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[bookmark: _Toc121239827][bookmark: _Toc120009365]Introduction
According to Morrison (2022, ch.1, p.5) the marketing strategy ensures the detection of valuable methods that help identify the needs and desires of the consumer, as well as the needs of the organization itself. The selling of "intangible products" makes up the majority of the service sector, often known as the tertiary sector of the economy. More people are employed by the service sector than by the main (agricultural and mining) or secondary (manufacturing) sectors, which include the hotel and restaurant industries, healthcare, and hospitals (Adhikary, 2022). This marketing plan describes the research of marketing tactics using the Holiday Inn Company. 
[bookmark: _Toc121239828]Situation Analysis (5 ’C’s)

1. Company: SWOT analysis (Micro analysis) 
	Strengths
	Weaknesses

	· Thanks to effective advertising, there is a high level of brand recognition;
· There are 1200+ hotels globally.
	· Continuing to work on expanding penetration in developing economies;
· A large number of rivals results in a little market share.

	Opportunities
	Threats

	· Country-specific holiday deals;
· Technology facilitated bookings.
	· An indirect effect of rising operating costs on hotel prices;
· The impact of Covid-19 and the war in Ukraine on the hotel industry.


(Gowrea, 2021)

Threats can come from a variety of sources, including increasing competition, shifting governmental priorities, rivalry in goods and services, etc (Frye et al. 2020). Risks might manifest as problems that could hurt a company's performance.

2. Customers
People use Holiday Inn hotel for a number of reasons, including business travel, vacations, and visits to friends and family. Depending on the temperature in the area, a person could decide to stay at a certain hotel (Kang et al. 2022). Holiday Inn hotels are intended for customers with medium incomes and ages between 25-50. 

3. Competitors: Porter’s Five Forces 
	
Threat of new entrants
	· Innovation of new services and products. It brings new customers and gives old customers a reason to return.
· Spending money on research and capacity building. These actions discourage competitors and new players in the hotel industry.

	Threat of substitutes
	· Service-oriented, not just product-oriented.
· Knowing the customer's needs above what he buys.

	
Bargaining power of buyers

	· Building a large customer base.
· Limitation of the bargaining power of consumers through the rapid innovation of new products and services.

	Bargaining power of suppliers
	· Efficient supply with several suppliers.
· Expanding suppliers whose business depends on the company.

	

Degree of rivalry 

	· Various offers at affordable prices, maintaining the quality standards with which it has won a well-defined market segment;
· The constant attempt to create an authentic experience familiar to the guest.


(Goyal, 2020)

By researching the Porter’s 5 forces analysis table (see Appendix 1), Holiday Inn hotels can identify trends early and respond quickly to exploit opportunities.

4. Collaborators
InterContinental Hotels Group this year performed a new development of the Journey to Extraordinary campaign for Holiday Inn brand. The strategy will be that the Holiday Inn brand will promote journeys of two small businesses like: Sword & Plough and Perfect 10 Foods. In this way Holiday Inn hotels will represent a strength of an ability to give a hand to others to grow (IHG, 2022a). 
Franchising makes up a huge part of IHG’s business strategy (Martin, 2020). IHG's largest franchise partner in Europe is Kew Green Hotels, after the acquisition of 19 Holiday Inn hotels from LRG Holdings. Under the franchise agreement, these properties will be renovated but continue to operate under the Holiday Inn name.

5. Climate: PESTLE analysis (Macro analysis) 
PESTLE analysis (see Appendix 2) is a powerful tool that can be used to investigate strategic situations in a successful business (IHG, 2022b).
	Political
	Economical

	· Impact of Brexit referendum;
· The war in Ukraine;
· Level of corruption.
	· Effect of Covid-19 on the global economy;
· Infrastructure quality in the hotel industry.

	Social
	Technological

	· Impact of epidemic virus spread;
· The cultural differences.
	· Social media listening platforms;
· The recent technological developments of Holiday Inn Hotel competitors.

