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Introduction
The following report has been conducted by a project team member who is employed from an external agency. Ibis hotels employees are not asked to conduct this report as this allows an external view. The project team member is to explore the experience and challenges Ibis hotel face to continue operating. The report also explores how Ibis hotel can remain in the current marketplace. 




Ibis Hotel
[bookmark: _Int_aoIv83ge]Ibis hotels has been established since 1974 and is of French origin. The parent company Accor is the organisation which runs Ibis alongside many more hospitality segments from luxury to economy hotels. Ibis is a French brand which offers the public reasonable hotels at valuable prices. Ibis hotels is one of the sister companies in the tourist industry which has developed and succeeded to deliver its goal to facilitate the comfort of the home-to-home service. This is where the customer can feel comfortable in the Ibis hotel room as they do in their own home. The hotels are welcome guests who are travelling, families who are on breaks away from home and professionals who are travelling for work reasons. Ibis hotels cater for everyone's needs as everyone is welcomed. The customer will have many facilities which Ibis hotels offer such as the comfortable bed, clean washing area, fresh food and many more features can be added like the gym at valuable prices. The service Ibis delivers is aligned with the customer needs and budget. The hospitality service offered is dependent on the customer who can select options to add on when booking the hotel. Ibis aims to be valuable and cost effective. Ibis has previously been awarded with the worldwide hospitality awards for best communication campaign. (Paris, 2019)


Part A
SWOT analysis 
The SWOT analysis show some strengths, weaknesses, opportunities, and threats for Ibis hotels. Like all organisations there is pros and cons to all aspects. (Bhasin, 2019)
Strength
· Established since 1974
· Hotels worldwide
· Competitive prices 
· Comfortable guests experience
· Well structured
· Accor has other segments which give the organisation more power in the hospitality industry
· Always investing to more propositions in the market
· Guests are greeted and well looked after
· Loyalty rewards for guests which allows the guests extra privileges

As the parent company Accor is well established, the franchises have a strong backbone. Accor have hotels across the world which help to give the organisation more power. The segments accommodate according to the local culture and the guests are well greeted and looked after. There is a loyalty program where guests can sign up to help the guests gain points. This is a free incentive for the guests. When reaching a certain number of points, the guests can redeem the points for treats such as dining, shopping and many more options. Points are gained at each stay. This helps the guests be loyal to the hotel and repeat stays within the Ibis hotel group. This benefits the organisation as the guests are happy with repeating business with them. As the prices are appealing to guests compared to other hotels in the same industry, some guests may like to share their experience on their social media platforms. Ibis hotel do have satisfying interior for guests to snap away and share and tag on social media.
Weakness
· Budget hotels, guests may relate budget to cheap/ low grade
· As Accor is the parent company, it is not advertised. Unknown brand due to franchising
· Accor is at risk of losing guests to other hotels of competitive price range
· Franchising is at risk of losing the original customer experience
As Ibis hotel is known and advertises as a budget hotel some may refer this as lower end and cheap. When a guest is travelling, they like to share their experiences with family and friends on their social media platform. The guest may be reluctant to sharing where they are staying due the Ibis hotel known as budget hotel. The guest may have booked the hotel due the excellent price or even the loyalty program. But everyone enjoys showing off their holiday pictures but not when they are reviewing something that is known as cheap. Not everyone is like this. Like stated above some guests would promote how much of a wonderful experience they have had even on a budget.
Opportunity
· To expand to a bigger field where the hotel is classy 
· Expanding to other countries, travellers can get same experience
· Budget hotels can have opportunities for the local council to support vulnerable or homeless
· Market to other organisations
· Bargaining with repeat spending guests
· Multiple booking deals
· Tourism deals for length of stay
· Increase Accor brand name

Accor the parent company of Ibis hotels are worldwide with many segments which branch out. As successful as the organisation is, they still can expand even further. The experience for guests who have stayed in one country are able to experience the same in another country. This gives the guest a lovely, homely experience of being in an environment that they know. Ibis hotels offer the loyalty program to guests who sign up which gives points to the guests. This is a terrific opportunity for guests to feel rewarded for staying at the hotel. 
Ibis hotels offer rooms for reasonable prices. The hotels have an opportunity to offer the local council a vulnerable or homeless scheme. This would help the local community and expand the organisation. Also, this would create a guaranteed income through the council.



