Marketing Essentials
BMIH4005


Marketing plan for  Jo&Joe









Student name: Mihaela Caradan
Student id: 2218469
Lecturer: Christopher Wilkin








Marketing plan for Jo&Joe

AccorHotels has designed Jo&Joe hotels to be a combination of a hostel and a hotel. With a strong emphasis on social interaction, community, and the sharing of experiences, they provide affordable lodgings in stylish, innovative settings. The brand aims to provide millennials with a distinctive and genuine travel experience (joandjoe.com, n.d.). The aim of this paper is to highlight the marketing plan of Jo&Joe by employing the SOSTAC frame. Moreover, the essay, will provide the SWOT analysis of the hotel  and its PESTLE analysis. In addition, will be  offered the marketing mix of the organisation and research and improve their communications channels.
Firstly, Jo&Joe serves an extensive spectrum of customers looking for unique, social, and affordable travel experiences. According to Similarweb (2023), the brand's customer base includes both male and female customers, with male customers accounting for a slightly higher proportion (51.66%) than female customers (48.34%). The brand caters to a diverse age range, with the majority of customers aged 25-34 (36.85%), followed by those aged 35-44 (19.52%) and 18-24 (19.24%). With 8.34% of customers aged 55-64 and 4.40% aged 65 or older, the brand also caters to older age groups (Similarweb, 2023). In addition,  Jo&Joe properties are in urban and cultural hotspots, with a focus on local experiences and collaborations with local businesses and events. Thus, customers who value authenticity, creativity, and a sense of adventure in their travel experiences are targeted by the brand. Moreover, the typical Jo&Joe customer is a diverse group of travellers looking for one-of-a-kind and affordable travel experiences. Whereas this type of customers places a premium on creativity, authenticity, and adventure in their travel experiences and prefer to stay in accommodations that reflect these values (Coskun and Yetkin Ozbuk, 2019).  Additionally,  they are technologically savvy and expect technology to be seamlessly integrated into their travel experiences. They value the social and communal aspects of their travel experiences and are open to new experiences and cultures. They care about the environment and prefer brands that share their values and beliefs (Nawaz, 2020). 
Furthermore, as suggested by Bowie et al. (2017), the brand has formed strategic alliances with a variety of businesses, including local retailers, tour operators, and cultural venues, in order to provide customers with unique and authentic travel experiences. Jo&Joe, for example, has collaborated with La Feltrinelli, an Italian cultural hub, to provide customers with book clubs, cultural events, and music concerts. In addition, the brand has partnered with Le Carreau du Temple, a cultural centre in Paris, to provide customers with art exhibitions, dance performances, and workshops. Similarly, Jo&Joe has signed franchise agreements in a number of locations in order to expand globally while maintaining its distinct brand identity. The company has franchises in places like Hossegor, France, Vienna, Austria, and Budapest, Hungary (Hungary). Jo&Joe can leverage local knowledge and expertise while maintaining brand standards and customer experiences thanks to the franchise model. In addition, it has collaborated with other hospitality brands, such as AccorHotels, to broaden its reach and provide customers with a broader selection of properties (Clow and Baack, 2013). According to AccorHotels (n.d.), Jo&Joe is a member of the Ennismore lifestyle collective, which includes a number of lifestyle hospitality brands such as The Hoxton and Gleneagles. These B2B relationships, partnerships, and franchise agreements have allowed Jo&Joe to grow while remaining committed to authenticity, community, and creativity.
Additionally, in terms of competitors, Jo&Joe can be plotted along price, brand image, and service quality dimensions. Other budget hotels and hostels, such as Generator Hostels and Motel One, that offer affordable and social travel experiences are likely to be Jo&Joe's main competitors. Meanwhile, on the basis of price and luxury, more upscale hotel brands such as Marriott and Hilton can be plotted further away from Jo&Joe. Moreover, Bowman's Strategy Clock is another tool for analysing Jo&Joe's competitive position. In this case, the brand's competitive strategy will most likely centre on the middle of the clock, with a combination of low price and moderate levels of perceived value (Johnson et al., 2017). Thus,  Jo&Joe's distinct brand identity, which incorporates elements of hostels and hotels, is intended to provide customers with affordable, social, and authentic travel experiences. Jo&Joe can differentiate itself from budget hotels and hostels while maintaining a competitive price point by offering a unique value proposition.
