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A big part of a business success in the Hospitality Industry and not only, is determined by the marketing approach that the brand chooses to implement. Any business should know the needs of the customers before using any marketing strategy. Marketing is a concept used in all levels of social and commercial life ensuring the appropriate way to close the breach between what the business offers and what the end user wants, delivering value to consumers. (Dibb,2012). Consumer needs are organised in a hierarchy from the most urgent need to the last pressing need: psychological needs, safety needs, social needs, esteem needs, and self-actualisation needs (Hudson, pp.37) This essay presents the marketing methods used by Marriott Hotels & Resort and Ibis Accor, the similarities, and differences between them when it comes to marketing strategy. Marriott hotels & Resort was founded by J. Willard Marriott and his wife. They have started as a root beer stand. In 1957 his son made a huge change by opening the first motor hotel in Arlington, Virginia and over the next 65 years Marriott expanded all over the world adding varied brands to their collection becoming one of the first lodging corporation to enter in the cruise business. A selection of brands offering diversity on the market, and only one company is what Marriott started to build late 1980s. They have started affiliating with big brands like Bvulgari in Milan, Italy and started new brands like EDITION, Autograph and AC. Marriott. In 2013 they make the first entry into the budget level, three-star MOXY hotels trying to attract middle scale consumer. Three years after entering in the budget hotels, Marriott have acquired Starwood Hotels & Resorts making them the world its largest hotel company, having more than 5700+ properties 30 brands in over 110 countries and over 121.000 employees all over the world. (Marriott,2022).  Marriott has started with the basic core product that all big or small brands have and through the years they have added augmented products, customer service orientated to the guest needs, online check in and check out service, room service, additional products as in Marriott Bonvoy Credit Card, memberships and promotional pricing, all of this adding to the value, attracting new customers and fulfilling the needs and wants of guests and facilitate unique experiences to the loyal guests and creating the recognised brand that is now. Understanding how important marketing is, they have launched the Global Content Marketing Studio (Content Marketing Institute,2016) Using Public Relation and all four of the segments of the marketing mix (4Ps) they have targeted the upper scale sector as a main goal, trying to assert themselves as one of main luxury brand. Marriott leaders and their marketing team decided that they must innovate, aiming to attract families with Family Beach Resort, adventurous people with road trips and price promoting when the guests are staying three nights or more. They have added various offers for members and for new customers. Marriott homepage is very well organised and easy to navigate, was created to facilitate booking and advertising al the offers that Marriott has. Marriott (2022). They have started use more social media for their products and services, making it desirable for the potential buyer, investing time to research about the market, collecting data and then advertising the product and the service to the precise segment of the market in order to bring new and returning guests, as much revenue as possible and create brand awareness. However, Moller (2006, pp.444) would argue that the Mix approach is not very explicit, and it is limited when it comes to the relation between the brand and the consumer, yet if a business invests in knowing the market, collecting information about the target market good knowledge about the product, correct placing, good price and promotions will generate customer contentment and fidelity.  Over the years they have moved from traditional marketing to digital marketing embracing internet era and using it to its advantage to advertise and bringing more guests. Social media channels are more used and extremely popular than famous breaking news channels and this power shift influences people to buy or recommend a product or a service, facilitating for consumer accessing information, purchasing a product or a service and makes it easier for any business to collect data about consumer wants and needs. (Kartajaya, 2017. pp.6) Their market strategy attracts business travellers offering close airports, conference rooms and transport, luxury escapes and adventure seekers including family time, but the main focus of their marketing was on luxurious, targeting upper scale consumer and reinforce brand image by adding influencers represent the brand. Wu. (2018) says that six marketing –mix components on guest loyalty response have significant effect on consumer value and the returning guest. Better decisions, transparency on social interactions, quality products and services, effective message and originality would bring new consumer and keep the loyal guest content and enthusiastic about the product or service. There are few things like: atmosphere, location and scent that are influencing guest behaviour, and all this put together and preserving the connection with the business is promising that the guests will return. (Blut,2018). Accor Hotels Group was born in France where two friends opened the first Novotel hotel. They have four diverse types of hotels: Luxury, Premium Midscale and Economy. Ibis Hotel is a part of the economy hotels as: Ibis, Ibis Styles, and Ibis Budget. The report that Hoover’s (2022) wrote, is analysing the company and says that Accor Group is formed by three parts: Hotel Services, Assets & Other and New Business and they run the business with Management and Franchise & Services to owners. Onofriou (2020) presents Accor Group responsible and friendly towards environment, trying to adapt to changes and trends. According to Damnjanovic (2020) they use innovative technology to take the consumer in a digital marketing journey. They analyse guest satisfaction pre-travel, stay and post travel stage to collect the data and improve or add new experiences to the guest, proving that they are willing to adjust, change and be innovative and very receptive to the consumer needs. Accor CEO, Denis Hennequin said on Web in Travel (2011) that “change is not an option; it is a necessity… and Ibis is now the keystone of our economy portfolio”. Comparing to Marriott Hotels that focuses on luxury experiences, Ibis Hotels are putting more work towards accessible prices directing their marketing strategy towards the mid-scale consumers. One of their marketing strategies was to start fundraising for NHS and offer discounts for their workers and other discounts for everyone else. (Ibis Hotels,2022). Marketing is always changing, what was in demand five years ago it may not be what the consumer wants now, as well the products and the services offered by hotels. As Kotler (2003) says, marketing will always be needed and utilised, but it will be different and not what we learned. Hotels are not easy to be environmentally friendly, heated pools, massive amounts of rubbish disposal, colossal use of energy and water. Marriott and Accor join in making a difference. According to Accor (2017), Accor Hotels use green marketing, opening Plant for the Planet, an online program that in 2017 when it was launched, started five planting projects in five different countries, planting trees, the buyer receiving a certificate with the details about the tree they have planted. In comparison, Marriott started converting rooms to be supplied with kits designed to purify the water and the air. They have also incorporated energy-efficient illumination, which is expected to save thousands of dollars and bringing their company closer to protect the environment. All those changes were a remarkable success, being received very vell by the consumers even though they had to pay a premium price for those rooms. (Rowe,1992). In 2020 all Hospitality sector was hit extremely hard by unprecedent times when all over the world Covid 19 brought lockdowns and then restrictions that have affected all industries but mostly Hospitality Industry. People would avoid at all cost traveling long after the restrictions were lifted by the Government. The Hospitality industry had been affected first by Brexit and then lost employees because of Covid. (ONS,2021).As a strategy market to convince the consumer that they are safe using the facilities and gain their trust, Marriott started the program “Commitment to clean “putting even more accent on cleanliness and hygiene procedures understanding that the guest needs to perceive the hotel safe and reliable so they have introduced touchless services to comply with social distancing .(Prerna,2021). Accor implemented all the hygiene procedures as every other business, touchless essential services and started a collaboration with Hemkunt Foundation to provide free ambulance service to help the ones in need affected by Covid and with other illnesses. They have provided two ambulances for non-urgent patients who required treatment. (New Delhi,2021) In lockdowns social media had become the biggest marketing platform and both businesses benefited from it. In conclusion, both hotels have used marketing strategies to bring more awareness to the brands, to gain guest fidelity, use promotions, loyalty cards and to show to the consumers they are dependable, pro-active, and innovative, the primordial goal being guest experience.
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