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Introduction
[bookmark: _Hlk137593079]
The initiatives for the hotel Holiday Inn are described in this marketing plan. It tries to offer road map for attaining marketing goals and maximising the market potential. The strategy is created for the hotel management team and acts as roadmap for growth and success.
The use of important frameworks like Marketing mix, Browman’s Strategy Clock, Ansoff Matrix and SOSTAC (Situation Analysis, Objectives, Strategy, Tactics, Action, and Control). These frameworks will help achieve goals and ensure the plan’s success. This marketing strategy intends to direct Holiday Inn towards accomplishing their marketing objectives and being competitive in the ever evolving market landscape.





















Situational Analysis
A well-known hospitality business that provides lodging and related services to consumers, the Holiday Inn. This situational analysis seeks to offer a thorough overview of these business, considering both micro and macro factors. This situational analysis will provide insights into the current state of the business by examining the strengths, weaknesses, opportunities, and threats (SWOT) of Holiday Inn, comprehending customer segmentation and targeting, assessing competitors using perceptual positioning maps and Browman’s strategy, examining collaborations and relationships, and evaluating the external environment using PESTLE analysis.
Micro Analysis: A SWOT analysis is performed on Holiday Inn to evaluate internal components. Strong brand awareness, a sizable client base, and broad range of services are some of the strengths. (Holiday Inn 2021). The requirements for ongoing innovation and risk over dependence on current consumer segments are possible weaknesses. Growth can be fuelled by spotting market expansion into developing countries. Threats like fierce rivalry and economic downturns are considered.
Client Analysis: Targeting and segmentation are essential for comprehending the client base. Customer’s profiles must be determined, and business must adjust marketing plans accordingly. SimilarWeb (2021) claims that business cater to wide spectrum of clients, including families, business travellers and vacationers.
Perceptual positioning maps can be used to analyse how hotel positioned in relation to their rivals. Tool offers information how consumers see various market players. In order to assess competitive advantage in terms of cost leadership or differentiation, Bowman’s strategy can be helpful.
Partnerships, franchises and collaborations, help Holiday Inn succeed. It helps connect Holiday Inn and their partners, including airlines, travel agents and internet booking services. Keeping solid partnership can grow consumer base and access new markets. PESTLE analysis offers a framework for evaluating the external elements that impact Holiday Inn. External analysis (Macro Analysis). Government travel and tourism regulations are examples of political factors. Consumer spending power impacted by economic issues like inflation and exchange rates. Customers’ expectations are shaped by travel trends and preferences. Environmental issues, regulatory restrictions and technology improvements are considered.
In conclusion, our situational study of Holiday Inn has shed important light on the micro and macro surroundings of business. Strategic decision making is made possible in maintaining competitive edge in the hospitality market.





Objectives
Within six months, increase website traffic by 10% (Holiday Inn, 2021). Goal tries to improve website visitors, which result more bookings and income. By the end of year, increase social media followers by 15% (Holiday Inn,2021). Goal focus in increasing company’s social media involvement to help reach larger audience and brand loyalty.
In the upcoming quarter, raise customer satisfaction scores to 90% (Holiday Inn, 2021). 
In the following year, raise direct booking through official website by 20% (Holiday Inn, 2021). Encouraging clients to make direct reservations to minimise reliance on third party booking and maximise profitability.
Increase brand recognition by 25% within six months (Holiday Inn, 2021).





















Strategy
The marketing mix will need to change to effectively implement this plan. The following modifications can be considered:
Product: Concentrate on strengthening service quality, guaranteeing uniform standards across all properties, and resolving the specific issues identified in the bad reviews, implementing training programmes for employees to deliver great service.
Price: Use aggressive tactics and marketing campaigns to draw in new clients and entice them to select Holiday Inn over other businesses. Think about introducing specialized discounts. .
Place: Explore new locations to expand Holiday Inn. Identify potential growth markets, both domestically and internationally, 
Promotion: Launch targeted marketing campaigns. Utilize various channels such as social media and online advertising to improve customer experience. Highlight positive reviews. Collaborate with influencers to endorse the brand.
From Ansoff’s matrix, strategy Holiday Inn should implement market development strategy to promote growth. Enhance market shares and introduce existing items on new areas (Ansoff, 1957). 


















