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[bookmark: _Toc137668006]Introduction 
JoandJoes Hotel is a rising star in the hotel sector, and this strategic plan is designed to help it reach its full potential. Increasing the hotel's brand awareness and market share while establishing long-lasting connections with guests are its key goals (Kotler et al., 2012). JoandJoes Hotel's upper management may use this strategy to make strategic, data-driven choices to accelerate expansion. Different academic and strategic paradigms served as inspiration for the plan's development. The underlying framework is SOSTAC (Smith and Taylor, 2016), an abbreviation for Situation Analysis, Objectives, Strategy, Tactics, Action, and Control. It uses the 4Ps (Product, Price, Place, and Promotion) of the marketing mix to analyse the present marketing environment and develop an appropriate strategy for dealing with it (Rafiq and Ahmed, 2019). The Ansoff Matrix (Ansoff et al., 2018) is used as a strategic planning tool to figure out if the hotel will expand by penetrating new markets, expanding into existing ones, creating new products, or diversifying into related industries. The goal of this marketing strategy is to steer the JoandJoes Hotel towards its strategic goals by using the aforementioned frameworks.
[bookmark: _Toc137668007]Situation Analysis 
[bookmark: _Toc137668008]Company: SWOT Analysis
JoandJoes Hotel's strengths, according to a SWOT analysis, are its premium service and convenient locations. High prices and little brand recognition are, however, disadvantages (Harrison and John, 2013). Growth is possible via the penetration of new markets and the use of cutting-edge technologies to the improvement of service provision. However, dangers such as intense rivalry and the possibility of price wars remain present.
[bookmark: _Toc137668009]Customers: Segmentation, Targeting and Customer Profiles
Market research among subsets of customers (Wedel and Kamakura, 2012) identifies well-off consumers and business travellers as the target demographic. SimilarWeb data supports this division, showing that the majority of JoandJoes.com visitors come from business-related queries and geographic regions that correspond to the hotel's facilities.

[bookmark: _Toc137668010]Competitors
Using Bowman's strategy clock (Clulow et al., 2013), we see that most of our rivals are active at the low end of the market, providing a window of opportunity for JoandJoes to exploit the high-end. This is further supported by the perceptual positioning map, which shows a dearth of premium service providers.
[bookmark: _Toc137668011]Collaborators
The JoandJoes Hotel offers extensive business-to-business connections, such as agreements with Internet booking platforms and travel companies. These partnerships are crucial to the development of a company, as they help to attract more customers and provide them with better booking services (Wei et al., 2015).
[bookmark: _Toc137668012]Climate: PESTLE Analysis
Several macroenvironmental elements that are good for Joan and Joe are revealed by the PESTLE study (Khan et al., 2013). Increased foreign tourism is a sign that the world economy is improving, which might lead to increased occupancy levels. Artificial intelligence (AI) and machine learning (ML) provide the potential to better serve and delight customers.
[bookmark: _Toc137668013]Marketing Mix
Great prices and great quality are at the centre of JoandJoes' current marketing strategy (Constantinides, 2014). However, adjustments to the pricing strategy and advertising are needed to increase market share and raise brand awareness, with an emphasis on the value provided to justify the higher prices.
[bookmark: _Toc137668014]Objectives
Specific: To reposition JoandJoes Hotel as a premium, easily accessible hotel with a focus on exceptional service for guests.
Measurable: Realistic goals for the next 12 months include increasing direct online reservations by 15% and customer satisfaction ratings by 10%.
Achievable: These goals are feasible with dedicated digital marketing, enhanced customer service, and strategic alliances (Kaplan and Norton, 2012).
Relevant: This is important since improving the company's reputation and bottom line are two of its overarching goals (Kaplan and Norton, 2012).
Time-Bound: The deadline for completing the goals is the end of the fiscal year 2024.
[bookmark: _Toc137668015]Strategy
[bookmark: _Toc137668016]New Value Proposition
The JoandJoes Hotel is rebranding itself as a hotel that provides a unique combination of opulence and approachability, with first-rate service and cutting-edge conveniences for its guests.
[bookmark: _Toc137668017]Business Strategy
Using Ansoff's Matrix as a guide, JoanandJoe will use a strategy of both expanding into new markets and creating whole new products. Product development involves expanding service offerings, which in turn improves company reputation and counters bad evaluations (Ansoff et al., 2018).
[bookmark: _Toc137668018]Changes to the Marketing Mix
There will need to be adjustments made to the marketing mix to accommodate the new value offer. Product, marketing, and location will be modified to provide and convey a superior customer experience, and pricing methods will be reevaluated to guarantee value for money (Rafiq and Ahmed, 2019).
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[bookmark: _Toc137668020]Control 
In order to determine how successful our marketing approach is, we will be developing a number of key performance indicators, often known as KPIs. According to Kaplan and Norton (2012), the most important key performance indicator will be the rise in direct bookings made through the website, with an increase of 15% being the aim. Post-stay surveys and internet reviews are additional channels that businesses may use to assess the level of client happiness; an increase of 10 percentage points in satisfaction ratings has been outlined as a target aim. According to research by Netzer et al. (2012), sentiment analysis on social media and feedback from customers will be used to track how customers feel about a particular business. Finally, profitability will be monitored with the expectation that it would rise as a direct consequence of the marketing approach that was implemented.

