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[bookmark: _Toc127893585]Introduction
The purpose of this marketing plan is to identify the marketing opportunity for the hotel brand Holiday Inn for creating a marketing and communication strategy to accomplish growth and profitability in current climate. For highlighting an effective marketing and communication strategy, the use of 5C’s of marketing, 4’Ps of marketing mix, Bowman’s strategy clock, SWOT, PESTLE, and STP analysis has been carried out for the hotel brand Holiday Inn.
[bookmark: _Toc127893586]Situation Analysis
The application of 5C’c of marketing has been carried out in terms of Holiday Inn for assessing its present performance. 
Company: SWOT analysis
	Strengths
· Wider market and physical present in distinct continents.
· Increased market reach and higher visibility.
· More than 1200 properties at global terms, (Ihgplc.com, 2022).
· Provides customers with range of hotels including medium and high-class differentiations to choose from.
	Weaknesses
· Limited penetration in developing countries.
· Poor digital marketing and communication strategy has impacted its brand awareness and competitiveness, (Kourgiantakis et al. 2021).

	Opportunities
· Increasing engagement of travelers at digital platform in terms of reviews and feedback can be well capitalized for influencing their visiting intention towards the brand, (Wen et al. 2021).
	Threats
· Aggressive competition,
· Lower disposable income and lack of customer intention to visit due to the covid-19 crisis impact, (Li et al. 2020).



Customers: Segmentation and Targeting
Based on segmentation, Holiday Inn does not focuses on particular market segments due to its differentiated products or services that attract different income groups. However, its focusses on customers who prefer a getaway from their stressful lives, making them its major target segment, (Serra-Cantallops et al. 2020).
 With regards to target market, Holiday Inn targets primarily the families and corporates as they are the major customers who prefer to visits for relaxation from their stressful lives. The hotel brand creates a relaxing and enjoyable ambiance that attracts potential guests from the wider marketplace.
Competitors: Perceptual positioning map and Bowman’s strategy clock
[image: ]
Fig: 1 (Top hotel brands in the UK)
Source: (Statista.com, 2022)

The major competitors of the hotel brand Holiday Inn are Walt Disney Parks and Resorts, Premier Inn, Hilton, and Travelodge who are highly focused on effective marketing and communication strategies for increasing their brand awareness, (Refer to the above figure). However, it can be stated that due to lack of effective marketing and communication strategies, the hotel brand Holiday Inn have positioned itself at the 5th position in the hotel industry (Refer to the below figure for perceptual positioning map).
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Fig: 2 (Perceptual positioning map of Holiday Inn)
In terms of Bowman’s strategy clock, Holiday Inn capitalises hybrid pricing strategy by offering quality differentiated products and services at moderate price that both medium and high-income guests can experience with a high perceived value. Additionally, the hotel brand integrates focused differentiation by designing products and services for medium and high-income guests separately that leads to high margins and sustainability within business practices. Lastly, the hotel brand offers standard product in terms of the pricing that assist to enjoy profitability, long-term value proposition and competitiveness in the wider marketplace. This indicates that Holiday Inn’s competitive strategies based on Bowman’s strategy clock falls on 3, 5, and 6 pointers.
Collaborators:
Holiday Inn is associated with major collaborators in terms of partnership including IHG One Rewards, Vignette™ Collection, Iberostar Beachfront Resorts as well as vocal hotels that has offered the hotel brand with growth and profitability over the years, (Wut et al. 2021). On the contrary, the increasing demand for social media and digital advertising affects competitiveness and collaborators approach towards the hotel brands due to lack of marketing and communication tactics initiated by the brand. 
Climate: PESTLE
	Political
	Brexit uncertainties have reduced the number of travelers in the UK, (Kalra et al. 2020). (Threat)

	Economic
	The disposable income and spending behaviour have decreased due to covid-19 crisis within travel industry, (Kim and Jeong, 2021). (Threat)

	Social
	The increasing concern about hygiene, social distancing measure and covid-19 measures have created fear among travelers, (Alvarez-Risco et al. 2020). (Threat)

	Technological
	The rise of influencer marketing by capitalism social media platform to attract potential visitors or travelers have become a trend. (Opportunity)
[image: ]
Marketing and communication opportunity for hotel brands
Source: (Feldman and Richter, 2019)

	Legal
	Increasing regulations and legal issues within the hotel industry impacts business operations, (Kalra et al. 2020). (Threat)

	Environmental
	The awareness among people about sustainable brands and their products or services can be capitalized by hoteliers, (Pamukcu and Sariisik, 2021). (Opportunity)



[bookmark: _Toc127893587]Objectives
SMART goal: To integrate influencer marketing and communication tactics by Holiday Inn to increase reach and visibility in the global marketplace.
	Specific
	To increase reach and visibility of the hotel brand through influencer marketing by capitalizing social media platforms.

