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Introduction
The Ibis hotel chain is widely recognised and has a global presence with establishments situated throughout various regions. The hotels attract customers due to their advantageous positioning in close proximity to train stations, airports, and city centres, as well as their competitive pricing (Sutono, 2019). All ibis hotels are situated in busy commercial districts or are conveniently positioned near public transportation hubs. The hotel provides its guests with comfortable rooms and soft linen to ensure a restful night's sleep. Among the multinational hotel chain, Ibis is regarded as the best budget option (Jones & Comfort, 2019).
Currently, Ibis is in the process of extending its commercial operations in specific regions of the United Kingdom. This expansion is driven by the growing trend of environmentally friendly tourism and the increasing number of eco-conscious travellers in the UK.
Situation Analysis
· SWOT analysis 
	Strengths
· Ibis hotels are well connected around the world.
· The 15-minute satisfaction guarantee programme ensures exceptional service quality.
· Provides a great deal of value and convenience to a lot of people for little.
· The hotel's kitchen and bar are open around-the-clock.
· Ibis has three distinct brands to meet the needs of its diverse clientele.
	Weaknesses
· High running costs due to the priority placed on customer satisfaction. 
· The investment required to create and improve effective sleep treatments by exerts is significant.
· Due its limited sector, the Ibis hotel primarily caters to solo travellers rather than business groups or military units.

	Opportunities
· Possibility of gaining traction in previously untapped customer bases.
· Ibis hotels may develop partnerships with rivals on a regional scale.
· Ibis hotel is capable of completing supplier integration.
	Threats
· The rising number of low-cost accommodations worldwide poses a competitive threat to the luxury hotel industry.
· Global competition is expected to rise, and sustainability may pose a risk.



The Ibis hotel maintains a web presence. This platform is ideal for reaching a large audience in a variety of locales (Triantafillidou & Yannas, 2020). One can visit the company's website at https://ibis.accor.com/gb/country/hotels-united-kingdom-pgb.shtml. Visitors to the site can get more information about the business' offerings and contact the company directly. There is also a firm presence on social media. Social media profiles include Facebook, Instagram, TikTok, and Twitter.
Objectives 
If Ibis hotel really wants to fix its client retention and acquisition issues, it needs to adopt SMART (Specific, Measurable, Achievable, Relevant and Time-Bound) goals. Ibis's goals are as follows: 
1. Raise local and international recognition of the brand by 10% by the year of 2023.
2. Aim to increase client base by 20% by 2023 through successful marketing and customer retention.
3. Raise room sales by 20% via advertising.
Strategy 
Segmentation, targeting, and positioning all come together in this component (Marinakou & Giousmpasoglou, 2019). Choosing the right growth strategy is a crucial step in formulating a company's plans. To determine what to sell and where to sell it, businesses might use the Ansoff Growth Matrix (Krizanova et al., 2019). 
The Ansoff Growth Matrix showed that for Ibis Hotel, Market Penetration was the optimal growth strategy. This is so because there is already a demand for hotel services and a market for them. The goal of market penetration is to expand sales without abandoning the initial product's market strategy (Chung, 2020).
· Segmentation 
Individuals and groups make up the market segmentation of ibis hotels in the United Kingdom. Individuals include tourists and residents, while groups include commercial groups and leisure groups. 
· Targeting
Individuals and small groups are exactly the kind of consumers ibis hotels are looking for, and they're the ones they're most equipped to serve and satisfy. The most lucrative market segment must be targeted for service. Ibis hotel's target market is comprised of locals, visitors, business groups, and leisure groups, according to the analysis.
· Positioning
When a business has determined its ideal clientele, the next step is to establish a distinct position in the market. This entails presenting a product or service to consumers that stands out from the crowd while still being highly sought after (Adam, Ibrahim, Ikramuddin, & Syahputra, 2020). Ibis hotel needs to refine its posture in the United Kingdom to set itself out from rivals. Ibis hotel could market itself as follows: "Ibis is committed to creating a glamorous getaway for individuals, business and leisure travellers through offering excellence, customer-centric experiences because tranquilly and delighted clients is our most valued asset". 
Tactics 
The 7 Ps of the Marketing Mix are a necessary tool for ibis Hotel to implement their plan (Górska-Warsewicz & Kulykovets, 2020).
· The hotel needs to make tactical preparations for shoulder and peak seasons. Ibis Hotel should think about the following to increase hotel room sales; Join forces with virtual booking services. When compared to hotel websites, online travel firms reach a wider audience (Shen, Qian, & Chen, 2020).
· The hotel would benefit from adopting seasonality-aware and parity pricing in order to increase its customer base and revenue. Setting prices according to the time of year that the country sees the most visitors is called pricing for seasonality (Olorunsola, Saydam, Arasli, & Sulu, 2022).
· Attractive and distinctive features of the hotel include its architecture, artefacts, and infrastructure. Nearby attractions make the motel a convenient base. Because of this, ibis is able to market itself in a way that encourages guests to take it easy, unwind, and explore the area.
· In order to acquire new customers, raise awareness of existing ones, encourage repeat purchases, and ultimately boost revenue, digital marketing makes use of digital channels (Soedarsono, Mohamad, Adamu, & Pradita, 2020). Ibis Hotel should use search engine optimisation (SEO), social media marketing, e-mail advertising, and mobile marketing.
· The hotel needs to either build a road to the station or provide a shuttle service to the station. To maximise exposure, the hotel should team up with local hotel reps, travel brokers, and airport officials.
· The ibis hotel staff is the property's strongest suit. The hotel's staff has to be retrained because the gorgeous setting and many amenities are not enough to ensure the hotel runs smoothly and efficiently (Yacoub & ElHajjar, 2021).
· The delivery method is crucial in the hospitality business. For the marketing department's sake, it needs to be tightly controlled (Mahmutović, 2021).






