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Introduction
    The hotels discussed in this essay are Marriott (hotels and resorts) and Ibis. The primary focus is on the marketing methods of these two multinational hotel brands. The rationale for choosing Marriott is that it has been at the forefront of the hospitality industry for a substantial period. On the other hand, Ibis has positioned itself as a popular hotel chain that provides its customers with quality services. Therefore, this essay will look into the marketing methods that Marriot and Ibis have adopted to stay at the top.
Marketing choices
    Marriott International, Inc is an American company based in Bethesda, Maryland, USA. It manages several hotel brands and lodging facilities. The company has over 8,000 properties in 130+ countries. It is one of the most reputable companies in the hospitality sector, with 30 diversified brands. J. Willard Marriott founded the company in 1927. To create its customer profile, Marriott International employs the functional approach. It segments its target market based on customers with similar demographic traits. For instance, the Marriott Courtyard brand targets over-the-road travellers (Garrido, 2012). 
    The brand of Ritz-Carlton Hotels targets luxury travellers. JW Marriott created the company as a luxury brand meant for customers looking for a quiet and lavish place to spend their time. Marriott has successfully come up with target groups and target markets based on the preferences of its customers (Ferrell and Hartline, 2012). Therefore, Marriott customers are self-defined and willing to spend extra money to have a luxurious experience.
    On the other hand, Ibis is a chain of hotels with a global presence. The hotels are economy hotels with the best possible value in the local market. The first Ibis hotel was opened in 1974. Ibis is a subsidiary of Accor Hotels. When the hotel started, it was perceived as very hygienic because washrooms had access to separate bathrooms. The hotel uses the commodity approach, and its target market is travellers. The company has a strong network distribution via phone, the Internet, travel agencies, and intermediate agencies. They are located in railway stations, airports, and city centres. Ibis hotel started offering its services from Bordeaux and spread out to various parts of France. 
Current market positions
    Marriott has established itself and is one of the leading brands globally. The hotel has higher sales revenue than big brands such as Hyatt Hotels and Accor. In 2021, the average daily rate (ADR) by region was 145.56 U.S. dollars (Marriott, 2021). North America had the highest average daily rate of 196.51 USD. The current occupancy rate for Marriott hotels is more than 50 per cent in Africa and the Middle East. The occupancy rate in Europe is slightly lower (Ivens and Valta, 2012).
    Ibis Hotels has also continued to expand its brand to other countries. It recently opened its first hotel in Indonesia (Ibis, 2021). The brand has around 2043 hotels across the globe. Accor French hotels are one of the leading companies in the hotel industry. The Ibis brand has managed to maintain its competitive advantage in the market. This is because of its de-segmentation technique of the world economy.
Marketing Strategies
Ibis
    Ibis hotels employ excellent developing strategy and corporative contract. This business strategy has kept the number of Ibis hotels steadily rising across Europe. There are both visible and invisible products. Invisible products, on the other hand, are services offered by the staff at the hotel. Visible products are rooms at the hotel, dining halls, and other hotel facilities. Though visible products have to meet specific fixed standards, invisible products have no fixed standards. 
    In terms of pricing, the hotel charges are flexible depending on the season. Their price strategy is based on the requirements of the local market, such as the U.K., as opposed to using global prices. The hotel has three main distribution channels through which products from the company reach the consumer. The first channel is through travel agencies that market and sells Ibis products. The second is through intermediate agencies, and the last is through direct sales through the phone and Internet (Chen, Hsu and Wu, 2012). 
   Also, the hotel relies on local channels to market its product. Further, the brand has various promotional methods. They sometimes offer a discount card for members or put up advertisements. The hotel adverts can be through newspapers, magazines, or local channels. The brand also relies on the Ibis company website to publish hotel information. The hotel organises free travel activities for its guests, giving them value for their money. To further market the hotel, Ibis uses special local sceneries and festivals to pass on information about the services at the hotel.
Marriott Hotels and Resorts
    Market segmentation is an essential strategy for Marriott hotels. The brand employs this technique to identify target markets and specific customer preferences (Dibb and Simkin, 2013). The Marriott brand has four main segments: luxury hotels, upper-upscale hotels, upper-middle-class hotels, and upscale hotels. Marriott has hotels in various geographic regions located in cities with high tourism rates and high levels of income. They also have demographic segmentation, where they cater to the needs of their customers based on their income, marital status, and occupation (Kotler and Keller, 2006). 