As SMART target , Jo&Joe has planned to Improve brand awareness and perception among the target audience by achieving a 20% increase in social media engagement and a 15% increase in positive online reviews over the course of the next year through the creation of unique and shareable content and the implementation of a reputation management strategy (Kotler et al., 2020). 
While analysing the marketing mix of the company, it is seen that Jo&Joe offers as a service a distinctive and vivacious hospitality experience that targets millennials and Generation Z. The brand combines hostel and hotel concepts to create a hybrid lodging model that emphasises community, social interaction, and cultural immersion. Furthermore, in terms of distribution, Jo&Joe has locations throughout Europe and plans to expand internationally through franchise agreements. The website and social media channels are the primary channels for customers to locate and book accommodations at the brand's destinations (Jo&Joe, n.d.). Additionally, the pricing approach of Jo&Joe aims to provide affordable and competitive prices that satisfy the budget-conscious preferences of its target market. Additionally, the brand provides flexible pricing options, such as discounted rates for longer stays or group reservations. Moreover, by combining marketing and communication strategies, Jo&Joe promotes its brand and products (Jobber and Elis-Chadwick, 2020).  For example, by utilizing social media platforms, influencer partnerships, and public relations strategies, the brand expands its reach and raises brand awareness. However, by adhering to the RACE model, Jo&Joe can develop a comprehensive marketing and communications strategy that effectively reaches its target audience, motivates them to act, and establishes long-term customer relationships. For instance, the company can expand its reach to a larger audience through social media advertising and influencer partnerships. Additionally, it can utilise public relations to generate media coverage and raise brand awareness. Also, Jo&Joe can use targeted messaging and calls to action in its advertising and social media campaigns to encourage the target audience to act. Additionally, it can offer promotions and incentives to first-time customers to encourage them to book.
In order to convert prospective customers into paying customers, the organisation can utilise personalised emails and upselling strategies to encourage customers to upgrade their bookings or add additional services. It can also facilitate a streamlined and simple booking process to reduce cart abandonment rates. Similarly,  to encourage repeat business and build long-term relationships with customers, Jo&Joe can use loyalty programmes, personalised experiences, and ongoing communication to maintain customer engagement and satisfaction.
Numerous metrics will be monitored in order to assess the efficacy of the various marketing strategies used in Jo&Joe's marketing plan. To determine whether the marketing campaign was successful in bringing in new clients and keeping existing ones, the number of new clients and return visitors will be tracked. Through customer satisfaction surveys and sentiment analysis of social media, favourable brand perceptions will be measured. The development of sales and revenue will also be tracked in order to assess the effect of marketing initiatives on boosting profits. To make sure the marketing plan is succeeding, key performance indicators (KPIs) like website traffic, engagement rates, conversion rates, and customer lifetime value will be regularly monitored.
In conclusion, Jo&Joe is a distinctive hotel brand that fuses hostel and hotel components to produce inexpensive, sociable, and genuine travel experiences. The company serves a wide range of clients who value community, creativity, and authenticity in their travel endeavours. Strategic partnerships with regional companies, franchises, and B2B connections have allowed Jo&Joe to grow internationally while preserving its unique brand identity. The brand can successfully reach its target audience and create enduring customer relationships by utilising a thorough marketing strategy that uses a SWOT analysis, PESTLE analysis, and the SOSTAC framework. The service, distribution, pricing, and promotion strategies in Jo&Joe's marketing mix have all been created with its target market in mind.
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Appendices
1. SWOT analysis JO&JOE