Action 
Gantt chart of communication plan of Ibis hotel.
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Control 
Due to the use of digital tools, it is recommended that Google Analytics be used to track how ibis hotels are doing online (Gray et al., 2022). The hotel can learn more about the people that visit their website thanks to Google Analytics by considering factors including age, locality, and sexual orientation. It will also help the hotel learn more about its guests' online behaviour (Widardi, Syah, Indradewa, & Pusaka, 2020). Statistics on things like site visits, product sales, and popularity rankings would be useful. The ibis hotel chain can better anticipate the needs of its ideal clientele, boost website traffic, and enrich guest relationships with the help of this tool (Cruz-Milán, 2022).
As an added metric, ibis hotels' performance will be evaluated using a balanced scorecard. A company's strategy informs the balanced scorecard, which is a collection of metrics chosen with great care (Olorunsola et al., 2022). 
[image: ]
Conclusion 
This report's objective was to devise a marketing plan for attracting new customers for the Ibis hotel based on the communications strategy. The strategy was designed using the SOSTAC framework to help accomplish this goal. The hotel will be able to expand its customer base, sales, and brand recognition in untapped UK markets with the help of the strategic marketing plan.
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Introduction

» The Ibis hotel chain is widely recognised and has a global presence with establishments
situated throughout various regions.

» The original Ibis hotel was established in France.

» The hotels attract customers due to their advantageous positioning in close proximity to
train stations, airports, and city centres, as well as their competitive pricing.

» The hotel provides its guests with comfortable rooms and soft linen to ensure a restful
night's sleep. Among the multinational hotel chain, Ibis is regarded as the best budget
option.

» Currently, Ibis is in the process of extending its commercial operations in specific
regions of the United Kingdom.

» This expansion is driven by the growing trend of environmentally friendly tourism and
the increasing number of eco-conscious travellers in the UK.
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                 Introduction  The Ibis hotel chain is widely recognised and has a global presence with establishments situated throughout various regions.  The original Ibis hotel was established in France.  The hotels attract customers due to their advantageous positioning in close proximity to train stations, airports, and city centres, as well as their competitive pricing.  The hotel provides its guests with comfortable rooms and soft linen to ensure a restful night's sleep. Among the multinational hotel chain, Ibis is regarded as the best budget option.  Currently, Ibis is in the process of extending its commercial operations in specific regions of the United Kingdom.  This expansion is driven by the growing trend of environmentally friendly tourism and the increasing number of eco - conscious travellers in the UK.
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Situation Analysis
SWOT

» Strengths

» |bis hotels are well connected around the world.

» The 15-minute satisfaction guarantee programme ensures exceptional service
quality.
» Provides a great deal of value and convenience to a lot of people for little.

» The hotel's kitchen and bar are open around-the-clock.

» |bis has three distinct brands to meet the needs of its diverse clientele.
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                 Situation Analysis SWOT  Strengths  Ibis hotels are well connected around the world .  The 15 - minute satisfaction guarantee programme ensures exceptional service quality .  Provides a great deal of value and convenience to a lot of people for little .  The hotel's kitchen and bar are open around - the - clock .  Ibis has three distinct brands to meet the needs of its diverse clientele.
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» Weaknesses
» High running costs due to the priority placed on customer satisfaction.

» The investment required to create and improve effective sleep treatments by

exerts is significant.

