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[bookmark: _Toc137682937]Introduction 
The purpose of this report is to structure a robust marketing plan for the Ibis Hotel that was first established in 1974 and originated in France (Ibis, 2023). The hotel is a renowned hospitality organisation that stretches across more than 65 nations. Accor Hotels represents the Ibis Hotel's parental organisation. According to recent reporting, Ibis Hotel is presently seeking to penetrate new marketing grounds where it needs novel strategies to attract the consumer base and propose a striking product. Thus, the following marketing plan will entail the 5C’s model and marketing mix of Ibis Hotel, SMART objectives, Ansoff’s Matrix and RACE/Communications mix. 
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	Strengths
	Weaknesses

	· high-quality services
· Strong brand image
·  Strong global presence
· Strong distribution network. 

	· The brand is perceived as budget friendly therefore targeting a specific customer base.
· Lack of services (Nurtirtawaty, et al., 2021).


	Opportunities
	Threats

	· Expanding into emerging markets 
· Offers guests customisation and personalisation option.
· Adoption of advanced technologies 
	· Increasing competition in the industry
· New entrants and low-budget hotels
· changes in demand and preferences of consumers
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	Segmentation
	Targeting
	Positioning

	· Ibis target young travellers 
· Ibis targets budget travellers.  

	· Business travellers
· Budget-conscious travellers 
· Frequent travellers (Mamahit, Worang and Rumokoy 2019).

	· Ibis is positioned as a brand that offers high-quality services but at an affordable price range. 





[bookmark: _Toc137682942]Competitors: Perceptual Positioning Map and Bowman’s Strategy Clock 
Considering the complexity of the market, Ibis Hotel experiences being a threat to several brands while equally facing tough competition exerted by industry giants. The brands with which Ibis Hotel exert competition include Holiday Inn Express and Travelodge. At the same time, the brand faces competition from hotels, namely Holiday Inn, Motel One, Air BNB, easyHotel and Ace Hotel.
High Price
High Quality
Low Quality
Low Price
Ibis Hotel
Holiday Inn Express
Travelodge
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[bookmark: _Toc137682943]Collaborators 
Ibis Hotel partners with brands that secure growth potential and development opportunities for the brand. Its primary collaborators include Accor Hotels, which is the parental organisation that promotes the brand's name in the market. The hotel partners with online booking websites like TripAdvisor and Booking.com to promote easy online reservations for their customers. Other partners of the Ibis Hotel include accommodation and food services brands like Uber and Nespresso. All these brands have a B2C relationship with Ibis Hotel. 
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	Political
	· Stable political environment
· Government support the hospitality industry


	Economic
	· The economic downturn 
· Fluctuations in exchange rates 


	Social
	· Demographics are shifting
· Increase in tourism (Lu and Tabari 2019)


	Technological
	· Adoption of advanced technology 
· It can increase efficiency

	Legal
	· The hospitality industry is mindful of labour laws linked with fair and just wages and diversity in the workplace.
· Legal subjects about food and hygiene safety have become pronounced in the industry following the demise of the pandemic (Ikejimba, 2022). 

	Environmental
	· There is a rise in the demand for eco-friendly products by customers 
· Ecotourism is a new trend practised by the majority of customers (Sakshi et al., 2020).
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[bookmark: _Toc137682946]Product
The core of the products offered by Ibis Hotel lies in their nature of affordability. The product line of the brand includes standard rooms, family rooms, suits, on-site restaurants and related services and amenities (Sahabat et al., 2019). 
[bookmark: _Toc137682947]Price
Ibis Hotel places forth an affordable pricing strategy where it values its high-quality products in a price range that varies from one customer to another.
[bookmark: _Toc137682948]Place
Ibis Hotel is present in over 60 countries. Due to its parental organisation Accor Hotels, Ibis Hotels gets to cater to a significant, budget-conscious audience. 
[bookmark: _Toc137682949]Promotion
Ibis Hotel's promotional channels are present in both physical and virtual forms. 
[bookmark: _Toc137682950]Objectives 
According to Latham (2020), SMART is the technique which organisations employ to set clear and precise goals that secure their future growth and development.
        
· To attract new customers and increase customer base by 15% in the next 14 – 16 months
· To increase customer engagement by 8% by the mid of 2024.
· To increase online traffic by 10% in the next six months.







