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                                      INTRODUCTION 
Established in 1937 with its headquarters in the United States, Sheraton hotels and resorts is a multinational hotel chain owned by Marriott International (Chathoth, 2016). As of September 2020, Sheraton has over 463 hotels in about 75 countries across the globe (Sheraton, 2022). Founded in 1974 with its headquarter in France, Ibis is also a multinational brand with a chain of economy hotels owned by Accor. As of 2020, Ibis has 2,043 hotels in 67 countries (Ibis, 2022).  
The two brands are used for the study because both are multinationals that have branches in several countries and have been able to maintain and preserve their global relevance for years despite changing times and trends in marketing strategies. In the 1900s, Sheraton was popularly known as the Sheraton Inn, they competed based on cost and non-financial edges, such as location and offerings (Ingram, 1996) 
Then, Sheraton used no electronic media. Print was used only for special occasions for the domestic market; however, regular newspapers, brochures and outdoor advertising were used to target tourists. They got people to buy rooms through direct sales, mail, adverts, posters and secondary sellers. They also used sponsorship of sports events as a brand marketing strategy (Shepherd, 1983) 
The historical background of Ibis is quite similar to that of Sheraton, given that at the time of its establishment, traditional marketing strategies such as the ones Sheraton employed were still in use. However, with the advent of technology, these brands have evolved from traditional marketing strategies to digital marketing and globalization-oriented strategies, aligning with technological advancements, changes in the hospitality industry and customer requirements. 
Sheraton's "Where Actions Speak Louder" campaign is a strategic marketing plan that combines television and print promotion with the use of digital channels, such as video and banner ads on sites like YouTube and Facebook (Lim and Seo, 2021). Guests at Sheraton are comprised of younger consumers. Thus, Sheraton aims to attract the "contemporary, sophisticated visitor constituted of ingenious and driven persons" (Sheraton, 2022). 
The company's entire marketing strategy is based on a focus on people and client pleasure. In addition to dry cleaning, gift shops, currency exchange, newsstands, Non-smoking and function rooms, a robust Wi-Fi connection, and many others, they offer other services that contribute to the overall ease, convenience, and delight of its clients (Perenc, 2020). 
It also employs digital marketing strategies such as social media promotions, sales promotion, email marketing and direct marketing (Sheraton, 2022). A quick visit to Sheraton hotel’s Instagram account shows that the company also employs the use of Travel Influencers. On the other hand, Ibis's overall business goal is to provide consumers with an affordable internationalgrade hotel experience. The amenities in the rooms are suitable for the peculiar requirements of each guest (Cheng, 2019). 
Addition, the Ibis hotel in the United Kingdom offers a numbers of extras like meal delivery, business services, and leisure activities. Both visible and unseen products are produced by this industry. There is no set standard for the provided services. In contrast, personalised services are preferred by clients (Sakovska et al., 2022).
Ibis hotels offer seasonal and holiday discounts to entice clients. They provide discounts of 20% around the New Year and other holidays. As part of its marketing mix pricing strategy, Ibis offers a best-price guarantee to its clients. They guarantee to match the price and offer a 10% reduction if a buyer discovers a lower one elsewhere (Ibis, 2022). 
Ibis, a significant participant in the hotel industry, adopts a customer-centric company strategy and prioritises its customers and workers. Customers are attracted by the hotels' strategic positions, such as airports, train stations, and city centres, and their low pricing (Damnjanovic et al., 2020). Both brands invest largely in their people and place, as the hospitality industry is primarily a service industry, and they also use Travel SEO as a marketing strategy to reach a wider audience.  
The difference in the marketing strategy of both brands is that Ibis has a plan to reward direct bookings, while Sheraton does not. Unlike Sheraton, Ibis has a larger global presence and provides budget hotels. In London Heathrow, for example, the lowest price for a room at Sheraton is 129 pounds, while that of Ibis is 89 pounds (Sheraton, 2022; Ibis, 2022). While Sheraton uses a pricing strategy, Ibis adopts a flexible pricing plan.  
Unlike Sheraton, Ibis has a larger global presence and provides budget hotels. In London Heathrow, for example, the lowest price for a room at Sheraton is 129 pounds, while that of Ibis is 89 pounds (Sheraton, 2022; Ibis, 2022). Also, While Sheraton uses a pricing strategy, Ibis adopts a flexible pricing plan. 
When building marketing tactics, the STP model is efficient in view of the fact that it enables marketers to emphasize the concept and then develop individualized and suitable messages to target diverse audiences (Camilleri, 2018)  Sheraton’s STP model is provided below:  
Segmentation: Leisure and Business Travelers. It also segments its customers to cater for people of all demographics.  
