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Introduction 
Dubai is one of the leading tourism destinations globally with different attractions attracting a wide number of visitors to the region. The region is the fourth most visited destination globally and it continues to attract millions of guests to the region (Pulse, 2018). To accommodate the large number of guests visiting, from Dubai has 2015 been investing in 4- and 5-star hotels to accommodate the large number of guests visiting the region. The cost of a room significantly dropped in 2019 with prices in 2019 averaging AED 486 as opposed to 544AED in 2018 (Debusmann, 2019). The majority of brands such as Jumeirah Group LLC were forced to lay off workers with the brand letting go of 500 employees due to a decline in tourism (Parasie & Pacheco, 2019). The realization of fluctuating figures in the tourism sector is an indicator of the need to develop a high-breed form of letting that will attract more sales. 
Purpose
This marketing plan seeks to underscore the need to invest in budget accommodation for Ibis in Dubai. Whereas there has been an increase in the number of hotels in the region, it is evident that most of the options being established are 4- and 5-star establishments which attract a high premium. There is a large percentage of consumers who are looking to tour the destination but are looking for affordable letting options. There are also millions of individuals who work in the region, and they are constantly looking for affordable holiday options in Dubai. The country has been ranked 14th in the most expensive cities in the Middle East. The cost of living in the country has been attributed to be one of the most expensive and this further indicates the need to invest in letting alternatives that meet the needs of different consumers (Dey, 2022). Establishing cheaper accommodation will not only attract more consumers but it will serve to open up the region to more tourists. 
Whereas Ibis already has different offerings in the Dubai region, they do not have enough budget options in Dubai. Budget is a more basic offering of the brand that is suited for travellers who are interested in just a basic accommodation alternative. Dubai has been built on the idea of luxury and this has seen most of the hotels in the region develop their offerings of luxury. Developing an alternative that however meets the needs of budget travellers will attract increased bookings and inspire the growth of the brand's revenue. The move will also inspire more tourists to the region who are seeking the thrill of Dubai on a budget. 
Marketing Mix
	Product
The product will be budget hotels which will target low-income earners looking to experience the thrill of Dubai but on a budget. The accommodation will be basic enough to justify the cost but stylish enough to communicate the brand guidelines. 
	Price
The pricing will be both affordable enough for most people to bear and still high enough for the business to break even and register profits. The primary objective is to ensure most people who can afford to fly into the country can afford to stay in the establishment. 

	Placement
The location of the establishment will be integral to attracting consumers. The location will therefore be near major monuments with most customers having to take a bus or Uber to get to the city centre. This will serve to reduce the cost of accommodation and equally far enough to justify the cost of accommodation. 
	Promotion
The promotion techniques that will be taken up will be fundamental to increase the uptake of the new budget line. Therefore social media will be one of the main avenues that will be used to promote sales. This will ensure that the information reaches a wide target audience coupled with flyers that will be posted on the brand website. 


Marketing Microenvironment  
	Strength
· The new letting alternative will see increased benefits to the business and will improve the profit margin. 
· The new budget line will add a sense of character to the hotel which will improve the robustness and flexibility of the business.
· The brand has similar alternatives and therefore will have little or no difficulty in diversification. 

	Weakness
· The initial setup cost is high, and this may imply the overall profitability of the business. 
· The low-cost letting alternative will impact the loyalty program with the margins diluting the benefits associated with the program.
· The brand can invest in low-cost housing materials as part of the approach to reducing the cost of construction. 

	Opportunity
· The large number of tourists visiting Dubai will provide a wide pool of customers for the business
· The business can develop a cross-selling strategy where it can upscale customers who have dynamic needs. 
· Low-cost hotel options have untapped potential in the Dubai market, and this will be a chance for the brand to grow and expand. 
	Threats
· Airbnb is one of the biggest threats to the business with some consumers favouring the alternative.
· A high rate of taxation in the market may imply the profitability index. 
· The brand can design a framework where the brand will optimize the overall benefits vis-à-vis the cost.



Marketing Macroenvironment 
1. Political
Dubai enjoys a relatively calm political climate with the region boasting of safety and extreme calm. This will be a benefit Ibis which will spend little cost on the initial investment with a favourable political climate supporting the expansion. 
2. Environmental
The Dubai environment has been lauded as the fastest-growing sustainable city globally with a supportive environment for tourism. This will further serve as a benefit for Ibis which will benefit from the increased focus on tourism by the market. 
3. Social
Among the other emirates, Dubai is one of the most tolerant with the social composition showing accommodation for other people’s beliefs and ideologies. This will therefore serve as a benefit for the business which will experience improved growth and development. 
4. Technological
Dubai is one of the cities which has heavily invested in technology. The brand will therefore find it easy for the brand to embrace technology in the expansion of the budget offer. 
5. Economic
The economy of Dubai is one of the most established with investment in tourism promoting the growth of the market. The growth has further been promoted by the existence of favourable economic policies which have further seen increased growth and development of the market. 
6. Legal
The laws and regulations prevalent in the Dubai market have promoted increased growth of tourism within the region. The establishment of no fee visitor visa upon entry is among some of the favourable policies that have seen an increase in tourism within the region. 
Conclusion
The hotel can capitalize on favourable laws and regulations to increase the overall performance of the new budget line accommodation rooms. The brand can create value by offering affordable alternatives that can be easily accessed by residents and tourists. This will make the property more attractive and further inspire increased growth of the brand and further pave way for a new line of investment. There is a need to invest in digital marketing as one of the key measures that will be used to increase the productivity of the new venture. Using marketing tools and avenues, the brand can further see improved uptake of the new product and further inspire increased awareness among consumers. Key among the initial challenges the brand will experience is competition from Airbnb and other established boutique hotels. The brand can however counter the competition by leveraging the brand name to increase sales. 
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                       The Marketing Macroenvironment   Dubai enjoys a relatively calm political climate with the region boasting of safety and extreme calm. The Dubai environment has been lauded as the fastest - growing sustainable city globally with a supportive environment for tourism. Among the other emirates, Dubai is one of the most tolerant with the social composition showing accommodation for other people’s beliefs and ideologies. The market has heavily invested in technology and the economy is one of the most revered in tourism globally. The existing laws support tourism and investment within the market to inspire growth. These factors will be will wor k to the advantage of Ibis which find it easy to penetrate the market.
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             Bottom Line The hotel can capitalize on favourable laws and regulations to increase the overall performance of the new budget line accommodation rooms. The brand can create value by offering affordable alternatives that can be easily accessed by residents and tourists. There is a need to invest in digital marketing as one of the key measures that will be used to increase the productivity of the new venture. Key among the initial challenges the brand will experience is competition from Airbnb and other established boutique hotels. The brand can however counter the competition by leveraging the brand name to increase sales.
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