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[bookmark: _Toc137679706]Marketing Plan 
Ibis is a well-known hotel chain with locations all over the world. Bordeaux, France, was the site of the first Ibis hotel, which opened in 1974. AccorHotels, a hotel holding business, is the owner. Customers are drawn to the hotels because of their convenient locations (near airports, train stations, and city centers) and affordable rates. 
Opportunity: The Rise of Sustainable Tourism and Eco-Conscious Travelers
[bookmark: _Toc137679707]Communications Strategy for Ibis Hotels
[bookmark: _Toc137679708]Promote Ibis as a Smart Lodging Choice
Emphasize initiatives such as energy-efficient lighting, water conservation measures, waste reduction, and partnerships with local suppliers. Use the slogan "Stay Green, Stay Comfortable" to convey the message that guests can enjoy a sustainable stay without compromising on comfort (Zutshi, Creed, Bhattacharya, Croy, & Dahms, 2022).
[bookmark: _Toc137679709]Boost Access to Organic and Locally Sourced Food
Highlight Ibis's focus on sourcing local and organic ingredients for their on-site restaurants and breakfast offerings. Share stories of local suppliers and farmers to build a connection with guests and evoke a sense of community.
[bookmark: _Toc137679710]Promote Approvals and Certifications
In 2004, Ibis was the first hotel chain to receive the ISO 14001 environmental accreditation. It demonstrates Ibis's robust environmental protection consciousness. Prominently display Ibis's green accreditations in marketing materials, website, and social media channels. Educate potential guests about what these certifications mean and how they ensure a sustainable and responsible stay (Górska-Warsewicz & Kulykovets, 2020).
[bookmark: _Toc137679711]Include eco-friendly activities and encounters
Develop and promote eco-friendly activities and experiences for guests to engage in during their stay. For example, organize guided nature walks, beach cleanups, or bike tours to explore the local area sustainably. Collaborate with local environmental organizations to offer educational workshops or volunteering opportunities that align with Ibis's sustainability goals (Adam, Ibrahim, Ikramuddin, & Syahputra, 2020).
[bookmark: _Toc137679712]Engage with Visitors via social media
Leverage social media platforms to foster a sense of community and interact with guests. Encourage guests to share their own eco-friendly practices or stories, creating a dialogue and building a loyal customer base (Widardi, Syah, Indradewa, & Pusaka, 2020).
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Fig: Ibis among customers in the UK in 2022 (source: Statista)
[bookmark: _Toc137679713]Engage in joint ventures with bloggers and influencers
Partner with influential eco-conscious travel bloggers, sustainability advocates, and influencers who align with Ibis's values. Arrange stays at Ibis hotels and encourage them to share their experiences through blog posts, social media content, and videos (Jones & Comfort, 2019). 
[bookmark: _Toc137679714]Transparency in Health and Safety Information
Highlight Ibis's commitment to following strict health and safety protocols, including regular cleaning and sanitization of common areas, contactless check-in and check-out, and enhanced air filtration systems. Use clear and concise messaging to inform guests about these measures across various marketing platforms (Gray et al., 2022).
[bookmark: _Toc137679715]Provide Eco-Friendly Deals and Incentives
Create exclusive green packages or discounts for guests who actively participate in Ibis's sustainability initiatives. By offering incentives, Ibis can encourage guests to make environmentally friendly choices while staying at their hotels (Soedarsono, Mohamad, Adamu, & Pradita, 2020).
[bookmark: _Toc137679716]Track and Discuss Sustainability Progression
Highlight achievements, such as energy and water consumption reduction, waste diversion rates, and carbon footprint reductions (Olorunsola, Saydam, Arasli, & Sulu, 2022). Showcasing tangible results demonstrates Ibis's commitment to sustainability and keeps guests engaged in their ongoing efforts.
[bookmark: _Toc137679717]Use Marketing for a Good Cause
Collaborate with environmental charities or organizations to support sustainable initiatives beyond the hotel. For example, donate a portion of each booking to a reforestation program or invest in local community projects focused on environmental conservation (Shen, Qian, & Chen, 2020). 
[bookmark: _Toc137679718]SOSTAC Analysis for Ibis Hotels UK 
[bookmark: _Toc137679719]Situation Analysis
· Ibis is a well-established hotel chain in the UK with a strong presence and a reputation for comfortable and affordable accommodations.
· The rise of sustainable tourism and eco-conscious travelers presents a significant marketing opportunity for Ibis to differentiate itself and attract a new segment of environmentally conscious guests (Krizanova et al., 2019).
· Ibis's existing sustainability initiatives, such as energy efficiency and waste reduction measures, provide a foundation for capitalizing on this opportunity (Tarvainen, 2023).
[bookmark: _Toc137679720]Objectives
· Position Ibis as a leading sustainable accommodation option in the UK market.
· Increase brand awareness among eco-conscious travelers and capture a larger share of this growing market segment.
· Enhance guest perception of Ibis's commitment to sustainability and responsible practices.
· Drive bookings and revenue through targeted marketing efforts that emphasize Ibis's green credentials (Cruz-Milán, 2022).
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[bookmark: _Toc137679721]Strategy
· Emphasize Ibis's sustainability initiatives and eco-friendly practices across all marketing channels to create a distinct brand positioning.
· Collaborate with local suppliers, farmers, and environmental organizations to strengthen Ibis's sustainability efforts and create meaningful partnerships.
· Engage with influencers and bloggers who promote sustainable travel to amplify Ibis's message and reach a wider audience (Chung, 2020).
[bookmark: _Toc137679722]Tactics
· Promote Ibis's sustainability efforts through the company website, social media platforms, and other digital marketing channels.
· Highlight green certifications and accreditations, showcasing Ibis's commitment to sustainability.
· Create engaging and informative content about Ibis's eco-friendly practices, such as energy-efficient lighting, water conservation measures, and waste reduction initiatives (Gonzalez, Gasco, & Llopis, 2020).
· Develop and promote eco-friendly activities and experiences for guests, such as guided nature walks, beach cleanups, and educational workshops (Mahmutović, 2021).
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[bookmark: _Toc137679723]Action
	Steps
	Responsible party
	Timeline