	Measurable
	The metrics and analytics along with the integration of digital platforms can assist to measure the engagement of users.

	Actionable
	The social media platforms can be capitalised while contacting relevant influencers to promote the brand.

	Realistic
	It can assist to increase reach and visibility of the hotel brand leading to growth and profitability.

	Timely
	2 years



[bookmark: _Toc127893588]Strategy
Holiday Inn’s unique value proposition is to develop loyalty within its customer base by emphasizing towards a delight and enjoyable experience by anticipating their changing desires for successfully achieving business objective. However, based on the influencer marketing strategy, the younger generation will be targeted within the age group of 18-35 years which can certainly assist to influence the positioning and targeting aspect of Holiday Inn while linking to its value proposition.
[bookmark: _Toc127893589]Tactics
Marketing mix
Product: Holiday Inn’s products and service offerings including technology integration, innovation, luxurious accommodations, and modern amenities are effective in enhancing guest experience, (Wojcieszak-Zbierska et al. 2020).
Place: Customers can capitalize both offline and online platform for booking their stay at the hotel, (Hao et al. 2020). Additionally, the location of Holiday Inn is easily accessible and convenient to guests.
Price: The focus on both medium and high-income customers are effective by the brand to mitigate the issue of lower disposable income as it can lead to potential growth and success.
Promotion: The hotel brand will capitalize influencer marketing for increasing its reach and build loyalty among the travelers. Likewise, the RACE strategy will be used for increasing brand awareness and reach.
Reach: The use of Instagram, YouTube, Facebook, and Twitter social media platform will be carried out for influencer marketing.
Act: A close attention and analysis of key metrics of user engagement will be noted for analysing the increased reach and visibility, (Jones and Comfort, 2020).
Convert: The commercial value of the hotel brand will be analysed by identifying the conversion rate for each guest.
Engage: As it is a long-term approach, the focus on building customer relationships will be primitive for engaging the target market segment.
[bookmark: _Toc127893590]Action
The below table reflects a justified marketing schedule of influencer marketing for Holiday Inn.





Gantt Chart:
	Deliverable
	Targets
	Completion date

	Outreach list of influencers
	Evaluating blog post topics and determining relevant influencers
	March-April, 2023

	Outreach emails of influencers
	Draft and send emails
	April-May, 2023

	Blog posts
	Copy, design, and publishing of blog posts
	May-July, 2023

	Follow-up on of influencers
	Draft and send social media content for influencers to share
	April-May, 2023

	Promotion on social media
	Posts on Instagram, Twitter, Facebook, and YouTube will be scheduled and shared
	May-July, 2023

	Performance measure
	Social media shares and blog traffic will be measured
	August-November, 2023



[bookmark: _Toc127893591]Control
The following are the significant steps to measure and control the success of attracting new customer groups of 18-35 years.
· The Urchin Traffic Monitor will be used to observe individual influencer campaigns based on all the variables, (Bagnera et al. 2020).
· The traffic sources will be analyzed to trace the influencer campaign platform.
· The medium tag checks will be used to analyse profitability through the campaign.
· Both the content and influencer’s campaign name will be analysed.
· To assess new customers, term code will be used for tracking visitor’s clicks.

[bookmark: _Toc127893592]Conclusion
Hence, it has been analysed that Holiday Inn must integrate influencer marketing and communication strategies for comply with the market trend and to successfully capitalize the marketing opportunity to increase profitability and market share in the present competitive business environment.
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Introduction

e As Holiday ranks 5" position in the marketplace within the hotel industry
due to a lack of effective marketing and communication strategy, this
presentation highlights an effective digital marketing strategy by capitalising

on influencer marketing and communication promotional tactics for the hotel

brand.
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4P’s of the marketing mix to target 18-35 years of

customer groups

For Holiday Inn, the age group of 18-35 years can offer the hotel brand growth and
competitivencss in the marketplace (Refer to the figure). The 4Ps of the marketing mix must be

implemented to target this customer group successfully.
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Source: (Statista.com, 2022)
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Capitalising on  influencer marketing and
communication promotional tactic
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Determining the success of the promotional tactic

campaigns by using Urchin Traffic Monitor.
the traffic source of each influencer and campaign
platform.
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assessed for comprehension engagement.
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Conclusion

e Hence, influencer marketing and communication tactics can increase brand
awareness, boost reputation, augment conversions, and generate more traffic

to increase the reach and visibility of the hotel Brand Holiday Inn.
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