	Environmental
	Legal

	· Holiday Inn water risk assessment;
· Green engages system- sustainable business practices.
	· Travel restrictions;
· E-commerce and consumer protection.



[bookmark: _Hlk119680965]With only one poor decision, a country may lose a significant portion of its GDP (Osborne, 2019, ch.6, p.82). Holiday Inn hotels owners adhere to innkeeper regulations, ensuring the safety, well-being and property of guests. 

[bookmark: _Toc121239829]Objectives
The goal of this marketing plan is to achieve a 25% increase in direct bookings by new consumers at Holiday Inn hotels in 2023 by providing childcare services.
[bookmark: _Toc121239830]Strategy
An and Han (2020) state that the creation of value through customer involvement arises from the sales environment that offers them experiences based on personalizing the consumer's lifestyle. According to the management policy, the Holiday Inn hotel should employ licensed childcare companies or any hotel staff who have been trained in babysitting service in order to provide such services to guests (see Appendix 3).
According the Ansoff Matrix (see Appendix 4), it can be concluded that for the creator of a marketing plan, tactics define the correct decisions related to business promotion. The truth is that no marketing strategy will 100% withstand meeting the first customer. 
[bookmark: _Toc121239831]Tactics
1. Product
Kotler et al. (2018, p.228) defines the positioning of a product as the place occupied by it in the mind of the consumer relative to the competing product or service. The new service of the Holiday Inn hotel will be childcare at the door of the hotel room. 

2. Place (Distribution)
Holiday Inn hotels, in addition to the mandatory and free services, also offer services that are paid extra. Childcare will be the new service offered within these hotel chains. Information on how and where to obtain this service will be available in the rooms, on the floors and in the lobby. Selling will be made by the hotel’s sales staff directly to customers.

3. Price
With the implementation of the childcare service, hotel managers must aim to achieve a high level of sales for new customers and recover the investment made. Hourly rates will start from £8.75 and a 3-month membership will cost £14.95, regardless of the child's age. The payment will be made directly to the nanny and she will have to confirm receipt of the payment on the guest's copy or the payment will be included in the amount paid for the hotel accommodation. 

4. Promotion
Hotels will engage with their target customers through advertising such as:
•	Television advertisements;
•	Brochures;
•	Hotel Website;
•	Facebook Page, Twitter Channel;
•	Chrome + Page.
[bookmark: _Toc121239832]Action
The development of the communication plan begins from the needs, wants, interests or problems of the consumer (Strauss et al. 2014, ch.1, p.19). The digital environment allows the Holiday Inn brand to be fluid and responsive to consumer feedback. Due to the large number of advertising messages to which consumers are exposed every day, the communication plan risks failure if it is not attached to a distinctive advertising property. For this reason, were chosen the most convincing ways of promotion, such as: Broadcast advertising, PPC, loyalty programs, social media platforms, Email, etc. (see Appendix 5).
[bookmark: _Toc121239833]Control
Tarman et al. (2019, p.76) states that Unique Selling Proposition can build brand communication and therefore must be strong and unique to attract new customers. The new childcare service will help the brand to increase sales, maintain loyalty and attract new customers. One of the first things that customers will notice about the new service of Holiday Inn hotels will be their famous logo and slogan: "CARING HANDS - making life easier" (see Appendix 6). This message will be visible everywhere: on the hotel website, on online platforms, television advertisements and brochures. Customers will be willing to pay more because this service will be special and unique despite the fact that the competition on the hotel market is high.
[bookmark: _Toc120009366]USP Statement: The Holiday Inn hotel offers childcare services for parents who want to honour a business meeting or enjoy their personal free time, knowing that the little ones are in safe hands.