	Strengths
	Weaknesses

	· Innovative concept that combines hostel and hotel elements to appeal to the millennial market (Bowie et al., 2017).
· The properties' unique and authentic design and decor create a social and communal atmosphere (Jo&Joe, n.d.).
· Emphasize social interaction, community, and the sharing of experiences (Jo&Joe, n.d.).
· Budget-conscious travellers will appreciate the affordable accommodations (Bowie et al., 2017).
· Technology integration to improve the guest experience (Jo&Joe, n.d.).
· AccorHotels, the parent company, provides strong backing and support, as well as extensive industry knowledge and resources (AccorHotels, 2021).
· Good online presence and social media participation (Jo&Joe, n.d.).
	· The Jo&Joe brand is newer and less established than traditional hotel chains, which may limit its reach and appeal to certain demographics (Bowie et al., 2017).
· The concept of communal living may not appeal to all travellers, particularly those who value privacy and comfort (Bowie et al., 2017).
· Limited global property portfolio, which may limit the brand's ability to compete with larger hotel chains (Jo&Joe, n.d.).
· Over-reliance on technology poses a risk of alienating some guests who prefer more personal and human interaction (Bowie et al., 2017).

	Opportunities
	Threats

	· There is an increasing demand for one-of-a-kind and authentic travel experiences that cater to the millennial market (Kotler et al., 2020).
· Possibility of globalising the brand and increasing the number of properties (Jo&Joe, n.d.).
· Brand diversification to cater to different market segments such as families and couples (Bowie et al., 2017).
· Collaboration with local businesses and events to improve the guest experience (Bowie et al., 2017).
· Possibility of leveraging the brand's social media presence and engaging customers to build brand loyalty (Jo&Joe, n.d.).
	· Intense competition from both established hotel chains and new market entrants (Bowie et al., 2017).
· Economic downturns and global events, such as pandemics or natural disasters, that may have an impact on the travel industry and lower demand (Ghauri, 2014).
· Consumer preferences and behaviours are changing, which may have an impact on the appeal of the communal living concept (Bowie et al., 2017).
· Increased regulation and legislation that could have an impact on the brand's operations (Ghauri, 2014).
· If a brand expands too quickly or diversifies too widely, there is a risk of brand dilution and loss of unique identity (Kotler & Kartajaya, 2017).
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3. PESTLE analysis

	Political
	· Changes in government travel and hospitality policies and regulations, such as visa requirements and taxes, can have an impact on Jo&Joe's operations and expansion plans (Bowie et al, 2020).

· Political unrest and terrorism in specific regions can have an impact on travel and tourism flows, as well as the safety and security of Jo&Joe's customers and properties. (Jo&Joe, n.d.)

	Economic
	· Economic downturns or recessions can have an impact on consumer spending on travel and hospitality, affecting Jo&Joe's revenue and profitability.
· Currency fluctuations can affect travel costs and exchange rates, which can have an impact on Jo&Joe's international expansion and pricing strategies (Kotler et al., 2020).
· Jo&Joe may be able to expand internationally and attract new customers as the global economy and emerging markets grow. (Jo&Joe, n.d.)

	Social
	· Shifts in consumer attitudes and beliefs, such as an increasing focus on environmental responsibility and unique experiences, can have an impact on Jo&Joe's brand and customer attraction (Concari, Kok and Martens, 2020).
· Jo&Joe's marketing and customer engagement strategies may be affected by the changing demographics of travellers, such as the growth of millennial and Gen Z travellers.
· Social media and digital marketing trends may influence how Jo&Joe reaches and interacts with its target audience. (Jo&Joe, n.d.)

	Technological
	· Advancements in technology, such as mobile applications and digital platforms, can influence how customers research, book, and review travel experiences, thus impacting Jo&Joe.
· The implementation of intelligent technologies, such as smart rooms and digital check-in, can improve the customer experience and set Jo&Joe apart from its competitors (Zencir and Emir, 2019).
· Cybersecurity risks and data privacy concerns have the potential to impact the use of technology in the travel and hospitality industry, as well as Jo&Joe's reputation and customer trust. (Jo&Joe, n.d.)

	Legal
	· Jo&Joe must comply with health and safety regulations and licencing requirements to maintain its brand reputation and customer trust (Fuste-Forne and Jamal, 2021).
· Changes in data protection and privacy laws and regulations, such as GDPR and CCPA, can affect Jo&Joe's operations and customer data management (Chen and Jai, 2021).
· Legal disputes, such as trademark infringement or contract breach, can have an effect on the brand identity and intellectual property of Jo&Joe. 

	Environmental
	· The commitment of Jo&Joe to sustainability and eco-friendliness can attract travellers who place a premium on these values.
· The effects of climate change and environmental degradation can have an effect on Jo&Joe's commitment to sustainability and its customers' preferences for eco-friendly travel.
· Changes in environmental policies and regulations, such as carbon taxes or restrictions on single-use plastics, can have an effect on Jo&Joe's operations and supply chain. 