» Due its limited sector, the Ibis hotel primarily caters to solo travellers rather
than business groups or military units.

» Opportunities
» Possibility of gaining traction in previously untapped customer bases.

» Ibis hotels may develop partnerships with rivals on a regional scale.

» Ibis hotel is capable of completing supplier integration.
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                  Weaknesses  High running costs due to the priority placed on customer satisfaction.  The investment required to create and improve effective sleep treatments by exerts is significant.  Due its limited sector, the Ibis hotel primarily caters to solo travellers rather than business groups or military units.  Opportunities  Possibility of gaining traction in previously untapped customer bases .  Ibis hotels may develop partnerships with rivals on a regional scale .  Ibis hotel is capable of completing supplier integration.
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» Threats

» The rising number of low-cost accommodations worldwide poses a competitive

threat to the luxury hotel industry.

» Global competition is expected to rise, and sustainability may pose a risk.

» Long-term performance could be impacted by supplier bargaining power and

international regulatory forces.
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                  Threats  The rising number of low - cost accommodations worldwide poses a competitive threat to the luxury hotel industry .  Global competition is expected to rise, and sustainability may pose a risk .  Long - term performance could be impacted by supplier bargaining power and international regulatory forces.
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» The hotel maintains a web presence.

» This platform is ideal for reaching a large audience in a variety of locales.
One can visit the company's website at

https://ibis.accor.com/gbh/country/hotels-united-kingdom-pgb.shtml .

» Visitors to the site can get more information about the business' offerings and

contact the company directly.

» There is also a firm presence on social media. Social media profiles include

Facebook, Instagram, TikTok, and Twitter.
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                  The hotel maintains a web presence.  This platform is ideal for reaching a large audience in a variety of locales. One can visit the company's website at https://ibis.accor.com/gb/country/hotels - united - kingdom - pgb.shtml .   Visitors to the site can get more information about the business' offerings and contact the company directly.  There is also a firm presence on social media. Social media profiles include Facebook, Instagram, TikTok, and Twitter.
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Objectives

» If ibis Hotels really wants to fix its client retention and acquisition issues, it
needs to adopt SMART (Specific, Measurable, Achievable, Relevant and Time-

Bound) goals. Ibis's goals are as follows:

» Raise local and international recognition of the brand by 10% by the year of
2023.

» Aim to increase client base by 20% by 2023 through successful marketing and

customer retention.

» Raise room sales by 20% via advertising
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                 Objectives  If ibis Hotels really wants to fix its client retention and acquisition issues, it needs to adopt SMART (Specific, Measurable, Achievable, Relevant and Time - Bound) goals. Ibis's goals are as follows:  Raise local and international recognition of the brand by 10% by the year of 2023.  Aim to increase client base by 20% by 2023 through successful marketing and customer retention.  Raise room sales by 20% via advertising
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Strategy

» Segmentation, targeting, and positioning all come together in this component.

Choosing the right growth strategy is a crucial step in formulating a company's

plans.

» To determine what to sell and where to sell it, businesses might use the Ansoff

Growth Matrix.

» The Ansoff Growth Matrix showed that for Ibis Hotel, Market Penetration was the
optimal growth strategy.

» This is so because there is already a demand for hotel services and a market for

them. Therefore, full market penetration is desirable.

» The goal of market penetration is to expand sales without abandoning the initial

product’s market strategy
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                 Strategy  Segmentation, targeting, and positioning all come together in this component. Choosing the right growth strategy is a crucial step in formulating a company's plans.  To determine what to sell and where to sell it, businesses might use the Ansoff Growth Matrix.  The Ansoff Growth Matrix showed that for Ibis Hotel, Market Penetration was the optimal growth strategy.  This is so because there is already a demand for hotel services and a market for them. Therefore, full market penetration is desirable.  The goal of market penetration is to expand sales without abandoning the initial product's market strategy


image19.png
Segmentation

» Individuals and groups make up the market segmentation of ibis hotels in the

United Kingdom.
» Individuals include tourists and residents

» Groups include commercial groups and leisure groups.
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                 Segmentation  Individuals and groups make up the market segmentation of ibis hotels in the United Kingdom.  Individuals include tourists and residents  G roups include commercial groups and leisure groups.
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Targeting

» Individuals and small groups are exactly the kind of consumers ibis hotels are

looking for, and they're the ones theyre most equipped to serve and satisfy.
» The most lucrative market segment must be targeted for service.

