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Introduction 
The specific marketing actions that will be performed to achieve a company's strategic goals with the customer as the primary emphasis are described in a marketing strategy (Kotler et al., 2020). This marketing strategy is meant to help Ibis Hotel identify a problem or marketing opportunity and develop a communications plan. Accordingly, this plan is only intended for academic use. A marketing plan's strategy and methods are very important. Among other situation analyses, a SWOT and PESTLE analysis is necessary for the marketing plan to be finished (Jobber et al., 2020). 
Situation Analysis 
The hospitality and tourist sectors are served by the hotels and resorts operated by Ibis Hotels. Ibis is a division of Accor Hotels, the business that owns it.  On the local market, it offers the best value. Ibis offers a variety of hotel types as part of their marketing mix product strategy (Ibis, Ibis Styles, and ibis Budget).  Ibis hotels provide exclusive vacation and season deals to entice visitors.  It has many competitors, tremendous volatility, and large capital requirements because it is a global hotel. Consumer spending and slow revenue growth could be harmful to Ibis. 
Ibis prioritises the needs of its guests and plans, develops, and enhances the features and services of its hotels using research. It serves low-cost visitors, including families and business travellers, and is the market leader in 12 nations. Ibis hotels come in a range of designs, such as ibis budget, which is comparable to basic limited services, ibis hotels, which stands for a caring service mentality, and Ibis styles, which is regarded as the best in the business and embraces diversity and the delight of existence.
Ibis Hotel started off in Bordeaux and swiftly grew to encompass locations around France. Later, it also expanded its operations across  Africa, the Middle East, Asia-Pacific, Caribbean, Latin America and Europe. The company opened its one thousandth venture in Surabaya, Indonesia, at the beginning of the year 2014.Competing hotel chains include Ashoka Hotel, Orchid Hotel, and Tunga Hotels.
At Ibis, Central Brand Delivery to Accor accounts for more than 70% of their hotel night earnings. This number is broken down into the following categories: 28% OTA, 22% provided to ACCORD.COM, BRANDS.COM, and voice, 18% given to worldwide B2B sales, and only 8% given to loyalty direct to hotels.
PESTLE analysis, according to Housden (2008), is only a thorough evaluation of the major elements of outside factors that a corporation must manage. A PESTLE analysis, which has been around since the late 1960s, examines all of the political, economic, social, technical, legal, and environmental factors. A number of things, such as potential political changes, the state of the economy, spending and tax policies, labour and regulation of businesses, business policy and promotions, the federal government's position on trade as well as tariffs, and an array of other short- and long-term issues, could have an impact on business plans. Naturally, an establishment's potential for economic growth is influenced by its geographical location. Customers who prefer less expensive lodging often switch to Airbnb; this is a societal element that affects Ibis Hotels.  Also, the innkeeper laws are crucial from a legal perspective.  
As long as it provided customers with private facilities, the hotel was formerly portrayed as being extremely hygienic. The majority of these inexpensive hotels are located close to train stations, airports, and city centres (Wearne et al., 2013). As part of its marketing mix pricing strategy, Ibis offers its clients a best price guarantee. They guarantee to match any cheaper price the client discovers elsewhere, and if possible, they will even provide them a 10% discount. Ibis hotels offer additional discounts for online reservations. Ibis, a major participant in the hotel sector, values its interactions with clients and staff highly. They provide personalised stays to add value for the clients. Sebastien Bazin serves as the company's chief executive officer.
Objectives 
An inviting setting is one of the most important hotel goals since it draws visitors and has a big impact on their entire dining experience (Bowie et al., 2017). Ibis is praised for being contemporary, innovative, and stylish, with a friendly staff and more comfortable rooms than its rivals. Their goal is to become the most well-known design hotel brand in the budget market.
Strategy
With the aid of mobile technology and cultural change, Ibis Hotels has unveiled a novel new idea that completely alters how guests are welcomed in a hotel. The idea, which is supported by cutting-edge mobile technology, enhances customer service, operational effectiveness, and employee happiness while also providing space that can change standard reception areas into lively, revenue-generating locations (Ryan, 2012).
The four primary stages of a company's development are identified in the Ansoff matrix as market penetration, market development, product development, and diversification (Ghauri, 2014). Accor's business model is currently being transformed into a product. According to this strategy, the company expects to spend up to £500 million on product development over the following five years (IBS Research Centre, 2009).  
Tactics
Ibis' overall business strategy is to provide guests with an affordable stay in a hotel of the highest international standards. That implies that Ibis clients could receive exceptional value for their money. All of the Ibis hotel rooms were created using this plan. Their motto is “You want it all, AND you can have it all.”
The framework for communication includes the technology used to communicate with customers or potential clients (Wagen et al., 2015). To do this, you could employ marketing, internet platforms, product packaging, direct mail marketing, websites, events, and exhibitions (Smith et al., 2020). Ibis employs them all, offering a full range of communication options. They have a complete website, free of any necessary implementations, from my humble view.
Customers are speaking out more and more against companies that have implemented technology to cut human expenses, which has led to a decline in customer service standards (Kotler et al., 2017). Ibis Hotels recognised this as a chance. It sought to boost customer satisfaction and loyalty by tailoring the experiences of both its visitors and employees and raising the bar for customer service throughout the economy category and beyond.  With the use of mobile technology, it found a way to redefine the experience for both guests and employees (Ibis Campaign “Reinventing the Guest Experience”, 2017).
Control
Indicators of sales performance include average daily rate, revenue per available room, and average occupancy rate. A hotel's performance in the market can be evaluated using the market penetration index (MPI) and the revenue generated index (RGI) (Tajvidi et al., 2016). In order to assess performance, Ibis monitors brand awareness growth (above or close to 40% of the total recognition in 5 countries).  They aim to uphold honesty and integrity in both their words and their deeds.
Conclusion 
In closing, Ibis is a well-known brand in the hospitality industry and manages a chain of hotels around the world. It is owned by hotel holding group Accor Hotels. The hotels' prime locations—such as those near airports, train stations, and the city's business district—and their affordable rates draw tourists. This essay demonstrated through the use of a marketing strategy that promotion is one of the most important elements of any business, and Ibis has been adhering to its marketing plan by emphasising its successes (Clow et al., 2013). Special acknowledgment of its distinguishing characteristics and an emphasis on client pleasure are both part of advertising. Ibis is one of the few lodging establishments attempting to advance technologically and improve. Ibis has transformed the idea of affordability, enhancing the experience for those who select it.
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Introduction