4. Communication channels. Gannt chart. 
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Gannt Chart.xlsx


Gannt Chart.xlsx
ProjectSchedule

		Create a Project Schedule in this worksheet.
Enter title of this project in cell B1. 
Information about how to use this worksheet, including instructions for screen readers and the author of this workbook is in the About worksheet.
Continue navigating down column A to hear further instructions.		Communications Plan

		Enter Company Name in cell B2.		Company Name		Jo&Joe

		Enter the name of the Project Lead in cell B3. Enter the Project Start date in cell E3. Pooject Start: label is in cell C3.		Project Lead		Project Start:				Sun, 26/03/2023

		The Display Week in cell E4  represents the starting week to display in the project schedule in cell I4. The project start date is considered Week 1. To change the display week, simply enter a new week number in cell E4.
The starting date for each week, starting with the display week from cell E4, starts in cell I4 and is auto calculated. There are 8 weeks represented in this view from cell I4 through cell BF4.
You should not modify these cells.
Display Week: label is in cell C4.																November														December														January														February														March														April														May														June														July														August														September														October														November

		This row contains headers for the project schedule that follows below them. 
Navigate from B6 through BL 6 to hear the content. The first letter of each day of the week for the date above that heading, starts in cell I6 and continues through cell BL6.
All project timeline charting is auto generated based on the start and end dates entered, using conditional formats.
Do not modify content in cells within columns after column I starting with cell I7.		TASK		Metrics				START		END

		Do not delete this row. This row is hidden to preserve a formula that is used to highlight the curren day within the project schedule. 														

		Sample phase title block		Advertising 												

				Tv		How many views. 				March		August				ERROR:#VALUE!

				Radio		Promotional code				Novemeber		November				ERROR:#VALUE!

				PPC		Click rate				November		November				ERROR:#VALUE!

				Twitter		CTR				Nov		November				ERROR:#VALUE!

				Instagram		Follower growth rate				Nov		November				ERROR:#VALUE!

		This is an empty row		Personal selling												

		This row marks the end of the Project Schedule. DO NOT enter anything in this row. 
Insert new rows ABOVE this one to continue building out your Project Schedule.		Phone calling 		Call volume				Nov		Nov				ERROR:#VALUE!

				Online sales		Website traffic				Nov		Nov				ERROR:#VALUE!

																

																

																

				Sales promotion												

				Limited time discounts		Revenue generated				April		July				ERROR:#VALUE!

				Loyality programs		Program participation				Nov		Nov				ERROR:#VALUE!

				Cupons		Redemption rate				August		Nov				ERROR:#VALUE!

																

																

				Public relations												

				Influencer partnership		Engagement				March		Aug				ERROR:#VALUE!

				Community word of mouth		Refferal rate				Nov		Nov				ERROR:#VALUE!

																

																

																

				Direct marketing												

				Email marketing 		CTR				Nov		Nov				ERROR:#VALUE!

				Personalised marketing		Engagagement rate				Nov		NOv				ERROR:#VALUE!
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		SIMPLE GANTT CHART by Vertex42.com

		https://www.vertex42.com/ExcelTemplates/simple-gantt-chart.html

		About This Template

		This template provides a simple way to create a Gantt chart to help visualise and track your project. Simply enter your tasks and start and end dates - no formulae required. The bars in the Gantt chart represent the duration of the task and are displayed using conditional formatting. Insert new tasks by inserting new rows.

		Guide for Screen Readers

		There are 2 worksheets in this workbook. 

TimeSheet
About

The instructions for each worksheet are in the A column starting in cell A1 of each worksheet. They are written with hidden text. Each step guides you through the information in that row. Each subsequent step continues in cell A2, A3, and so on, unless otherwise explicitly directed. For example, instruction text might say "continue to cell A6" for the next step. 

This hidden text will not print.

To remove these instructions from the worksheet, simply delete column A.

		Additional Help

		Click on the link below to visit vertex42.com and learn more about how to use this template, such as how to calculate days and work days, create task dependencies, change the colours of the bars, add a scroll bar to make it easier to change the display week, extend the date range displayed in the chart, etc.

