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Introduction
Premier Inn is one of Britain’s largest chain hotels with a bed capacity of over 72,000 rooms spread across 800 hotels. The brand is located in different regions ranging from Qatar to Germany with hotels located in city centres, airports and other commercial zones. The chain which began in 1987 has grown to become one of the leading brands in the hospitality industry. The chain brand continues to expand to different markets, and it has been recognised for different awards the most recent being the 2021 Best Budget Hotel Brand, by the Business Traveller Awards, 2021 (Premier Inn, 2022). Ibis has grown as one of the fastest-growing brands that offer hospitality services targeted at consumers who have a defined taste and are looking for exquisite options. The Ibis brand has segmented its services to meet the needs of consumers looking for style consumption and those looking for budget offerings (Ibis, 2022). This analysis will focus on how the two brands have invested in marketing and the strategies they have embraced in the distribution of their services and products. 
Marketing Mix
1. Product 
Both brands have offered solutions that meet the needs of different classes of consumers. Premier Inn have different kinds of rooms that are suited to meet the needs of different consumers. They have rooms with interconnecting doors where parents can check up on kids sleeping in adjacent rooms and offer cots for nursing mothers to increase their comfort. They have further improved the accessibility of their rooms by offering aids that will see wheelchairs go up the ladder (Premier Inn, 2022).
Ibis on the other hand has managed to develop different solutions that are away from conventional hotels. They for instance offer breakfast from 4 am to mid-day as part of the desire to increase the comfort of their guests. This has been coupled with access to snacks in the bar which can be accessed throughout the day (Ibis 2022). To further increase the overall efficiency in service delivery, the brand has gone a step further and developed a 15-minute window for service delivery where any issues raised by customers will be sorted. The brand offers three alternatives for letting namely Ibis, Ibis Styles and Ibis Budget all of which are tailored to meet the needs of different consumers. 
It is however keen to note that both brands have invested in sustainability by implementing various measures to reduce their impact on the environment. Ibis only uses material that has been approached by Forest Stewardship Council and Ecolabel (Ecolabel Index, 2022). Premier Inn has on the other hand made their property bike friendly as part of the initiative to reduce the carbon footprint (McCaskey & Riches, 2008). Having the right product mix plays an integral role in increasing the overall productivity of the product and further improves the appeal of the product to consumers (Kwok, et al., 2020). Azhar, et al., (2019) have also underscored the need for brands to develop a specialised service offering which will increase competitiveness of brands. This will be integral towards improving the effectiveness of brands and making their offerings more attractive to prospective consumers (Azhar, et al., 2019). 

2. Pricing 
Premier Inn has adopted a value pricing strategy that has different offerings for a different classifications of consumers. The brand has Flex, Semi-Flex, Advance, Standard and Non-Flex rates all of which are targeted at different groups of consumers. The brand has also embraced price discrimination where the lowest rates for accommodation are on Friday, Saturday and Sunday nights (Premier Inn, 2022). Ibis on the other hand offers a price guarantee to its consumers with the promise to match the price competitors will offer for different products. The brand further extends discounts to consumers to encourage them to book on festive occasions. The brand has further put in place discounts for early bookings and gives loyalty points for bookings to encourage more consumers to book (Hospitality On, 2011).
Eckhardt, et al., (2019) argue that in a shared economy, brands need to invest in the right pricing strategy where the brand operates at optimum. This will ensure that the business retains a level of profitability while providing consumers with competitive pricing alternatives. The importance of developing the right pricing strategy will ensure the brand competes fairly in the market (Eckhardt, et al., 2019). 
3. Place and Distribution Strategy
Premier Inn has invested in over 800 hotels across different locations which cater for the needs of different classifications of consumers. To further make it easy for consumers to interact with the brand, there is an online booking portal where they can make their bookings. The brand has also partnered with third-party service providers such as booking.com who make reservations for the brand. having over 2000 hotels across 65 countries, the brand has managed to increase its presence of the brand to reach out to various consumer groups. In all major cities across the globe, the brand has a presence which ensures connectivity. Customers can book using alternative means such as online booking which makes it easy to track bookings. 
4. Promotion 
Premier Inn has invested heavily in promotion as part of the marketing mix. Advertising is one of the main costs of the brand and it has used a blend of Above-the-line marketing to promote the products offered by the brand with a mix of digital marketing techniques. As of 2022, the brand was looking to invest £ 20 million in marketing as part of the initiative to reach a wider audience (Jefferson, 2022). 
	Ibis has invested in a loyalty programme as one of the main promotional techniques that will attract consumers to the brand. Customers who use the loyalty program stand to get discounts of up to €40 on purchases. This can earn them an extra night and other incentives. The brand has also invested in advertising as one of the main tools to increase traffic to the brand (Accor, 2022). 
5. People 
Premier Inn has a workforce of over 35,000 people working across the globe who are responsible for servicing over 5 million clients monthly. The brand further employs millions of people indirectly through its operations and it has invested in corporate social responsibility as part of the move to improve the overall productivity of the brand (Wickens, 2022). Ibis has equally a large workforce of over 250,000 employees who are distributed though out the different branches of the brand. the brand further offers continuous training and development programs which are aimed at improving the overall efficiency of the brand. 
Pholphirul, et al., (2021) argue that services marketing is one of the fastest-growing subsections of the industry and investment in communication is key towards improving effectiveness and efficiency in service delivery. It is critical to invest in the right communication channels to ensure the intended message is delivered to the intended audience (Pholphirul, et al., 2021). Both Premier Inn and Ibis have invested in communication as the main driver to increase the flow of the business to the brand. 
Post-COVID-19 Performance 
During the coronavirus period, the hospitality industry experienced a decline in overall performance with most brands forced to close down non-performing business segments. While most brands were forced to scale down their operations, the two brands put in place measures to contain the negative implications of the pandemic. Premier Inn, for instance, adjusted the check-in time to 3 pm as part of the initiative to improve the safety of the guests (Premier Inn, 2020). The pandemic saw the hotel lose over £725 million in losses following the decline in bookings and Whitbread was forced to make adjustments aimed at cushioning the business from potential losses (Kollewe, 2020). Ibis equally suffered losses from the onset of the pandemic and the institution of measures to prevent the spread of the pandemic. The overall profitability of the brand declined and it was equally involved in different measures to contain the spread of the pandemic.  
Conclusion
Both Premier Inn and Ibis have shown the increased capability to adapt to the needs of the market to increase their effectiveness and efficiency in the hospitality industry. The brands have each tailor-made their products to meet the different needs of the market towards increasing efficiency and effectiveness in their operations. This has been seen in the ability of the brands to expand to different markets while offering different consumers the ability to enjoy various service offerings. The COVID-19 period necessitated the need to invest in different measures that will be embraced to foster sustainability in the hospitality sector and further mitigate the negative attributes of the pandemic. There is a need to invest in further measures that will be used to empower the different leaders in the industry to increase suitability and improve efficiency in their business units. 
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