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[bookmark: _Toc117977858]Introduction
This particular study tries to present a brief discussion on the marketing strategies adopted by different brands. The study includes a detailed description of the market segmentation and targeting along with differences in the marketing mix strategies. In order to conduct the study Marriott Hotels and Resorts and Ibis Hotel has been selected. Marriott is one of the most renowned brands in the hospitality industry and has set up business in almost all the parts of the world (Ruziev, 2022). Ibis on the other hand is a relatively newer brand in the hospitality sector but has risen through the ranks due to its services and affordability among the common masses. 
[bookmark: _Toc117977859]Background to the organization
Marriott Hotels and Resorts is a subsidiary of Marriott International, which includes full-service hotels and resorts. The company has its headquarters in Bethesda, Maryland. According toDewi (2022), as of 2020, Marriott had 582 hotels operating under the brand name with over 2,00,000 rooms and 160 hotels under development. Company reports indicate that Marriott is present in over 139 countries and owns more than 8000 properties worldwide (Chang et al., 2022). In context to the current marketing approach adopted by the organization it can be seen that Marriott is currently trying to engage with the millennial of the society in order to increase their reach among the younger generation of the society. 
Ibis or Ibis Red is a French hospitality brand, which owned and maintained by the Accor group. Ibis was established in 1974 with headquarters n Evry, France. As opined by Sakovska (2022), Ibis became Accor’s megabrand in 2011 with the introduction of Ibis Styles and Ibis Budget. Ibis styles is focused on in-style stays and Ibis Budget is dedicated towards providing essential comfort at a budget rate. A study conducted by John (2022), shows that till 2019, there were more than 1200 hotels operating under the Ibis brand name with close to 150,000 rooms in 67 countries. Referring to the current marketing trend within the company it can be said that Accor group, parent organization of Ibis has aimed to increase the brand awareness among the customers in order to improve its profit structure. 
[bookmark: _Toc117977860]STP analysis
A brief Segmentation, Targeting and Positioning analysis has been conducted in order to determine the difference between the ways each of the brand positions itself in the market. According to the studies produced by, STP analysis allows organizations to determine the group of customers it wants to cater along with the way it can reach out to the segmented group. 
Segmentation- Segmentation is being defined as dividing the consumer group on the basis of their income, education, socio cultural preferences, buying habits etc. It has been indicated that market segmenting allows organizations to better their understanding regarding the different consumer groups associated with the business (Piramanayagam and Seal, 2022). 
In context to Marriott, it has been seen that the organization has divided its market on the basis of geographic, demographic and psychographic segmentation. Marriott Hotels and Resorts have around 30 brands operating under them and each of these belongs to the different groups such as premium, up-scale, upper middle class etc. Each of the residential property under the company is usually located around densely populated areas in order to gather maximum consumer engagement. Some of the brands owned by Marriott include the Bulgari, Ritz Carlton, Renaissance, Autograph etc. (Gardini, 2022). 
On the other hand, like Marriott, Accor group has various brands operating under it and Ibis is one such brand. Accor as an organization operates in all the hospitality segments (Arit, 2022). Ibis brand of hotel was established in order to provide the cost-conscious customers with premium lodging services. Ibis styles offers stylized living spaces for the consumers while Budget provides the necessary lodging and food facilities to the consumers at an affordable price range. 
Targeting- Targeting in marketing can be defined as the process of highlighting the most probable consumer group in the segmented market. As discussed above, Marriott operates in different sector and each of the group appeases to different groups of customers. For instance, Marriott’s luxury line includes the Ritz Carlton, St. Regis etc. which tries to target the high-end travellers (Belarmino, et al., 2022). The premium group includes brands such as Sheraton, Delta hotels etc. which target the premium consumer group. The select line of hotels mainly targets the upper class and high middle class consumers. This group includes properties such as Protea Hotels, Fairfield Inns etc. On the other hand, Ibis as an organization tries to cater the demands of price conscious travellers. Compared to Marriott’s Select range of hotels Ibis is quite affordable as well. 