Threat
· Competition with other hotels
· Brand is being discriminated via the subletting franchise 
· Risk of making loss due to economy
· Franchising can jeopardise brand name

As with any other organisation, there are threats that can become challenging. Ibis hotels are threatened by other organisations in the same industry. Ibis hotels continue to market themselves, but this can become challenging as other competitors may try and steal the marketplace with better offers or new locations. Ibis hotels are franchised which has the risks of not giving the same experience from one hotel to the other. This would be down to the management decision making. Long term, this can impact the brand name with bad reviews. Ibis hotels continue to be cost efficient, which guests love. With the current prices increasing to live, bills, food, etc this may impact the price guests pay for the hotel and service offered. This may risk increasing the cost of the stay for customers. Furthermore, the customers may not be happy to pay so much for the room. If the hotels price increases, the guests may look for a stay at other hotels which may be better for the guest on price.





Pest analysis
Political factor
Government policies are changing from time to time. This impacts the organisation which can affect how the guest use the service. This can impact Ibis hotel too. Tax is government controlled and in the present times the risk of increasing tax can be possible. This will have a significant impact on whether guest can afford to travel and have family breaks away. Ibis hotel will lose out e.g., on families who choose to go away during the school holidays for a family break. The increase of tax can leave families with options on paying for essential things like food and bills. The tax increase may leave families with no social budget which will impact the hospitality industry during the school breaks. (Robinson, 2022)
Economic factor
The economic change will impact Ibis hotels and the hospitality industry as the present times show people have less disposable income. This leads to people avoiding booking into hotels when travelling due to managing their finances. Big organisations send employees away for training and book them in hotels to stay over. Due to the change in the economy, organisations avoid doing this and employees are given training locally or over Microsoft Teams. Digital training, meetings and e-learning has proven to be a success during the lockdown period. Organisations have managed to reduce their budget without having to send their employees for distant learning courses. This is more cost effective for the organisation. This saves the organisation budget of the stay in the hotel and cost of travel and food. The hospitality will make huge losses from the impact of this digital change. (Candelario, 2022) 
Social factor
Career attitudes and structures have changed which affect the hotel. As organisations are managing a lot using the modern way via technology there is not much need to book hotels for board meetings. The organisations offer everyone to socialise and meet up on Microsoft Teams or other social platforms. (Acclime, 2022)
Technological factor
Ibis hotel is moving with the current change of technology. The booking is managed online. Loyalty guest’s points are also managed online. Ibis guests can create an account which they can manage their bookings and points themselves. This gives the guests ownership of their needs for each service. Having this technical feature helps the Ibis hotel to know what the guest have selected and to meet their needs when staying to create a seamless and hassle-free experience. (All, 2023) 


Part B
As the current climate continues with difficulties with finances there may be a developing change to the way people consider booking into hotels for family breaks or organisation bookings. It is recommended that Ibis hotel may consider liaising with the local council and offer vulnerable and the homeless the comfort of staying in the hotel until the relevant location is found for the individuals. This will guarantee income through the council and provide someone in need shelter, warmth, food, the basic needs. The council may consider this during these challenging times to help people who are struggling to make ends meet. More people are using food banks to feed families. This was a process which was implemented during the pandemic in 2020. Ibis can consider this as a contract with the local council as the living crisis is finding many people in vulnerable situations or becoming homeless. (Gentleman, 2020)
Ibis hotels can put this in their marketing as other guests would need to know that there is a section of the hotel being used in such way. Majority of the public would consider this as a good will gesture for the hotel to offer such schemes with the local council. This may even increase the chances of the guests who are well off or organisations who give to local charities offering to help the guests in need. Making this awareness to organisations can increase the funding as many local organisations raise funds for charities regularly. Having such schemes would not need marketing as the council would be bringing people and paying for their stay. This increases the brand awareness for Ibis hotel as they would be helping the community long term. This will help the vulnerable and homeless too as they are in the situation due to difficult circumstances. Having a scheme like this can promote Ibis hotels for helping people in need. The public like to help people and sometimes do not know how to. (Miron, 2021)  
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