	Promote Ibis's sustainability efforts on website, social media platforms, and other digital channels
	Marketing Department
	Q3 2023

	Highlight green certifications and accreditations
	Marketing Department
	Q3 2023

	Showcase Ibis's eco-friendly practices
	Marketing Department
	Q3 2023

	Share guest testimonials and stories of sustainability initiatives
	Marketing Department
	Q3 2023

	Develop and promote eco-friendly activities and experiences
	Marketing Department
	Q4 2023

	Actively engage with guests on social media
	Social Media Team
	Ongoing

	Collaborate with influencers and bloggers
	Partnerships Manager
	Ongoing

	Design and launch green packages and incentives
	Marketing Department
	Q4 2023



[bookmark: _Toc137679724]Control
	Monitoring and Evaluation Measures
	Frequency
	Responsible Party

	Monitor website traffic, social media engagement
	Monthly

	Marketing department 

	Gather guest feedback and reviews
	Ongoing
	Customer service 

	Track booking patterns and revenue
	Quarterly
	Finance department 

	Review and update sustainability strategy
	Annually
	Sustainability team 

	Measure and report progress on sustainability goals
	Quarterly
	Sustainability team



[bookmark: _Toc137679725]Ibis Hotels UK's Communication Mix Plan
The RACE framework is a strategic approach to digital marketing planning that involves multiple stages (Reach, Act, Convert, and Engage), each with its own set of activities and channels.
[bookmark: _Toc137679726]Reach
Ibis aims to reach a wide audience through various channels, including online and print advertising, TV campaigns, and radio advertisements. These efforts help generate awareness and capture the attention of potential customers.
[bookmark: _Toc137679727]Act
Ibis encourages potential guests to take action by implementing strategies such as pay-per-click (PPC) advertising, where they place targeted ads on search engines to drive traffic to their website. This approach prompts users to act by clicking on the ad and exploring Ibis's offerings.
[bookmark: _Toc137679728]Convert
Once users are on the Ibis website, the focus shifts to converting them into customers. Ibis utilizes content marketing, engaging blog posts, and articles to provide valuable information about their hotels and services. This content helps build trust and encourages users to convert by making a booking or signing up for promotions.
[bookmark: _Toc137679729]Engage
Ibis prioritizes engagement with customers through social media platforms like Facebook and Instagram. By sharing engaging content, responding to inquiries, and encouraging user-generated content, Ibis creates a sense of community and fosters ongoing engagement with its audience (Gomase & Kumar, 2020).
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[bookmark: _Toc137679730]Gannt Chart 
	Tasks
	Metrics
	Start
	End
	Nov
	Dec
	Jan
	Feb
	Mar
	April
	May