[bookmark: _Toc121239834]Conclusion
[bookmark: _Toc119370605][bookmark: _Toc120009367]It can be concluded from the above study that unlike other products, hotels are frequently visited by their customers rather than the other way around. The strength of the brand can be classified to some numerous factors, involving the financial health, along with the financial expertise of the employee staff, the primary uniqueness of the goods as well as the intangible assets such as brand value. Marketing research play an essential role in the development and guaranteed success of every business.
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Communications Plan

Company Name: Holiday Inn

Project Lead: Victoria Chilianu

TASK

Metrics (financial 

predictions per year)

Measurements  START END

Advertising  25.000 £

TV Advertising 8160 £

720 h (views per 

person/per year)

Nov May

PPC (Pay-per-click) Google Ads, Bing Ads) 7600 £ Nov Nov

Mobile Advertising (Mobile display ads, Mobile search ads, Mobile app ads) Nov Nov

Brochures 4500 £ Sep Nov

Personal selling

Sales made by the hotel's sales staff Nov Nov

Sales promotion

Service Discounts Nov Mar

Loyalty Programs Nov Nov

Holiday Promotions Dec Aug

Public relations

Social Media Platforms (Facebook, Instagram, Twitter, LinkedIn) Nov Nov

Partnering up with influencers Jun Aug

Direct marketing

Email Nov Nov

Promotional Letters 4740 £ Nov Mar

Website Nov Nov
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Project Start:
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                                        1. SWOT analysis (Micro analysis) ( Gowrea , 2021)                 Strengths Weaknesses  •  Thanks to effective advertising, there is a high level of brand recognition;  • There are 1200+ hotels globally.  • Continuing to work on expanding penetration in developing economies;  • A large number of rivals results in a little market share. Opportunities Threats  • Country - specific holiday deals;  • Technology facilitated bookings.  •  An indirect effect of rising operating costs on hotel prices;  • The impact of Covid - 19 and the war in Ukraine on the hotel industry. S ituation Analysis (5 ’C’s)
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                       2. Customers: Segmentation and Targeting/Customer profile’s’. People use Holiday Inn hotel for a number of reasons, including business travel, vacations, and visits to friends and family. Holiday Inn hotels are intended for customers with medium incomes and ages between 25 - 50.  
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image19.png
4. Collaborators

Holiday Inn hotels will represent a strength ~ Franchising makes up a huge part of
of an ability to give a hand to others to [HG’s business strategy (Martin, 2020).
grow (IHG, 2022a).

et K

Est. 1967

Sword & Plough Perfect 10 Foods Kew Green Hotels





image20.svg
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                                                            5. Climate: PESTLE analysis (Macro analysis) With only one poor decision, a country may lose a significant portion of its GDP ( Osborne, 2019, ch.6, p.82) .                       Political Economical Social Technological  Environmental Legal  • Impact of Brexit referendum;  • The war in Ukraine;  • Level of corruption in hospitality industry.  • Effect of Covid - 19 on the global economy;  •  Infrastructure quality in the hotel industry.  • Impact of  epidemic virus spread;  • The cultural differences.  • Social media listening platforms;  • The recent technological  developments  of Holiday Inn Hotel competitors.  • Holiday Inn water risk assessment;  •  Green engages system - sustainable business practices.  • Travel restrictions;  • E - commerce  and consumer protection. PESTLE analysis is a powerful tool that can be used to investigate strategic situations in a successful business (IHG, 2022b).
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                       Objectives : SMART Target The goal of this marketing plan is to achieve a 25% increase in direct bookings by new consumers at Holiday Inn hotels in 2023 by providing childcare services.   ( Ogbeiwi , 2021)
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                       Strategy According to the management policy, the Holiday Inn hotel should employ licensed childcare companies or any hotel staff who have been trained in babysitting service in order to provide such services to guests. For the creator of a marketing plan, tactics define the correct decisions related to business promotion. (Ansoff, 1958)  
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                       Tactics: The 4Ps of Marketing Mix 1. Product Kotler et al. (2018, p.228) defines the positioning of a product as the place occupied by it in the mind of the consumer relative to the competing product or service. The new service of the Holiday Inn hotel will be childcare at the door of the hotel room.  
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                       2 . Place (Distribution) In addition to the mandatory and free services, Holiday Inn hotels offer a whole range of various additional services that are paid extra . Childcare will be the new service offered within these hotel chains. In the lobby, on the floors, in the rooms there should be information about how and where to get this service.  
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                        3. Price Hourly rates will start from £8.75 and a 3 - month membership will cost £14.95, regardless of the child's age.   
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                       4 . Promotion • Television advertisements ; • Brochures ; • Hotel Website ; • Facebook Page, Twitter Channel ; • Chrome + Page .  
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Action: Gantt Chart of communication activities

