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Introduction
Hospitality has different definitions but the essential and important part of it is that it is the practice making guests feel welcome. This is why the companies in the hospitality industry focus on providing their guests feel welcome at their hotels. Hospitality industry includes a lot of businesses under its umbrella such as hotels, resorts, restaurants, theme parks and much more (Melissen and Sauer, 2018). Hospitality industry has some gaps in its approach towards technology and there are a lot of opportunities for the companies to work on making their online presence more eminent. The industry possesses a goal to provide their customers a satisfactory and enjoyable experience.   
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Marriott is the most trusted and recognized luxury hotel chain having its hotels in more than 30 countries. It centrally focuses on the luxurious brand name that it has generated for itself over the years. Marriott uses the core product marketing mix strategy for its business and its product strategy is mainly centred around luxury travellers. Having its hotels in the most tropical destinations which provide a luxurious experience to its customers (Daswani and Elbayadi, 2021). Marriott is known for its hospitality and great customer services which the brand maintains in all of its hotels. The brand also spends its money on decorating its hotels in new and inquisitive themes which provides a great staying experience for its guests and which also cater to new customers.
Marriott in recent years has also introduced MLive platform where they provide travellers important travel information about that place, hotels and what the travellers may include in their travel itinerary for that particular place. MLive platform also gives content which provides information on how the travellers can enhance their travel experiences (Neves, 2022). Ibis uses a different kind of strategy for its marketing. Ibis’s marketing portrays the advantages that the brand offers through its products and the benefits that it will add to their customers. Ibis mostly uses conventional methods of branding and marketing such as advertising on TV channels, newspapers and magazines. Ibis also sponsored various events, conferences and promoted its brand through those events. Ibis has a 4Ps marketing strategy that helps them in growing their brand’s name. Ibis’s product strategy is that they focus more on providing good, spacious, workable hotel rooms. Ibis focuses on designing its rooms in such a way that gives working professionals a place to work. Ibis targeted customers are price conscious travellers. Services or products that Ibis provides comes at a comparatively lower price range which can be affordable for all types of travellers. Ibis also focuses on providing rooms that are spacious which is more suitable for families thus Ibis also targets family travellers. Ibis tries to provide as much luxury experience as they can to their guests but on a more conservative budget.
Ibis also provides customised stay packages for its customers like “ibis budget Paris only airport package”, “ibis budget London whitechapel package” and so on (Gardini, 2022). In recent years Ibis has made its online presence more presentable and the brand is using online platforms to promote its business engagement. Ibis in recent years has introduced a goal setting approach where they set goals for that year. In accordance with that goal they hire employees, involve their partners, guests and local communities to work for more sustainable foods and buildings. The brand also uses certified soaps, shampoos which are more environmentally friendly. This shows that the brand is concerned towards the environment which adds to its brand value. Marriott on the other hand has introduced server360 to cut down its impact on the environment. Marriott also made a commitment to cut down on its greenhouse gas emissions (Wu, 2021). The brand is also taking initiative in cutting down plastic usages in all of its hotels and reducing solid waste and food waste. The company also rolled out a food waste prevention and reduction campaign to educate its employees about food wastages. Marriott also has made initiatives to work with the ocean foundation to reduce and remove “sargassum seaweed”. Marriott also planted 415,000 trees over the years to promote environmental friendliness among the whole industry. The company has collaborated with “Arbor Day Foundation” and “Evergreen Alliance '' to advance trees and forest for corporate sustainability. 
Covid-19 pandemic has an absolute adverse effect on the hospitality industry. Marriott in 2020 reported growth down by 3.2% (Santoki and Parekh, 2020). The company took some hyper active steps to mitigate the losses that they had during covid pandemic and lockdowns. Marriott introduced some business contingency plans amidst covid such as introducing online food deliveries from its hotel’s kitchen. This has helped them to cut down some losses and also provide their loyal customers the service that they require. Marriott also has enabled its food delivery services through different food delivery apps so that they can reach more consumers. The brand also post and during covid cut some senior executive salaries and cancelled non-essential travels and spendings. Ibis on the other hand focused on more efficient customer services and made safety measures their priority so that guests do not hesitate before planning a stay at any of Ibis’s hotels. Ibis launched new newsletters to inform its customers about the safety precautions that they are taking post-covid to reduce the fear amongst the customers and also make them aware about the new protocols that they launched.
The hospitality industry in general is facing issues related to its implementation of technology (Jobber and Ellis-Chadwick, 2020). The companies in this industry are lacking on the technology front (Folinas et al., 2020). The companies have failed to adapt technology and use them in their business. Making an online presence is very important as it will create a brand reputation in millennials and it will grab the attention of the suitable crowd for your products and services. Having said that, Marriott uses and creates user generated content to attract and capture the attention of millennials. In accordance with that marriott has partnered with influencers on different platforms to showcase their audiences about the marriott properties. Marriott encourages influencers to come and stay at their luxurious hotels and capture that experience so that the millennials get attracted by that and choose Marriott as their stay on their next trip (Kotler and Kartajaya, 2017). Marriott has also launched an extremely user friendly app to create a more loyal customer base and make the customer's booking experience hassle free (Smith and Zook, 2020). Marriott is ruling the hospitality industry and its peers should follow their lead. Ibis can make their online presence more prominent as it will help them to understand millennial behaviours better. Ibis can and should do the most of their advertisements online in this way they can generate more millennial attention. As Ibis already offers affordable stays, good online marketing is all they need to acquire more attention towards their brands (Obelenytė, 2018). In accordance with that Ibis also focuses on aesthetically pleasing room designs which the younger traveller will find more appealing. As Marriott, Ibis can also focus on delivering foods online from their hotels kitchen in this way they can also capture the local people’s attention and provide them the services that they need. Ibis can also partner with different food delivering apps so that their services reach an even larger crowd (Ryan, 2012). Marriott can also introduce more budget friendly stays or provide travel packages so that their services and products can be appealing to a larger crowd in this way they can scale up their financial growth.
Hospitality industry or the companies in it has been behind on their approach to environmental friendliness (Bowie et al., 2017). The industry plays a significant part on the environment pollution so total ignorance towards eco-friendliness can create havoc on the environment (Kalyar et al., 2021). Having said that, the two companies, Marriott and Ibis do take initiatives towards making their operations environmentally friendly. Marriott partners with some of the leading organisations and promotes tree planting and Ibis makes sure that they provide eco-friendly soaps, shampoos throughout their hotels in all locations. Customers also prefer brands that have an environmentally friendly approach and are making environmentally sound decisions.
The hospitality industry lacks in providing their customers a personalising customer experience (Kotler et al., 2020). The industry needs to work on providing customers a personalising experience. Marriott recently launched an app which is both user friendly and provides customizations which provides personalised experience. Ibis also provides different travel packages which are more suitable to their customers. Customers can choose a travel package according to their budget.      
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The Marriott and The Ibis both are the leading companies in its own genre of business. While Marriott provides its customers a luxurious, lavish experience in terms of not only their rooms but also their meals and drinks as well. Ibis on the other hand tries to provide more budget friendly stays for its customers so that people from every earning group can afford to stay at Ibis. Both companies pay a significant amount of money and time to design their rooms. The companies also try to provide as much enjoyable experience as they can to their guests. Both the companies have started to use technology in their businesses and have witnessed significant growth because of it.
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