	Advertising 
	Impressions
	Nov 
	Sept 
	
	
	
	
	
	
	

	TV Campaign 
	Reach, Frequency 
	Nov 
	Jan 
	
	
	
	
	
	
	

	Radio campaign 
	Reach, Frequency 
	Jan 
	March 
	
	
	
	
	
	
	

	PPC (pay-per-click)
	Click through rate (CTR)
	Jan 
	April 
	
	
	
	
	
	
	

	Social media 
	Engagement,
Followers 
	Ongoing  
	ongoing 
	
	
	
	
	
	
	

	Content marketing 
	Page views, Conversion 
	Ongoing 
	Ongoing 
	
	
	
	
	
	
	

	Influencer marketing 
	Engagement, Reach 
	Ongoing 
	Ongoing 
	
	
	
	
	
	
	

	Email marketing 
	Open rate, Click rate
	Oct 
	Mar 
	
	
	
	
	
	
	

	Website optimization
	Bounce rate, Conversion 
	Ongoing 
	Ongoing 

	
	
	
	
	
	
	

	PR events 
	Media coverage 
	Nov 
	April 
	
	
	
	
	
	
	

	Direct mail 
	Response rate 
	Jan 
	May 
	
	
	
	
	
	
	

	Sales promotion 
	Sales revenue 
	Dec 
	July 
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Marketing Plan

= Bordeaux, France, was the site of the first Ibis hotel,

which opened in 1974. AccorHotels, a hotel holding

business, is the owner.
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           Marketing Plan  Bordeaux, France, was the site of the first Ibis hotel, which opened in 1974. AccorHotels, a hotel holding business, is the owner.  Customers are drawn to the hotels because of their convenient locations, such as near airports, train stations, and city centers, and affordable rates  Opportunity: The Rise of Sustainable Tourism and Eco - Conscious Travelers   
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Communications Strategy For |bis Hotels

» Promote Ibis as a Smart Lodging Choice

(Zutshi, Creed, Bhattacharya, Croy, & Dahms, 2022).
>»Promote Approvals and Certifications
(Gorska-Warsewicz & Kulykovets, 2020).

»Boost Access toOrganic and Locally Sourced Food
»Include eco-friendly activities and encounters

(Adam, Ibrahim, Ikramuddin, & Syahputra, 2020).
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     Communications Strategy For Ibis Hotels  Promote Ibis as a Smart Lodging Choice ( Zutshi , Creed, Bhattacharya, Croy , & Dahms , 2022).  Promote Approvals and Certifications ( Górska - Warsewicz & Kulykovets , 2020).  Boost Access to Organic and Locally Sourced Food  Include eco - friendly activities and encounters (Adam, Ibrahim, Ikramuddin , & Syahputra , 2020).
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           cont.  Transparency in Health and Safety Information (Gray et al., 2022).  Engage with Visitors via social media ( Widardi , Syah , Indradewa , & Pusaka , 2020).  Engage in joint ventures with bloggers and influencers (Jones & Comfort, 2019).   
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Ibis brand awareness, usage, popularity, loyalty, and buzzamong hotel customers in the UK in 2022

source: Statista
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               Ibis brand awareness, usage, popularity, loyalty, and buzz among hotel customers in the UK in 2022 source: Statista
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cont.

»Provide Eco-Friendly Deals and Incentives
(Soedarsono, Mohamad, Adamu, & Pradita, 2020).
»Track and Discuss Sustainability Progression
(Olorunsola, Saydam, Arasli, & Sulu, 2022).

