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[bookmark: _Toc117401279]Introduction 
Marketing is an integral function of a business organisation it supports promoting the products and services of the particular business organisation. JW Marriott is a recognised hotel company around the globe. The revenue of the company was around £13.86 billion in 2021 (Lock, 2022). Similarly, Ibis hotel is also a renowned hotel business and it has over 1500 hotels (Accor, 2022). The reason for choosing these hotel brands is that these are globally operated brands that created a huge market position as per its market segment. The aim of the essay analyses the marketing strategy and choice of both these companies including their current position in the market. It includes strategies that the companies utilised for sustaining its position during the recent pandemic
[bookmark: _Toc117401280]Discussion
Marketing is similarly responsible for finding, anticipating and fulfilling the consumer's needs & demands. Similarly, it is responsible for generating profit for the business organisation (Smith, 2022). In terms of JW, Marriott marketing is an essential part of its business as it supports the business to create brand awareness and market development. In 2019 JW Marriott launched a marketing campaign for introducing a new travel program and it includes partnerships with the renowned football team Manchester United (Marriott, 2019). It can be stated that JW Marriott's partnership with renowned brands concerning to incline its marketing presence of the business.  The direction JW Marriott took was joining with the popular and strong brand value organisations concerning promoting its business and product & service to the customer. 
In terms of changes, JW Marriott operates both traditional marketing and digital marketing. In terms of traditional marketing, the company has utilised billboards and newspapers to spread its advertisement campaign. JW Marriott also engages in digital marketing by advertising on the social media handles of the company listed on the official company website (Marriott, 2022). In terms of Ibis, it used to join hands with other organisations concerning to market or promoting its business products or services. Earlier Ibis hotel and Roundhouse jointly conducted an event that supported the company to reach more consumers in the market (Gray matter, 2022). 
However, Ibis hotel uses traditional marketing as well as digital marketing. Ibis creates various advertisement campaigns and runs them on hoardings and newspapers and televisions. At the current time, the company has focused more on its digital marketing and continuing its promotion on social media platforms which are listed on its official company site (Accor, 2022). The parent organisation Accor group also enlisted the various services regarding the Ibis Hotel in its website that helps to promote Ibis Hotel more significantly among the consumers. The newest change in the marketing approach of the company is that the parent organisation brought a new advertisement campaign (Hospitality net, 2022). It will support the promotion of the new facility named All.com for digital transformation including its promotional activities.  The suitable to analyse the market position is market segmentation. Market segmentation is the procedure of breaking down a target market into chunks that share the same demand and needs (Datacom, 2020).  
Segmentation: It is the procedure of breaking a business's target market into various groups. Business organisations or companies use these groups to make the process easier for marketing particular products and services among that particular group (Bbc, 2022). It includes market segmentation by demographics, geographic, behaviour, lifestyle, and income.  In terms of JW Marriott, the market segmentation will be behaviour. It is because JW Marriott is a luxurious hotel that has high costs in its services mostly high-income people can afford to stay in these hotels. It is significant for JW Marriott to look at the behaviour of customers. How much do they travel, what are their preferences and how do customer visits on normal days as compared to any holidays. In terms of Ibis hotel, it is income-based segmentation as the company is a budget-friendly hotel. It is significant to segment the market based on consumer income.
Targeting: It is the process of selecting a particular customer base that will be the potential customer of the business. In terms of JW Marriott, target customers are who are in long stays it could be for business or pleasure. The longer the customers stay the more profit the company will generate. JW Marriott communicates with customers by promoting its product or service using social media channels that are pinned on the company’s website. The mobile application of the company also supports communicating with customers (Marriott, 2022). In terms of Ibis Hotel, the targeted customers are middle-class or budget-friendly customers. It is because the company provide a budget-friendly accommodation facility. It communicates with the customers by focusing on ad campaigns and promoting them through traditional marketing and digital marketing like using social media platforms.
