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[bookmark: _Toc128593513]Introduction
A marketing plan outlines a company's strategies and tactics to promote its products or services to its target audience. It provides a roadmap for achieving business goals, establishing brand awareness, generating leads, and increasing sales while identifying potential challenges and opportunities. This report entails a marketing plan for the company Ibis. The marketing plan includes the analysis of the organizational promotion of service in the existing market (Cant, 2006). The development of marketing plan in this report includes the use of organizational analysis using SWOT, Bowman’s strategy clock, and PESTLE analysis. The plan also uses the frameworks like SMART objectives of marketing plan, Marketing mix strategies and Gantt chart to demonstrate the schedule and planning. 
[bookmark: _Toc128593514]Situation analysis of Ibis using 5C
[bookmark: _Toc128593515]Company
The SWOT analysis can present the company information that are needed for marketing plan. 
Strengths
· Globally recognized brand name
· Wide range of affordable accommodations
· Strong online presence and digital marketing strategies
· Convenient locations in major cities and transportation hubs
· Efficient operations and standardized services
Weaknesses
· Limited amenities and luxury offerings compared to high-end hotels
· Inconsistent service quality due to reliance on franchise model
· Vulnerability to economic downturns and fluctuations in travel demand
· Difficulty in differentiating from competitors in crowded hospitality industry
Opportunities
· Expansion into new markets and regions
· Development of innovative and sustainable hotel concepts
· Diversification of services and partnerships with other travel-related businesses
· Utilization of technology to enhance customer experiences and streamline operations
Threats:
· Intense competition from established hotel chains and emerging players
· Disruptive technologies and new travel trends affecting demand
· Political and economic instability in certain regions
· Fluctuations in exchange rates and rising operational costs.
[bookmark: _Toc128593516]Customers
The customer profile for Ibis Hotel includes budget-conscious travellers seeking affordable accommodations in convenient locations (Jobber and Ellis-Chadwick, 2020). Segmentation can be based on factors such as demographics (age, income, etc.), travel purpose (business, leisure), and location (urban, suburban, airport).
[bookmark: _Toc128593517]Competitors
The competition in the hotel market in UK have been intense with the inclusion of more organization serving in the same industry (Bowie et al., 2017). Ibis Hotel's competitors include other mid-range hotel chains such as Holiday Inn Express, Hampton Inn, and Comfort Inn. It also faces competition from emerging players in the hospitality industry such as Airbnb and other alternative lodging options that cater to budget-conscious travellers.
[bookmark: _Toc128593518]Collaborators
Ibis Hotel has partnerships with various B2B companies to enhance its services and reach a wider audience. For example, it has collaborated with airlines to offer hotel and flight packages, as well as with car rental companies to provide transportation options for guests. Additionally, Ibis operates under a franchise model, with independent owners operating and managing individual properties under the Ibis brand in exchange for franchise fees and support from the parent company.
[bookmark: _Toc128593519]Climate
Political factors
· Changes in government regulations regarding tourism and travel can affect the hotel industry (Smith and Zook, 2020).
· Instability in certain regions can lead to a decline in demand for Ibis Hotel's services
Economic factors
· Fluctuations in exchange rates and economic conditions can impact the travel and tourism industry
· Changes in consumer spending patterns can affect demand for mid-range accommodations like Ibis Hotel
Sociocultural factors
· Changes in consumer preferences and trends in travel can impact Ibis Hotel's offerings and marketing strategies
· Increased concern for sustainability and ethical practices can impact Ibis Hotel's operations and reputation (Kotler et al., 2020)
Technological factors
· Advancements in technology can enhance Ibis Hotel's services and improve operational efficiency
· Increased competition from online travel agencies and alternative lodging options can pose a threat to Ibis Hotel
Environmental factors
· Increased focus on environmental sustainability can impact Ibis Hotel's operations and reputation
· Natural disasters or climate-related events can disrupt travel and tourism in affected regions.
Legal factors
· Changes in labour laws and regulations can impact Ibis Hotel's operations and costs
· Compliance with local laws and regulations is crucial for Ibis Hotel's success in different regions (Clow and Baack, 2013).
[bookmark: _Toc128593520]Objectives of marketing plan
	Framework
	Objectives

	Specific
	To increase direct bookings by 20% in the next year.

	Measurable
	To track the number of direct bookings through the hotel's website and compare to previous year's data.

	Achievable
	The goal is challenging but attainable with the right strategies and resources in place.

	Relevant
	Direct bookings are important for increasing revenue and reducing commission fees paid to third-party booking platforms.