»Use Marketing for a Good Cause

(Shen, Qian, & Chen, 2020).
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           cont.  Provide Eco - Friendly Deals and Incentives ( Soedarsono , Mohamad, Adamu, & Pradita , 2020).  Track and Discuss Sustainability Progression ( Olorunsola , Saydam , Arasli , & Sulu, 2022).  Use Marketing for a Good Cause (Shen, Qian, & Chen, 2020).   
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           SOSTAC Analysis for Ibis Hotels UK   


image20.png
Situation Analysis

* |bis is a well-established hotel chain in the UK with a strong presence and a

reputation for comfortable and affordable accommodations.

» Therise of sustainable tourism and eco -conscious travelers presents a significant
marketing opportunity forIbis to differentiate itself and attract a new segment of

environmentally conscious quests ( Krizanova et al., 2019).

* |bis's existing sustainability initiatives, such as energy efficiency and waste
reduction measures, provide a foundation for capitalizing on this opportunity

(Tarvainen, 2023).
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     Situation Analysis  Ibis is a well - established hotel chain in the UK with a strong presence and a reputation for comfortable and affordable accommodations.  The rise of sustainable tourism and eco - conscious travelers presents a significant marketing opportunity for Ibis to differentiate itself and attract a new segment of environmentally conscious guests ( Krizanova et al., 2019).  Ibis's existing sustainability initiatives, such as energy efficiency and waste reduction measures, provide a foundation for capitalizing on this opportunity ( Tarvainen , 2023).
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Objectives

» Position Ibis as a leading sustainable accommodation option in the UK market.

* Increase brand awareness among eco -conscious travelers and capture a larger

share of this growing market segment.

* Enhance guest perception of |bis's commitment to sustainability and responsible

practices.

* Drive bookings and revenue through targeted marketing efforts that emphasize

Ibis's green credentials (Cruz -Milan, 2022).
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     Objectives  Position Ibis as a leading sustainable accommodation option in the UK market.  Increase brand awareness among eco - conscious travelers and capture a larger share of this growing market segment.  Enhance guest perception of Ibis's commitment to sustainability and responsible practices.  Drive bookings and revenue through targeted marketing efforts that emphasize Ibis's green credentials (Cruz - Milán , 2022).
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Strategy

» Emphasize Ibis's sustainability initiatives and eco -friendly practices across all

marketing channelsto create a distinct brand positioning.

= Collaborate with local suppliers, farmers, and environmental organizationsto

strengthen Ibis's sustainability efforts and create meaningful partnerships.

* Engage with influencers and bloggers who promote sustainable travel to amplify

Ibis's message and reach a wider audience (Chung, 2020).
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     Strategy  Emphasize Ibis's sustainability initiatives and eco - friendly practices across all marketing channels to create a distinct brand positioning.  Collaborate with local suppliers, farmers, and environmental organizations to strengthen Ibis's sustainability efforts and create meaningful partnerships.  Engage with influencers and bloggers who promote sustainable travel to amplify Ibis's message and reach a wider audience (Chung, 2020).
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Tactics

* Promote Ibis's sustainability efforts through the company website, social media

platforms, and otherdigital marketing channels.

» Highlight green certifications and accreditations, showcasing Ibis's commitment to

sustainability.

» Create engaging and informative content about Ibis's eco -friendly practices, such as

energy-efficient lighting, water conservation measures, and waste reduction initiatives

(Gonzalez, Gasco, & Llopis, 2020).

* Develop and promote eco -friendly activities and experiences for guests, such as guided

nature walks, beach cleanups, and educational workshops ( Mahmutovic, 2021).
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     Tactics  Promote Ibis's sustainability efforts through the company website, social media platforms, and other digital marketing channels.  Highlight green certifications and accreditations, showcasing Ibis's commitment to sustainability.  Create engaging and informative content about Ibis's eco - friendly practices, such as energy - efficient lighting, water conservation measures, and waste reduction initiatives (Gonzalez, Gasco , & Llopis , 2020).  Develop and promote eco - friendly activities and experiences for guests, such as guided nature walks, beach cleanups, and educational workshops ( Mahmutović , 2021).
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Ste ps