» Ibis hotel's target market is comprised of locals, visitors, business groups, and

leisure groups, according to the analysis
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                 Targeting  Individuals and small groups are exactly the kind of consumers ibis hotels are looking for, and they're the ones they're most equipped to serve and satisfy.  The most lucrative market segment must be targeted for service.  Ibis hotel's target market is comprised of locals, visitors, business groups, and leisure groups, according to the analysis
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Positioning

» When a business has determined its ideal clientele, the next step is to

establish a distinct position in the market.

» This entails presenting a product or service to consumers that stands out from

the crowd while still being highly sought after.

» Ibis hotel needs to refine its posture in the United Kingdom to set itself out

from rivals.

» Ibis hotel could market itself as follows: “Ibis is committed to creating a
glamorous getaway for individuals, business and leisure travellers through
offering excellence, customer-centric experiences because tranquilly and

delighted clients is our most valued asset".
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                 Positioning  When a business has determined its ideal clientele, the next step is to establish a distinct position in the market.  This entails presenting a product or service to consumers that stands out from the crowd while still being highly sought after.  Ibis hotel needs to refine its posture in the United Kingdom to set itself out from rivals.  Ibis hotel could market itself as follows: "Ibis is committed to creating a glamorous getaway for individuals, business and leisure travellers through offering excellence, customer - centric experiences because tranquilly and delighted clients is our most valued asset".
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Tactics

The 7 Ps of the Marketing Mix are a necessary tool for ibis Hotel to implement

their plan.

1. The hotel needs to make tactical preparations for shoulder and peak seasons.
Ibis Hotel should think about the following to increase hotel room sales; Join forces

with virtual booking services. When compared to hotel websites, online travel firms

reach a wider audience.

2. The hotel would benefit from adopting seasonality-aware and parity pricing in
order to increase its customer base and revenue. Setting prices according to the
time of year that the country sees the most visitors is called "pricing for

seasonality."
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                 Tactics The 7 Ps of the Marketing Mix are a necessary tool for ibis Hotel to implement their plan. 1. The hotel needs to make tactical preparations for shoulder and peak seasons. Ibis Hotel should think about the following to increase hotel room sales; Join forces with virtual booking services. When compared to hotel websites, online travel firms reach a wider audience. 2 . The hotel would benefit from adopting seasonality - aware and parity pricing in order to increase its customer base and revenue . Setting prices according to the time of year that the country sees the most visitors is called "pricing for seasonality . "
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3. Attractive and distinctive features of the hotel include its architecture, artefacts,
and infrastructure. Nearby attractions make the motel a convenient base. Because
of this, ibis is able to market itself in a way that encourages guests to take it easy,
unwind, and explore the area.

4. In order to acquire new customers, raise awareness of existing ones, encourage
repeat purchases, and ultimately boost revenue, digital marketing makes use of
digital channels. Ibis Hotel should use search engine optimisation (SEO), social

media marketing, e-mail advertising, and mobile marketing.

5. The hotel needs to either build a road to the station or provide a shuttle service
to the station. To maximise exposure, the hotel should team up with local hotel

reps, travel brokers, and airport officials.
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                 3 . Attractive and distinctive features of the hotel include its architecture, artefacts, and infrastructure . Nearby attractions make the motel a convenient base . Because of this, ibis is able to market itself in a way that encourages guests to take it easy, unwind, and explore the area . 4 . In order to acquire new customers, raise awareness of existing ones, encourage repeat purchases, and ultimately boost revenue, digital marketing makes use of digital channels . Ibis Hotel should use search engine optimisation (SEO), social media marketing, e - mail advertising, and mobile marketing . 5 . The hotel needs to either build a road to the station or provide a shuttle service to the station . To maximise exposure, the hotel should team up with local hotel reps, travel brokers, and airport officials .


image29.png
6. The ibis hotel staff is the property's strongest suit. The hotel's staff has to be
retrained because the gorgeous setting and many amenities are not enough to

ensure the hotel runs smoothly and efficiently.

7. The delivery method is crucial in the hospitality business. For the marketing

department's sake, it needs to be tightly controlled
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                 6 . The ibis hotel staff is the property's strongest suit . The hotel's staff has to be retrained because the gorgeous setting and many amenities are not enough to ensure the hotel runs smoothly and efficiently . 7. The delivery method is crucial in the hospitality business. For the marketing department's sake, it needs to be tightly controlled
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Action
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                  Action  
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Control

» Due to the use of digital tools, it is recommendedthat Google Analytics be used to track how

ibis hotels are doing online.

» The hotel can learn more about the people that visit their website thanks to Google Analytics by

consideringfactorsincluding age, locality, and sexual orientation.

