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A Comparison of the Marketing Methods of Two Multinational Hotel Chains: Sheraton Vs. Ibis
The hospitality industry is a dynamic and highly competitive sector that relies on innovative and creative marketing strategies to attract and retain customers. This paper will examine the marketing approaches taken by two international hotel chains: Sheraton and Ibis. Sheraton has a global brand and reputation, giving it a competitive edge in catering to affluent travelers. On the other hand, Ibis markets itself as a budget hotel chain that caters to frugal travelers. While Ibis may have different amenities than more upscale hotel chains, the company hopes to compensate for this with its low rates and consistent quality. Sheraton and Ibis both understand the need to adjust their marketing strategies in response to external factors, including shifts in the political and economic landscapes and rising environmental concerns. This essay will compare and contrast Sheraton and Ibis' marketing strategies, including their marketing mix, segmentation, targeting, positioning, marketing communications, and sustainability initiatives, to better understand these two hotels' approaches and recommend improving both.
Situational Internal/External Analysis
Internal/ SWOT Analysis
Sheraton's global brand gives them a competitive edge as affluent travelers prefer its quality and service. Sheraton's global reach, extensive client base, and economies of scale are selling points: thus, travelers are more likely to notice and consider it (Ushakov et al., 2020, p. 1183). One of the weaknesses Sheraton faces is outdated infrastructure in some locations. Maintaining facilities is crucial to meeting guest expectations and providing a great experience. Poor infrastructure can lower consumer satisfaction and market share. It is crucial to innovate when competing with established companies constantly. 
Sheraton can benefit from entering Asian and African emerging markets. The company may benefit from the growing middle class and travel demand by expanding into these markets (Fang and Fang, 2020, p. 274). Sheraton faces a threat from Airbnb and other less-famous but convenient hotels. Sharing economy platforms have expanded housing options in the hotel industry. 
Ibis markets itself as a cheap and reliable hotel chain which helps Ibis promote to budget-conscious customers. Further benefits include the brand's cost-effectiveness and dependability. Ibis' limited luxury options are a drawback. Ibis caters primarily to budget travelers, which may turn off luxury travelers. Ibis must stand out since its brand familiarity is lower than high-end hotel chains. Ibis can grow in emerging markets since these areas require cheap accommodations as the middle class grows (Page, 2019, p. 235). If Ibis targets certain places and tailors its offerings to locals, it can reach many people. Ibis faces competition from several budget hotels as low-cost hotel chains vie for market share (Gheribi and Bonadonna, 2019, p. 50). Ibis must innovate and differentiate to stay ahead and comply with municipal and labor laws in all its markets.
External Analysis
Sheraton and Ibis use the PESTLE framework to examine the external elements that shape their environment. Politically, geopolitical developments can affect both companies' international operations and trends in cross-border travel. Economic and company dynamics affect pricing and marketing strategies. Businesses must promote sustainability and green messages to today's socially concerned consumers. Technology allows cutting-edge digital marketing and customer involvement. Due to the rising demand for eco-friendly products and services, both firms must demonstrate responsible resource use (Sander, 2021, p. 432). Marketing strategies in various regions are heavily influenced by the need to adhere to local legislation and labor laws. Sheraton and Ibis must adapt their marketing strategy to these external forces to survive in the ever-changing hotel sector.
The Marketing Mix
The marketing mix is a set of tools businesses use to promote their products and services. Examining the marketing mix of Sheraton and Ibis reveals the hotels' unique methods of reaching their customers. The 7 Ps, or marketing mix components, are the product, price, place, promotion, people, process, and physical evidence (Lahtinen, Dietrich, and Rundle-Thiele, 2020, p. 363). Sheraton is known for its high-end hotels and resorts, which feature impeccable service and a wide range of convenient amenities (Chen, 2021, p. 239). On the other hand, Ibis markets itself as a low-cost hotel chain providing basic rooms and facilities to thrifty vacationers.
As a luxury brand, Sheraton often adopts a more expensive price policy. On the other hand, Ibis offers competitive prices for its regular lodgings to attract budget-conscious guests. Sheraton and Ibis pick their locations carefully to take advantage of specific markets. Sheraton prefers high-traffic areas like city centers and tourist hotspots, while Ibis prefers near transportation hubs and commercial districts. The marketing strategies used by Sheraton are a hybrid of the old and the new, incorporating both print and internet media (Banyeva et al., 2023, p. 69). To reach its customers, Ibis instead prioritizes low-cost digital marketing methods like social media and online travel agencies. The people element emphasizes the interactions between employees and consumers. Sheraton caters to its high-end customers by prioritizing individualized treatment, whereas Ibis caters to thrifty vacationers by emphasizing speed and friendliness.
Sheraton is known for its streamlined check-in and check-out processes, attentive concierge staff, and meticulous attention to detail for its guests. Ibis prioritizes speed and consistency for the comfort and convenience of customers. Sheraton uses sophisticated design, high-end furniture, and posh accessories to achieve this rich and visually appealing ambiance. Ibis prioritizes a clean, cozy, and uncomplicated design to satisfy the needs of its budget-minded guests.