Targeting: Tourists, Business travellers, Honeymooners 
Positioning: Superior customer service and luxury 
Sheraton segments the market according to geographical, demographic, and behavioral criteria. Additionally, the brand's positioning helps them attract additional customers. The positioning approach focuses on offering great service to customers of all ages and demographics, regardless of their financial means; thus, tree house for lodging, pool bar, and other innovations (Shahid and Paul, 2022).  
Sheraton's website's primary marketing communication is its website, which contains information on the hotel's branches in several countries and the latest information about the brand. It also uses email marketing, online and social media marketing. According to Howells and Lowe (2018), segmentation in the hotel business frequently combines behavioral and demographic factors. This segmentation strategy generates four major hotel consumer groups: budget, midscale, premium, and deluxe (Damnjanovic, 2020). Accor Group operates in each market group, indicating that Ibis employs a strategy of mixed segmentation. 
TARGETING: Ibis targets and seeks to provide for consumers of different demography. It has various levels of luxurious rooms with different pricing and budget-friendly services. It also offers seasonal and festive discounts to attract more customers (Ibis, 2022) 
POSITIONING: Ibis is situated in commercial centers or locations with good access to the major cities. Ibis's overall business strategy is to provide consumers with an international-grade hotel experience at an affordable price (Chibili, 2019). 
It also has similar marketing communications with Sheraton. However, the researcher has observed that Ibis has a more intensive digital marketing strategy and greater online presence.  Via recycling and composting, Sheraton removes at least 70 per cent of its solid waste. Sixtyeight to seventy per cent of the wash water is recycled, and eco-friendly cleaning chemicals are utilised (Sheraton, 2022). 
Make- a- green-choice is a sustainable development programmed that allows guests to lessen their environmental footprint. Sheraton has been awarded the Green Seal 33 for its commitment to waste reduction, power conservation, management of freshwater supplies and sewage management, pollution control, and eco-conscious shopping (Sheraton, 2022).                                                  
The Ibis hotel predominantly utilizes products cultivated in its kitchen gardens and other local products. It has since prohibited overfished species in its restaurants while devoting itself to using Eco-designs and environmentally friendly products such as Eco-label toilet paper. For cleaning purposes, it uses ecological and bio-based products by eliminating the use of chemical detergents. (Ibis, 2022). 
Ibis offers a digital experience for its restaurant menus, eliminating paper menus to safeguard the environment. It has drastically reduced plastic usage, hence reducing waste. All Ibis hotels are dedicated to meeting ISO14001 requirements. Currently, 270 IBIS hotels in 15 countries are certified. In 2004, Ibis became the first hotel chain in the world to obtain ISO 14001 environmental accreditation (Ibis, 2022). 
These environmental considerations and sustainability oriented strategies of both companies are used to market the brand and promote it as an eco-friendly one which is not merely profit oriented but is also concerned about the sustainability agenda. This is an effective marketing strategy,given that public awareness as regards sustainability has greatly increased over the years, as more individuals are now interested in understanding the ecological footprints and impact of brands they transact with (Kok and Barendregt, 2021).  
One of the significant moments of the twenty-first century is the coronavirus epidemic and its influence on the hospitality and tourism industries is enormous (Zenker and Kock, 2020). The pandemic severely damaged Sheraton, a brand that typically targets visitors, and Ibis was no exception. Sheraton did not engage in hard-selling promotion; rather, it was involved in soft-selling and developed preparations for after the crisis subsided (Nata et al., 2020) 
Primarily, brands in the hospitality industry are working towards building future resilience measures (Nata et al., 2020). However, at the time of the research, the researcher was unable to uncover resilience-targeted strategies being put in place by both brands as such information is not provided on their database, and the researcher wouldn't want to make assumptions, considering that primary research is beyond the research scope.  
Brands are communicating about their safety precautions and compliance with health guidelines to reassure customers (Ibis, 2022; Sheraton, 2022) In addition, both brands have an excellent method for managing consumer feedback, and purchaser has been the most considerable.
 
                                                RECOMMENDATION  
There are a lot of contemporary concerns facing the hospitality industry, which include competition from rival brands, increasing energy costs, technological advancements and many others. Therefore, both brands need to be strategically positioned and proactive in combating these challenges and others that may arise over time.  
This research has uncovered the need for both brands to invest more in SEO marketing, study their competitors more, identify and leverage their most essential key performance indicators, and most importantly, be prepared to invest more into marketing and evolve with advancements. The competition in the hospitality industry is fierce. Ibis is doing better than Sheraton, but to maintain relevance and growth, both brands need to work on more intensive market penetration and marketing strategy. 
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