[bookmark: _Hlk102747272]


Marketing Plan written for
Ibis Nuremberg City
Student name
ANA-MARIA SAVULESCU
Student ID number
2208665
Marketing Essentials BMIH4005
Lecturer
RUTH TAYLOR







Wordcount: 1274      

        The main aim of the current research report is to prepare a marketing plan for Ibis Nürnberg hotel. The hotel is centrally located on the edge of the city walls. It is the ideal base for vacations or business trips in Nuremberg (Ibis.de). The purpose of this plan is to attract new customers towards the hotel in this present climate. It will throw light on marketing process which will involve evaluation of the marketing environment both micro and macro, development of marketing mix, customer value and engagement and digital marketing strategies 
	Strengths
· Located in commercial area and can be easily reached 
· Huge customer value 
· Good quality of services 
· [bookmark: _Hlk120459290]Extensive breakfast between 4am and midday (Economy Hotel Ibis Nuremberg,2022)
	Weaknesses
· Operation cost is too high 
· Targeting only individual traveller 
· Distribution channel is not wide 

	Opportunities
· Emerging in the new market
· Targeting different customer segment
· Integration with the suppliers 
	Threats
· Rising level of budget hotels 
· Sustainability 
· Alteration in demand and preferences of the people (Mensah and et.al., 2021)


Based on the evaluation of the SWOT analysis, it can be said that there are different strengths of the Ibis hotel with few weaknesses. The hotel should focus on development of their distribution channels through incorporating intermediaries such as OTAs (online intermediaries) for targeting the business group. They must also focus on differentiation and focus strategy since the operational cost is too high and with this they can innovate and alter their strategies as per the changing environment (Pike, 2020). They should also expand by emphasizing on luxury customer along with budget and economic targets. It has been found out that the major threat for the hotel is rising level of budget hotels at the local level and thus, the hotel should enter partnerships with local hotels for reducing competition.

	
Political
	· Travel bans due to covid19 (Yurchuk, 2020)
· Political stability 
· Government initiatives such as “Tourism Sector Deal” 

	
Economic
	· The strength and weaknesses of the currency 
· Recession due to pandemic and lockdowns 
· Income level of the people (Airbnb, 2020)

	Social
	· Growing demand of long term stay in Germany
· People are now preferring private accommodations
· More and more people are using internet and smart phones 

	Technology
	· Use of social media and online means for reaching customers 
· Concerns related to safety of data (Tien, Phu and Chi, 2019)

	
Legal
	· Compliance with the General Data Protection Regulation (GDPR)
· Failure in offering data safety 
· The Gas Safety (Installation and Use) Regulations 1998 
· Health and Safety at Work Act 1974

	Environment
	· Sustainability issues 
· [bookmark: _Hlk120458338]Weather conditions might impact demand (Vaníčková and Szczepańska-Woszczyna, 2020)


[bookmark: _Hlk120534156][bookmark: _Hlk120534273]From the analysis of the macro environment, it can be stated that there are different factors which might have some good or bad influence on Ibis hotel. Talking about the positive impact, it can be stated that even though there were travel bans, the welcoming political gesture of the government to help in the growth of the hotel industry. Further, more and more consumers are now using internet and smart phone and this will support the hotel in using social medial and other online platforms for attracting large customers (Westwood, 2019). However, the negative impacts related to legal and technological environment needs to be addressed by complying with the legislations by implementing procedures for protection of data such as encrypting payment card information, VLAN etc. They must also focus on offering private accommodation for attracting new customers.  
For adding value to the hotel, Ibis hotel will make use of different approaches for creating customer value. Firstly, they will make use of loyalty programs for making their guest feel special and giving a loud message that their stay is precious for them. secondly, they will also provide extracurricular or complementary services for helping the consumers break the monotony (Brooksbank, 2018). Through these programs and services, the hotel will be able to create a long-term sustainable marketing relationship with their potential as well as current visitors. In addition to this, through offering free benefits and gifts such as reducing prices, free laundry, massage, spa services the Ibis hotel will engage their visitors. Further, considering the current scenario and marketing environmental evaluation, it is important that the hotel should make use of online marketing channel such as online website, OTAs, direct phone bookings, metasearch sites and many more for attracting new customers to the hotel in the current climate (Ahmad, Mallick and Schroeder, 2020). 
Product – Ibis hotel is operating at the global platform and includes economy hotels. The budget hotels are located mostly near railway stations, city centre and near airports. The hotel chain is also equipped for meeting the needs of the clients by its variety of products and services such as 24*7 reception, restaurant, meal delivering in rooms, relaxation facilities, rooms with single and double beds, banquette halls, bars and so forth (Armstrong and Cunningham, 2019). 
[bookmark: _Hlk120878058]Price – Since, the hotel chain has economy and budget hotels, they must provide low rates to their customers in comparison with the same kind of star hotels. They desire to offer international treatment to their visitors at economical price. They will take into consideration reasonable pricing policy. Since, the hotel business is seasonal and thus there are variety of price points as well for increasing the income during off season (Aaker, 2018). 
[bookmark: _Hlk120878131][bookmark: _Hlk120878203]Place – Since the hotel is operating from long period of time, they have a strong distribution network. They are located in different parts of the world such as Africa, Latin America, Middle East etc. Further for the purpose of attracting new customers towards the hotel, they will make use of different mediate merchants. They will directly sale through phone and internet, travel agencies and intermediate agencies. 
[bookmark: _Hlk120878290]Promotion – It is the most crucial element for Ibis hotel. with the help of advertising, they will be able to attract more and more new clients towards the hotel. For this, the hotel will make use of social media marketing wherein different social media platforms such as Facebook, Twitter, Instagram, and YouTube will be used. Further, aggressive direct booking marketing strategy will also be utilized. Advertisement will be published on travel magazines and newspaper and sales promotion will also be used such as discounts and offers (Magalhães and et.al., 2020).
Due to the changing requirements of the customers and the environment in which Ibis hotel operates, new and effective digital marketing strategies should be utilized by the hotel. In this regard, firstly it is crucial that the marketing department of the hotel should focus on developing an amazing online website for supporting the digital marketing efforts (Kotler and Armstrong, 2017). Large quantity of content such as images and descriptions must be developed on website and hotel listings. They must also focus on mobile website optimization as more people are using mobile phones for searching. The marketing team should also perform a good SEO (search engine optimization) for increasing the visibility. Video based content on the website should be provided for gaining the trust of the people. additionally, influencer marketing should also be used by the hotel with the sole message which expresses the essence of why a customer must stay at their hotel (Dunne, Lawlor, and Rowley, 2018). Influencer has a good reputation and this will help Ibis hotel in attracting new customers.  
[bookmark: _Hlk120534420]Thus, from the above evaluation it can be concluded that the above report has significantly evaluated the marketing mix, marketing environment and different marketing strategies for attracting new customers towards the Ibis hotel brand. Based on the analysis, it is suggested to the hotel, since there is a larger boom in the hospitality sector in the coming years, that it must focus on low costing model and digital marketing strategies for attaining higher success and growth. 
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