Marketing Strategies
Segmentation, Targeting, and Positioning (STP)
Sheraton takes a complex segmentation approach, catering to various groups of customers according to their specific preferences. Business people, families, and special-occasion guests are all targeted differently. Sheraton knows its customers well enough to tailor its services and experiences to meet their needs. Sheraton markets itself as a premium luxury brand to distinguish itself from rivals in the high-end hospitality sector, highlighting its luxurious lodgings, individualized service, and special perks (George, 2021, p. 235). Business travelers have conference rooms and business centers, while families may enjoy various fun activities and services.
On the other hand, Ibis uses a more basic segmentation strategy, aiming for frugal tourists looking for low-cost yet high-quality lodging. They target customers motivated by prices, such as students, recent graduates, and those with limited disposable income. Ibis markets itself as a cutting-edge, budget-friendly hotel chain with clean, comfortable rooms in prime locations and friendly, quick service (Firman and Ilyas, 2021, p. 5). The Sheraton and the Ibis use segmented marketing strategies to attract ideal customers. To further segment their markets and cater to the demands of their target demographics, they put money into research, analysis, and input from their customers.
Marketing Communications
Sheraton and Ibis employ numerous marketing channels to reach their customers. Sheraton uses analog and digital marketing channels. They advertise on TV, in newspapers, and on billboards to raise consumer awareness. The hotel promotes its luxury features, promotions, and customer evaluations on social media (Banyeva et al., 2023, p. 69). Sheraton offers special incentives and personalized treatment to its loyal customers through its loyalty programs.
Ibis prioritizes reaching its target audience via cost-effective marketing techniques. To target and entice cost-conscious tourists, they heavily invest in digital marketing channels like search engine optimization (SEO), online travel agents, and social media advertising (Nurtirtawaty, 2021, p. 99). Ibis uses internet reviews and other forms of user-generated material to earn the trust of their customer base (Evgenievna et al., 2021, p. 20). The brand's website and mobile apps make booking easy and showcase the business's best qualities so consumers can make educated purchases. Sheraton and Ibis recognize that marketing communication is essential to disseminating their brand's message, drawing new customers, and increasing bookings; thus, they employ traditional and digital media to reach and impact their target audiences.
Sustainability and Green Messaging
Multinational hotel brands like Sheraton and Ibis recognize the value of sustainability and the green message. Sheraton emphasizes sustainability and recycles, composts, and buys indigenous products to reduce their environmental effect. Sheraton advertises its sustainability efforts to attract eco-conscious travelers.  Sheraton promotes its ecological programs to attract eco-conscious travelers. Ibis, too, understands the value of a sustainable business model and has made an effort to green its marketing strategy (Talapatra, 2022, p. 116). The company promotes eco-friendly habits and policies to reduce its environmental effect. Ibis promotes its sustainability efforts on its marketing platforms to engage tourists. Ibis promotes its eco-friendliness to attract eco-conscious tourists.
Recommendations for Enhancing Marketing Activities
The following are some suggestions that Sheraton and Ibis can use to fuel future expansion and address current issues in the hospitality industry: Sheraton and Ibis can grow their customer bases and build deeper ties with prospective visitors by using digital marketing platforms. Targeted online advertising, social media campaigns, and influencer collaborations can bring tech-savvy travelers to the business (Uğurlu, 2020, p. 80). Providing unique and tailored experiences is an excellent way for both brands to boost their marketing efforts. Sheraton may focus on business travelers and families. Ibis can also meet the needs of each customer by making specific suggestions and giving deals made just for them. Since sustainability is important, Sheraton and Ibis should keep putting their green projects first and promoting them. Energy-saving technologies, trash reduction, and buying locally and sustainably produced goods can improve their sustainability efforts and attract eco-tourists.
Conclusion
In conclusion, this article has compared and contrasted the marketing strategies of two international hotel businesses, Sheraton and Ibis. Sheraton caters to wealthy travelers by capitalizing on its international brand by providing high-end accommodation and personalized service. Conversely, Ibis markets itself as a low-cost alternative, providing clean and comfortable rooms in strategic locations to attract budget-minded tourists. Both companies understand the importance of adjusting their advertising to changing conditions, including those in the world economy, international politics, and public environmental concerns.
Sheraton uses a complex segmentation strategy, catering to specific demographics while highlighting its most luxurious amenities. In contrast, Ibis uses simple segmentation to appeal to frugal travelers who do not want to sacrifice comfort for cost. While Sheraton employs a variety of digital and traditional marketing strategies, Ibis puts a greater emphasis on more economical online tactics. Both companies aim to attract eco-conscious tourists by emphasizing sustainability and promoting green projects. Sheraton and Ibis should use digital platforms, offer personalized experiences, and continue highlighting and promoting their commitment to sustainability to improve their marketing efforts. Considering these suggestions will help both hotel chains better compete in the hospitality business and appeal to a wider variety of guests.
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