The development of the communication plan begins from the needs, wants, interests
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                     ( Source: Developed by Author) Action: Gantt Chart of communication activities The development of the communication plan begins from the needs, wants, interests or problems of the consumer ( Strauss et al. 2014, ch.1, p.19) . 
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                       Control   ( Source: Developed by Author) Tarman et al. (2019, p.76) states that Unique Selling Proposition can build brand communication and therefore must be strong and unique to attract new customers.
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                    USP Statement: The Holiday Inn hotel offers childcare services for parents who want to honour a business meeting or enjoy their personal free time, knowing that the little ones are in safe hands. PROMOTIONAL VIDEO
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Conclusion

The strength of the brand can be classified to some numerous factors, involving
the financial health, along with the financial expertise of the employee staff, the
primary uniqueness of the goods as well as the intangible assets such as brand
value. Marketing research play an essential role in the development and

guaranteed success of every business.





image44.svg
                         Conclusion The strength of the brand can be classified to some numerous factors, involving the financial health, along with the financial expertise of the employee staff, the primary uniqueness of the goods as well as the intangible assets such as brand value . Marketing research play an essential role in the development and guaranteed success of every business .   


image45.png
References

Ansoff, H.I (1958) ‘A model for diversification’.Management Science, 4(4), pp. 392414. Available at:https: //doi.org/10.1287 /mnsc.4.4.39 A Accessed:
25 November 2022).

Gowrea, V. (2021) ‘SWOT analysis of Holiday Inn (Holiday Inn SWOT)How and what. Available at: https://howandwhatnet/swotanalysis-holiday-
inn/ (Accessed: 24 November 2022).

Goyal, A. (2021) ‘A critical analysis of Porter’s 5 Forces model of competitive advantage’, Journal of Emerging Technologies and Innovative Research
(JETIR), 7(7), pp- 149152. Available at:https: //ssrn.com/abstract=3765758 (Accessed: 24 November 2022).

InterContinental Hotels Group (2022)IHG Hotels & Resorts. Available at: https: //www.ihgplc.com/en/newsand-media/newsreleases/2016 /the
holiday-inn-brand-partners-with-small-business-owners-in-next-evolution-of-its-journey-to-extrao (Accessed: 18 November 2022).

InterContinental Hotels Group (202 2)InterContinental Hotels Group (IHG) SWOT & PESTLE analysis. SWOT & PESTLE.com. Available at:
https: //www.swotandpestle.com/intercontinental-hotels-group-ihg/ (Accessed: 24 November 2022).

Kotler, P., Armstrong, G. and Opresnik, M. 0. (2018)Principles of marketing. 17th edn. London: Pearson.

Martin, B. (2020) ‘Q&A: Does holiday inn franchise in the UK? Point Franchise, article number 6240. Available at:
https: //www.pointfranchise.co.uk/articles/holidayinn-franchise-6240 /(Accessed: 22 November 2022).

Morrison, A.M. (2022) Hospitality and travel marketing. 5th edn. London: Routledge.

Ogbeiwi, 0. (2021)'General concepts of goals and goal-setting in healthcare: A narrative review, Journal of Management & Organization. Cambridge
University Press, 27(2), pp. 324-341. Available at:https: //doi.org/10.1017 /jmo.2018.1 (Accessed: 29 November 2022).

