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[bookmark: _Int_bdOnmmom]The successful marketing of a hotel is dependent on its ability to manage a few crucial areas. These areas include what the business will produce, how much a hotel will charge for its goods and services, how a hotel will deliver its goods and services to its guests, and how a hotel will interact with its customers about its products. In the hospitality industry, Product, Price, Place, and Promotion are usually referred to as the "4 Ps" (Constantinides, 2006). Place refers to the physical location of a business. Marketing in the hotel industry has gotten more sophisticated over time. Because of this, the model was expanded to include a fifth 'P': people. And until not so long ago, two further 'Ps were added, namely Process and Physical evidence. These two Ps were created primarily for service industries, such as the hotel sector. These components of service marketing in the hotel industry are now often referred to as the "7 Ps." These components are usually referred to as the "marketing mix" and addressing them is vital for a successful marketing of a hotel (Saikali et al., 2017).
Marriott International's corporate culture has always put a focus on the concepts of innovation, service, and the development of industry-leading results. Marriott International has reached a more competitive position in contrast to its rivals by using three separate conceptual frameworks, including the technique stated in Porter's Five Forces, resource-based methods, and the rational approach. Because the firm employs a reasonable method, this has been done (Weatherford and Kimes, 2013). Marriott International was able to pinpoint the source of their competitive advantage by using these tactics. The major goal of this research is to explain how Marriott International, Inc. has effectively coped with strategy adjustments and battled with significant competitors in the hotel industry (Hormby et al, 2020).
With over 950 locations in 55 countries, Ibis is considered the most popular cheap hotel brand in Europe. Ibis maintains the highest quality of service and comfort in the industry while offering the most competitive pricing on the market. The Ibis Standard ensures its worldwide customer a constant product that comprises the following components: a contemporary room, bedding that is connected and soundproofed to improve comfort, breakfast served from 4:00 AM to 12:00 NOON, and a variety of culinary options. Since 1997, Ibis has had the distinction of being the first hotel brand to get ISO 9001 certification on a continual basis. This International Standard addresses the quality of reception service provided at all hours of the day and night. It also includes lodging, a kitchenette, breakfast from 4:00 to 12:00, and bar service. There are now 758 ibis hotels with ISO 9001 certification for their quality management systems in 21 countries (Mamahit et al., 2019).

[bookmark: _Int_zt0wuAcx]The marking mix of Marriott includes products it offers, diverse ways to price things, and marketing events. The marketing mix of the company is partly to thank for the success of the Marriott brand on the market. The marketing plan for Marriott helps the brand and organization reach their business goals.
[bookmark: _Int_vPmPF6nL][bookmark: _Int_7cKJ7x71]The Marriott hotel chain is well-known. Marriott is good at making people feel welcome. Hotels, hospitality management, and resorts are put into basic, real, and improved categories. Hotels make the most money for them because they meet customers' needs and wants. Clients can choose from hotel brands such as The Ritz-Carlton, St. Regis, JW Marriott, BULGARI, Le MERIDIEN, Westin, Renaissance, Gaylord, Courtyard, Four points, and Spring Hill Suites (Zhang et al., 2015). The look and idea behind a brand make it stand out. Marriott's success around the world depends on keeping all its brands' locations, atmospheres, and customer services the same. The COVID-19 pandemic hurt the company's profits, but they improved their services by sterilizing, isolating, and cleaning.
Their goal is to offer the best products at fair prices and with great customer service. Marriott's pricing strategy makes the most money for the company without changing its brand. Prices at Marriott hotels are based on rules about value and quality (Wind, 2003). Prices for hotel rooms are based on how many people want to stay there, how much it costs to advertise, and how much it costs to keep the hotel running. The prices of Marriott's products change as the market and competition change (Simões, 2021).
Over 100 nations have Marriott hotels. Hotels that are owned by Marriott may be close to the airport, major roads, and the center market. Location-specific information helps Marriott attract professionals who buy rooms near airports, travelers who want to stay near roads, and tourists who stay in towns near markets. This has given Marriott more customers. Marriott builds its hotel portfolio by using both its own and third-party channels. The amount of money and work needed to keep accurate inventory data across different systems may go down (Hormby et al., 2020).
[bookmark: _Int_JcgZCAr2][bookmark: _Int_1X3Nn9JO]Marketing for Marriott is done online. As a multinational company, they have set up a website where customers can book hotel rooms ahead of time and look at all their products. It does this through ads, videos, and campaigns on different social media sites. The Marriott Bonvoy program gives benefits to hotel customers. To keep customers coming back, Marriott gives discounts. It also advertises products that have just come out to get new customers.

As part of the Ibis Marketing Strategy, a brand analysis is conducted using the marketing mix framework, which lays an emphasis on the 4Ps. There are several marketing tactics, including the introduction of new products, the adoption of a unique price strategy, the organization of different forms of promotions, and many more. The market success of the Ibis brand may be partially attributable to these commercial techniques, which are based on the brand's marketing mix (Dominici, 2009).
Ibis hotels are one of the most well-known hotel brands in the world, catering to consumers worldwide. Ibis's marketing mix includes many hotel categories. The room is soundproof and modern. There is available office space and blackout curtains. The guest bathroom is pleasant and large. We only utilize FSC- and Ecolabel-approved products. Ibis hotel rooms provide climate control and flat-screen TVs for watching movies. Customers may get support around-the-clock. Additionally, breakfast is served every day from 4 AM until noon. Everything is accessible for both early and late risers (Nelwan. 2020). The bar offers midday refreshments. They guarantee to address consumer concerns within 15 minutes. These Ibis hotels appeal to design fans. Each level has a different appearance. Breakfast and other facilities are offered. Larger beds, fluffy duvets, and exquisite pillows. It serves families. They provide a children's lobby and brunch. Infants are provided with bottle warmers. It also targets travelers on a budget. They provide affordable accommodation with quality bedding and complimentary Wi-Fi. They provide an affordable, unlimited breakfast buffet. The service offers 24-hour check-in and other benefits at a discounted rate (VERBOZ, 2013).
Ibis hotels compete for business with holiday and seasonal specials. They provide 20% off throughout holidays and seasons. Ibis' mixed marketing pricing approach ensures customers the best price. If a consumer discovers an identical item at a lower price, they will match it and add 10%. Every day, the Extra Saver Package includes a one-night stay, a breakfast buffet, and 100 Le Club Accor Hotels reward points. Ibis hotels provide discounts for 15-day bookings (Obelenytė, 2018). They may select from over 1400 hotels. Hotel and room pricing vary. Demand influences pricing throughout the year (Nurtirtawaty, 2021).
Ibis Hotels & Resorts is a global hotel chain that manages over 2,000 properties spread across more than 65 countries. They provide their services to areas in Africa, the Middle East, Asia-Pacific, Latin America, and Europe. The fact that hotels under the Ibis brand name can be found in every major city on the face of the earth illustrates that the company caters to customers from all over the world (Nurtirtawaty et al., 2021).

[bookmark: _Int_wcqvyfC0]Product policy, price policy, communication policy, and distribution policy are the four areas that Marketing Mix divides its tools under (Borden, 1964). These four Ps are further subdivided into specific tools that are used in accordance with the company's target audience. Overarching company goals may be derived from these and translated into projects. The tasks are outlined in the marketing plan and are done throughout time depending on milestones. A company may then analyze the results to assess the campaign's efficacy and make any necessary modifications for the future.
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