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The essay will compare and contrast the marketing methods of two international hotel brands. Marriott International and Ibis hotel. Marriott International has been chosen because the company operates 30 brands and operations across 139 nations and territories (Marriott International, 2022).  The hotel brand was founded in 1927 in Washington D.C. The company has been chosen as it is a renowned brand in the hotel industry for its customer service.  In addition, the company positions itself as a major innovator in the hospitality industry as the company serves the changing needs of customers (Marriott International, 2022).On the other hand, Ibis also runs 2043 hotels worldwide including Africa, South America, Asia, and the Middle East (Ibis. Accor, 2022). In addition, the company focuses on caring for people and vibrant hotels (Ibis. Accor, 2022). The Ibis hotel brand has been chosen due to its multinational operations and its emphasis on customer service. 
[bookmark: __RefHeading__917_586024248][bookmark: Bookmark2]Discussion
Marriott International has been operating in the hospitality industry since 1927. Innovation has been a core value of the company as it helps the company in improving its customer services and target potential customers. The 5 core values of the company are to: pursue excellence, act with integrity, embrace change, people first, and serve the world (Marriott international, 2022). The company is known worldwide for its excellent customer service. The company’s principal goal is to provide good services to customers at fair prices, which is reflected in marketing. The company’s new marketing strategies focused on incorporating advanced technologies to acquire millennials' attention. Previously, the company relied on traditional marketing mediums such as TV, newspaper, and billboards.  In addition, the company is focused on innovative practices to meet customer needs at global locations. The company has pioneered an extended-stay model as well as moved towards serving businesses traveling at overseas locations. More importantly, the company has also incorporated lobby great rooms and mobile check-in to improve its customer service. 

On the other hand, Ibis hotel was founded by the Accor Group. The Ibis Hotel Group operates more than 1700 hotels worldwide. The Ibis Hotel brand runs 3 brands regarding economy services: Ibis styles, Ibis budget ( Ibis Accor, 2022). Thus, the company’s primary marketing goal focused on presenting its economic services. The company launches new marketing strategies to promote its economy hospitality services of Ibis brands (Operations, 2022). Dating back to a time, the company started its marketing actions using traditional modes such as TV and billboards. In addition, the company also transitioned itself into a perfect place for glamorous personalities in its new campaign (Breaking travel news, 2015). The hotel brand aims to offer positive experiences regarding hospitality services (Ibis. Accor, 2022). Thus, when it comes to similarities, both hotel brands have focused on incorporating innovations. However, Ibis hotel brand’s marketing practices differ from Marriott International as the company is heavily focused on offering economy hotel services. 

Market segmentation refers to the processes of finding market segments and activities of separating a more extensive customer base into different sub-groups (Camilleri, 2018). There are 5 principal categories of market segmentation: psychographic, geographic, behavioral, demographic, and product-related.  Marriott international incorporates psychographic segmentation for segmenting its target audience. In psychographic segmentation, companies separate their customers as per their psychological traits. Marriott International offers luxury hospitality services to its customers worldwide (Marriott International, 2022). In addition, the company also offers a chain of hotels that are known for their sophisticated services and amenities. Thus, the company’s customers fall under the psychographic segmentation as the customers who seek luxury experiences opt for Marriott international. 

On the other hand, the Ibis hotel group separates its customers as per demographic segmentation. Demographic segmentation refers to separating customer groups into sub-groups as per the demographic variables (Camilleri, 2018). The most important variable is gender, age, occupation, and income. Ibis hotel brand offers economy hospitality services to its customers through its hotel chain (Ibis. Accor, 2022). Ibis budget, one of the most popular groups of Ibis, offers essential hospitality services at affordable prices (Ibis. Accor, 2022). Thus, the company separates its target audience as per their income levels and offers services at affordable prices to them. There fore, it can be observed that Ibis group and Marriott International separate their customer groups as per demographic segmentation and Psychographic segmentation.
Targeting is the identification of potential customer groups that can help improve business performance (Jobber and Ellis-Chadwick, 2019). Marriott International offers luxury and premium services to customers worldwide. Thus, it attracts higher-income level groups as its primary audience which can help in improving sales numbers. In addition, as mentioned earlier, the company extends its services to business travelers (Marriott International, 2022). It signifies that the company targets primarily the working-age population which travels frequently for business purposes. The hotel industry of the UK is projected to generate a revenue of 27.86 billion US Dollars in 2022 (Statista, 2022). In addition, the number of customers is forecasted to reach 35.4 million by 2026. 