    The JW Marriott brand, for instance, has hotels for high-income earners and business people (Missy, 2011). The Courtyard brand caters for seasoned travellers and married couples (Marriott, 2021). In terms of psychographic segmentation, the Marriott brand addresses the needs of various customers by focusing on their opinions, attitudes, intentions, and interests. 
    There is also behavioural segmentation, where the brand offers guests promotions, rewards, and benefits during their stay. There are discounts and loyalty programs for different categories (Diabe, 2015). As a result, customers of Marriott Intl are segmented into groups. The marketing strategy of this hotel is highly dependent on an effective segmentation strategy that the company's managers follow (Groucutt and Leadley, 2014). Therefore behavioural, geographic, psychographic, and demographic segmentation is key to the market success of Marriott hotels and resorts.


Considerations on sustainability and green messaging
      Marriott has a significant obligation to operate responsibly as they expand its market. They do this by reducing their environmental impacts. This is achieved by reducing waste and carbon emissions into the environment. Further, the brand strives to sustainably manage sources of energy. Marriott also increases their reliance on renewable energy sources. They seek the help of innovative technologies to devise sustainability plans. The brand implements and enforces these plans to mitigate climate change and reduce environmental impacts in general. Marriott has built sustainable hotels across the globe. This is part of their business and marketing strategy. They also partner with suppliers who employ sustainable practices in the supply chain (Ivens and Valta, 2012).
     On the other hand, Ibis has also employed successful sustainability measures in the past (Chan, 2013). Accor Group came up with the Planet 21 programme. The programme has four strategic priorities, which were set as ambitious goals for 2022. The company aims to work closely with employees, innovators, guests, and local communities. The key objectives are sustainable housing and food (Accor Group, 2021). The brand strives to protect the planet and fight against sexual exploitation, especially for young people. It also promotes good health, employs eco designs in hotel rooms and offers guests sustainable food.
Contemporary events
     Hotels were among the most affected industries when the pandemic broke out. The COVID measures forced the hotels to shut down for months. Ibis and Marriott were no exception. Marriott came up with the Marriott Cleanliness council, which oversees the brand's cleaning and safety standards. Besides the requirements for face coverings during this period, the brand also added rigorous cleaning protocols where public spaces and surfaces at the hotel were treated with hospital-grade disinfectants. Marriott put this information on their website to inform its guests that their safety was assured despite the pandemic. Guests arriving at the hotel can access wipes at the front desks and retail outlets. The hotel also employs the use of electrostatic sprayers to sanitise hotel surfaces. The hotel allows guests mobile check-in, web check-in, a mobile key, live chat, and associates (Marriott, 2021). 
     Ibis also employed similar marker strategies during and after the pandemic. Their response to cleanliness was equally the same, where hygiene was a top priority and minimised guest contact. The hotel also reduced its capacity to reduce overcrowding at the hotels. They quickly adjusted their employees in compliance with the WHO rules (Nurtirtawaty et al., 2021). Guests must get vaccinated and tested before staying at the Ibis hotels. In comparison, others are entirely shut down for months. Ibis adjusted to the restoration measures and opened their hotels to small numbers of guests whom they could social distance (Ibis, 2021).
Recommendations
    In light of the above findings, this essay recommends that Ibis and Marriott should create a mobile-friendly marketing strategy. In as much as these hotel brands are well established and doing well, they have no strong social media presence. Mobile-friendly marketing would create more traffic for their websites. Due to the rapid growth of technology, most people are more associated with digital advertising than with traditional advertising (Obelenyte, 2018). Investing in online bookings and creating a stronger digital presence could potentially aid in their future growth. Branding and market segmentation are also key to the hotel's marketing strategies (Khan, Hakeem and Naumov, 2018).
Conclusion
     Marriott and Ibis are not that different regarding their response to contemporary events. However, Marriott hotels operate on a large scale and have target groups as their market strategies. The key marketing strategy for Marriott hotels is the four stages of segmentation. On the other hand, Ibis uses agents, phone calls, and the Internet as their primary marketing strategy.
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