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IBIS HOTEL
Introduction
This marketing plan focuses on an identified business opportunity for Ibis hotel. The new product to be introduced at Hotel Ibis London Earls Court is a social cultural dish called the Japanese Sushi. This marketing plan will include the micro and macro analysis of Ibis Hotel London Earls Court as well as the communication strategies that will be employed in implementing this business idea. In this plan, I will use utilize the PESTLE analysis for macro analysis and SWOT analysis for micro analysis. I will also use the 4Ps of marketing to describe the marketing mix and the Bowmans clock model in situation analysis.
Situation Analysis -5 'C's
Company: SWOT analysis (Micro analysis) 
The SWOT analysis is an acronym that stands for strengths, weaknesses, opportunities and threats. For Ibis London Earls Court hotel, the main strengths are the strategic location of the hotel and the strong global network which attracts many customers (IBISWorld, 2019). The weaknesses are the high operational costs and the limited distribution channel. The opportunities are its ability to emerge in new customer segments and markets (Sheel and Atul, 2017, p.75). The threats are possibility of substitutes and competition by upcoming hotels.
Customers
The London Earls Court Ibis hotel mainly focuses on travellers who are either local or international seeking for a place to rest before they continue with their travelling activities. Their target for travellers is evidenced by the 24 hours reception services (Bonjack and Stephanie, 2016, p.237).  The hotel also targets families, individuals and couples who may find their services appealing.  Mainly most of these customers are mid-budget customers who may not really be after luxury but average comfort (Rodgers, James and Caitlin, 2017, p.273). The Japanese Sushi being a globally celebrated dish will serve this target market well.
Competitors
The main competitors of Ibis Hotel London Earls court are the Park Grand London Kensington, k+k Hotel George and the Prime London hotel. According to the Bowmans strategy clock, Ibis is considered to have low prices and focuses more on differentiation; a strategy that has made Ibis perform better than some of its competitors (Lowe and Randall, 2020, p.308). Differentiation is a business strategy involves adding the perceived value of a product or service by including unique features.
Collaborators: 
The main collaborators of London Earls Court Ibis hotel are the suppliers and partners. The main businesses that Ibis associate with are the supplier businesses and the tourist destination centers. The number of suppliers for Hotel products in London is high and therefore the suppliers have a high bargaining power (Rajendran, Suchithra, and John, 2021, p.150). Ibis partners with Emirates airways which does really good in advertising Ibis products.
Climate: PESTLE (Macro analysis)
The PESTLE analysis is an acronym for the political, economic, socio-cultural, technological, legal and environmental factors that influence a business. For Ibis hotel London, the political factors include a stable government that maintains low corruption level which favors business growth and expansion (Storey and David, 2016). Economically, Ibis has had the benefit of the diverse economy, however, the high tax rates contributes to low performance at times (Holloway, Christopher and Claire, 2022). The social factors such as the high population has created a wide market for Ibis products. In terms on technology, online bookings and orders have increased the customer base of Ibis hotel (Haynes, Natalie, and David, 2015, p932). The employment act of 1996 still allows its employees to be well treated thus promoting the brands image (Craig, Paul, and Gráinne, 2020). Ibis hotel has started initiatives of sustainability, this has attracted a good number of partners and investors.
Objectives
The SMART objectives of this marketing plan is as follows: Specific- to offer Japanese Sushi dishes to both local and international travellers; Measurable- to provide outstanding quality dishes with the best customer services; Attainable- Within the first 3 months, 50% of customers should be aware of this dish; Realistic- capture both existing and new customers for this product ;Targeted-  to be acknowledged as one of the best cultural hotels by the end of the first year. These objectives can be met if sufficient funding is done.
Strategy 
Ibis value proposition is centered more on quality services and customer satisfactions. This has initially attracted a number of customers. Even though Ibis is not more into luxury, it provides products and services that satisfy majority of customers  true to its value proposition (Miller et al., 2019, p.225). It has professional chefs and attendants who ensure that customers are satisfied. The value proposition is mainly communicated via their websites of social media platform. For the Japanese Sushi, the value proposition will be centered more on esteeming cultural diversity. This will be communicated via menus and online advertisements. The target market which is mainly the travelling visitors will be greatly attracted by this value proposition since travellers are curious to explore cultures (Lawrence and  Gordon, 2018, p.10). Even for the local visitors who like cultural dishes, this value proposition will catch their attention. The families and couples that want t o try out new things will also be capture by value proposition statement.
Tactics 
The 4 Ps marketing mix will be employed in the marketing strategy; this consists of the product,  the place, the price and the promotion strategies. 
Product 
The Japanese Sushi is one of the most celebrated cultural meal globally. This is the product that Ibis London Earls Court is going to offer to its diverse population. This product will be highly purchased by those who have a taste for cultural food (Boniface and Priscilla, 2017). The international travellers who love exploring cultures will also be attracted to Ibis hotel.
Place (Distribution)
The strategic location of London Earls Coat Ibis hotel gives it a competitive advantage. It is located in a commercial area with a good population; this therefore means that already this product has a ready market since the population is diverse (Price et al., 2018, p.154). Secondly, there is good transport network to and from the hotel; this will encourage travellers to lodge there. Also, there is a good communication network in London Earls coat; this makes it very convenient for the guests looking for internet services.
Price 
The pricing strategy that Ibis employs is based both of supplier and consumer bargaining power. However, this denies them the power to set their own prices. For this particular product, Ibis wills set the prices based on an international scale since this is an international dish. Though it may seem quite expensive, but it will actually be cheap compared to the pricing of the similar product in the competitive hotels (Vandamme et al., 2016, p.e1891). The final price will be favorable both to the local visitor and the international visitor. Therefore, the business will have the ultimate authority over the pricing as in unlike other products in the hotel.
Promotion 
In promotion and advertisement, the RACE communication framework will be adopted. RACE framework is a digital planning framework that can help both small and large businesses to carry out their product promotion. RACE stands for Reach, Act, convert and engage (Rautela and Sonica, 2021). For Japanese Sushi, we will ensure that many people are aware of the website, the brand and the products and services through the websites. Secondly, there will be an enhanced interaction between customer and business through the online platforms. Thirdly, the convert stage which involves the conversion to sale and finally ,we shall focus on engaging into long-term relationships with first buyers so as to build a good customer base.






