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COMPARISION OF MARKETING METHODS OF IBIS AND CROWNE PLAZA HOTEL BRANDS
Marketing is essential for all businesses in order to increase sales hence make more profits. Increased profits ensure a business grows and even attracts more investors, this ensures the business is self-sustaining and exists for a long time. This is the reason as to why more companies and business are willing to concentrate more resources in their marketing strategies so as to gain competitive advantage. Most of the multinational hotels have invested really big in up-to-date marketing methods to ensure they gain maximum profits. The best multinational hotels adapt marketing methods and strategies that are globalized and relatable depending on the region of location. (2009)
Standard up to date hotel marketing strategies that the best multinational hotels have adapted range from older methods such as mobile marketing that have been used for some time, to adaptive methods like social media marketing. Some of the multinational hotels that have to adapted different marketing methods within time include Crowne plaza and IBIS hotels. Both existed a while ago just before modern marketing methods such as social medial marketing were embraced. These brands are widespread both existing in developed and developing countries hence the marketing strategies and methods have been globalized and relevant at the same time.  (Bursk, 1967)
       IBIS HOTELS
IBIS as created in 1974 by Accor but operated as economy class initially. Started in Bordeaux France, the hotel has grown since then to a megabrand. The IBIS hotels first grew rapidly in France and within a few years the number of IBIS branches had grown to 188. The branches then spread to USA market then UK and finally spread to other continents. The number has grown to more than 1200 hotels all spread in slightly above 60 countries across all continents. To survive and operate for all the years, the hotel has undergone restructuring in various departments and most essentially had to embrace modernized marketing methods.
 Marketing strategies for IBIS hotels include 
The IBIS hotels have embraced the market segmentation and position strategy within time. One of the ways is by observing that the new generation is more involved in online activities hence ensuring to occupy this space better. Individuals have embraced the internet thus IBIS ensures its brand is positioned in better marketing competitive advantage.
1. Selling an attractive story about the IBIS brand hotels
The creation, development and upgrading stories about the hotel can easily be accessed online. An individual or any customer who wans to get more information about the hotel and relate to its existence doesn’t need any help. Interesting development stories such as explaining the Sleep art mobile app can be accessed and recent upgrades updated. The app was developed as a result of the robot that could detect motions, sounds and even the temperatures while someone is using room bed at IBIS hotels. This is an interesting way in which their customers and prospective ones are connected to IBIS story.
2. Building the best brand website 
IBIS itself is a very developed brand dealing in variety of other businesses besides hotel. The IBIS hotel websites include attractive pictures of nearby hotel locations and relevant catchy information that market the businesses. The IBIS brand website is built attractively and visible hence attracts interested customers. The hotels benefit by generating better returns as use of best SEO to improve website is essential in the digital age. More customers can access the hotel website and make decisions quickly.
3. Social media marketing
IBIS hotels exist in social media platforms by simply searching IBIS hotels. Some platforms such as Instagram give customer opportunity to connect with the hotel by just clicking and checking on the pictures. Social media marketing is also helpful in keeping stats and giving reports. This can be determined by the ratings and comments given in various platforms hence improvement of certain aspects. This includes the IBIS world which is a brand involved in doing research, providing markets stats and giving out reports on various business. This helps businesses and managers make the best business decisions. This is very sustainable as a large group of global customers can be reached easily hence very minimized costs.
4. Positioning
Since IBIS hotels is a globalized business, it essential to evaluate the requirements of a certain segment especially in relation to location. This puts the business in competitive advantage as more provisional customers are reached. Positioning involves channels of communication and even to a large extent personal interaction with customer. Various segment individuals have varied expectations and even unique cultural practices. IBIS address customers individually in relation to their wants to improve membership pride.
 CROWNE PLAZA
The Crowne Plaza hotels was first started in the UK then grew to form an international brand. The now developed brand is made up of more than 431 destinations and in almost up to a hundred countries. The luxurious brand is one of the best placed businesses in the global market having developed gradually. Longevity and gradual development are associated with good customer relations as well as other better marketing strategies. This is also evidenced by the fact that the hotels are now a brand on their own, which also boosts customer confidence. 
The digital era has facilitated easier accessibility hence customers can make decisions and comparisons. These puts businesses and brands such as Crowne Plaza to continuously improve their marketing strategies and work to offer even more luxurious services. Some of the brands marketing strategies include; (Vuong Thi Van, 2019)

        1.Embracing updated technological and relevant to surrounding technological advances
Majority of the Crowne plaza hotels are strategically located majority near costal regions or town and city centers. The location strategy greatly boosts potential customer availability and lao motivates need to adjust to surrounding customer needs to be more luxurious. More research data is considered as such surroundings’ also dictates more competition. (Murniati et al., 2020)
          2. Improving customer travel services
Crowne plaza greatly involves various partners to ensure absolute improved customer movement services. Considering that the hotel is a global brand, customers greatly appreciate luxurious and comfortable. (2009)
3.Collaboration with other professionals to offer other alternate customer services
Alternative creative ideas such as partnerships with psychologists and entertainers such as different artists and content creators is great advancement. This ensures that besides the luxurious and satisfactory customer services provided, the customers are not bored. To another extent, if the customer need help, the psychologists can be helpful to ensure customer comfort.
      
 Recommendations
The Customer is the ultimate prize in all businesses especially the hotel industry. Both IBIS and Crowne Plaza need to greatly invest in customer relationships assessing mechanisms. The relationship can be better solidified by assessing customer feedback and solving delayed customer contact response challenges.
It is also essential to not only have detailed data and stats on business but also acquire mechanisms of learning the competition marketing strategies. Business is all about competition to retain and attract potential customers. With changing market trends and arise of competition from new hotels embracing new ideas to suit changing customer needs, all sources must be exhausted. (2013)
   Trends
Other programs that involve customer loyalty is a new one of the more recent trends that tends to address retention of customers. Customers may benefit from memberships; this also doubles as a great marketing strategy. Membership is related to good customer care and handling specific customer needs. (Farony et al., 2022)
Green marketing is also a good channel to show practices of enhanced environmental sustainability. Genuine efforts by hotels to promote environmental maintenance and practices that enhance better environmental conditions is an updated idea that customers want to be related with. Hotels have shifted in terms of using environmentally friendly products. They also engage and promote the use of renewable energy sources and eco-friendly procedures of dealing with wastes so as to preserve the environment. These genuine efforts can also be identified in their marketing strategies and methods. Social media pictures of hotels entail surroundings that are greener and well maintained. Green marketing enhances fulfilment greatly and boost the firms profits by luring customers. (Chung, 2019)
Some hotels especially those that have embraced sliding door structures, have gone an extra mile of easily connecting the greener outside to the inside. By just sliding open the door of their room, a customer enjoys beautiful green scenery that is maintained around the hotel near the room. Some hotels enhance the feeling of greener environment further by even nurturing some flowers within the rooms. (Chung, 2019)
Although, as a result of covid 19 pandemic, hotels also had to restructure their strategies to adapt to new changes. These also affected the marketing methods as many factors such as travelling, maintaining social distance and even strictly observing sanitation were considered. Open kitchen and bars had to be abandoned before the outbreak was contained and containment measures put in place. It’s necessary for all customers to go through containment measures from simple procedures like thorough hand cleaning to even screening measures depending on hotel policy. (Sarwari et al., 2020)
As a result of various containment measures, hotels should focus more on user video or even video marketing. This can address the travelling restriction and maintaining social distance and other containment measures. The use of videos trend can reach a huge demographic and is sustainable in relation to cost by the hotels. (BAQUERO, 2022)
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