	Time-bound
	The objective has a specific timeline of one year for measurement and evaluation.



[bookmark: _Toc128593521]Strategy
Content marketing: Creating valuable content such as blog posts, social media posts, and videos that educates and entertains the audience can help build brand awareness and attract potential customers (Housden, 2008).
Influencer marketing: Partnering with social media influencers and travel bloggers who have a large following can help reach a wider audience and generate more interest in Ibis.
Special promotions: Offering limited-time promotions and discounts on room rates, food and beverage, or other services can attract new customers and encourage repeat business.
Online reputation management: Encouraging satisfied customers to leave positive reviews on sites such as TripAdvisor and responding to negative reviews in a professional manner can help improve Ibis's online reputation and attract more customers.
Personalization: Using customer data to personalize marketing messages and offers can help increase customer loyalty and encourage repeat business.
Social responsibility: Showing social responsibility by supporting local communities, charities and implementing environmentally friendly practices can improve the brand image and resonate with conscious travellers (Ryan, 2012).
[bookmark: _Toc128593522]Tactics marketing Mix planning. 
Product
Ibis Hotel provides mid-range accommodations to budget-conscious travellers. It offers a range of room types, from standard to superior rooms, with amenities such as free Wi-Fi, breakfast, and parking. In addition to accommodations, Ibis also offers food and beverage services, meeting and event spaces, and online check-in services. Ibis should continue to focus on improving the quality of its services and amenities to attract more customers and retain existing ones.
Price
Pricing is an important aspect of the marketing mix for Ibis Hotel. As a budget hotel, it should price its accommodations competitively to attract budget-conscious travellers. Ibis can also use dynamic pricing strategies, such as offering lower rates during off-peak periods and higher rates during peak seasons, to optimize revenue (Wiid, Cant and Makhitha, 2016). Additionally, Ibis can offer discounts and promotions to incentivize direct bookings and increase customer loyalty.
Place
The location of Ibis Hotels is crucial to its success. It should ensure that its properties are situated in convenient and accessible locations such as near airports, transportation hubs, and city centres. Ibis can also utilize online booking platforms to increase visibility and reach customers in different regions. It should continue to expand its global footprint through franchising and partnerships.
Promotion
Promotion is a critical element of the marketing mix for Ibis Hotel. It can utilize various marketing channels to reach its target audience, such as social media, email marketing, and search engine optimization (De Pelsmacker, 2017). Ibis can also use targeted advertising to reach specific customer segments based on demographics, interests, and travel purpose. Another effective promotion strategy is to partner with airlines, car rental companies, and other travel-related businesses to increase visibility and provide additional services to customers.
In conclusion, Ibis Hotel should focus on providing high-quality accommodations and services at competitive prices while strategically locating its properties and promoting its offerings to its target audience through various channels. By doing so, it can attract more customers, increase revenue, and retain loyal customers.
[bookmark: _Toc128593523]Action
The marketing planning requires effective schedule and planning which is followed with the Gantt chart. Here in this portion the Gantt chart for on year have been presented. 
	Activities/ Timeline
	M 1 
	m 2
	M 3
	M 4
	M 5 
	M 6 
	M 7
	M 8
	M 9
	M 10
	M 11
	M 12

	Analysis of the marketing factors
	
	
	
	
	
	
	
	
	
	
	
	

	Situational analysis
	
	
	
	
	
	
	
	
	
	
	
	

	Formation of goals and objectives
	
	
	
	
	
	
	
	
	
	
	
	

	Establish strategies
	
	
	
	
	
	
	
	
	
	
	
	

	Analysis of the strategies
	
	
	
	
	
	
	
	
	
	
	
	

	Application of the approaches
	
	
	
	
	
	
	
	
	
	
	
	

	Graphical presentation of the campaign planning. 
	
	
	
	
	
	
	
	
	
	
	
	

	Developing the marketing planning. 
	
	
	
	
	
	
	
	
	
	
	
	

	Communicating with the staffs and employees. 
	
	
	
	
	
	
	
	
	
	
	
	

	Implying the digital marketing initiatives 
	
	
	
	
	
	
	
	
	
	
	
	

	Reviewing the distribution process. 
	
