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[bookmark: _Toc137644360]Introduction 
The marketing technique a business will use to market and sell its products or services is called a marketing plan (Ferrell, 2021). The marketing strategy in this report determines the target market, the most effective way to contact them, the price point at which the product or service should be sold, and the process by which the organisation will assess its effectiveness. The marketing strategy is the main focus of this plan's marketing objectives. This study will be presented for a specific hotel, i.e. Jo and Joe Hotel. As a result, it will primarily operate in line with various hotel goals and objectives.
[bookmark: _Toc137644361]Situation analysis 
[bookmark: _Toc137644362]Swot Analysis 
	STRENGTHS 
· Reasonable cost 
· Good accommodations; are accessible to tourists and residents (The Nation, 2021).
	WEAKNESSES
·  Lots of rivals.
· A lack of knowledge about the hotel.
· Violates established norms (The Nation, 2021).

	OPPORTUNITIES
· Employ smart marketing strategies.
·  Organisations can make more money.
· Provide options for private rentals, hostels, and hotels (The Nation, 2021).
· Legacies of Accor.
	THREATS
· There are numerous hotels on the market because of competition, but there are also many alternative possibilities.
· Require qualified personnel (The Nation, 2021).


[bookmark: _Toc137644363]Customers
JO and JOE intend to be disruptive by blending the originality of private rental flats, or Airbnbs, with the social vibe of hostels, as well as the comfort and protection of hotels. It's a city concept created for a younger generation of tourists seeking out contemporary architecture, trendy entertainment venues, and a variety of hotels at reasonable prices. Therefore, the company primarily targets millennials and younger visitors. As a result, it offers services aimed towards youngsters (Jo&joe, 2023).
[bookmark: _Toc137644364]Collaborations 
The Marketing Innovation Lab of AccorHotels, which was established to imagine the future of hospitality, catering, and social interaction, created the unexpected and ground-breaking idea known as JO&JOE (Jo&joe,2023). In order to create the hotel, the Jo and Joe Hotel worked with street artists (Jo&joe, 2023). Moreover, in order to manage and modernise operations and interior designs, the hotel also worked with The Mews (Mews, 2023).
[bookmark: _Toc137644365]Competitors 
Competitor analysis, also known as competitive analysis, is the process of locating competitors in the sector while learning about their various marketing methods.
[bookmark: _Toc137644366]Bowman's Strategy clock
Market positions depending on pricing and perceived value are mapped out using Bowman's Strategy Clock, a sophisticated tool (Villagrasa, 2023). Likewise, the hotel is now more prominently located in consideration of Jo and Joe Hotel since it provides respectable lodging and services at a reasonable cost. 
[image: Bowman's Strategy Clock - What is Bowman's Strategy Clock?]
Figure 1: Bowman's Strategy Clock
[bookmark: _Toc137644367]Perceptual positioning map
A perception map, also known as positional mapping or brand positioning mapping, is a graphic or chart that depicts how customers see a product or service in relation to their industry based on set standards (Gigauri, 2019). Below is the mapping for the hotels.
[image: ]
Figure 2: Positioning Map
[bookmark: _Toc137644368]Pestle Analysis
	POLITICAL
· International relations and political possibilities.
· Political coordination
	ECONOMIC
· Inflation rate
· Customer spending
· Hotel industry trends 
	SOCIAL
· Affordability
· Family size

	TECHNOLOGICAL
· Technical factors include using social media, investing in research and development, and adhering to labour, health, and safety standards. 
	LEGAL
· Legal factors also include diversity. 
	ENVIRONMENTAL 
· Environmental factors include creating a welcoming environment for visitors and using less sustainable practices. 


[bookmark: _Toc137644369]Marketing Mix
	PRODUCT
· A hotel offering affordable lodging and services. 
· It is accessible and situated in two fascinating cities.
	PRICE
· The cost ranges from £70 to £80 for housing options such as apartments for rent and hostels. 


	PLACE
· It is situated in two locations and is currently growing towards Asia.
	PROMOTION
· Social media marketing will be employed for promotion. 
· Sales promotion and price cuts
· Use of influencer marketing.