		How to Use the Simple Gantt Chart

		More Project Management Templates

		Visit Vertex42.com to download other project management templates, including different types of project schedules, Gantt charts, tasks lists, etc.

		Project Management Templates

		About Vertex42

		Vertex42.com provides over 300 professionally designed spreadsheet templates for business, home, and education - most of which are free to download. Their collection includes a variety of calendars, planners, and schedules as well as personal finance spreadsheets for budgeting, debt reduction, and loan amortisation.

		Businesses will find invoices, time sheets, inventory trackers, financial statements, and project planning templates. Teachers and students will find resources such as class schedules, grade books, and attendance sheets. Organise your family life with meal planners, checklists, and exercise logs. Each template is thoroughly researched, refined, and improved over time through feedback from thousands of users.



https://www.vertex42.com/ExcelTemplates/excel-project-management.html?utm_source=ms&utm_medium=file&utm_campaign=office&utm_content=texthttps://www.vertex42.com/ExcelTemplates/simple-gantt-chart.html?utm_source=ms&utm_medium=file&utm_campaign=office&utm_content=helphttps://www.vertex42.com/ExcelTemplates/simple-gantt-chart.html?utm_source=ms&utm_medium=file&utm_campaign=office&utm_content=urlhttps://www.vertex42.com/ExcelTemplates/simple-gantt-chart.html?utm_source=ms&utm_medium=file&utm_campaign=office&utm_content=text

image1.png

4 Uertexyz:







image7.png




image8.png
Marketing
Essentials
BMIH4005

Marketing plan for Jo&Joe !
Student name: MihaelaCaradan
Studentid: 2218469

Lecturer name: Christopher Wilkin

www.ebsmatchstaff.com. (n.d.).Jo&Joe.




image9.svg
                             Marketing Essentials BMIH4005 Marketing plan for Jo&Joe Student name: Mihaela Caradan Student id: 2218469 Lecturer name: Christopher Wilkin                 www.ebsmatchstaff.com. (n.d.). Jo&Joe.


image10.png
Contents:

Introduction
Marketing Mix
Product

Price

Place

RACE
Distribution

Communication channels

I oy I Iy Iy

References

Hospitality ON. (n.d.)Meet Jo&Joe, AccorHotels’ new brand.




image11.svg
                                    Contents:       Introduction  Marketing Mix  Product  Price  Place  RACE  Distribution  Communication channels  References                  Hospitality ON. (n.d.). Meet Jo&Joe , AccorHotels’ new brand.


image12.png
Introduction

* Jo& Joe is a unique concept launched by
Accor Group in 2016 (Accor Hotels, 2021).

» Targets Millennials and Gen Z groups
(Forbes, 2018).

= Aims to create a community atmosphere
trough shared spaces and activities.

* Has several proprieties in Europe and South
America, and planning to expand further
(Accor Hotels, 2021).

Sell, G. (2016)Accor launches Jo &Joe tﬂn’




image13.svg
                          Introduction       Jo& Joe is a unique concept launched by Accor Group in 2016 (Accor Hotels, 2021 ) .  Targets Millennials and Gen Z groups (Forbes, 2018 ) .  Aims to create a community atmosphere trough shared spaces and activities .  Has several proprieties in Europe and South America, and planning to expand further (Accor Hotels, 2021 ) .            Sell, G. (2016). Accor launches Jo & Joe brand.


image14.png
THE
MARKETING

MIX

W\ f
N

TARGET
MARKET

g

McKewen, E. (n.d.).The Marketing Mix.




image15.svg
                         McKewen , E. (n.d.). The Marketing Mix.


image16.png
Product

« Jo&Joe offers a hybrid lodging

model that combines hostel and
hotel concepts to provide a
distinctive and vivacious hospitality

experience(Jo&Joe, n.d.)

KleosAcademy (n.d.). How well do you know your Product? ® °




image17.svg
                          Product      • Jo&Joe offers a hybrid lodging model that combines hostel and hotel concepts to provide a distinctive and vivacious hospitality experience ( Jo&Joe , n . d . )            Kleos Academy (n.d.). How well do you know your Product? –


image18.png
Price

CutSheetlLabels(2017). How To Effectively Use Your Price Tag Labels To Beef
Up Your Product Sales.

