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[bookmark: _Toc137687407]Introduction
It is an evident factor that in order to promote their business, players in the hospitality sector have to invest in the right marketing tactics to ensure they reach out to the right customers (Leung et al., 2015). Therefore, the main purpose of this essay is to delve into the marketing strategies of Jo & Joe, a well-recognized hotel brand, and to offer an adequate tactic that can aid the company in attracting its target audience. The essay will consult several models like the marketing mix, the Ansoff Matrix, and RACE communication strategy to make sure it comes up with a functioning marketing plan for Jo & Joe.
[bookmark: _Toc137687408]Situational Analysis
[bookmark: _Toc137687409]5 C’s
[bookmark: _Toc137687410]Company
To conduct a situational analysis on Jo & Joe, a SWOT analysis on it is presented below.
	Strengths
	Weaknesses

	· Offers a unique and innovative concept within the hospitality industry
· Strong brand reputation
· Extensive presence in the market
· A diverse range of offerings (Jo & Joe, 2023)
	· Limited global presence
· Relatively higher price point
· Dependency on the economic conditions
· Challenges in maintaining consistency

	Opportunities
	Threats

	· Growing demand for unique accommodations (Wu et al., 2017).
· Tapping into a new market
· Collaboration with the local community
	· Intense competition (Singiai et al., 2018)
· Economic fluctuations
· Changing consumer preferences (Kim et al., 2021).



[bookmark: _Toc137687411]Customers
	Segments
	Target Audience
	Positioning

	Young Professionals
	Age: 25-32
	These individuals require vibrant accommodations with a lively social atmosphere.

	Budget Travellers
	Price-conscious
	Seeks for affordable accommodations with shared spaces boosting a sense of community

	Leisure Travellers
	Thrill seekers
	He looks for outdoor activities and owns an adventurous spirit


 
[bookmark: _Toc137687412]Competitors
Furthermore, the competitive environment of the hospitality sector is important to note as well. To ensure clarity within this approach, a perceptual positioning map can be used because it categorizes rivals in four quadrants (Duan et al., 2018). For Jo & Joe, this is conducted below.
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Since Jo & Joe aims to be unique and flaunt an urbane aura, its most significant collaboration is with local street artists to bring its vision to life and also support underrated talent (Accor Group, 2023). Apart from that, the hotel has partners in lieu of different necessities.
[bookmark: _Toc137687414]Climate
	Political
	The political shifts in the country, like the policies affecting the hospitality sector or governmental rules, are bound to externally affect the industry (Athey, 2017).

	Economic
	The hospitality sector provides a hefty economic contribution with its revenue, consumer spending, and inflation matters (Mody et al., 2019). The trend is rapidly increasing because of the flow of international tourists thanks to globalization (Zaitseva et al., 2016).

	Social
	Customer preferences keep changing over time. In this industry, customers want more sustainability and hygiene controls in hotels, especially after the COVID-19 pandemic (Khozaei et al., 2022).

	Technological
	Technology has become a norm of life. For hotels, it provides ease to several processes, including creations like online reservations, chatbots, etc. (Wang et al., 2016).

	Legal
	Like every other industry, the hospitality sector is also laden with laws. These mostly revolve around health and safety, travel regulations, and employee rights.

	Environmental
	The world is on the brink of an environmental crisis, so every industry has to do its part. The hospitality sector has to introduce more sustainable procedures like the concept of reuse (Chan et al., 2018).



