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Introduction
This essay will evaluate the advertising strategies of two international hotel chains, Marriott International and Ibis. Many factors had a role in picking these two businesses. It was in Washington, D.C., that J. Willard and Alice Marriott established the first Marriott in 1927. Marriott owns and operates hotels in close to 7602 different nations outside the United States. In the same manner, Accor is the owner of the French hotel brand Ibis. Ibis was established in 1974, but it became Accor's economic megabrand in 2011 with the launch of Ibis Styles and Ibis Budget.
This research, however, will compare and contrast the marketing approaches of these two hotels, paying special attention to their respective target demographics and promotional approaches. Also both hotel brands marketing strategies, their existing market standing, their standing during the swine flu epidemic, and their marketing sustainability will all be evaluated.


Main Body
In the first quarter of 2022, Marriott International Inc.'s total revenue went up by an incredible 88.5% compared to the same time last year (BETHESDA, 2022). This is a lot more than the average for the industry. This quarter, competitors of Marriott International Inc. grew their sales by 43.08 per cent more than the company did. There are 872 accommodation management organisations in the United States. Each of these groups is in charge of more than 100 different hotels. Several large national hotel chains are run by private management corporations. Hotel owners usually have the right to end the management contract if certain financial or performance goals aren't met (Morgan et al., 2019).
Ibis- They provide you access to WiFi in a lovely, soundproof room. Office space is available, and light-blocking curtains are provided. Every effort has been taken to assure guests' comfort, and the bathroom is roomy. They respect the environment and only purchase goods that have been endorsed by the Forest Stewardship Council and the Ecolabel. While the temperature in their Ibis hotel room is changed, guests may watch movies on a fantastic flat-screen television. They assist whenever their customers need it, seven days a week, twenty-four hours a day. They provide 20% discounts for other holidays including the New Year (Accor, 2023). Ibis promises its customers the lowest price as part of its marketing mix pricing strategy. They assert that they will match any lower price found anywhere by a customer and provide an extra 10% discount (Accor, 2023).


The marketing strategy of an organisation is the method it uses to reach out to potential customers and persuade them to buy the goods or services being offered. Among the many elements covered are an overview of the company's value proposition, key brand message, and client demographics. A complete marketing plan includes the Marketing Mix or  "four Ps," or product, price, placement, and promotion (Jones, 2014).
Market targeting is the practice of selecting a subset of a market's total customers. To locate and target a certain demographic, you must work on the product, pricing, marketing, and logistics.
Marriott's primary objective is to ensure visitor satisfaction. The Marriott hotel company is renowned for its exceptional dining offerings, which always include well-prepared, locally sourced cuisine delivered with a smile ( Potter, 2019).
Based on how well they know the product, how they use it, and how they respond to it, consumers are divided into categories. The degree of education is used to split customers into categories. Marriages are a huge deal. Weddings are often held at the Marriott. Marriott will handle everything, from setting up the tables to ensuring that attendees remember the occasion. Elegant and spacious banquet spaces at Marriott will make the wedding reception a memorable occasion (Bowie and Buttle, 2013).
We must first classify each distinct segment in order to properly serve it. The business at Marriott comes first. There are many business trips. The same company is the owner of Courtyard, Fairfield Inn & Suites, SpringHill Suites, Residence Inn, and TownePlace Suites(Weinstein, 2013).
When all the data were combined, patterns began to emerge that indicated crucial segment characteristics. We divided the market into the commercial sector and the leisure sector. Price awareness, booking behaviours, hotel selection, and the number of stays were the four most constant characteristics.
The accessibility of each region was investigated. This method of targeting ensures that only members of the desired segment get the message. This exceeds the expense of television advertising (Armstrong and Kotler, 2018).


A marketing mix is made up of different parts of a full marketing strategy. The four Ps are a common way to group things. (George, 2021).
Hotels,  motels, resorts and other types of places to stay are Marriott's main products. For all of its brands to be successful around the world, Marriott uses the same location, atmosphere, and customer convenience.
Costs at Marriott depend on the hotel, the client, and the area. The best things cost the least. By finding a good balance between quality and price, Marriott can make the most money without hurting its brand. Prices are set by demand, promotion, and upkeep. The prices at Marriott depend on the competition and the circumstances.
Place: There are airports, roads, and markets close to Marriott hotels. Customers like that Marriott hotels are close to airports, roads, and shopping areas. Marriott wants to grow in both direct and indirect ways. This keeps infrastructure inventory costs down (Camilleri, 2018).
Promotion: Online, Marriott does advertising. As a worldwide brand, they have a website where people can book hotel rooms ahead of time. Ads, videos, and social media are all used. Those who are part of Marriott Bonvoy get perks. To keep customers coming back, Marriott gives them discounts and new things (The Art of Marketing Hotels: Strategy of Marriott – A Case Study, 2021).
Product: People will talk about a company's goods if they like them. Ibis's suites are equipped with bathrooms, duvets, TVs, irons, and hair dryers. The prices for family rooms are fair. It's important to keep customers happy.
Price: People who like a company's goods tell other people about it. The suites at the Ibis have kitchens, microwaves, ironing boards, and hair dryers. The prices for rooms for a family are fair. Make sure customers are happy. This hotel is very good (The Art of Marketing Hotels: Strategy of Marriott – A Case Study, 2021). 
Place: There's a market here. Some attend marketplaces. Place affects purchase choices. Ibis should build more hotels in the United Kingdom, not Saudi Arabia.
Promotion: Words, new products, or reintroductions may constitute a promotion. New acclaim. Emails and product offers are included in marketing. Retaining clients. The work of the Marriott Global Cleaning Council will improve aspects of cleaning, hospitality, health, and safety. Inns catered to guests while adhering to social distance guidelines for philanthropic organisations. The Gaylord National Resort and Convention Center generously donated 40 thousand square feet to CAFB. The medical staff's accommodation costs were covered by a $10 million donation from JPMorgan Chase and American Express. Marriott has long encouraged employee participation and partnered with local organisations to promote diversity, equality, and inclusion in the workplace (Belz and Peattie, 2009).
And let's not forget that Ibis opened the world's first battery-powered hotel in Edinburgh. This demonstrates the business' dedication to preserving the environment. During the 2019 trial period, the hotel owner intends to evaluate the impact of a lithium-ion battery with a five-ton, 100-kilowatt capacity on energy efficiency, energy costs, and carbon emissions. The batteries were put to the test by drawing power from the grid while it was not in use. a three-hour boost in output with lasting effects. Items were returned at a rate of 20–25%. (Jones et al., 2008).


Conclusion
Advertising, selling, and providing a product or service to customers or clients are all included in marketing. There are several methods to promote a product. A company's value proposition, brand messaging, and demographic data should all be included in a marketing strategy. Competitors of Marriott International Inc. saw a 43.08 per cent increase in revenue. Ibis UK outperformed the market in terms of hotel sales by 8.9 percentage points, increasing its lead over the competition from 4.1 to 11.4 percentage points. In this instance, Marriott receives the COVID-19 money (Schlegelmilch, 2022). The 30 components of Marriott are spread over more than 130 locations worldwide. The security of its staff and guests was a top priority for Ibis. Hotels that make an effort to keep their rooms tidy often draw more visitors.
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