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Introduction
Marriot International is an American accommodation service provider. It is a group of luxury hotels and resorts. Headquartered in Bethesda, Maryland, it is one of the largest accommodation service providers in the world. It operates in 131 countries across the globe with more than 7,000 properties (Marriot International, 2022). On the other hand, Ibis is a French brand of budget hotels. Owned by Accor, it operates in 67 countries across the globe. It has more than 1,200 hotels in different parts of the world (Ibis Hotels, 2022). The purpose of this essay is to compare the marketing methods of Marriot International and Ibis Hotels. First, the essay provides a brief introduction to the two selected multinational hotel brands. Then the essay compares the segmentation, targeting and positioning of the two hotel brands. The essay then compares the marketing communications of the two hotel brands. Finally, the essay makes recommendations for both the hotels.
Segmentation, targeting and positioning
As mentioned above, Marriot International is a luxury brand of hotels and resorts. It offers its accommodation services at premium prices (Marriot International, 2022). Therefore, the target customers of the hotel brand are rich travellers and business executives. It carries out segmentation of the market demographic in terms of the financial capabilities of the customers. Then it targets the customers at the higher end of the economic spectrum (Shastri, 2022). The customers of Marriot International are willing to spend extra for comfort. The customers look for quiet and opulent atmosphere during their accommodation. Marriot International also carries out market segmentation in terms of customer attitudes. It targets sophisticated, individualistic and self-defined travellers as the services offered by the hotel brand can meet and exceed the needs and expectations of these customers in an effective and efficient manner (Softinn, 2019). Based on the segmentation and targeting strategy of the hotel brand, it has positioned itself in the market as the provider of luxury accommodation services to rich travellers and business executives. As a result, it becomes easier for the brand to attract a lot of customers from the target market segments. Marriot International has succeeded in building a strong brand image in the market using its positioning in the market (Shastri, 2022). The customers can depend on the brand for luxury accommodation services without much doubt. The customers can rely on the brand for quiet and opulent atmosphere. 
On the other hand, Ibis Hotels is an economy brand of hotels. It offers budget accommodation services to the customers across the globe (Ibis Hotels, 2022). The accommodation services provided by the hotel brand becomes affordable to a large share of the customers in the market. Ibis Hotels carries out the segmentation of the marketing in terms of the financial capabilities of the customers too. Then it targets the customers with moderate to low income as it can become affordable to these customers to use the services offered by the hotel brand (Bhasin, 2019). Ibis Hotels believes that most of the customers look for accommodation services within their budget. Therefore, it offers budget accommodation services in order to make it easier to attract a large share of the customers from the market. The customers of this hotel brand have limited income and, therefore, they prefer to stay in budget hotels during their tour. Considering the needs and expectations of the target market segments, the hotel brand positions itself as the provider of budget accommodation services in the market (Reuters Events, 2019). Ibis Hotels demands that it is almost impossible for the customers to find more affordable alternatives in the market. This positioning strategy has made it easier for the hotel brand to attract a lot of customers from the market within a short period of time. It has also succeeded in building a strong brand image in the market using the positioning. 
Marketing communications
The current age is called the age of digital revolution. Digital technology has become an inseparable part of our daily life (Chaffey and Ellis- Chadwick, 2019). In particular, social media has become highly popular across the globe at present. Therefore, it is essential for the businesses to make use of the digital technology to communicate with the customers in an effective manner. It is essential for the businesses to make use of social media to remain in constant contact with the customers (Kotler and Keller, 2018). Marriot International understands that it is impossible for it to attract and retain the customers without making effective use of digital technology and social media. Therefore, it has given importance to user generated content in social media to communicate with the modern customers. The hotel brand uses social media influencers to make short videos on different social media sites as user generated content can create appeal to the modern customers (Shastri, 2022). The customers get easily influenced through user generated content. The user generated content makes it easier for the brand to attract a lot of new customers while retaining the existing customers. The social media marketing strategy of Marriot International is not like the social media strategies of other hotels (Social Tables, 2022). It wants its social media content to be unique so that the customers do not think them to be advertisements. 
Marriot International has a team of social media experts who monitor the presence of the brand in different social media platforms. The experts can identify the content when a guest shares his or her experience using the social media. The M Live command centre of the brand identifies the guest and offers something special to the guest (Social Tables, 2022). This helps in encouraging the guests to share their experiences with the hotel using different social media platforms. The mobile app of Marriot International is also an excellent option for the brand to interact with the customers. The hotel brand has developed the mobile app in such a manner that it enhances the experiences of the customers. It has become easier for the customers to gain rewards from the brand using the mobile app. But it does not bother the customers in unexpected manners (Shastri, 2022). As a result, it has become easier for the brand to interact with the customers and enhance their experience with the hotel. The hotel has become able to create a loyal customer base through offering rewards to them using the mobile app. 
Ibis Hotels has also embraced digital technology to interact with the customers. It uses different social media platforms to interact with the customers. It creates innovative content for different social media platforms (Reuters Events, 2019). The innovative social media content makes it easier for Ibis Hotels to interact with the customers in an effective and efficient manner. The hotel brand can remain in constant touch with the customers using different social media channels. However, social media promotion is not a strong side of the hotel brand. It has different other communication channels to interact with the customers. For instance, Ibis Hotels makes use of traditional advertisements using TV and travel magazines (Bhasin, 2019). These are the main channels of communication for the hotel brand. The brand invests huge amount of money in TV and magazine advertisements for promoting the brand in the market. But there has been a shift in the promotional strategy of Ibis Hotels in recent time. The brand has started to focus on social media promotions to reach and attract the customers. This is important for the brand as it can promote its services in a convenient manner using social media platforms (Bowie et al., 2017). It is cheaper for the business to interact with the customers using social media. Moreover, the brand can reach targeted customers using social media promotions. 
Both Marriot International and Ibis Hotels use a wide range of marketing communication channels to reach and attract the customers. However, Marriot International gives importance to social media promotion in order to attract the modern customers in a convenient manner. It has shifted its focus from traditional promotional techniques to digital promotional techniques a long time ago (Social Tables, 2022). As a result, it has become easier for the brand to attract the Millennials in an effective and efficient manner. It has succeeded in influencing the customers in an effective manner using different social media platforms. In particular, it has made effective use of user generated content to influence the customers. On the contrary, the focus of Ibis Hotels remained on traditional marketing communication techniques until recently. However, it has understood that it is impossible for the brand to reach and attract the modern customers in an effective and efficient manner through depending on traditional promotional channels. Therefore, it has shifted its focus on social media promotion at present (Bhasin, 2019. It is expected that the use of social media promotions will help the hotel brand to influence the customers in an effective and efficient manner.  
Recommendations
It is evident from the above discussion that both Marriot International and Ibis Hotels have appropriate segmentation, targeting and positioning strategies. It is possible for both these brands to attract desired customers through the use of their existing segmentation, targeting and positioning strategies. Marriot International also has adopted appropriate marketing communication strategy to reach and attract the target customers in an effective manner. The use of social media content to interact with the customers is an appropriate strategy for the brand. However, it needs to communicate with the customers using the traditional communication channels as not all the customers in the target market segment use social media so extensively. On the other hand, Ibis Hotels need to concentrate more on social media promotion in order to reach and attract the customers in an effective manner. 
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