[bookmark: _Toc137668021]Conclusion 
To successfully reinvent JoandJoes Hotel as a premium but approachable brand while reducing prior unfavourable evaluations is the key challenge of this marketing campaign. A comprehensive overhaul of customer service and a focused digital marketing strategy are essential for a successful rollout. In order to better serve its guests, JoandJoes Hotel should have open lines of communication with them at all times. Moreover, it will be crucial to manage brand reputation by investing in regular employee training and taking a proactive approach to respond to client feedback. The hotel's marketing plan might also benefit from frequent assessments and tweaks.
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Introduction 

■ The presentation will shed light on the marketing

plan of JoandJoes Hotel for expanding its customer

base.

■ JoandJoe is a brand of Accor Hotels.

■ The hotel initiated its operations in 2017 (JoandJoe

2023).

■ The brand emphasizes providing innovative and

unique experiences to the guests.
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SWOT 

ANALYSIS

Weaknesses Strengths

- In comparison to other major

players in the market, the

brand has limited services

and amenities.

- Targeted specific market

- Limited international

expansion (Rodríguez-Antón

and Alonso-Almeida 2019)

- The brand offers unique

accommodations in the form

of hotels and hostels.

- Foster a social environment

and provide opportunities to

interact and connect.

- The hotel is located in vibrant

urban areas

- Strong brand image and

presence

Threats Opportunities

- Intense competition in the

industry

- Economic fluctuations

- Changes in government

regulations

- Expand current target market

- Involve in partnerships and

collaboration
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SWOT ANALYSIS

		Strengths		Weaknesses

		The brand offers unique accommodations in the form of hotels and hostels.
Foster a social environment and provide opportunities to interact and connect.
The hotel is located in vibrant urban areas
Strong brand image and presence 		In comparison to other major players in the market, the brand has limited services and amenities.
Targeted specific market 
Limited international expansion (Rodríguez-Antón and Alonso-Almeida 2019)

		Opportunities		Threats 

		Expand current target market 
Involve in partnerships and collaboration 		Intense competition in the industry
Economic fluctuations 
Changes in government regulations
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Customers

■ The target market of the brand is major people in

millennials and Gen Z (Simialr web 2023).

■ People who prefer socializing and like interacting

with new people.

■ Travellers who prefer budget-friendly

accommodation are the target market for the

hotel.
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Customers







The target market of the brand is major people in millennials and Gen Z (Simialr web 2023). 

People who prefer socializing and like interacting with new people. 

Travellers who prefer budget-friendly accommodation are the target market for the hotel. 
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Competitors

■ The hospitality industry of the United Kingdom is intensely competitive (Ineson, Čomić

and Kalmić 2019).

■ Marriott International, Hilton Worldwide, and InterContinental Hotels Group are a few

examples of the competition JoandJoe faced.

■ These brands frequently serve a variety of visitors, including families, business travellers,

and people looking for a more conventional hotel setting.
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Competitors

The hospitality industry of the United Kingdom is intensely competitive (Ineson, Čomić and Kalmić 2019).

Marriott International, Hilton Worldwide, and InterContinental Hotels Group are a few examples of the competition JoandJoe faced. 

These brands frequently serve a variety of visitors, including families, business travellers, and people looking for a more conventional hotel setting.
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BOWMAN

STRATEGY

CLOCK

The main goal of a

differentiating strategy is to

establish a distinctive

position in the market by

providing goods or services

that are viewed as unique

and superior to those of

rivals. This marketing

approach focuses on

providing clients with

distinctive value propositions

and targets a particular

market group.
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BOWMAN STRATEGY CLOCK

The main goal of a differentiating strategy is to establish a distinctive position in the market by providing goods or services that are viewed as unique and superior to those of rivals. This marketing approach focuses on providing clients with distinctive value propositions and targets a particular market group. 
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PEST ANALYSIS

- Stable political environment

- Changes in regulations can affect the company’s

policies.

Political factors

- Different economic factors can impact the performance

of the company

- Fluctuation in the exchange rate

Economic factors

- Demographics shift towards an ageing population

- Change in market trend

Social factors

- Adoption and implementation of advanced technologies

- Increase in use of digital mediums

Technological factors
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PEST ANALYSIS

		Political factors		Stable political environment
Changes in regulations can affect the company’s policies.

		Economic factors		Different economic factors can impact the performance of the company
Fluctuation in the exchange rate

		Social factors		Demographics shift towards an ageing population
Change in market trend

		Technological factors 		Adoption and implementation of advanced technologies
Increase in use of digital mediums
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OBJECTIVES

The marketing plan shall focus on accomplishing the below-

mentioned objectives through effective assessment and

monitoring.

■ To increase the customer base by 15% in the next 15

months.

■ To enhance online traffic by 10% in the next 12 months.

■ To increase customer engagement 10% in the next 14

months.


Microsoft_PowerPoint_Slide7.sldx
OBJECTIVES

The marketing plan shall focus on accomplishing the below-mentioned objectives through effective assessment and monitoring.

To increase the customer base by 15% in the next 15 months.

To enhance online traffic by 10% in the next 12 months.

To increase customer engagement 10% in the next 14 months.
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