» It will also help the hotel learn more about its guests' online behaviour Statisticson things like

site visits, productsales, and popularity rankings would be useful.

» The ibis hotel chain can better anticipate the needs of its ideal clientele, boost website traffic,

and enrich guest relationships with the help of this tool.

» As an added metric, ibis hotels' performance will be evaluated using a balanced scorecard A
company's strategy informs the balanced scorecard, which is a collection of metrics chosen with

greatcare.
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                 Control  Due to the use of digital tools, it is recommended that Google Analytics be used to track how ibis hotels are doing online .  The hotel can learn more about the people that visit their website thanks to Google Analytics by considering factors including age, locality, and sexual orientation .  It will also help the hotel learn more about its guests' online behaviour . Statistics on things like site visits, product sales, and popularity rankings would be useful .  The ibis hotel chain can better anticipate the needs of its ideal clientele, boost website traffic, and enrich guest relationships with the help of this tool .  As an added metric, ibis hotels' performance will be evaluated using a balanced scorecard . A company's strategy informs the balanced scorecard, which is a collection of metrics chosen with great care .
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Indicator

Awareness of brand

Consumer Market

Lodging facilities

Goal

By the end of 2023, increase
international
ibis hotel

local and
awareness of the

brand by 10%.

Targeting a 20% increase in
consumer base by the end of
2023 through a combination of

new customer acquisition and

existing customer retention.

To increase accommodation

purchases by 20% through

marketing.

Measure

Examine how this year stacks
up against the prior years’
consumption of hotel

services and web presence.

Evaluate the hotel industry
by contrasting the current
year's business with those of

previous years.

Evaluate how many hotel
rooms were booked last year
and how many are booked

this year.
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                                 Measure  Goal  Indicator  Examine how this year  stacks  up against the prior  years'  consumption of  hotel  services and web presence .  By the end of 2023 ,  increase  local and  international  awareness of the ibis  hotel  brand by 10 % .  Awareness of brand  Evaluate the hotel  industry  by contrasting the  current  year's business with those  of  previous years .  Targeting a 20 % increase  in  consumer base by the end  of  2023 through a combination  of  new customer acquisition  and  existing customer retention .  Consumer Market  Evaluate how many  hotel  rooms were booked last  year  and how many are  booked  this year .  To increase  accommodation  purchases by 20 %  through  marketing .  Lodging facilities
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Conclusion

» This report's objective was to devise a marketing plan for attracting new

customers for the Ibis hotel based on the communications strategy.

» The strategy was designed using the SOSTAC framework to help accomplish
this goal.

» The hotel will be able to expand its customer base, sales, and brand
recognition in untapped UK markets with the help of the strategic marketing

plan
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                 Conclusion  This report's objective was to devise a marketing plan for attracting new customers for the Ibis hotel based on the communications strategy.  The strategy was designed using the SOSTAC framework to help accomplish this goal.  The hotel will be able to expand its customer base, sales, and brand recognition in untapped UK markets with the help of the strategic marketing plan
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Communications Plan

Ibis Hotel

TASK Metrics START END

Advertising 

Tv  reach, frequency  Mar Aug

Radio  reach, frequency  Nov Nov

PPC click through rate Nov Oct

Social Media engagement, followers Nov May

Content Writing page views, conversion Dec Sept

Personal selling

Prospecting new lads generated Dec April

Sales Pitch Feedback , satisfaction score Nov Oct

Relationship building Referral rates Nov Sept

Closing Sales Average deal size April Nov

Sales report Sales revenue and profit Aug Nov

Sales promotion

PR events Media coverage Dec Oct

Direct Mail Response rate Jan July

Productivity meetings per week Feb Oct

Public relations

Media relations press release, interviews Nov Oct

Employee communications Feedback rate Nov Aug

SMM reach, impressions Nov Sept

Direct marketing

Telemarketing conversion rate Dec Sept

Text  message click through rate Dec Sept

social media  ROAS Nov Nov

A/B testing conversion rate Dec Oct

November December January February March April



November



July August



June May



September October
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Indicator

Goal

Measure

Awareness of brand

By the end of 2023, increase local
and international awareness of

the ibis hotel brand by 10%.

Examine how this year stacks
up against the prior years'
consumption of hotel services
and web presence.

Consumer Market

Targefing a 20%
consumer base by the end of

increase in

2023 through a combination of
new customer acquisition and
existing customer retention

Evaluate the hotel industry by
contrasting the current year's
with
previous years.

business those of

Lodging facilities

To increase accommodation
purchases by 20% through
marketing

Evaluate how many hotel
rooms were booked last year
and how many are booked
this year.
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