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     This marketing plan is formulated for the Holiday Inn hotel that it is actually a key player within this hospitality sector in terms of strengthening the marketing engagement and also unlocking new chances in terms of the actual evolving market scenario.Therefore, this plan it is here as has the goal in terms of helping the stakeholders of this company to take relevant decision in terms of  who are in positions to guide and execute the suggested strategies.
The strategy that has been consider in this context it is related to using relevant frameworks like SOSTAC one Marketing Mix (7Ps) for comprehensive product strategy, and Bowman's Strategy Clock for determining competitive positioning. Through a strategic evaluation of both the micro and macro environments surrounding Holiday Inn, the paper has the main goal to present an innovative and effective marketing plan that can significantly enhance Holiday Inn's market position, customer engagement, and overall brand value.
[bookmark: _Toc137486844]Situational Analysis
Strengths: the company it is widely known for its presence all around the world with a great and solid brand recognition and has an extensive global presence, part of the InterContinental Hotels Group (IHG), affordable pricing(Dash,2016).
Weaknesses: Variability in quality across different locations, less luxurious compared to other brands, less appealing to high-end leisure and business travelers( InterContinetal Hotel,nd).
Opportunities: the ability to expand into further markets it is also very relevant here enabling to the business to make better its digital platforms in terms of the online one that it is allowing to customers to better customer service and engagement, promoting sustainable practices( MarketingDive,nd).
Threats: When considering the threats it is important to be stated that the competition it is high and there are a lot of economic crisis right now and thus relevant shifts in terms of traveling are happening and all of thisdue to environmental and health concerns( MarketingDive,nd).
Customers:
Holiday Inn targets mainly business and leisure travelers that are looking to get relevant and great affordable accommodations at great prices and this company it has a large demographic appeal but has a focus on families and budget-conscious travelers. Data from SimilarWeb indicates a balanced distribution of gender among users, with a prominent presence in the 25-44 age group(Holiday Inn,2022).
Competitors:
Holiday Inn as mentioned above it is a hotel that has a lot of rivals and those are widely known such as hotels like Marriott's Courtyard, Hilton's Hampton Inn, and Best Western. A perceptual positioning map and Bowman's Strategy Clock in the appendix detail this competitive positioning has been consider and applied along with Pestle and Swot one(Reserchomatic,nd).
Collaborators:
Holiday Inn's key parties are its parent company IHG, franchisees, and a range of travel agencies and online booking sides and it is widely known that the company it is partnering itself with a range of airlines and even car booking companies as this it is allowing for the business in terms of adding value for the company( LinkIn Marketing Solutions,nd).
Climate:
The PESTLE analysis highlighting political, economic, sociocultural, technological, legal, and environmental factors affecting Holiday Inn is provided in the appendix(Porter,2008).
Marketing Mix:
Holiday Inn's value proposition it is all about offering all the time relevant comfortable and reliable accommodations in terms of those that are offering leisure and even those that are business travellers. Thus, their pricing it is one competitive as the company it is offering profit in terms of the services that they are getting (Holiday Inn Club Vacations,nd).
Thus, it is important to be mentioned that the company it is using as the main points different e-commerce sites for distribution, along with partnerships with travel agencies. Current promotions and communications focus on safety measures, flexible booking options, and promotional offers for IHG rewards club members ( Holiday Inn Club Vacations,nd).
A renowned brand in the hospitality industry, for optimizing their market presence and opportunities, particularly in a post-pandemic climate. The plan is prepared for the top management of Hilton, which includes key stakeholders and decision-makers who can guide the implementation of the proposed strategies( Holiday Inn Club Vacations,nd).

The plan will leverage several key frameworks: the SOSTAC model for planning, the Marketing Mix (7Ps) for product strategy, and Bowman's Strategy Clock for competitive positioning. Through the strategic analysis of the hotel's micro and macro environments, the plan aims to introduce fresh, creative marketing initiatives, enhancing the Hilton's brand positioning, customer engagement, and overall market presence( Mintz and Currim,2013).

[bookmark: _Toc137486845]Objectives

The objective of this marketing plan is to strengthen the visibility and market presence in terms of the hotel comes with a specific SMART target of increasing website traffic by 15% and boosting social media followers by 20% over the next year. Therefore, this increase will be further recorded and measured through the use of different algorithms along with websites analytics and tis it is asserting hat an accurate reflection of our progress. Additionally, we aim to enhance customer satisfaction scores by at least 10%, as measured by customer feedback and online review scores by Q2 2024. These objectives align with our overarching goal of increasing market share and solidifying Holiday Inn's position within the hospitality sector(Marketline,2022)


[bookmark: _Toc137486846]Strategy
Our new value proposition for Holiday Inn pivots towards "Reliable Comfort, Globally Accessible," and this it is outlining the company presence that it is one global along with the company great commitment in terms of delivering all the time a great high-quality, comfortable guest experience at a reasonable price( Holiday Inn Club Vacations,nd).