Responsible party

Timeline

Promote Ibis's sustainability efforts on website, social media platforms, and

other digital channels

Highlight green certifications and accreditations

Showcase Ibis's ecofriendly practices

Share guest testimonials and stories of sustainability initiatives

Develop and promote ecofriendly activities and experiences

Actively e ngage with guests on social media

Collaborate with influencersand bloggers

Design and launch green packages and incentives

Marketing Department

Marketing Department

Marketing Department

Marketing Department

Marketing Department

Social Media Team

Partnerships Manager

Marketing Department

Q32023

Q32023

Q32023

Q32023

Q4 2023

Ongoing

Ongoing

Q4 2023
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     Action                Timeline Responsible party Steps Q3 2023 Marketing Department Promote Ibis's sustainability efforts on website, social media platforms, and other digital channels Q3 2023 Marketing Department Highlight green certifications and accreditations Q3 2023 Marketing Department Showcase Ibis's eco - friendly practices Q3 2023 Marketing Department Share guest testimonials and stories of sustainability initiatives Q4 2023 Marketing Department Develop and promote eco - friendly activities and experiences Ongoing Social Media Team Actively engage with guests on social media Ongoing Partnerships Manager Collaborate with influencers and bloggers Q4 2023 Marketing Department Design and launch green packages and incentives
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Monitoring and Evaluation Measures

Frequency

Responsible Party

Monitor website traffic, social mediaengagement

Gather guest feedbackand reviews

Track booking patterns and revenue

Review and update sustainability strategy

Measure and report progress on sustainability goals

Monthly
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Quarterly

Annually

Quarterly
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Sustainability team

Sustainability team
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     Control             Responsible Party Frequency Monitoring and Evaluation Measures Marketing department Monthly Monitor website traffic, social media engagement Customer service Ongoing Gather guest feedback and reviews Finance department Quarterly Track booking patterns and revenue Sustainability team Annually Review and update sustainability strategy Sustainability team Quarterly Measure and report progress on sustainability goals
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           Ibis Hotels UK's Communication Mix Plan The RACE framework is a strategic approach to digital marketing planning that involves multiple stages such as Reach, Act, Convert, and Engage, each with its own set of activities and channels.   
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Reach

* |bis aims to reach a wide audience through various channels, including online and

print advertising, TV campaigns, and radio advertisements.

» These efforts help generate awareness and capture the attention of potential

customers.
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     cont. Reach  Ibis aims to reach a wide audience through various channels, including online and print advertising, TV campaigns, and radio advertisements.  These efforts help generate awareness and capture the attention of potential customers.
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Act

« Ibis encourages potential guests to take action by implementing strategies such as
pay-per-click (PPC) advertising, where they place targeted ads on search engines

to drive traffic to their website.

 This approach prompts users to act by clicking on the ad and exploring Ibis's

offerings.
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     cont. Act • Ibis encourages potential guests to take action by implementing strategies such as pay - per - click (PPC) advertising, where they place targeted ads on search engines to drive traffic to their website. • This approach prompts users to act by clicking on the ad and exploring Ibis's offerings.
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Convert

» Onceusers are on the Ibis website, the focus shifts to converting them into

customers.

« |bis utilizes content marketing, engaging blog posts, and articles to provide valuable

information about their hotels and services.

« This content helps build trust and encourages users to convert by making a booking or

signing up for promotions.
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     cont. Convert • Once users are on the Ibis website, the focus shifts to converting them into customers. • Ibis utilizes content marketing, engaging blog posts, and articles to provide valuable information about their hotels and services. • This content helps build trust and encourages users to convert by making a booking or signing up for promotions.
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Engage

« |bis prioritizes engagement with customers through social media platforms like

Facebook and Instagram.

« By sharing engaging content, responding to inquiries, and encouraging user -

generated content, Ibis creates a sense of community and fosters ongoing

engagement with its audience ( Gomase & Kumar, 2020).
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     cont. Engage • Ibis prioritizes engagement with customers through social media platforms like Facebook and Instagram. • By sharing engaging content, responding to inquiries, and encouraging user - generated content, Ibis creates a sense of community and fosters ongoing engagement with its audience ( Gomase & Kumar, 2020).
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Gannt Chart
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