Control 
Feedback forms will be provided after the meal and also on online platforms so as to get comments from customers. The sales team will also be collecting customer feedback while in the field. Weekly analysis will be dome by the management to whether. Reports will then be prepared and reviewed by the board of managers. This reports will inform the decision making process. After every month, the chief chef will be creative to figure out how differentiate the product even further while at the same time retaining customer satisfaction. After four months, a new cultural derivative of Japanese Sushi will be adopted.
Conclusion 
This marketing plan consists of a business idea for the London Earls Court Ibis Hotel. The marketing mix will involves the 4 Ps. The Japanese Sushi is well celebrated across most culture. Ibis hotel is also strategically located in the commercial center where the market is available. The pricing will be relatively low as a way of penetrating through the market. Product promotion will happen through social media and providing offers and discounts. The main challenge to be encountered is that only a limited number of chefs know how to prepare Sushi. I therefore recommend that upon the implementation of this idea, Ibis should search for a professional who has experience in preparing the Japanese Sushi.
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The London Earls Court Ibis hotel mainly focuses on 

travellers who are either local or international seeking for 

a place to rest before they continue with their travelling 

activities.  

•

The hotel also targets families, individuals and couples 

who may find their services appealing.  Mainly most of 

these customers are mid-budget customers who may not 
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serve this target market well. 

 


Microsoft_PowerPoint_Slide2.sldx
Customers

The London Earls Court Ibis hotel mainly focuses on travellers who are either local or international seeking for a place to rest before they continue with their travelling activities. 

The hotel also targets families, individuals and couples who may find their services appealing.  Mainly most of these customers are mid-budget customers who may not really be after luxury but average comfort. 

The Japanese Sushi being a globally celebrated dish will serve this target market well.













S
Customers

T London Earis Cout o maiy beissscn
et i e
2l o est bt thy conine i o Faving
oy

The hotel s targes famifes,indials andouples:
whomay fnd the senices appealng. Mailymestol
these clsiomas a1 e g cusmes o may ot
resly b tr oy it avrage comir.

The Japarese Sushibeing 2 gosal ossbraed dish il
Serve i et raret





image4.emf
Competitors

 

 

•

The main competitors of Ibis Hotel London Earls court are 

the Park Grand London Kensington, k+k Hotel George 

and the Prime London hotel. 

•

With reference to the Bowmans strategy clock, Ibis is 

considered to have low prices and focuses more on 

differentiation; a strategy that has made Ibis perform 

better than some of its competitors. 

•

Differentiation is a business strategy involves adding the 

perceived value of a product or service by including 

unique features. 

 


Microsoft_PowerPoint_Slide3.sldx
Competitors


The main competitors of Ibis Hotel London Earls court are the Park Grand London Kensington, k+k Hotel George and the Prime London hotel.

With reference to the Bowmans strategy clock, Ibis is considered to have low prices and focuses more on differentiation; a strategy that has made Ibis perform better than some of its competitors.

Differentiation is a business strategy involves adding the perceived value of a product or service by including unique features.













e
Competitors

The maincompetibsof s e Lorson Esrisoourt a2
thePar Gand Lonon Kensingon,k#kHol George
e Pt Lot noe.

Vit referenceto neSoumans svasay ook s =
Considere o havelow prossand baukes more o
itrantabon; sty tat hasmade s pariorm
St 2o o = ot

Difeentatoni 2 business svaiayiniives addingthe
pereived e of  produtor encsby i
jrrittee





image5.emf
Climate: PESTLE (Macro analysis)
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Political factors include a stable government that maintains low 

corruption level which favors business growth and expansion.  
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Legally, the employment act of 1996 still allows its employees 
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sustainability, this has attracted a good number of partners and 
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Objectives 

•

Specific- to offer Japanese Sushi dishes to both local and 

international travellers 

•

Measurable- to provide outstanding quality dishes with the 

best customer services 

•

Attainable- Within the first 3 months, 50% of customers 

should be aware of this dish 

•

 Realistic- capture both existing and new customers for 

this product  

•

Targeted-  to be acknowledged as one of the best cultural 

hotels by the end of the first year.  
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Conclusion 

•

The marketing mix will involves the 4 Ps- Product, price, 

place and promotion. 

•

The main challenge to be encountered is that only a 

limited number of chefs know how to prepare Sushi 

•

Ibis should search for a professional who has experience 

in preparing the Japanese Sushi. 
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