[bookmark: _Toc137687415]Marketing Mix
[bookmark: _Toc137687416]Product
A blend of social spaces with unique accommodations designed with the aim to yield memorable experiences. Offers a range of room types.
[bookmark: _Toc137687417]Price
Competitive pricing while offering value for money.
[bookmark: _Toc137687418]Place
The hotel is strategically located in France, along with destinations such as Hossegor, Paris, Roma and Vienna.
[bookmark: _Toc137687419]Promotion
Makes use of digital marketing channels and social media to promote.
[bookmark: _Toc137687420]Objectives
A marketing plan cannot prosper without having specific objectives to work on (Hanssens and Pauwels, 2016). Therefore, by applying the same notion to Jo & Joe’s case, the following objectives have been conjured.
· To increase the brand awareness of Jo & Joe by 30% by the 4th quarter of 2023.
· To achieve a 15% increase in online booking for Jo & Joe by the 3rd Quarter of 2023.
· To enhance customer satisfaction by 20% by engaging them in social media campaigns by the 1st quarter of 2024. 
[bookmark: _Toc137687421]Strategy
Although Jo & Joe is operating adequately in its current position, it is vital to take things up a notch because the hospitality market is constantly changing. The only way to keep pace with the competition is to expand one’s business. Therefore, a new value proposition has to be introduced, and to save the hotel time; it has to use its existing strengths. To be efficient, Ansoff’s Matrix can be utilized as it highlights four strategies which a company can choose from while deciding how and why it should expand its business (Loredana, 2016).
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Out of these four, market development seems to be the most appropriate strategy for Jo & Joe. This would allow it to operate in a new geographical location but with the same services, thus reaching new customers (Clarissa, 2020). However, since it is a new step, changes to the company’s marketing mix would have to be made. For instance, in its promotional tactics, it can partner with different travel agencies to spread the word about its opening. In its place strategy, it has to increase its digital presence because a lot of its targeted customers would prefer an online hotel business to engage with.
[bookmark: _Toc137687422]Tactics
Despite choosing what direction it should aim towards and what kind of strategy needs to be applied, Jo & Joe’s marketing plan is not effective unless it has properly devised communication tactics. Hence, a model called RACE, which is a communication tool, can be used because it consists of four parts; Research, Analysis, Communication Planning, and Execution (Bucklin et al., 2017). Hence, these tactics can be used to address the problems in the hotel’s situation analysis and provide completion to its new marketing plan. Firstly, in terms of research, the hotel's communication tactic would be to conduct surveys among targeted customers in the new market to identify any unforeseen differences and pursue an analysis of the competitors there. This would allow the company to accumulate adequate market research needed to gain helpful insights. Next comes analysis, and as the name suggests, it is concerned with analyzing the data that was just gathered from market research. In Jo & Joe’s case, this can be done by fabricating a new Unique Selling Point (USP) and finding areas for improvement as it will allow its situation to improve in the new market. Thirdly, communication planning is the next step, and it revolves around developing a comprehensive communication plan. Jo & Joe can tackle this by focusing on content marketing strategy, which is based on creating and distributing content made with customer preferences to attract them. The last step is execution, which simply states that the company should now implement its devised communication strategy. In this company’s case, this can be accomplished using targeted advertising. This would make sure that its customers are reached, and the marketing plan is successful. 
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Key Performance Indicators are important tools as they aid the company in seeing if its implemented plan is actually working or not (Ghahremani-Nahr and Nozari 2021). Therefore, Jo & Joe can utilize it in terms of this marketing plan to gain control of the situation. Its KPIs can include keeping an eye on its social media followers because an increase in them would mean the plan is effective. Besides that, it can also monitor the traffic its website is receiving after the plan was launched, the return on investment, sales, and positive feedback posted online.
[bookmark: _Toc137687425]Conclusion
In conclusion, it is evident that Jo & Joe is a successful hotel. Its differentiation in the market is hard to miss because of the unique and colourful perspective it takes while meeting customer preferences. Nevertheless, in spite of its clever strategies, it still lacks a marketing focus, which is why it is recommended that the company work on a new marketing plan. To help it out, this essay analyzed the internal and external factors that would help the company assess its marketing situation and then use the right tools to promote its brand and focus on strategy.
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Introduction

o This presentation aims to provide a marketing plan
for Jo & Joe.

e It serves as a dynamic company operating in the
hospitality industry.

e The presentation will delve into the identified
objectives, strategies, tactics, and actions.

o This will drive the marketing efforts of Jo& Joe.





image6.png
Situational Analysis

SWOT Analysis

Steengths feaknesses

-Offers 2 unique and innovative concept within the -Limited global presence.

hospitality industey “Relatively higher price point
~Strong brand reputation. ~Dependency on the economic conditions
~Extensive presence in the market ~Challenges in maintaining consistency

Diverse range of offerings (Jo 2nd Joe, 2023)

Opportunity Theeats

~Growing demand for unique accommodations. -Intense competition.

“Tapping into 2 new market. ~Economic fluctuations.
~Collsboration with the local comemunity. ~Changing consumer preferences





image7.png
Customer Segmentation, Targeting,

positioning

Segments

Target Audience

Positionin,

Young Professionals

Age: 2532

These individuals  require
vibrant accommodations with

2 lively social atmosphere.

Budget Travellers

Price-conscious

Secks  for  affordable
accommodations with shared
spaces boosting 2 sense of

community

Leisure Travellers

Thaill seckers

He looks for outdoor
activities and  owns  an

adventurous spisit





image8.png
Competitors

Low Quality High Quality




image9.png
Marketing Mix

Product

A blend of socal spaces with unique
accommodations designed with the 2im to yield
memorable expesiences. Offers 2 range of oom

types

Price

Competitive pricing while offering value for

Place

The hotel is strategically located in Feance, along
with destinations such as Hossegos, Pasis, Roma

and Vienna

Promotion

Makes use of digital marketing channels and

social media to promote.





image10.png
Objectives

oTo increase the brand awareness of Jo & Joe by 30% by the 4%
quarter of 2023.

oTo achieve a 15% increase in online booking for Jo & Joe by the 3
Quarter of 2023.

©To enhance customer satisfaction by 20% by engaging them in social
media campaigns by the 1 quarter of 2024.
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Strategy

° Using ansoff matrix, Jo & Joe aims to focus
on market development.

©This would help enter new geographical
locations (Clarissa 2020).

©The brand will partner with local travel
agencies to expand its reach.

° For the changes in the marketing plan, Jo &
Joe needs to optimise the pricing strategy.

° It also needs to enhance its digital presence.

The Ansoff Matrix
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Control

o For effective control, KPIs will be set.
© This includes:

Keeping an eye on social media followers.
Increase in sales.

-Return on investment.

Positive feedbacks.

~Wiebsite Traffic
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Conclusion

o Jo & Joe is a popular hotel but lacks a marketing focus.
o Therefore, the proposed plan would help yield profitable outcomes.

° It would enhance customer awareness and would boost the brand image.
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