Positioning: It is the process of how the product or service is positioned in the customer's mind. JW Marriott's position in the market is to provide luxury with affordability. Due to this the customer base will rise as some middle class can afford to stay in the hotel. In terms of Ibis hotel, the motive is to provide the best stay within standard economical prices. It mainly positions in the market to target lower-income or middle-income customers. In terms of the current market strategy, JW Marriott is high developed business concerning retrieving new strategies for marketing. JW Marriot is highly focused on creating advertisement campaigns and evolving digital technologies in marketing. It is the reason JW Marriott put pressure on social media marketing and created a mobile application named Marriott Bonvoy (Marriott, 2021). In terms of Ibis Hotel, the full focus is spent on creative attractiveness and initiative-based marketing campaigns (Accor, 2021). Currently, it is the marketing strategy of Ibis Hotel, and the company is also active in social media marketing for promoting these campaigns and other offerings.
Sustainability is similarly an essential part of the marketing function. It is significant to the market regarding the business product and services without damaging natural resources. It is the reason businesses should take and promote green initiatives in its organisation. It will support the business to sustain for a longer period in the environment as well as in the market. However, JW Marriot is a responsible hospitality business, and it has taken various sustainable and green measures in its operational activities. Similarly, in terms of sustainable or green marketing processes, JW Marriott also took some steps. It includes paperless marketing campaigns by the company that use newsletters, and e-postcard as a green alternative in the business organisation (Marriott, 2022).
In terms of sustainability and going green with its operational activities Ibis Hotel has done some positive implementations. It starts with using renewable energy, water conservation, reducing food wastage and so on. Similarly, in terms of the marketing process Ibis hotels focuses on the use of digital technology to put sustainable practices in the marketing process. Due to the support of technology in the business the company is positively impacting the environment through its internal and external operational activities (Reuters events, 2019). Ibis marketing campaigns are mostly presented in greenways which do impact natural resources. It includes television advertisements more shift towards digital ways such as marketing through social media platforms that the company use.
The recent global pandemic had hit the hospitality sector with various negative influences. It is due to the hospitality business being stopped temporarily. However, massive changes were made concerning sustaining the business in the market. It resulted in serious consequences on the workforce of the hospitality sector and the massive strike was job cuts. Due to these various individuals were become unemployed and other issues were also at peak such as financial issues. The hospitality business has tackled the global pandemic period drastically as the hospitality business had to face huge financial losses. Similarly, it makes the business unstable to run with the highest efficiency and productivity. JW Marriott has not compromised with the safety of the customers and is committed to cleaning and closely following the government authorities concerning serving the customers during the pandemic period (Marriott, 2020). Similarly, it can be stated that JW Marriot is positioned in a better way for providing the service to the customers. All the safety measures and responsibilities are adequately taken by the company and portray the commitment to a clear message to the customers in the market. 
Ibis Hotel also took the necessary steps to secure the cleanliness and safety of the customer. Ibis Hotels also adopted new styles to operate due to this recent global pandemic. It positioned itself by changing the working pattern and adopting alternatives like flexible working or remote working (Accor, 2020). On the other hand, guaranteeing to keep the customers safe in the hotel premises and customers are the top priority for the hotel. Moreover, Ibis Hotel now clearly spreads the message of taking care of the customer's safety and hygiene. Similarly, making sure of following all the safety and hygiene protocols (Accor, 2022). 
[bookmark: _s3xyk29u94lh][bookmark: _Toc117401281]Conclusion
[bookmark: _ct6dusckh2l0]The above study concludes with a summary of marketing and its importance for the business organisation. The essay highlights the marketing strategies of JW Marriott and Ibis Hotel including what changes have been made in current times. Moreover, it includes the market segmentation of the companies with the current position of the companies and current strategies. Lastly, it showcases the sustainability regarding marketing practices and the position of the business during covid-19 and the current message given to the customers.
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