K/
0’0

Jo&Joe's pricing approach aims to be
affordable and competitive for its target
market(Jo& Joe, n.d.)

Discounted rates for longer stays or
group reservations.

Price between £50 and £80 per
night (uk.trip.com, n.d.)




image19.svg
                          Price          Jo&Joe's pricing approach aims to be affordable and competitive for its target market (Jo& Joe, n . d . )  D iscounted rates for longer stays or group reservations .  Price between £ 50 and £ 80 per night (uk . trip . com, n . d . )         CutSheetLabels (2017). How To Effectively Use Your Price Tag Labels To Beef Up Your Product Sales.


image20.png
Place

Saloodo! (n.d.).What is a Place of Destination? Logistics Terms & Definitions.

% Located in urban areas throughout
Europe and South America (Lound,
2019).

% The website and social media channels
are the primary channels for customers
to locate and book accommodations
(Joe&Joe, n.d.)




image21.svg
                          Place          L ocated in urban areas throughout Europe and South America (Lound, 2019).  The website and social media channels are the primary channels for customers to locate and book accommodations ( Joe&Joe , n.d.)         Saloodo ! (n.d.). What is a Place of Destination? Logistics Terms & Definitions.


image22.png
Distribution

= As suggested bySimilarweb (2023),
Jo&Joe utilizes a variety of marketing and
communication strategies:

D] s TR = 5 = G000

Media Paid Public Referrals
search relatio
nships

=

—
]
o

PROMOTIO

Lafair, S. (2021)Promoted? You Need GUTSY Ways to Handle the Stress.





image23.svg
                                                  Distribution       As suggested by Similarweb (2023), Jo&Joe utilizes a variety of marketing and communication strategies:            Lafair , S. (2021). Promoted? You Need GUTSY Ways to Handle the Stress.      Media        Paid search         Public relatio nships             Referrals   


image24.png
RACE

(O]
ENGAGE Il ACT
(el

Nl CONVERT ]

Race Digital Marketing Planning Framework

www. linkedin.com. (n.d.)RACE Digital Marketing Planning Framework

® Reach: Expand reach through social media ads
and influencer partnerships (Jobber and Ellis
Chadwick , 2020).

e Act: Use targeted messaging, calls to action,
promotions to encourage bookings.

e Convert: Provide exceptional customer
experience to convert firsttime customers into
repeat customers.

* Engage: Engage customers through social
media, email marketing, and loyalty programs.
Utilize public relations for media coverage and
brand engagement. (Clow and Baack, 2013).




image25.svg
                          RACE                 www.linkedin.com. (n.d.). RACE Digital Marketing Planning Framework • Reach : Expand reach through social media ads and influencer partnerships (Jobber and Ellis - Chadwick , 2020). • Act : Use targeted messaging, calls to action, promotions to encourage bookings. • Convert : Provide exceptional customer experience to convert first - time customers into repeat customers. • Engage : Engage customers through social media, email marketing, and loyalty programs. Utilize public relations for media coverage and brand engagement. (Clow and Baack, 2013).


image26.png
Whesatemy
™ Mol gt
" i
Tallu e
Tl Tovmas qunti e W Rl

Sl |

73

e —— |

| Wans guemeten i

[ W [ | | I

[ Fuie putiin LR T | I | I | | | E I I

| o Wbt il e I [ B i
I 1

[ 1

[ S | s | St | S | (S| | S| S | S | — | S —|| m——| c—
e T R (| — E—| [ ) —]
T 7 PO 25 [ S | O | || EU | S | S | — | S— | — S— | —| E—| c—
s e |

| —————— |

s |

.

