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1. [bookmark: _Toc137671835]Introduction

Holiday Inn is an American chain of hotels and a brand of IHG Hotels & Resorts. It was founded in 1952 by Kemmons Wilson, who opened the first Holiday Inn location in Memphis, Tennessee that same year (Stringam et al., 2020). The marketing plan is designed to engage the target audience through strategic initiatives and tactics. It is being prepared for the hotel management teams and stakeholders to promote the Holiday Inn. The marketing plan will utilize some key frameworks including SOSTAC, Marketing Mix, and Bowmans Strategy Clock to assess the current market, set SMART goals, develop strategies, implement tactics, and monitor performance.

1. [bookmark: _Toc137671836]Situational analysis

[bookmark: _Toc137671837]2.1 SWOT
Holiday Inn, a global hotel brand under the IHG group, has a strong presence and a recognizable logo which is a strength (Oh et al., 2021). However, one of its weaknesses is the standardized design and service model applied by its hotels leading to a lack of uniqueness and individuality compared to luxury and upscale establishments (Belarmino et al., 2022). Holiday Inn can grab growth opportunities by expanding into existing markets and establishing partnerships. However, it must also remain concerned about the severe competitive threat posed by budget hotel chains.



[bookmark: _Toc137671838]2.2 Customer Profile
Holiday Inn's common customer profile is females aged 25-34. Its primary channels for visiting are Facebook and YouTube and obtains 43.59% of its visitors from the United States. (SimilarWeb, 2023).
1. Follows only differentiation/ segmented marketing strategy as they target mid-price segments of customers in the global holiday market (Butters and Hubbard, 2021). 
1. According to Bowmans Strategy Clock, Holiday Inn focus on the hybrid strategy by providing moderate prices and differentiation with unique and comfortable experiences at a reasonable price (Giousmpasoglou and Hua, 2020).
[bookmark: _Toc137671839]2.3 Collaborators
Holiday Inn maintains strong B2B relationships within the hospitality industry, collaborating with travel agencies, corporate clients, event planners as well as online travel platforms (Morrison et al., 2022). Additionally, Holiday Inn operates under a franchise model, partnering with independent hotel owners who align with the brand's standards and benefit from its established reputation as well as support systems (Morrison, 2022).
[bookmark: _Toc137671840]2.4 PESTEL
Political: Brexit regulations, visa requirements, and travel policies (Lanzinho, 2022). Assessing the security situation during the Ukraine-Russia conflict.
Economic: Monitoring indicators and adjusting pricing based on economic conditions.
Social: Recognizing trends and adapting services to different customer demographics.
Technological: Utilizing digital tools for streamlined operations and customer engagement.
Environmental: Promoting sustainable practices and supporting conservation efforts.
Legal: Complying with travel industry regulations and addressing legal aspects like contracts and data privacy.
[bookmark: _Toc137671841]2.5 Marketing Mix
Regarding the marketing mix, Holiday Inn emphasizes delivering quality accommodations and services tailored to both leisure and business travellers (Boley and Woosnam, 2021). Pricing strategies are formulated to remain competitive as well as maximize revenue. The brand strategically places its hotels in key locations, providing convenience and accessibility. Promotion efforts encompass various channels like advertising, digital marketing, social media, and partnerships with travel influencers and platforms, to raise brand awareness and attract target audiences.

1. [bookmark: _Toc137671842]Objectives

The SMART target for Holiday Inn's marketing plan is to increase website traffic by 10% and social media followers by 15% within the next six months. The success of the plan will be measured through key performance indicators (KPIs) such as website analytics, tracking the number of visits and engagement metrics such as time spent on the website and conversion rates. Similarly, social media metrics like follower growth, post engagement, and reach will be monitored. The target will be achieved by the end of the 12-month period, allowing for ongoing monitoring and adjustments to the marketing strategies as needed.

1. [bookmark: _Toc137671843] Strategy 

Holiday Inn's new value proposition emphasizes enhancing the brand's reputation and addressing poor reviews. To overcome this issue, the organization will apply a market penetration strategy from Ansoff's matrix, aiming to attract new customers and regain the trust of existing ones. This strategy considers utilizing the existing products in the current market (Clarissia, 2020).
According to the Marketing Mix, several changes will be implemented such as:
1. Adjusted pricing strategy to offer competitive rates and special promotions to attract customers to choose Holiday Inn over competitors.
1. Prioritized improvements in service quality and customer experiences by utilizing new processes and training programs for staff. 
1. Launched an intensified marketing and communication campaign to demonstrate the hotels’ strengths and upgraded facilities.
1. Aimed to improve customer access by partnering with online travel agencies and travel agents. 
1. While core product and branding will remain constant, Holiday Inn will optimize distribution channels and revise its promotional mix to improve brand reputation.

