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Hotel management deals with the processes of hospitality, such as restaurants, hotels, resorts and spas, and private estates, and the delivery of services associated with these. This topic provides critical information, and professional expertise students need to become an effective leader. The current essay will compare and contrast the marketing choice and strategies of two multinational hotels: Marriot and Ibis. Marriot is the biggest hotel chain in the globe that have a number of rooms, 30 brands, and 8,000 properties and is located in nearly 131 countries. It is the leading travel firm in the globe (Marriot, 2023). In contrast, Ibis hotel is a French brand of economy hotel owned by Accor. It has more than 950 hotels in nearly 55 countries. It is well-known for delivering a premium level of services to its customers (Ibis, 2023). 
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Marketing choices are decisions that a manager makes to attain the marketing target of the company. These market choices include choices of product design and quality, market segmentation, and choice of distribution channels (Bottan and Perez, 2020). Marriot has numerous marketing choices and implements diverse campaigns with the aim of establishing awareness associated with its services and brand. It is one of the most robust players in the hotel sector and has recognized that the firm used traditional approaches such as posters and billboards, then it transferred from traditional to new and modern policies. The Marriott Hotel is classified into three main parts, which are actual, core, and augmented services. The core products produce their maximum profit, and their core services are their hotels (Gretzel, 2017). The target people of the Marriot are corporate visitors, travellers, and people who need premium services. Contrary to this, Ibis hotel highly invests in its promotional activities of discounts and loyalty programs. They are also investing in digital marketing strategies such as email marketing, websites, and SEO. Their strategy is to let the guests enjoy their living in an international standard hotel with economical charges. Social media promotional campaigns have been used by Ibis hotel to deliver the company the chance to develop trust with possible partners, clients, and workers (Nurtirtawaty et al. 2021). These marketing choices assisted Ibis hotel in raising the engagement of customers and attaining their trust of customers. Similarly, it also assisted in enhancing the revenue of the Hotel. The hotel targets people who need comfort and relaxation from their hectic daily lives. They deliver relaxation services such as Spas. Hence, for Ibis and Marriott, the core emphasis of the hotels is on the effective use of social media and websites to allure target guests (Faliha et al. 2021). Therefore, it is observed by this analysis that social media is beneficial policy to improve understanding associated with the interest of target people. 
Market position is the capability to impact consumer perception assisted a product or brand relative to rivals. It is the procedure of developing the identity image of a product or brand so that customers perceive it in some way. Marriott has positioned itself as an affordable and luxury in the industry; it has positioned itself as a firm that considers the needs of its customers. 
Segmentation: Geographical factors indicate that Marriott is located in more than 100 countries, and currently, the main locations are Canada, the UK, Egypt, Germany, China and many more. At the same time, Ibis hotel is also located worldwide, such as in Africa, Asia, the Middle East, North America, Europe, and Australia Pacific (Ibis, 2023a). While, Demographic factors for Marriott indicate that it is income, marital status, occupation, and status rather than age or gender. While Ibis also target people who are business travellers and high-income people. The behavioural factors of Marriott indicate that they pay attention to exceptional services, remarkable experiences, and exclusive designs. They provide discounts for various categories of clients to present their needs. While Ibis Hotel also invests in social media advertising and focuses on fulfilling the desires and needs of the target population. The last is psychographic segmentation, and Ibis targets people with the same group of families and people seeking budget accommodations. Hence, Marriott responds to the needs and interest of guests and target people who are travellers, explorer, married, and businessmen.  
A marketing strategy is considered a comprehensive plan for a business that helps in attracting potential customers and sell products or services accordingly. It is important for hotel management to focus on adopting appropriate marketing strategies as it increases brand reputation and awareness (Islam et al., 2022). Considering the marketing strategies used by Marriot hotel, it is illustrated that the brand is heavily invested in promotional activities and social media usage. The marketing tactics of Marriot revolve around richness, care of luxurious customers, and comfort. The core value of Marriot is to put people first, for which the brand uses extensive digital technologies and embraces change continuously. On different social media platforms, the hotel offers video content and user-generated content, particularly for Gen Z and Millennials, with which people get aware of the advancement in the hotel and make travelling decisions easily (Banyeva et al., 2023). Moreover, the hotel uses new forms of social media to target millennials, like it partnered with Snapchat and launching a new filter to create Snapisodes. After launching this filter, influencer showed an active response, and within 2.5 seconds, they shared their travelling experiences and made the filter feels like an episode. The strategy helps Marriot to target spontaneous millennials and book their trips even at the last minute. Like other brands, Marriott also launched its app that allows members to check in and check-out easily and creates a positive brand image as well. On the other hand, considering the marketing strategies of Ibis, it is identified that the hotel offers diversified services to the customers. In order to attract customers, Ibis offer different discounts and promo codes to customers (Sakovska et al., 2022). The hotel serves different locations and provides a comfortable ambience. The hotel invests in social media platforms and online channels to improve its customer base. It is true that the marketing strategy of Ibis depends on the fact that enjoyment is the right of customers, and they must get the services they are desired for. Ibis is considered an international standard hotel that operates within the economical price. The entire marketing tactics of Ibis depend on offering excellent services to customers within an affordable range. The hotel offers online customer services and engages in social media promotions and other tactics (Piramanayagam and Seal, 2022). To attract customers, Ibis offer several discounts and promotions on special occasions, like New Year and festivals. An affordable price strategy helps the brand to increase seasonal demands and increase demand.      
It is noted by Duric and Potocnik (2021) that the role of sustainability in hotels is important. Hotels require products, electricity, and water that are both durable and consumable, which also leads to waste formation. Sustainability is important to decrease energy consumption without compromising guests' overall experience to save the environment and costs. Hence, to attain this, hotels should implement advanced technologies that improve efficiency while preserving it. However, the goals of Marriot for 2025 sustainability and social impact guide their path to make a sustainable and positive effect. These goals of Marriott are intended to assist meaningful development towards United Nations Sustainable Development Goals (SDGs). It looks to present some of the important issues confronted by communities and the planet. Marriott has developed a serve 360 platform that believes Marriott can play an important role in assisting the SDGs goals that are the worldwide goal for 2030 (Marriott, 2023a). In addition, the Hotel reduce its environmental footprint by regulating the use of water and energy, raising the use of renewable energy, and decreasing carbon and waste emissions. They use advanced technologies to track, plan, interact, and execute how they operate responsibly to reduce climate-associated risk (Marriott, 2023b). Contrary to this, Ibis is investing highly in controlling sustainable activities; they are focusing on minimizing carbon emissions and intends to decrease about 50% of carbon emission by 2030. They are committed to reducing food waste, delivering balanced, healthy and premium food, and providing free-range or cage-free eggs. They are engaging their customers in sustainable actions and also promoting a sustainable mindset. The Hotel is certified with a green key Eco label award. It is mainly a leading standard for superiority in sustainable operations and environmental responsibility in the tourism sector (Ibis, 2023a). Furthermore, this award addresses a devotion that the Hotel adheres to the criteria made by the foundation for environmental education. 
[bookmark: _Toc128664325]Conclusion
The above report has concluded the marketing methods of two multinational hotels, Marriott and Ibis. There are numerous marketing opportunities available for Marriott and Ibis, like the core agenda of Marriott is to maximise profit and offer service accordingly. On the other hand, the primary focus of Ibis is to offer excellent services to customers within an affordable range. Moreover, it has been concluded that both hotels contribute towards sustainability and technology adoption. 
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