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Introduction
Development of an operational marketing plan favour brands in appropriately promoting new product or service. In this report, a proper marketing plan has been portrayed for Ibis to thrive in the UK market. Ibis marketing will purposively address the needs of planning activities, which can attract guests, perform promotional events and consider high or low seasons among numerous other factors. 
[bookmark: _Toc119585341]The Marketing Mix
	Product
	Place

	The core products of Ibis would comprise of hotel rooms wherein guests can stay for their desired time. The facilitating products would involve bars and restaurants, guest services, online reservation system, etc. Furthermore, the supporting products will be offered for obtaining competitive advantage by surging value of core service and products. As stated by Gheribi (2018), the wide range of Ibis supporting products will include free newspapers, magazines, check-in time for 24/7 hours, concierge services, etc. Then, the augmented products offered at Ibis will be high-class bars and restaurants, relaxing hotel atmosphere, luxurious hotel rooms, membership discounts, exterior designs, etc. All these will fascinate guests. 
	The target market for placing this marketing plan of Ibis is precisely in London, UK. The distribution will be based on internet and information technology in different formats. The official website will serve as the crucial platform for product and service offerings (Faliha et al., 2021). This will be offered with various features and capabilities that provide practical assistance to customers like booking a hotel room, scheduling meetings, planning weddings and events, booking airport pickups, etc. Ibis marketing will further be facilitated through mobile apps available in both Android and iPhone platforms. Moreover, social media platform will be adopted for marketing the offerings of Ibis. 

	Price
	Promotion

	Ibis brand will be following premium pricing strategy at London. This will make the brand charging high cost for rooms and hospitality services offered by Ibis. However, guests can perceive the excellence in quality and extra features and characteristics (Piga et al., 2022). This will definitely favour Ibis to stand out of the market competition. 
	Ibis will abide by the promotional mix that comprise of four crucial elements, which are sales promotion, personal selling, public relations and advertising (Marini and Faot, 2021). All the intended marketing messages will be communicated through magazines like Financial Times, Economist, Forbes, Fortune, etc. and newspaper. Further, advertising could be done through television channels. For public relations, Ibis would be publishing offline and online press releases, communicate through newsletters, etc. For personal selling, salesperson or marketers will be involved. To ensure sales promotion, a variety of discount vouchers and reward programs will essentially be introduced. 
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	Strengths
	Weaknesses

	Barriers to entry into the UK’s hospitality industry are high, which must be capitalised by Ibis as the structural strength and support strong operating performance. 
High level of assistance to Ibis in the industry is strength for enhancing business operations.
	As the industry revenue is mainly dependent on the single customer segments, this is taken as weakness to Ibis business as there has been significant concentration risk connected with demand from that single revenue source. Hence, Ibis must focus on targeting middle class people in the UK offering affordable rooms (Mamahit, Worang and Rumokoy, 2019). 
The weakness of seasonality must be ousted with offering promos. 

	Opportunities
	Threats

	High level of short-term growth will favour the brand to expand business to substantial extent. Ibis must take advantage of this for expanding business in London. 
Provisioning innovative digital services will favour the brand in drawing the attention of young generation. 
	High competition poses a threat to Ibis for which the brand should follow competitive pricing strategy to draw customers’ attention.
Revenue volatility has been a serious concern as revenue tends to be abnormally low or high and henceforth the large swings brings in structural issues (Liu and O’Neill, 2022). Ibis hotels must stay focused on provide excellent services to guests. 
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	Political
	Geopolitical risk caused by the tensions between Russia and Ukraine is inhibiting tourist influx into the UK and precisely London. 

	Economic
	Variations in the exchange rates are directly impacting on new profit margin of Ibis hotels. 
Further, having low disposable income since the outbreak of Covid-19 pandemic is hampering the business with low rate of room booking (Webber and O'Neill, 2020). 

	Social
	Employee responsibility for reducing turnover is paving the way for low profit margin to Ibis.
Since the Covid-19 pandemic, the overhead expense to Ibis for employee and guest safety has increased. However addressing this need will create an appeal on the guests’ mind the hotel brand is conscious about health and safety of stakeholders with precision (Ei and Batra, 2020). 

	Technological
	Ibis requires leveraging on the analytical tools to booking forecasting. 
Digitalisation will lead to increased shared services in Ibis hotels. 

	Environmental
	Minimising the environmental footprint by carbon strategy will enhance demand. 

	Legal
	Staying in compliance with the regulatory and legal needs will favour Ibis hotels in London. 
Compliance with labour laws will favour Ibis in attracting talents in London and overall UK. 
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The Ibis hotel must stay focused on getting good reviews from the incoming guests by doing trivial things like welcoming note, interesting in-room decoration, etc. Such little endeavours by the hotel would appreciably enhance the overall staying experience of the guests and would convincingly add more delight among them by the end of their trip (Itani, Kassar and Loureiro, 2019). 
Offering customer values will favour in present and potential visitors to Ibis. This will appreciably develop loyalty, reduce errors, increase efficacy, enhance market share, lower overhead price, etc. For Ibis hotels, gaining high market share as well as better efficiency in hospitality services will eventually lead to high profit margin.  
With the intent of increasing visitor engagement, this is essential to ensure that the Ibis official website is updated for giving target guests the appropriate information as well as booking details (Khalifa, Trung and Hossain, 2021). This is further essential to ensure that the guests are all treated in the most modern ways of hospitality while they are staying at the hotel premises. The employees must encourage and entertain guests in sharing their experience to people around about their stay.
For marketing, the Ibis hotels must use digital platforms. In this respect, the best possible options can be official website, app and social media platforms. 
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In the case of Ibis Hotels, this is foremost essential for the marketers to drive focus on mobile website optimisation. The young generation most prefer finding anything on the smartphones rather than in the desktop computers. Hence, having a highly mobile friendly website is high recommended to the Ibis hotels. All the intended promotions such as discount offers, vouchers, etc. will be highlighted on the mobile website in form of pop-ups (Petelin and Križaj, 2021). Further, a hassle free booking process must be ensured for which the having a mobile website highly optimised is essential for increasing booking inflow as well as maximising revenue generation. 
The brand must drive focus on Metasearch engines such as TripAdvisor, Google Hotel Ads, Trivago, etc. (Majó, Ramirez and Moya, 2021). Enlisting Ibis on these metasearch engines would appreciably boost their brand visibility and hence improve their Company’s brand value. For such this is essential for Ibis to be highly open to receive direct hotel booking. This will favour the brand to be pushed up in the hospitality industry in London and even across UK. 
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Conclusion
The proposed marketing plan will appreciably favour Ibis hotels in reaching new heights in the London market. This marketing plan will prominently draw the attention of young generation to book Ibis Hotels for their hotel stay. The detailed strategies will effectively increase market share and revenue generation of Ibis hotels. 
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