
· Contribute to the development of the Holiday Inn online community by joining it.
[bookmark: _Toc137607315]Engage:
· Customer satisfaction is essential for recurrent business 
· Positive reviews on social media and other platforms (Arimetrics, 2023).
[bookmark: _Toc137607316]SOSTAC
[bookmark: _Toc137607317]Situation Analysis
· Examine in depth the current market, the competitive landscape, and client feedback. It is essential to evaluate Holiday Inn using a SWOT analysis.
[bookmark: _Toc137607318]Objectives
· Create SMART (specific, measurable, attainable, relevant, and timely) objectives based on the findings of the study in order to increase consumer satisfaction, revenue, and brand recognition.
[bookmark: _Toc137607319]Strategy
· Determine its market niche, distinguishing characteristics, and competitive strategy. 
· Develop an exhaustive marketing plan that specifies the key techniques and KPIs that will be employed to achieve the desired result.
[bookmark: _Toc137607320]Tactic:
· Utilize marketing strategies such as social media and online advertising, in addition to connecting with prominent characters and launching targeted sales campaigns.
· Providing superior organization, distinctive amenities, and environmentally responsible standards to enhance customer experience (Kenton, 2023).
[bookmark: _Toc137607321]Action
· Ensure you have the necessary resources to execute the marketing plan, assign roles, and establish deadlines.
· It makes sense to monitor the figures and make any necessary adjustments based on what consumers have said.
[bookmark: _Toc137607322]Control:
· Maintain a record of how your marketing efforts compare to your objectives and make any necessary adjustments for maximal performance.
· To optimize the efficacy of your marketing operations, you should use key performance indicators (KPIs) to track progress, guide strategic decisions, and demonstrate success (Nilsson, 2023).
[bookmark: _Toc137607323]Conclusion:
Finally, Holiday Inn Hotels has developed a comprehensive marketing strategy to strengthen its market position and increase brand recognition among customers. Holiday Inn seeks to increase its bottom line by implementing strategic techniques such as SWOT analysis, market segmentation and targeting, marketing mix optimization, and the application of models such as the RACE model. Holiday Inn has established itself as a major player in the highly competitive hotel industry by prioritizing customer satisfaction, providing travelers with unforgettable experiences, and being environmentally conscious. According to the findings and suggestions, Holiday Inn Hotels should prioritize expanding its online presence through targeted online advertising and partnerships with well-known figures. The establishment will attract visitors who care about the environment if it engages in sustainable practices and offers personalized service. 
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