We will adopt a strategy of Market Development from the Ansoff Matrix. While the product (the service and experience provided by Holiday Inn) will be kept consistent and thus this will target new market segments and thus the hotel target markets are those that are young and they have a professional profile and even those that are digital nomads who value affordability, reliability, and worldwide accessibility in their choice of accommodation( Dash,2016).Therefore, to be keep this strategy, several modifications will be consider in terms of the actualMarketing Mix:
Product: We will emphasize our global presence and consistent, comfortable service and thus new practices will be consider to target those that are working online and are looking for the hotel to have the basic things in terms of remove working such as rooms or communal areas, high-speed Wi-Fi, and facilities for virtual meetings(Diamond,2015).
Price: Pricing will remain competitive but will incorporate more flexible pricing models, including long-stay discounts and subscription-based pricing to appeal to our new target market segment( Holiday Inn Club Vacations,nd).
Place: Distribution channels will be further enlarged and thus with strong partnerships as been mentioned  with digital platforms and services frequented by young professionals and remote workers. This can include coworking space aggregators and remote work platforms( Lickyer,2007).
Promotion: Promotional efforts will be primarily digital, and the company will highly depend on the social media and thus it is important to consider the  new target market and come with relevant strategies related and here can be placed different marketing campaigns that will help and will outline the hotelcommitment to the comfort and convenience of remote workers(InterContinental Hotel’s Group Plc,2022).
People: Staff training will be enhanced to ensure that employees can adequately cater to the needs of remote workers( Holiday Inn Club Vacations,nd).
Process: Online check-in and digital concierge services will be introduced for added convenience( Holiday Inn Club Vacations,nd).
Physical Evidence: The hotel will provide designated areas optimized for work, such as sound-proofed rooms and conference facilities( MarketingDive,nd)
[bookmark: _Toc137486847]Tactics
To implement the strategies developed in the above section there has been consider the application of a great framework known as RACE (Reach, Act, Convert, Engage) in combination with an updated communication mix(Reserchomatic,nd).
Therefore, in this context it is important to consider each of the component:
Reach: we will consider the further growth the brand image of the company among young professional and those digital and we will do this using different social media apps to target this and even partner with different people that are famous from the digital nomad community(Crunchbase,2022).
Act: In the act stage, the main goal it is to further interact and create relevant relationships in terms of reaching the potential clients and thus we will engage with social media presence and thus positing all the time relevant content and this virtual hotel tours, and customer testimonials will be considered ( Holiday Inn Club Vacations,nd).
Convert: To convert our leads into clients we will consider to come with a range of e-mail marketing campaigns that will help to target the clients and to better increase the company brand .These campaigns will offer exclusive deals and discounts. On the website, we'll optimize the booking process to be as straightforward and user-friendly as possible.
Engage: Post-purchase, we'll keep engaging with customers through follow-up emails and personalized offers. We'll also encourage them to share their experiences on social media, offering incentives like discounts on future stays( Mintz and Currim,2013)
[bookmark: _Toc137486848]Gant Chart
Provided in the appendix:
Action
Our marketing activities, as represented in the provided Gantt chart, are strategically timed and organized across various channels to achieve our objectives effectively everything has been structured by the activities and everything will be followed in order to reach the final goal of the marketing plan and everything in terms of email marketing campaigns, offering exclusive deals, have been already scheduled
Control
Success will be measured through the use of a range of metrics in terms of the KPIs and other relevant channels in terms of media promotions and thus we will consider to further track this engagement and everything will be calculated using relevant metrics ( Holiday Inn Club Vacations,nd).

Conclusion
The proposed marketing plan aims to position Holiday Inn as a preferred choice for young professionals and digital nomads,  as has bene mentioned above and the brand will leverage on using relevant social media platforms and thus adopting a great Market development strategy in terms of the Ansoff Matrix and making necessary adjustments in the Marketing Mix, the plan lays out a comprehensive roadmap to reach, engage, and convert this new target segment.
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Microsoft_Excel_Worksheet.xlsx
NPV



				Interest rate (r)		0.02

								Project A (£)				Project B (£)

						(1+r)n		Future Value		Present Value		Future Value		Present Value

				Year 0						-15,000				-15,000

				CF1		1.02		2,000		1,961		5,000		4,902

				CF2		1.04		8,000		7,689		6,000		5,767

				CF3		1.06		9,000		8,481		1,000		942

				CF4		1.08		3,000		2,772		4,000		3,695

				CF5		1.10		5,000		4,529		2,400		2,174

				NPV		sum of Present values				10,431				2,480
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SWOT Analysis:

Strengths

Weaknesses

Strong brand recognition

Quality inconsistency across properties

Part of IHG Less luxury compared to others
Global presence Less appealing to high-end customers
Affordable pricing

Opportunities Threats

Emerging markets

Intense competition

Digital platform improvements

Economic downturns

Sustainable practices

Environmental & health concerns

PESTLE Analysis:
Factor Relevance
Political Regulations on tourism, local taxes
Economic Global and local economic conditions
Sociocultural Changing travel preferences, increase in solo and eco-friendly travel
Technological Online booking, digital marketing, virtual concierge services
Legal Compliance with employment laws, health and safety regulations
Environmental | Sustainable practices, waste management
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| Client Profiles: Our main clients are tourists and business
travelers, but we see a developing market for domestic
tourists and neighborhood vacationers.

Competition: Local boutique hotels that offer distinctive
experiences and worldwide chains that provide comparable
services are our rivals.

Collaborations: Strong connections with airlines and travel

companies increase the number of visitors we receive. It will

be advantageous to develop current collaborations further and
into new ones (IntercContinentanl Grpup,nd)

PESTLE Perspectives Our operations are impacted by
political and economic variables like international travel
restrictions and the economic recovery. Sustainable travel is
becoming more and more popular, according to sociocultural
trends. Technological developments present possibilities for
improving the visitor experience. We must follow constantly
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into account when conducting our business.(Lockyer,2007).
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Objectives and Strategy:

Set a SMART goal. Over the next year, increase hotel
occupancy by 20% and improve brand recognition to reach a
wider audience
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Adapt sustainable methods to the hotel industry
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