Tactics
Employ an integrated Marketing Communications (IMC) strategy: Holiday Inn should use an integrated marketing communications strategy to address the problems found in the situational analysis. With this strategy, a coherent brand image and consistent messaging are guaranteed across all communication platforms (Kotler et al., 2021). The organization can improve their total communication efficacy by coordinating all marketing initiatives, including advertising, public relations, direct, marketing, and digital communication. Enhance Online Presence and Engagement. In order to solve the difficulties found Holiday Inn should concentrate on enhancing their online presence and engagement. This can be accomplished through producing engaging website content, improving websites exposure in search engines, and successfully utilising social media platforms (Jobber & Ellis-Chadwick, 2016). Brand impression and customer engagement can be enhanced by often updating social media accounts, swiftly answering questions and comments from customers, and publishing pertinent and interesting information.
Personalise Communication Efforts: Holiday Inn should develop personalised communications that appeal to the target markets in order to address the new mix and strategy. Use customer segmentation data to target particular consumer groups with messages, offers, and promotions (Kotler et al., 2021). To improve customer experiences and foster customer loyalty used targeted advertising, loyalty programmes, and personalised email marketing campaigns.
Leverage Influencer Marketing: to enhance brand visibility and credibility, Holiday Inn should consider collaborating with influencers or industry experts. Identify influencers with strong following and influence in the target the markets and establish partnerships for sponsored content, reviews, or endorsements (Kotler et al,. 2021). This can help expand reach, attract new customers, and build trust in the brand.
To address the issues identified in the situational analysis and align with the new mix and strategy, Holiday Inn should utilize an integrated marketing communications approach, enhance their online presence and engagement, personalize communication efforts, leverage influencer marketing, and implement content marketing strategies. These tactics can improve brand perceptions, customer engagement, and ultimately contribute to the success of the organization.
Marketing tactics that should be used like advertising, content marketing , email marketing, influencer marketing, search engine optimization, social media marketing and word of mouth marketing. This can be used to create comprehensive marketing strategy.





Action
Schedule for the marketing channels:
January
Advertising on social media as a marketing channel
Metrics: increasing website traffic from social media platforms and social media involvement (likes, comments, and shares)
April
Email marketing is a marketing channel. Measurements include open rates, click-through rates, and conversion rates (for reservation rates or inquiries)
July
Marketing Channel: Influencer marketing 
Metrics: Collaborations with influencer’s audiences and interactions with their content.
September
SEO (search engine optimization) marketing channel
Metrics: include and increase in organic website traffic and better search engine rankings.















Control
To evaluate success of marketing initiatives in luring and converting new business, keep track of the amount of new clients obtained over predetermined timeframes, monthly or quarterly (Kotler et al,. 2021).
Brand Attitudes and Perceptions: for regular pulse on consumer perceptions, conduct survey. To assess the effect of marketing efforts on brand perception, take into accounts metrics like band awareness, brand image and consumer satisfaction (Kotler er al,. 2021).
Track Hotel’s financial performance, including revenue and profit margins, to determine how marketing initiatives affect their bottom line. Compare financial data before and after launching marketing initiatives (Jobber & Ellis-Chadwick, 2016).
Metrics for websites and social media: to determine the success of online marketing and gauge the level of audience involvement, track websites traffic, engagement metrics (such as time spent on site, bounce rate) and social media analytics (such as followers, reach and engagement) (Chaffey et al,. 2019)
Client Retention and Loyalty: Measure  customer retention rates, repeat bookings and loyalty programme membership (Jobber & Ellis-Chadwick, 2016).
















[bookmark: _Hlk137596842]Conclusion
Ultimately, the situational analysis revealed that important information about their advantages, disadvantages, opportunities, and dangers. 
To deliver consistent messaging across numerous platforms, an integrated marketing communication method was first recommended. This improved engagement and perception of the brand. Second, it was suggested to increase online visibility and engagement using social media advertising, email marketing, influencer partnerships and search engine optimization.
The use of specific metrics and KPIs, such as social media, website traffic, email, click through rates and conversion rates, will enable marketing effectiveness. By monitoring these metrics, Holiday Inn can assess their success and make driven decisions for future efforts.
Further recommendations include regularly reviewing brand perception and customer satisfaction through surveys, monitoring revenue and profit growth and nurturing customer loyalty through loyalty programs.
In implementing these strategies and measuring their impact, Holiday Inn can enhance their market position, attract new customers, improve brand perception, and drive profitability.
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STRATERGY

. Objective: Improve brand reputation through growing the market.
. Growing into new markets and bringing in new customers will increase brand perception.
. Modifications to the marketing mix:

. Strengthen service quality, make sure standards are consistent, and solve particular problems mentioned
in unfavourable evaluations. Implement employee training programmes for top-notch customer service and
prompt problem solving.

; Price: To draw in new customers, use aggressive price strategies and focused marketing campaigns. To
improve the value offering, think about introducing specialised deals or discounts for certain market niches.

- Phace: To increase Holiday Inn's reach, investigate new market niches and areas. Establish a presence in
any possible growth markets—both domestically and abroad—where there is a need for high-quality lodging.

. Promotion: In order to restore the brand's reputation, launch focused marketing initiatives. Use  variety
of platforms, including social media, internet advertising, and conventional techniques, to promote positive client.
feedback and share the improved customer experience. For endorsements and credibility, work together with
thought leaders or subject-matter experts.

. Market Development in the Ansoff Matrix

. Increase market share and increase consumer base by launching current items into new markets.

. Importance: By locating underdeveloped market segments or venturing into uncharted territory, make
use of well-established goods and services to draw in new customers and boost revenue.
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ADVICE

Product: Consumer trends and preferences are identified through market research.
Adapt your offers to new target markets' specific needs.

To accommodate different tastes, take into account including new features or alterations.
Price: Examine the pricing strategies used by rivals in new markets.