1. [bookmark: _Toc137671844]Tactics

To address the situational analysis and enhance the hotel's communications, the following tactics can be implemented:
Reach: Utilize engaging content on Facebook and YouTube, while also exploring platforms like Instagram, Twitter, and travel-related forums to extend the hotel's online presence and engage with a wider audience. Create shareable content such as travel tips and user-generated content to encourage social sharing and organic reach (Ana and Istudor, 2019).
Action: Implement call-to-action campaigns on social media and the hotel's website to drive desired actions from potential customers. Use persuasive language, limited time offers, and exclusive discounts to incentivize immediate action, such as booking a stay or signing up for a newsletter.
Conversion: Enhance the hotel's email marketing strategy by segmenting the subscriber list based on demographics, preferences, and past interactions. Craft personalized emails with tailored offers, loyalty rewards, and recommendations to drive conversions and repeat bookings. Implement A/B testing to optimize email subject lines, content, and visuals.
Engagement: Encourage guests to share their experiences through user-generated content and contests. Create branded hashtags and run contests to incentivize user participation. Feature the best submissions on social media and the hotel's website to foster engagement, build social proof, and increase brand loyalty. Respond promptly to customer reviews, comments, and inquiries across all communication channels to enhance engagement and customer satisfaction (Sheng, 2019).
Measurement: Establish clear key performance indicators (KPIs) such as website traffic, social media engagement, email open rates, conversion rates, and customer satisfaction surveys. Regularly analyze and evaluate the results to identify areas for improvement and refine the communication strategy accordingly (Krizanova et al., 2019).

1. [bookmark: _Toc137671845]Action
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Figure: Gantt Chart
The channel will be used such as Facebook, YouTube, Instagram, Travel Forums, User Generated Content, and Email Marketing.
1. With a wide user base, Facebook effectively reaches the target audience. Its consistent scheduling generates website traffic and social media engagement.
1. Year-round utilization of YouTube creates engaging visual content, optimizing conversion rates and showcasing hotel offerings for driving conversions.
1. Instagram’s scheduling strategy aims to maximize brand awareness, reach and impact during travel seasons.
1. Personalised email marketing drives conversions and repeats booking through tailored messages.
Travel forums facilitate valuable exchanges, while user-generated content campaigns boost engagement, loyalty, and brand promotions.

1. [bookmark: _Toc137671846]Control

To measure the success of the marketing efforts
1. New Customers: Holiday Inn will track the number of new customers gained through our marketing channels, such as website sign-ups, bookings, or newsletter subscriptions.
1. Brand Perception: To assess attitudes towards our brand, there will be conducting surveys or monitoring online sentiment to gauge customer satisfaction, brand awareness, and perception.
1. Increase in Profits: There will be analyzed revenue and profit figures to determine the impact of our marketing activities on the financial performance of the hotel.
1. Key Performance Indicators (KPIs): There will be established specific KPIs related to website traffic, social media engagement, conversion rates, customer retention, and satisfaction to track our progress.

1. [bookmark: _Toc137671847]Conclusion
The marketing plan for Holiday Inn aims to address situational analysis, enhance the brand's reputation, and attract new customers while retaining existing ones. Through the implementation of various strategies and tactics including market penetration, pricing adjustments, service quality enhancements, and targeted communication, Holiday Inn wants to achieve its objectives of increasing website traffic and social media followers. By using effective channels like Facebook, YouTube, Instagram, travel forums, and user-generated content, the hotel aims to engage the target audience and maximize brand awareness. Continuous monitoring and evaluation of key performance indicators will allow for adjustments and improvements to ensure the plan's success.