R 70 | | | I — | Soo—— | — s | ) — F— || —1
[ et wepenntoie e e | [ O (T (N (SO (S (S [ [ e [ I E—
[ ———— |

e —




image27.svg
                        


image28.png
Communication Gt
channels | »

ot vists

v' Advertising: Tv, Radio, PPC, Instagram and . o
Twitter
¥ Personal selling : Phone calling and Online Similar web tool (2023)Jo&Joe Channels overview
sales Marketing Channats
v' Sales Promotions: Limited time discounts,
loyalty programs, and coupons.
v Public Relations: Influencer partnerships and
Community word of mouth. : ;-

v’ Direct marketing: E -mail marketing and

personalised marketing




image29.svg
                                                           Communication channels                Similar web tool (2023). Jo&Joe Channels overview  Advertising: Tv, Radio, PPC, Instagram and Twitter  Personal selling : Phone calling and Online sales  Sales Promotions: Limited time discounts, loyalty programs, and coupons.  Public Relations: Influencer partnerships and Community word of mouth.  Direct marketing : E - mail marketing and personalised marketing


image30.png
References

*Accor Hotels. (2021). Jo&Joe : Accor's new brand. https://group.accor.com/en/brands/our-brands/jojoe

*Clow, K & Baack, D (2013), Integrated Advertising, Promotion and Marketing Communications. 6th ed, Pearson,
London

*Forbes. (2018). Jo&Joe : A millennial brand for an experience -driven generation.
https://www.forbes.com/sites/johnnyjet/2018/11/27/jojoe -a-millennial -brand-for-an-experience -driven -
generation/?sh=5227b4ad4f4d

*Jo&Joe. (n.d.). About Us. Retrieved from https://www.joandjoe.com/en/

*Jobber, D. and Ellis -Chadwick, F (2020), Principles and practice of marketing. 9th ed. London:

*Lound, J. (2019, January 18). Jo&Joe : Gearing up for international expansion. Hotel Management. Retrieved from
https://www.hotelmanagement.net/development/jo -joe-gearing-up-for-international-expansion

Similarweb . (2023). SimilarWeb Identity. [online] secure.similarweb.com. Available at:
https://pro.similarweb.com/#/digitalsuite/websiteanalysis/audience -demographics/.

uk.trip.com. (n.d.). JO&Joe Paris - Nation, Paris Latest Price & Reviews of Global Hotels 2023 | Trip.com .[online] IS
Available at: https://uk.trip.com/hotels/paris -hotel-detail -69212172/jojoe-paris-nation/ [Accessed 27 Feb. 2023]. v

v, -




image31.svg
                    References • Accor Hotels. (2021). Jo&Joe : Accor’s new brand. https://group.accor.com/en/brands/our - brands/jojoe  • Clow, K & Baack, D (2013), Integrated Advertising, Promotion and Marketing Communications. 6th ed, Pearson, London • Forbes. (2018). Jo&Joe : A millennial brand for an experience - driven generation. https://www.forbes.com/sites/johnnyjet/2018/11/27/jojoe - a - millennial - brand - for - an - experience - driven -  generation/?sh=5227b4ad4f4d  • Jo&Joe . (n.d.). About Us. Retrieved from https://www.joandjoe.com/en/  • Jobber, D. and Ellis - Chadwick, F (2020), Principles and practice of marketing. 9th ed. London: • Lound, J. (2019, January 18). Jo&Joe : Gearing up for international expansion. Hotel Management. Retrieved from https://www.hotelmanagement.net/development/jo - joe - gearing - up - for - international - expansion  • Similarweb . (2023). SimilarWeb Identity. [online] secure.similarweb.com. Available at: https://pro.similarweb.com/#/digitalsuite/websiteanalysis/audience - demographics/. uk.trip.com. (n.d.). JO&Joe Paris - Nation, Paris Latest Price & Reviews of Global Hotels 2023 | Trip.com . [online] Available at: https://uk.trip.com/hotels/paris - hotel - detail - 69212172/jojoe - paris - nation/ [Accessed 27 Feb. 2023]. ‌


image32.png
Thank you!




image33.svg
                    Thank you!



1


 


 


Marketing Essentials


 


BMIH4005


 


 


 


Marketing plan for  


Jo&Joe


 


 


 


 


 


 


 


 


 


 


Student name: 


Mihaela Caradan


 


Student id


:


 


2218469


 


Lecturer: 


Christopher Wilkin


 


 


 


 


 


 


 


 


 




1     Marketing Essentials   BMIH4005       Marketing plan for   Jo&Joe                     Student name:  Mihaela Caradan   Student id :   2218469   Lecturer:  Christopher Wilkin                  

