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[bookmark: _Toc151050549]Introduction
Both opportunities and obstacles are covered in this Holiday Inn Leicester marketing strategy. It guides the hotel's management team going forward. Holiday Inn Leicester can promote by updating its facilities and services to meet client needs. The four Ps, Ansoff's grid, and SOSTAC will form the foundation of the plan. The hotel's internal and external environments are analysed, and frameworks for defining specific goals, developing winning strategies, putting tactical plans into practice, and identifying key performance indicators to gauge success are all implemented in this plan. In the current business climate, the objectives are to strengthen the hotel's position in the market, draw in more guests, and boost profitability.
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The five C's are as follows: Climate (external macro factors), Collaborators (partnerships), Customers (segmentation and targeting), Competition (positioning), Company (internal analysis), and their effects on the marketing mix (Cateora, 2022).
Company: SWOT analysis 
Customers are drawn to the Holiday Inn Leicester because of its reputation for both its location and its brand. Its aged infrastructure and limited meeting spaces present problems, as the economy of the town is dependent on seasonal tourism (Holiday Inn, 2023). Opportunities offer themselves when facilities are modernised to satisfy the preferences of travellers; yet, regional competitiveness and economic volatility need revisions to strategic plans.
Customers: Segmentation and targeting 
Segmentation and targeting should align with the modernised marketing potential of the Holiday Inn Leicester. Better facilities, family-friendly services, and contemporary comforts may be desired by business, family, and leisure travellers (Jones, 2023). The hotel's modernisation to accommodate shifting customer preferences through tailored promotions, unique packages, and enhanced experiences should be highlighted in targeting efforts.
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Figure 1: Perceptual Positing Map
Source: Author
Bowman’s strategy clock: Differentiation and low prices are examples of competitive strategies. By prioritising modernism and low pricing, Holiday Inn Leicester strikes a balance between differentiation and hybrid methods in response to evolving client demands (Kotler, 2019).
[image: Pin on strategic analysis]Holiday Inn