Positioning- According to Napierala (2022), positioning can be referred to as the way an organization positions itself in the market. The main objective of market positioning is to improve the overall brand awareness among the consumers. As it has been mentioned above that currently Marriott is trying to increase its reach among the younger generation of the society. For this its current product and service promotion strategy is greatly dependent on digital technologies such as search engine optimization, social media marketing etc. this is also because of the pandemic that has greatly shifted majority of the consumers online. For instance, Marriott has currently more than 359 Facebook pages and around 124 Twitter accounts. The market positioning strategy of Ibis is also quite same as Marriott. The company has currently been using social media applications in order to reach out to the customers of the new age. A study produced by socialinsider.com indicates that the company has adopted Instagram as their service promotion platform (Fialhoet al., 2022). 
[bookmark: _Toc117977861]Difference between the marketing strategies
In order to differentiate between the marketing strategies adopted by both the organization 4Ps of marketing has been used below. 
Product- Product refers to the commodities or the services sold by the business organizations. Both Marriott and Ibis offer hotel services to its customers. Marriott owns more than 30 brands, which are divided into 3 groups luxury, premium and select (Polat, 2022). Each of these groups aim at different consumers based on their socio-cultural differences. Luxury Hotels of Marriott include Ritz Carlton, Bulgari etc. The Premium collection include Sheraton, Delta etc. and select includes Fairfield Inns etc. Ibis on the other hand is the economic range of hotels presented by the Accor Group. Ibis along with Ibis Style and Ibis Budget provide the dwellers with affordable hotel services. Due to the pandemic both the hotels have adopted various digital features as well such as self-checkout, mobile payments etc. 
Pricing- Pricing can be defined as the value of the product or the service that is being provided. In context to hospitality industry pricing plays a crucial role in the overall customer engagement as well as profitability. Marriott’s pricing strategy aims to offer the right product at the right price. For its premium and luxuries brands, Marriott has adopted the premium pricing strategy. As suggested by Teixeira (2022), in order to deal with the competition, it has been seen that the company has also adopted competitive pricing strategy from time to time. Ibis on the other hand has adopted an economic pricing strategy. Studies suggest that the company has adopted this strategy in order to quote low prices for the services due to the involvement of low production costs. 
Place- As opined by Taggart (2022), place is referred to as the point of sale. For hotels and resorts, place refers to the properties the business owns. Marriott has around 30 brands operating under it and over the years the business established more than 8000 properties around the world. As of 2021, Marriott operates in 139 countries. A study produced by ceoworld.biz shows that Marriott is considered as the largest hotel chain in the world in terms of available rooms. The current available room count of the hotel is around 1.4 million (Benslama and Jallouli, 2022). Ibis has established around 1200 properties in 67 countries and has a total room count of around 150,000. 
Promotion- Promotion includes the marketing tactics used in order to generate awareness among the customers regarding the offered services. Both Ibis and Marriott have been found to utilize the digital tools of product promotion. Both the organization are currently utilizing the social media platforms in order to get in touch with the dwellers. 
[bookmark: _Toc117977862]Different approaches adopted by the organizations to improve business sustainability
According to Darma (2022), apart from generating profits, a business organization must also aim at improving the society it operates in. In context to Marriott, it has been seen that the organization has established the environmental policy of go-green. The main aim and objective of this policy was to reduce the energy and water consumption of the Marriott’s rooms by 20%. The policy was also suggesting that the employees along with the consumers are required to be conscious about the environment. Ibis has adopted the planet 21 initiative in order to support its business sustainability program. For instance, the guests at Ibis hotel are requested to reuse materials like towel etc. Savings made on water and the company to plant trees uses electricity in order to improve the surrounding quality of life. 
[bookmark: _Toc117977863]Conclusion
From the above study an elaborate description can be gathered regarding the differences in the marketing strategies of Marriott and Ibis. It has been found that Marriott primarily caters premium end consumers while Ibis tries to target cost-conscious customers. The study has found similarities in its service promotion strategy as both the organization are currently using digital tools in order to improve brand awareness.  
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