Prices should be adjusted to reflect perceived value and be competitive.

Location:

Analyse the viability of increasing your physical presence or your distribution channels.
Analyse the logistical, legal, and infrastructure requirements.

For simpler market access, form partnerships or alliances with local organisations.
Promotion: Develop targeted marketing programmes for fresh target markets.

Create promotional materials and distribution strategies that are tailored to their tastes.
Make use of internet marketing, local advertising, and social media.

Examine and alter operating procedures in order to expand into new markets.

Make that the quality control, customer service, and supply chain management systems are
efficient.
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TACTICS

of communication by coordinating marketing campaigns,
marketing, and electronic communication.

media profiles frequently, and swiftly address
- g Bent Sy

 Develop personalised messaging mgwsmnlﬁ..g communication efforts.

* Importance: Boost client loyalty and experience.

- Strategresc UL S .. ior, SN ... v SRR .. 1hychy
programmes, and targeted advertising.
" Leverage Increase brand reputation and visibiity via influencer marketing.

* Importance: Increase brand recognition, draw in new clients, and broaden your audience.

~ Strategies: Work together to create sponsored content, reviews, or endorsements with industry influencers
or experts.
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Holiday Inn:

Schedule for the marketing channels: January
Advertising on social media as a marketing channel

Metrics: Increasing website traffic from social media platforms and social media involvement (likes,
comments, and shares).

Year: April

Email ing is a marketing channel.

open rates, click-through rates, and conversion rates (for reservations or

ncer Marketing Metrics: Collaborations
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CONTROL

SEO Optimisaton: In rder o draw in cients who are actively sesking, put your attention an improving search engine ranks and optimisig website
content i September:

K Key Performance Indictors
The acquisiion ofnew chents:

Detarmine how many e cents e scquiced on 3 monthy o quartrly b, for sxample
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Financal Prformnce: Motor ssles snd profit margin t gauge how markating fots are sflctingthe bottom ine.
Metric for websites and socil meda:

Keep trac of websitatrafic engagement metrics (uch 2 bounce rate and time spent on the i), and socal media analyics (such s engagement,reach,
and followers)

lient Retantion and Loyaey: To assess effrts to foster customer loyalty, track customer rtention rates, repeat reservations, and loyaky programme.
membership.
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CONCLUSION

Holiday Inn's Strategic Recommendations

- Deliver messaging across via integrated marketing communications.

Boost brand awareness and consumer interaction.

r ‘Online Presence and Activity:

. Increase brand isibilty and audience reach with social media advertising.
Use personalised message in email marketing to boost engagement.

hips with Work with i to provide sincere and attract new audiences.

Search engine optimisation: Increase website visibilty and draw in clients who are actively secking.
KPIs and metrics

Monitoring engagement, reach, and follower numbers on social media.

Track the quantity and of o your website, i how long they stay and how often they leave.
- Measure the open, dlick-through, and conversion rates for emails.

- Surveys should be taken to determine how customers feel about brands and brands in general.

B Financial Performance: Track the expansion of sales and profits.

B Personalised communication strategies should be used.

B Use loyalty schemes to encourage repeat business.

B These tactics can help Holiday Inn strengthen its position in the. draw in new clents, brand perc
‘and increase profitabilty
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SITUATIONAL
ANALYSIS

SWOT Analysis: Analyse internal elements of the company, including its strefigths, weaknesses,
‘opportunities, and threats.

Strong brand recognition, a sizable clientele, and a wide range of services are strengths.

Weaknesses: Requirement for constant innovation; danger of becoming overly dependent on existing market
segments.

Targeting and segmentation based on client analysis: Recognise client profiles and modify marketing strategies
as necessary.

Numerous types of clients, including families, businessmen, and tourists.
Analyse how Holiday Inn is positioned in relation to competitors using perceptual positioning maps.
Assessing competitive advantage in terms of cost leadership or differentiation is Bowman's strategy.
Relationships and Partners: The Value of Partnerships airline, travel agency, and internet booking service
partnerships.

Access to new markets and client growth are facilitated by strong collaborations.

Analysis of the External Environment (Macro Analysis):

Analyse the forces affecting politics, economics, socioculture, technology, law, and the environment.

Examples include laws and regulations, the state of the economy, changing travel patterns, and technological
developments.
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OBJECTIVES

Importance: More website traffic may result in
Increase Social Media Presence: By the end of the year, the goal is to gain 15%
on social media. e
Importance: Promote brand loyalty, increase social media engagement, and reach a bigger

audience.

Increased Customer Satisfaction: Goal: In the coming quarter, increase customer satisfaction
levels to 90%.

Importance: Providing outstanding customer service improves brand reputation and promotes
repeat business.

Boost Direct Bookings: In the coming year, we want to see a 20% increase in direct bookings
made through the official websites.

Importance: Increase revenue while minimising reliance on outside booking services.

Enhance Brand Recognition: Within six months, the goal is to increase brand recognition by
25%.

Importance: Raising brand recognition among the target market wil increase consumer
consideration and preference.
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