Collaborators: Holiday Inn Leicester has solid business-to-business (B2B) relationships with corporations, local travel agencies, and event management companies. These contracts are intended to broaden the hotel's appeal and cater to guest requirements (Mackinlay, 2023). The hotel has established mutually beneficial agreements by franchising in important tourist destinations to increase its market presence and leverage its brand name.
Climate: The Holiday Inn Leicester's PESTLE study reveals several macro-environmental factors. Political changes in regulations may have an impact on hospitality (Wise, 2023). Variations in the economy have an impact on businesses. Consumer behaviours and preferences vary among cultures. Adopting technology is necessary to enhance service. Local and federal laws have to be complied with. Environmental concerns are supported by eco-friendly practices.
Marketing Mix: There are a lot of important components in the Holiday Inn Leicester marketing mix. The product enhances amenities, services, and rooms. To be profitable and competitive, price strategies are necessary (Etzel, Walker and Stanton, 2019). To reach more people, place entails analysing distribution channels and enhancing online presence. Promotions at contemporary hotels need to be assessed to make sure a consistent and enticing message reaches prospective customers.
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The SMART objective of the marketing plan is to increase overall occupancy rates by 15% within 12 months, targeting business and leisure travellers, by optimising room quality, enhancing amenities, and launching targeted marketing campaigns to align with changing customer preferences and position the hotel as a modern and appealing choice. This will be accomplished after the Holiday Inn Leicester has updated its facilities and services (Alnawas and Brown, 2019).
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The Holiday Inn Leicester is prepared to improve its facilities and services to renew its value proposition, which coincides with an opportunity to advertise the hotel. The hotel's market penetration strategy and diversification plan are both guided by Ansoff's matrix (Hultman et al., 2020). To break into the market, you need to upgrade your offerings, make your customers' experiences better, and generate more targeted marketing efforts. The provision of additional services to entice business travellers, families, and leisure passengers is an essential component of diversification. By making this alteration to the plan, the venue will become more contemporary and appealing to a wider variety of customers (Ndiuini and Baum, 2020). By adapting to shifting customer expectations, Holiday Inn Leicester hopes to increase its brand awareness, market share, and competitiveness in the highly competitive hotel business.
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Strategies
The Holiday Inn Leicester will be updated with RACE technology.
Relate: Customers will experience a greater sense of connectedness if the hotel emphasizes its commitment to modernism (Boakye et al., 2021).
Attract: Increase the business brand's visibility by luring customers through various online and offline channels, such as revamped content for social media platforms and advertising sent to specific audiences via email.
Convert: To encourage more bookings, the hotel provides a variety of individualised deals and specials (Yousaf et al., 2021).
Engage: Customers will be engaged if they are allowed to provide post-stay feedback and participate in loyalty schemes.
New communication tactics 
A strategy that is driven by the material being presented will be utilised to solve the issues. This plan will contain interesting blog entries, films, and content provided by users to showcase the updated facilities (Fatima and Elbanna, 2020). Makeovers, both before and after, will be the focus of social media marketing to increase anticipation. The use of targeted incentives and post-stay feedback will be emphasised through email marketing to increase client engagement. These tactics aim to remodel the hotel's digital presence, foster excitement, and develop relationships with guests to bring the establishment into line with modernization efforts and evolving customer preferences.
Current communication analysis 
The current communication strategies used by hotels do not convey a coherent and up-to-date message. Particularly problematic has been social media, which has failed to emphasize the updating of facilities. Email marketing is largely generic, and research conducted by SimilarWeb reveals an alarming decline in website visits (SimilarWeb, 2023). To address these concerns, the hotel plans to implement content-driven social media strategies, customised email marketing campaigns, and real-time analysis of SimilarWeb data. These methods intend to produce a consistent and engaging online experience to meet the increasing needs of modern customers and to live up to their expectations.
These processes aim to provide an online presence that is consistent and appealing, to maximise the involvement of customers, and to adapt the products and services offered to changing customer preferences.
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Gantt chart 
[image: ]
The marketing channel timetable was influenced by several things. To reach tech-savvy customers, social media and online advertising are prioritised. Second, the plan accounts for hotel sector seasonality, with greater promotion during peak travel seasons (Michopoulou and Moisa, 2019). Previous performance indicators and SimilarWeb data directed resource allocation to channels with the highest ROI. Overall, this method ensures a balanced, customer-centric, data-driven marketing strategy.

[bookmark: _Toc151050555]Control 
Acquiring more customers, increasing profitability, and cultivating a better perception of the brand are the metrics that will be used to evaluate success. In this measurement, we will look at occupancy, website traffic, and digital customer interaction. The positivity of the brand will be measured through comments and surveys from customers (Cateora, 2022). Tracking profits requires conducting regular financial assessments and calculating cost-to-revenue ratios. The modernization of the hotel and the achievement of the marketing plan's improvement targets are both ensured by continuous KPI monitoring. 
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The necessity for Holiday Inn Leicester to adjust to the shifting preferences of its guests is addressed in the hotel's marketing plan. Challenges can come in the form of significant investments in refurbishing, fierce market rivalry, and a distinct digital strategy that focuses on the client. For the plan to be successful, it emphasizes data-driven methodologies, effective partnerships, and modernization. The researcher advises making ongoing adjustments based on the results of key performance indicators (KPIs), incorporating feedback from customers, and taking a proactive approach to remain competitive in the dynamic hospitality industry. The strategy is to establish the Holiday Inn Leicester as a cutting-edge and appealing location.
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[bookmark: _Toc151050559]SWOT Analysis  
	Strengths
	Weaknesses

	· Central location
· Recognized brand (RBH, 2023).
· Established customer base
· Skilled staff
	· Outdated facilities
· Limited meeting space
· Dependence on seasonal tourism
· Ageing infrastructure

	Opportunities
	Threats

	· Modernisation and renovation
· Increasing business travellers
· Expansion of amenities
· Enhanced marketing strategies
	· Intense local competition