[bookmark: _Toc137644370]Objective 
The objective of the current study is to demonstrate the marketing plan of Jo and Joe's Hotel using measurements and KPIs to evaluate marketing strategy. Also, to make relevant strategies regarding the hotel and its characteristics.
[bookmark: _Toc137644371]Strategy 
A corporation or organisation chooses a marketing strategy to carry out promotional methods in order to turn potential clients into customers (Ali and Anwar, 2021). In accordance with the Jo and Joe's company's 2020 vision, the first 50 Jo & Joe "Open Houses" (a combination of a hotel, hostel, and flat) were opened in Paris and Bordeaux in 2018. The design idea for Jo & Joe was developed by the UK company Penson, which has worked with Google, YouTube, PlayStation, and Jay Z's RocNation entertainment company (Jo&joe, 2023). Therefore, Jo & Joe Hotel will concentrate on market expansion, nonetheless, given that it is present in multiple countries. As part of its marketing plan, Jo and Joe Hotel will raise the quality of its offerings; to achieve this, it should adhere to the Ansoff matrix's market penetration principle, as shown below.
[image: Ansoff Matrix Archives - Research-Methodology]
Figure 3: Ansoff Matrix
[bookmark: _Toc137644372]Tactics 
Marketing tactics are the planned, efficient methods used for advertising a product or service in order to achieve certain marketing objectives (Deepak and Jeyakumar, 2019). The creation of content and the design of marketing funnel experiences are governed by broad ideas known as marketing tactics.
For the current study of Jo and Joe's marketing plan, it is considered that it is more dependable and developing plans with a clear approach in advance will be stressed by the new communication techniques that will be employed. Likewise, sharing ideas, opinions, facts, and information in an effective way makes sure that the message is understood correctly and for the intended purpose (Ferrell et al., 2021). In addition, using hashtags and Instagram to add people may enhance social media engagement when people travel, stay at a hotel, and post. A corporation can join in an ongoing debate on that social networking site by utilising hashtags in its remarks. Furthermore, it elevates such postings, which is critical. Additional participation may result in more likes, shares, comments, and followers for the brand on social media. Also, TikTok marketing and influencers are used. That will be beneficial as that uses TikTok content creators that the hotel company’s audience already respects, follows, and trusts to interact with them (Ferrell et al., 2021). It will also help increase the number of followers a company have on its account. Therefore, present products or services to a group of potential customers with ease.
[bookmark: _Toc137644373]Action 
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[bookmark: _Toc137644374]Control 
Controls are metrics used in marketing plans that enable to evaluate of how a firm is performing in regard to the goals and objectives stated in the plan (Chaffey and Smith, 2022). Having controls to watch over may ensure that the company is on track to meet its goals. However, the marketing effort will increase the hotel's profitability and revenues, and new customers, positive brand reviews, and even present customers will judge its success. Likewise, this will place a strong emphasis on retaining and winning over existing and new customers (Al-Sultani and Al-Daami, 2018).
[bookmark: _Toc137644375]Conclusion 
The marketing plan details the methods a company will use to advertise its products to customers (Shimasaki, 2020). Focusing on and sticking to the marketing plan is the major piece of advice. To be certain that it is aware of the viewpoints of its customers, a firm must do marketing research. Based on the results of this study, they might produce goods that can meet consumer desires. Therefore, if the plan is implemented, it will be successful. Finally, the marketing plan had issues because it wasn't implemented, and there wasn't enough content.
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Introduction

The purpose of this marketing plan is to
highlight the marketing plan mainly.

The hotel chosen for this presentation is Jo
and Joe Hotel.

Therefore, it will mainly work in accordance
with different plans and techniques related

tothe hotel.
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SWOT analysis

STRENGTHS WEAKNESSES

Affordable price Many competitors.

Open to iravellers and locals Lack of awareness of the hotel.

Good accommodation (The Nation, 2021). Disrupts fradifional rules (The Nation, 2021).
New brand.

OPPORTUNITIES THREATS

Use good marketing factics. e Competition leads to many hotels in the market.

Increase the revenue. * There are many other options.
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(The Nation, 2021).

Accor legacy.
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Customers:

Mainly, the company targets young
travellers and millennials (people who
reached adulthood in 2000). Hence, it
offers services related to youth (Jo&joe,
2023).

Situation Analysis

Collaborators:

The hotel collaborated with  street
artists to design the hotel (Jo & Joe,
2023).

The hotel also collaborated with The
Mews in order fo make interior designs
and operations more manageable and
fresh (Mews, 2023).
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PESTLE Analysis ~— -

POLITICAL ECONOMIC
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international relations. Customer spending

Political stability Hotel industry frends

TECHNOLOGICAL LEGAL

e Social mediaengagement. [e  Labour laws

e Research and development|e Health and safety laws.
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Affordability
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* An inclusive environment for
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2 Marketing Mix

| =

PRODUCT: PRICE

The hotel with reasonable accommodations It has low prices in the shape of rentals and
and services. hostels fo live in.

It is affordable with located in 2 cities with The price range is £70 fo £80.

exotic locations.

PLACE PROMOTION

o Tiis locafed in 2 cities and now also expanding Social media marketing will be used.

in Asia. Sales promotion

Discounts

Influencer marketing.
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~~_ Objectives

Specific: To be specified with the marketing plan in regard to the hotel.

Measurable: To measure the marketing plan with the help of KPIs and

mefrics.
Achievable: To achieve the outcome in a given time.

Relevant: To make relevant sirategies regards the hotel and its

characteristics.

Time-bound: To gain results in the given time.
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The Ansoff Matrix

It will focus on market penetration as it is not nonexistent in many

countries.
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Tactics

The new communication tactics that will be used are related fo
being more consistent and making plans with a complete strategy
beforehand.

Social media engagement can be improved by making hashtags
and opening Instagram fo add people when they travel, stay at

their hotel, and share.

The use of influencers and Tik tok marketing.
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The new communication tactics that will be used are related fo
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Control

o The success will be measured with the help of new
customers, positive reviews fowards brands and old
cusfomers also.

It will mainly highlight customer satisfaction and customer

loyalty among new and old customers.

With the help of the marketing plan, the profits and
revenues will also increase the hotel (Al-Sultani and Al-
Daami, 2018)).
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Conclusion

The main recommendation is fo focus on the marketing plan and

be consistent with it.
Hence, it will be successful if the plan is followed.

To sum up, the marketing plan challenges were related fo following

the plan and not having enough content.
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