	
	
	
	
	
	
	
	
	
	
	



[bookmark: _Toc128593524]Control
To measure the success of a marketing plan, it is important to establish specific goals and key performance indicators (KPIs) beforehand. This could include metrics such as website traffic, conversion rates, customer engagement, social media followers, and revenue generated. Regular monitoring and analysis of these metrics can help identify areas where the plan is succeeding and where adjustments may be needed (Lancaster and Massingham, 2001). It's also important to track customer feedback and sentiment, as well as competitor activity, to ensure the plan remains relevant and effective. Ultimately, the success of a marketing plan should be evaluated based on how well it meets the overall business objectives and contributes to long-term growth and profitability.
[bookmark: _Toc128593525]Conclusion
This report entails the details of marketing plan for the company Ibis Hotel. While conducting the marketing planning, there have been several issues regarding the marketing plan. The challenges and their solution by the company can be attained with the utilization of human resources planning. All the elements of marketing plan should be checked in order to note down the changes adapted by the marketing team of the company. In this report the process of improving performance by the company have been formulated through the report. 
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u The marketing plan includes the 
analysis of the organizational 
promotion of service in the existing 
market (Cant, 2006). 



u The development of marketing plan 
in this report includes the use of 
organizational analysis using SWOT, 
Bowman’s strategy clock, and 
PESTLE analysis. 



u The plan also uses the frameworks 
like SMART objectives of marketing 
plan, Marketing mix strategies and 
Gantt chart to demonstrate the 
schedule and planning. 
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SWOT 
analysis



Strengths
• Globally recognized brand
• Wide range of affordable 



accommodations
• Strong online presence and digital 



marketing strategies
• Convenient locations in major cities 



and transportation hubs
• Efficient operations and standardized 



services



Weaknesses
• Limited amenities and luxury offerings 



compared to high-end hotels
• Inconsistent service quality due to reliance 



on franchise model
• Vulnerability to economic downturns and 



fluctuations in travel demand
• Difficulty in differentiating from competitors 



in crowded hospitality industry



Opportunities
• Expansion into new markets and 



regions
• Development of innovative and 



sustainable hotel concepts
• Diversification of services and 



partnerships with other travel-
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• Utilization of technology to enhance 
customer experiences and streamline 
operations



Threats:
• Intense competition from established hotel 



chains and emerging players
• Disruptive technologies and new travel 



trends affecting demand
• Political and economic instability in certain 



regions
• Fluctuations in exchange rates and rising 
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Customers



uBudget-conscious travelers seeking 
affordable accommodations



uSegmentation can 
uDemographics: age, income, etc. 
utravel purpose: business, leisure
uLocation: urban, suburban, airport
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Competitors



uHoliday Inn Express, 
uHampton Inn, 
uComfort Inn,
uAirbnb,
uOther alternative lodging options 
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Collaborators



uAirlines to offer hotel and flight 
packages,



uTransportation options for guests
uOperating and managing individual 



properties under the Ibis brand 
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Climate
Factors Impacts



Political Changes in government regulations regarding tourism and travel.
Instability in certain regions can lead to a decline in demand for Ibis Hotel's 
services.



Economic Fluctuations in exchange rates and economic conditions might impact. 
Changes in consumer spending patterns can affect demand.



Sociocultural Changes in consumer preferences and trends in travel can impact its 
offerings.
Increased concern for sustainability and ethical practices can be influential. 



Technological Advancements in technology can enhance its services and improve 
operational efficiency.
Increased competition from online travel agencies and alternative lodging 
options are increasing. 



Environmental Increased focus on environmental sustainability can impact its operations 
and reputation.
Natural disasters or climate-related events be more influential to travel and 
tourism.



Legal Changes in labour laws and regulations can impact its operations and costs
Compliance with local laws and regulations is crucial.
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Framework Objectives



Specific To increase direct bookings by 20% in the next year.



Measurable To track the number of direct bookings through the



hotel's website and compare to previous year's data.



Achievable The goal is challenging but attainable with the right



strategies and resources in place.



Relevant Direct bookings are important for increasing revenue and



reducing commission fees paid to third-party booking



platforms.



Time-bound The objective has a specific timeline of one year for



measurement and evaluation.
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Strategy



uContent marketing
u Influencer marketing



uSpecial promotions
uOnline reputation management



uPersonalization
uSocial responsibility
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Marketing Mix planning. 



u Product: mid-range accommodations, superior
rooms, free Wi-Fi, breakfast, and parking



u Price: dynamic pricing strategies, such as
offering lower rates during off-peak periods
and higher rates during peak seasons



u Place: near airports, transportation hubs, and
city centers



u Promotion: demographics, interests, and
travel purpose.
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Conclusion



uAll the elements of marketing plan should
be checked in order to note down the
changes adapted by the marketing team of
the company.



u In this presentation the process of
improving performance by the company
have been formulated through the report.
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