	· 
	· Economic downturn
· Regulatory changes.
· Shifting customer preferences
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PESTLE Analysis 
	PESTLE Factor
	Description

	Political
	Government stability, regulations, tax policies

	Economic
	Market growth, inflation rates, employment trends

	Social
	Cultural shifts, demographics, lifestyle changes

	Technological
	Advancements, innovation, automation impact

	Legal
	Legislation, compliance, industry-specific laws

	Environmental
	Climate change, sustainability, ecological concerns
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Figure: Traffic Data
Source: (SimilarWeb, 2023).
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· For the Holiday Inn Leicester in the current context, this marketing plan seeks chances and solutions. 
· Marketing opportunity for Holiday Inn Leicester to update its facilities and services to meet client needs.
· Prepared for hotel management. The strategy will be based on SOSTAC, 4Ps, Ansoff's matrix, and other theories.

[image: ]
Holiday Inn Leicester's strengths are its central location and reputed brand. However, outmoded facilities may be weaknesses. Renovating and modernizing offer opportunities, while competition represent risks. Target specific consumer profiles by segmenting customers by demographics, psychographics, and behavior. Analyze online traffic with SimilarWeb. Analyze competitors' locations using perceptual positioning maps and Bowman's strategy clock. Find ways Holiday Inn Leicester can stand apart (Jones, 2023). Assess B2B partnerships, franchises, and relationships for growth. Evaluate political, economic, social, technical, legal, and environmental aspects. Understand business externalities.
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To solve the issue the business must have to achieve this objective. 
[image: ]
The focus of the hotel's new value offering is modernity. To achieve this, Ansoff's matrix recommends market penetration and diversity (Hultman et al., 2020). To attract new client demographics, marketing efforts must be increased. Product improvements, competitive pricing, better distribution strategies, and more persuasive advertising will all be part of the marketing mix.
[image: ]
RACE will come first, then tactical implementation. To resolve problems via situational. Make Use of Email, Social Media, and Content Marketing. To raise the hotel's online presence, work with influencers to create content, publish user-generated content, and create interesting content (Boakye et al., 2021). Use personalized emails to re-engage past customers and advertise exclusive offers. Regularly examine SimilarWeb statistics to monitor internet traffic and identify areas that require improvement. 
[image: ]
The Gantt chart was used to arrange timetables and marketing activities. Marketing channel scheduling will be determined by the target audience's preferences and the requirement for a consistent message across all channels.
[image: ]
Brand sentiment, web traffic, occupancy rates, and profitability will all be used to gauge success (Cateora, 2022). If these data are routinely tracked and examined, they will demonstrate the efficacy of the marketing approach.
[image: ]
The marketing plan for the Holiday Inn Leicester takes into account potential challenges and seizes upon available opportunities. It is advised that you undertake modernization, expansion, internet presence, as well as customer engagement and satisfaction. The plan includes both SMART goals and an in-depth approach for achieving those goals within the existing environment.
[image: ]
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Objectives

+The SMART goal of this
marketing campaign is to increase
Holiday Inn Leicester's occupancy
by 15% within a year.
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Strategy

« The hotel's new value proposition emphasizes modernization.

* Ansoff's matrix suggests market penetration and diversification to
attain this goal.

+ This requires growing marketing to attract new customer
demographics (Hultman et al., 2020).

» The marketing mix will include product enhancements, competitive
pricing, improved distribution methods, and more convincing
advertising.
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Control

* Success will be measured by:
Occupancy rates

Brand sentiment (Cateora, 2022).
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+ These metrics will reveal marketing plan effectiveness if monitored
and analyzed regularly.
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Conclusion

« Holiday Inn Leicester's marketing plan addresses obstacles and seizes
possibilitics.

- Modernization, expansion, internet presence, and  consumer
engagement and happiness are recommended.

« The plan has SMART goals and a thorough strategy for success in the
current context.
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