1. [bookmark: _Toc137671848]References
Ana, M.I. and Istudor, L.G., 2019. The role of social media and user-generated content in millennials' travel behavior. Management Dynamics in the Knowledge Economy, 7(1), pp.87-104.
Belarmino, A., Koh, Y. and Shin, H.H., 2022. Blurred lines: comparing room rates, star-ratings, and user-generated contents for full-service and select-service hotels. Service Business, 16(3), pp.721-742.
Boley, B.B. and Woosnam, K.M., 2021. Going global or going local? Why travelers choose franchise and independent accommodations. Journal of Travel Research, 60(2), pp.354-369.
Butters¹, R.A. and Hubbard, T.N., 2021. Industry structure, segmentation and quality competition in the US hotel industry.
Clarissia, S.M.S., 2020. A study on Ansoff Matrix Technique: As a growth strategy and an adaptive learning technique adopted in the leading brand of products. BIMS Journal of Management, p.18.
Giousmpasoglou, C. and Hua, T.T., 2020. The use of self-service technologies in budget hotels: the case of bournemouth. European Journal of Tourism, Hospitality and Recreation, 10(3), pp.251-261.
Goswami, A. and Kumar, A., 2019. Online Social Communities. Digital Business: Business Algorithms, Cloud Computing and Data Engineering, pp.289-341.
Krizanova, A., Lăzăroiu, G., Gajanova, L., Kliestikova, J., Nadanyiova, M. and Moravcikova, D., 2019. The effectiveness of marketing communication and importance of its evaluation in an online environment. Sustainability, 11(24), p.7016.
Lanzinho, B.M.D.B., 2022. The implications of Covid-19 and brexit on generations Y and ZS behaviour, and how can city hotels in the United Kingdom react: business travel market outlook (Doctoral dissertation).
Morrison, A.M., 2022. Hospitality and travel marketing. Taylor & Francis.
Morrison, A.M., 2022. Hospitality and travel marketing. Taylor & Francis.
Oh, H., Lee, M. and Lee, S.A., 2021. Global or local brand? Hotel selection in global travel context. Journal of Product & Brand Management, 30(1), pp.104-117.
Salama, A., Panoch, J., Bandali, E., Carroll, A., Wiehe, S., Downs, S., Cain, M.P., Frankel, R. and Chan, K.H., 2020. Consulting “Dr. YouTube”: an objective evaluation of hypospadias videos on a popular video-sharing website. Journal of pediatric urology, 16(1), pp.70-e1.
Sheng, J., 2019. Being active in online communications: Firm responsiveness and customer engagement behaviour. Journal of Interactive Marketing, 46(1), pp.40-51.
SimilarWeb (2023). SimilarWeb Identity. [online] secure.similarweb.com. Available at: https://pro.similarweb.com/#/digitalsuite/websiteanalysis/audience-demographics/.
Stringam, B.B., Goopio, J., Denizci-Guillet, B. and Mansa, H.B., 2020. Past and Present Key Players in the Hospitality Industry. In The Routledge Companion To International Hospitality Management (pp. 20-36). Routledge.
1. [bookmark: _Toc137671849]Appendix 1
[image: A picture containing text, screenshot, font, circle

Description automatically generated]
Figure: SWOT analysis of Holiday Inn
Source:
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Figure: Customer Profile
Source: (SimilarWeb, 2023).
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Figure: Bowman's Strategy Clock
Source: StudySmarter (n.d.)
StudySmarter (n.d.). Bowman’s Strategic Clock: Theory & Advantages I StudySmarter. [online] studysmarter.us. Available at: https://www.studysmarter.us/explanations/business-studies/strategic-direction/bowmans-strategic-clock/.
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Introduction

Holiday Inn is an American chain of hotels 

and a brand of IHG Hotels & Resorts, 

founded in 1952 by Kemmons Wilson.

The marketing plan aims to outline 

strategic initiatives and tactics for 

effectively reaching and engaging the 

target audience of Holiday Inn.

The SOSTAC Marketing Mix and Bowman's 

Strategy Clock will be utilized to assess the 

market situation, set SMART objectives, 

develop strategies, implement tactics, and 

monitor performance.
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Introduction

Holiday Inn is an American chain of hotels and a brand of IHG Hotels & Resorts, founded in 1952 by Kemmons Wilson.

The marketing plan aims to outline strategic initiatives and tactics for effectively reaching and engaging the target audience of Holiday Inn.

The SOSTAC Marketing Mix and Bowman's Strategy Clock will be utilized to assess the market situation, set SMART objectives, develop strategies, implement tactics, and monitor performance.
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Situational Analysis

03

•

Strengths: Strong presence and 

recognizable logo.

•

Weaknesses: Lack of uniqueness and 

individuality compared to luxury 

establishments.

•

Opportunities: Expansion into existing 

markets and partnerships.