[bookmark: _Toc137682951]Strategy 
The marketing plan has suggested that an increase in customer engagement and online traffic may help Ibis Hotel to penetrate new marketing grounds. In this case, the new value proposition of the brand highlights how customers can have access to affordable yet high-quality services of the Ibis Hotel if they seek to reserve their spots through their online website. Ibis Hotel may succeed in introducing itself resiliently to a new audience and boosting its online traffic and engagement. Furthermore, Ansoff's Matrix is deemed as the marketing tool that is utilised by companies to determine their market growth strategy through effective plotting (Loredana, 2016).  Ibis Hotel lies in the market development segment of Ansoff's Matrix, because the hotel is trying to introduce the existing amenities and services to new markets in an effort to expand the audience and boost sales. 
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[bookmark: _Toc137682954]Plan
The marketing plan circulates around the notion of Ibis Hotel penetrating new marketing grounds that could expand the brand's audience and boost its sales. The plan brought forth a proposal where an increase in customer engagement and online traffic to the Ibis Hotel's official website may benefit the company. Resultantly, the hotel can introduce itself to a new audience and enter a new market. 
[bookmark: _Toc137682955]Reach
In order to effectively reach the target audience to boost online traffic and increase engagement, the Ibis Hotel may seek to adopt numerous promotional channels that are all based on online marketing. Hence, the hotel can reach its customers through social media marketing and influencer marketing (Lee et al., 2021). 
[bookmark: _Toc137682956]Act
The strategic way for Ibis Hotel is by providing discounted offers and package bundles that are only available to the guests through online reservations. The hotel can also promote online engagement by designing its website in an easily navigable manner. This act can increase online bookings that are swiftly done with no skyrocket applied to the process (Liu and Hung, 2022). 
[bookmark: _Toc137682957]Convert
It is often difficult for hotel businesses to convert their potential customers into visiting guests that do repeated business with the hotel (Cheng et al., 2020). It is well-clarified that Ibis Hotel offers a lot of amenities and services to the customers to secure their good experience and loyalty for repeated visits. Also, Ibis Hotel can do the deed by catering personalised services to the guests.  
[bookmark: _Toc137682958]Engage
The engagement of the customers in this strategy requires Ibis Hotel to cater a memorable experience to each of its customers. As a result of this positive visit experience, the hotel can encourage the customers to leave good reviews and feedback on the official online website of Ibis Hotel. 
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[bookmark: _Toc137682960]Control 
According to Bishop (2018), generating Key Performance Indicators (KPIs) is essential to measure the success and effectiveness of the implemented growth strategy for the business. An active track on the KPIs of the business leads them to expand their consumer base, invest in their digital infrastructure as well as promote constant growth. This marketing plan seeks to measure success by assessing the market penetration rate, customer retention rate, customer satisfaction score and market share of Ibis Hotel within new marketing grounds. 




[bookmark: _Toc137682961]Conclusion 
In conclusion, the marketing plan emphasised how Ibis Hotel can penetrate new markets while boosting its sales and expanding its existing audience. The report structured SMART objectives that highlighted the increase in customer engagement and online traffic to achieve the aforementioned goal. The report accessed the internal and external environment of Ibis Hotel and highlighted the brand under the lens of Ansoff's Matrix and RACE/Communications mix models. The report outlined the action plan and identified the KPIs required to measure the success of the proposed strategy. 
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Identify target audience and their
preferences by conducting a
market research

Design a content marketing
strategy

‘Conduct SEO of Ibis Hotel's
website to increase relevancy
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to engage with the audience
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Ibis is a brand that works under
Accor.

It is a French brand which was
created in 1974 (Ibis 2023).
With the marketing plan, the
focus will be on expanding the
brand in new markets.
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Segmentation and Targeting
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COMPETITORS

» Tbis budget hotels pitch themselves as significant competitors to hotel groups like

Holiday Inn Express and Travelodge.
» The core focus of the brand is providing high-quality services at competitive pricing.

» Some of the major competitors of the brand include Holiday Inn, Motel One, easyHotel.

Ace Hotel, CitizenM. Home Away and Air BNB.
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PEST ANALYSIS
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OBJECTIVES

» To attract new customers and increase customer base by

15% in the next 14 — 16 months.

» To increase customer engagement by 8% by the mid of

2024.

» To increase online traffic by 10% in the next6 months.
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STRATEGY: ANSOFF MATRIX

» Ansoff matrix is a strategical framework which is helpful for
businesses in identifying the potential growth strategy.
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KEY PERFORMANCE INDICATORS

By developing key performance indicators, it would be helpful in assessing the
progress and success of the hotel. Following are some of the KPIs developed for
Tbis for the marketing plan.

» Market penetration rate
» Customer retention rate
» Customer satisfaction score

» Market share
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