Osborne, P. (2019) ‘Law, environment and tourism’, In: Jones, A. and Phillips, M. (edsDisappearing Destinations: Climate Change and Future
Challenges for Coastal Tourism. 1th edn. Chippenham, UK: CPL.

Strauss, J., Frost, R. and Sinha, N. (2014) E-marketing (p.496). Upper Saddle River, NJ: Pearson.
Tarman, H.A,, Soleh, S.M,, Ari, A. and Rahmat, T.A. (2019) ‘Leveraging brand equity by applying brand communication and formig city branding

based on Unique Selling Proposition (A case of crafts city)’, International Journal of Business and Administrative Studies, 5 (2), pp. 74-83. Available at:
https://dx.doi.org/10.20469 /ijbas.5.10002 (Accessed: 25 November 2022).





image46.svg
                    References • Ansoff, H.I (1958) ‘A model for diversification’, Management Science, 4 (4), pp. 392 - 414. Available at: https://doi.org/10.1287/mnsc.4.4.392 (Accessed:  25 November 2022). • Gowrea, V. (2021) ‘SWOT analysis of Holiday Inn (Holiday Inn SWOT)’, How and what. Available at: https://howandwhat.net/swot - analysis - holiday -  inn/ (Accessed: 24 November 2022).  • Goyal, A. (2021) ‘A critical analysis of Porter’s 5 Forces model of competitive advantage’, Journal of Emerging Technologies and Innovative Research (JETIR), 7 (7), pp. 149 - 152. Available at: https://ssrn.com/abstract=3765758 (Accessed: 24 November 2022).  • InterContinental Hotels Group (2022) IHG Hotels & Resorts. Available at: https://www.ihgplc.com/en/news - and - media/news - releases/2016/the -  holiday - inn - brand - partners - with - small - business - owners - in - next - evolution - of - its - journey - to - extrao (Accessed: 18 November 2022).  • InterContinental Hotels Group (2022) InterContinental Hotels Group (IHG) SWOT & PESTLE analysis. SWOT & PESTLE.com. Available at: https://www.swotandpestle.com/inter - continental - hotels - group - ihg/ (Accessed: 24 November 2022).  • Kotler, P., Armstrong, G. and Opresnik, M. O. (2018) Principles of marketing. 17th edn. London: Pearson. • Martin, B. (2020) ‘Q&A: Does holiday inn franchise in the UK?’, Point Franchise, article number 6240. Available at: https://www.pointfranchise.co.uk/articles/holiday - inn - franchise - 6240/ (Accessed: 22 November 2022).  • Morrison, A.M. (2022) Hospitality and travel marketing. 5th edn. London: Routledge. • Ogbeiwi, O. (2021) ‘ General concepts of goals and goal - setting in healthcare: A narrative review ’, Journal of Management & Organization. Cambridge University Press, 27 (2), pp. 324 – 341. Available at: https://doi.org/10.1017/jmo.2018.11 (Accessed: 29 November 2022).  • Osborne, P. (2019) ‘Law, environment and tourism’, In: Jones, A. and Phillips, M. (eds ) Disappearing Destinations: Climate Change and Future Challenges for Coastal Tourism. 1th edn. Chippenham, UK: CPI. • Strauss, J., Frost, R. and Sinha, N. (2014) E - marketing (p. 496). Upper Saddle River, NJ: Pearson. • Tarman, H.A., Soleh, S.M., Ari, A. and Rahmat, T.A. (2019) ‘Leveraging brand equity by applying brand communication and formi ng city branding based on Unique Selling Proposition (A case of crafts city)’, International Journal of Business and Administrative Studies, 5 (2), pp. 74 - 83. Available at: https://dx.doi.org/10.20469/ijbas.5.10003 - 2 (Accessed: 25 November 2022). 