•

Threats: Competition from budget hotel 

chains.

•

Customer profile: Females aged 25-34, 

primarily using Facebook and YouTube.

SWOT & Customer Profile

•

Perceptual Positioning Map: Holiday 

Inn positioned as a moderate-priced 

option with moderate to high service 

quality.

•

Bowman's Strategy Clock: Hybrid 

strategy with moderate prices and 

moderate differentiation.

•

Collaborators: Collaboration with 

travel agencies, corporate clients, 

event planners, and online travel 

platforms. Franchise model with 

independent hotel owners.

•

PESTEL analysis: Consideration of 

Brexit regulations, Ukraine-Russia 

conflict, economic indicators, 

social trends, technology 

utilization, environmental 

practices, and legal compliance.

•

Marketing Mix: Focus on quality 

accommodations and services, 

competitive pricing, strategic hotel 

locations, multi-channel 

promotion, and partnerships.

Models

PESTEL & Marketing Mix
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Situational Analysis

03



Strengths: Strong presence and recognizable logo.

Weaknesses: Lack of uniqueness and individuality compared to luxury establishments.

Opportunities: Expansion into existing markets and partnerships.

Threats: Competition from budget hotel chains.



Customer profile: Females aged 25-34, primarily using Facebook and YouTube.





SWOT & Customer Profile

Perceptual Positioning Map: Holiday Inn positioned as a moderate-priced option with moderate to high service quality.

Bowman's Strategy Clock: Hybrid strategy with moderate prices and moderate differentiation.

Collaborators: Collaboration with travel agencies, corporate clients, event planners, and online travel platforms. Franchise model with independent hotel owners.



PESTEL analysis: Consideration of Brexit regulations, Ukraine-Russia conflict, economic indicators, social trends, technology utilization, environmental practices, and legal compliance.

Marketing Mix: Focus on quality accommodations and services, competitive pricing, strategic hotel locations, multi-channel promotion, and partnerships.



Models

PESTEL & Marketing Mix

























3



image33.png

Restaurant

LOGO







image34.svg

                   




image35.jpeg

Holiday Inn













image10.emf
Objectives



Increase website traffic by 10% and 

social media followers by 15% 

within the next six months.



Measure success through KPIs like 

website analytics, visits, time spent, 

and conversion rates.



Monitor social media metrics such 

as follower growth, engagement, 

and reach.



Achieve the targets within a 12-

month period with ongoing 

monitoring and adjustments to 

marketing strategies.
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Objectives

Increase website traffic by 10% and social media followers by 15% within the next six months.

Measure success through KPIs like website analytics, visits, time spent, and conversion rates.

Monitor social media metrics such as follower growth, engagement, and reach.

Achieve the targets within a 12-month period with ongoing monitoring and adjustments to marketing strategies.
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Strategy & Tactics

•

Apply market penetration strategy to attract new 

customers and regain trust from existing ones.

•

Adjust pricing strategy to offer competitive rates 

and special promotions.

•

Prioritize improvements in service quality and 

customer experience.

•

Launch an intensified marketing and 

communications campaign to address concerns 

and highlight improvements.

•

Optimize distribution channels and explore 

partnerships with online travel agencies.

•

Revise the promotional mix, including online 

advertising, social media campaigns, and a travel 

forum.
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Strategy Tactics

•

Reach: Utilize engaging content on Facebook, 

YouTube, Instagram, Twitter, and travel forums.

•

Action: Implement call-to-action campaigns with 

persuasive language and limited-time offers.

•

Conversion: Enhance email marketing with 

personalized offers and loyalty rewards.

•

Engagement: Encourage user-generated content, 

run contests, and respond to customer feedback.

•

Measurement: Establish KPIs, analyze results, and 

refine the strategy based on performance.
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Strategy & Tactics

Apply market penetration strategy to attract new customers and regain trust from existing ones.

Adjust pricing strategy to offer competitive rates and special promotions.

Prioritize improvements in service quality and customer experience.

Launch an intensified marketing and communications campaign to address concerns and highlight improvements.

Optimize distribution channels and explore partnerships with online travel agencies.

Revise the promotional mix, including online advertising, social media campaigns, and a travel forum.
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Strategy

Tactics



Reach: Utilize engaging content on Facebook, YouTube, Instagram, Twitter, and travel forums.

Action: Implement call-to-action campaigns with persuasive language and limited-time offers.