ibis Hotels is a well-known hotel chain with a reputation for
providing guests with cost-effective, pleasant rooms and quick
service. Ibis Hotels is a well-known hotel brand with a significant
presence in numerous regions worldwide. The organisation offers
economical, excellent accommodations to both business and.
leisure travellers. Several hotel brands and online platforms have
been competing for guests'attention in the fiercely competitive
hotel market. ibis Hotels offers to a wide range of customer
groups, including those on a tight budget, business travellers, and
vacationers looking for comfort and convenience. Current market
trends include a rising need for individualized experiences,
seamless technological integration, and environmentally friendly
procedures. Customers have other options thanks to competitors
like Holiday Inn Express and Premier Inn.
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PESTLE

Technological Factors:

Political Factors: Advancements in technology impacting the hotel industry, such as online
Government regulations and policies related to tourism, travel, and 4

Rospiaity. booking platforms and mobile apps.

Economic Factors: Legal Factors:

Exchange rates and currency fluctuations affecting intenations! travel | Intellectual property protection and contracts with suppliers and partners.
and tourism.

‘Sociocultural Factors: Environmental Factors:

Demographic trends, such as population growth and aging populations. | Natural disasters and climate change risks affecting the locations of Ibis

Social attitudes towards sustainable practices and eco-friendly Hotel properties.
initiatives.
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SOSTAC

Situation Analysis:
Ibis Hotel has been facing increasing competition from both traditional
hotels and emerging online accommodation platforms.

Objectives:
Improve operational efficiency and service quality.
Increase brand awareness and visibility to attract more customers

Strategy:

Streamline operations through the adoption of technology solutions, such
as automated check-in/check-out systems and efficient inventory
management

Tactics:
Collaborate with travel agencies and online booking platforms to reach a
wider audience.

Actior
Implement the tactics outlined in the strategy, such as launching advertising
campaigns, developing loyalty programs, and initiating staff training programs

Control:
Monitor online reputation and address any negative reviews or complaints
promptly.
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Marketing Strategies & Conclusion

A budget will be set up for marketing initiatives, taking into
account different platforms and campaigns. To evaluate the
continuous success of marketing initiatives, ibis Hotels will
set some key performance indicators. ibis Hotels can meet its
marketing goals by using targeted marketing strategies,
embracing technology, developing strategic relationships,
putting forward sustainable initiatives, and concentrating on
improving the client experience. The marketing plan's
effectiveness will be ensured through routine monitoring and
revisions based on performance evaluation, which will support
ibis Hotels' expansion and success
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