In contrast, the Ibis hotel brand principally targets low-income-level groups as the company offers economy hotel services. Hospitality companies need different types of customers such as leisure and business residents (Bowie et Al., 2016). Ibis budget was awarded in 2019 for its value for money (Kollewe, 2019). Thus, Ibis hotel group targets lower-income-level people as its potential customers and targets them with its affordable services. Therefore, it can be stated that Marriott International targets the working-age population as its potential customers, whereas, the Ibis hotel brand targets lower-income level groups as the target audience. 

Positioning is referred to as a key tool for companies that helps companies in marketing their products to meet the requirements of target customers (Kalam,2020).Marriott international positioned itself as a luxury provider of hospitality services as the company offers sophisticated and premium services to customers. The company offers exquisite food, elegant rooms and a list of amenities to its customers at every hotel (Marriott international, 2022). In addition, the company also offers new advanced features such as mobile check-in. It signifies that the company has positioned itself as a luxury provider of hospitality services. In contrast, the Ibis hotel brand positioned itself as a provider of economy hotel services in the hospitality industry. As mentioned earlier, the company’s sub-group Ibis budget offers hotel services at affordable services, and also the company has been awarded for budget prices.
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Figure: Positioning map
(Source: Created by the learner)

Price
Marriott International offers premium and sophisticated services to its customers. It signifies that it incorporates premium pricing strategies in its business model. Premium pricing indicates a company charges more for its products to acquire customers who seek value (Bandara, A., 2021). In contrast, Ibis International incorporates a competitive pricing strategy as the company offers services at affordable prices. Competitive pricing refers to implementing the best prices to take advantage of products or services (Vidrova et Al., 2019). 
Place
Marriott International operates has a presence in 139 countries through its more than 8000 properties. Whereas, Ibis hotel brand run 2043 hotels across 6 continents including South America and the Middle East. 
Product
When it comes to products, Marriott International offers 24/7 hospital services worldwide. In addition, the company offers a variety of food and dining activities to its customers. The firm also offers services of spas, resorts and golf courses, and fitness centers laden with state-of-the-art accessories to its customers. (Marriott, 2022).  In contrast, Ibis hotel offers affordable hotels, food, and dining activities to its customers (Ibis. Accor, 2022).  
Promotion
Promotion refers to the actions of associating the target market with products and influencing customers for purchasing the products. (Karim et al., 2021). Marriott International conducts both traditional and digital marketing to promote its products. Companies integrate both offline promotion and advertising with social media to improve marketing actions (Clow, 2013). The LinkedIn page of Marriott international presents the company and its products’ brief details (Linkedin, 2022). Similarly, Ibis hotels also conduct both traditional and digital marketing actions for promotional activities.
Sustainability marketing
Marriott International aims to minimize the negative impact on the environment through sustainable management of water and energy use and increasing utilization of renewable energy. In addition, the company is working to develop sustainable hotels (Marriott, 2022). Thus, the company is developing its marketing programs with green messaging. The firm aims to increase its usage of renewable energy as it helps reduce negative impacts.  Similarly, Accor Group, the parent company of Ibis, is promoting green hotels to reduce their carbon footprint (Businesswire, 2021).  The firm is aiming to offer positive experiences regarding the environment to customers. 
Marketing approach since covid 19  
The Covid pandemic hit hard the hospitality industry across the world. The pandemic caused Marriott International to witness a drop of nearly 50% in its revenue, amounting to 10.57 billion US Dollars in 2020 (Statista, 2022). After the pandemic, the company brought major changes in its marketing activities. The company increased its focus on bleisure which combines leisure and business and also towards nurses and doctors by launching campaigns such as “Rooms for Responders” (Hospitalitynet, 2022). The company’s message is that it improves the lives of customers by creating leisure experiences. In contrast, Ibis company’s parent firm, Accor group incorporated advanced analytics for making its marketing actions agile (Gardner, 2022). The company's message is that it provides good accommodation services at affordable prices. 
Recommendations
· It is recommended that Marriott International should expand its business operations in China. The hotel industry in China is forecasted to generate revenue of 56.11 billion British Pounds Dollars in 2022 (Statista, 2022). In addition, the Ibis hotel brand should also start providing premium services.
· It is suggested that the Ibis hotel brand increase its usage of technological applications for improving its services. 
Conclusion  
It can be found that Marriott international target principally business travelers for its luxury services. Ibis hotel brand target lower income-level groups for its services. Both these companies have international operations and hit hard by the pandemic. Marriott International increased its usage of technological applications such as mobile check-in to provide contactless services to its customers. 
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