Conversion: Enhance email marketing with personalized offers and loyalty rewards.

Engagement: Encourage user-generated content, run contests, and respond to customer feedback.

Measurement: Establish KPIs, analyze results, and refine the strategy based on performance.
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Action & Control

•

Utilize Facebook consistently throughout the year for 

generating website traffic and social media engagement.

•

Use YouTube year-round to optimize conversion rates 

and drive conversions through compelling videos.

•

Schedule Instagram during peak travel seasons to 

maximize reach, impact, and brand awareness.

•

Implement personalized email marketing for targeted 

communication and driving conversions.

•

Schedule travel forums during active participation 

months to provide valuable insights and 

recommendations.

•

Launch user-generated content campaigns during 

quieter months to boost participation, engagement, and 

loyalty.
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Action Control

•

Track the number of new customers gained 

through marketing channels.

•

Conduct surveys or monitor online sentiment 

to assess brand perception and customer 

satisfaction.

•

Analyze revenue and profit figures to measure 

the impact on financial performance.

•

Establish specific KPIs related to website traffic, 

social media engagement, conversion rates, 

customer retention, and satisfaction.
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Action & Control

Utilize Facebook consistently throughout the year for generating website traffic and social media engagement.

Use YouTube year-round to optimize conversion rates and drive conversions through compelling videos.

Schedule Instagram during peak travel seasons to maximize reach, impact, and brand awareness.

Implement personalized email marketing for targeted communication and driving conversions.

Schedule travel forums during active participation months to provide valuable insights and recommendations.

Launch user-generated content campaigns during quieter months to boost participation, engagement, and loyalty.
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Action



Control



Track the number of new customers gained through marketing channels.

Conduct surveys or monitor online sentiment to assess brand perception and customer satisfaction.

Analyze revenue and profit figures to measure the impact on financial performance.

Establish specific KPIs related to website traffic, social media engagement, conversion rates, customer retention, and satisfaction.
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Conclusion

•

The marketing plan for Holiday Inn focuses on 

improving the brand's reputation and attracting 

new customers while retaining existing ones.

•

Strategies such as market penetration, pricing 

adjustments, and service quality enhancements 

are implemented to achieve the objectives.

•

Effective channels like Facebook, YouTube, 

Instagram, travel forums, and user-generated 

content are utilized to engage the target 

audience and increase brand awareness.

•

Continuous monitoring of key performance 

indicators allows for adjustments and 

improvements to ensure the plan's success.
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Conclusion

The marketing plan for Holiday Inn focuses on improving the brand's reputation and attracting new customers while retaining existing ones.

Strategies such as market penetration, pricing adjustments, and service quality enhancements are implemented to achieve the objectives.

Effective channels like Facebook, YouTube, Instagram, travel forums, and user-generated content are utilized to engage the target audience and increase brand awareness.

Continuous monitoring of key performance indicators allows for adjustments and improvements to ensure the plan's success.
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«Strong global presence: Holiday
Inniis a well-established hotel
brand with a wide network of
hotels globally, providing a
sense of reliability and
familiarity to customers.

+Recognizable logo: The Holiday
Inn logo is easily identifiable,
which enhances brand
recognition and helps in
building trust among customers.

« Market expansion: Holiday Inn
can seize growth opportunities
by expanding into existing
markets where there is a
demand for reliable and
affordable hotel options.

+Partnerships: Collaborating with
travel agencies, airlines, or other
hospitality brands can open
avenues for cross-promotion,
loyalty programs, and joint
marketing initiatives, thereby
expanding the customer base.

« Lack of uniqueness and
individuality: Due to the
standardized design and service
model applied by its hotels,
Holiday Inn may be perceived as
lacking the distinctiveness and
personalization offered by luxury
and upscale establishments.

« Potential for customer
perception of lower quality:
Some customers may perceive
Holiday Inn's standardized
approach as indicative of lower
quality compared to boutique or
high-end hotels that focus on
providing unique experiences.

Jmpetition from budget hotel
Zhains: The presence of budget hotel
chains offering lower-priced
alternatives poses a significant
competitive threat to Holiday Inn, as
price-sensitive customers may opt for
cheaper options.

Changing consumer preferences and
demands: Evolving customer
preferences and demands for more
personalized and unique experiences
in the hospitality industry can pose a
challenge for Holiday Inn's
standardized approach, requiring the
brand to adapt and innovate to meet
changing market expectations.





