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[bookmark: _Hlk128428821]Ritz Carlton is a multinational luxury hotel chain based in the United States of America. Colgate Holmes alongside others founded it in 1983 (Ritz Carlton, 2023). In 1992, the company was awarded the Malcolm Baldridge National Quality Award (RFB, 2023). Ibis is a brand of Accor hotels, which provides economy hotel facilities to various individuals. The company is headquartered in France and the Ibis brand of hotels was launched in 1974 (Accor, 2023). In 2018, then brand reached operations in more than 100 countries (Hospitality.net, 2018). These brands have been selected as both have significant market shares in the hospitality business but provide starkly different services formulated through marketing initiatives. 
[bookmark: _Toc127200944]Discussion 
The companies have essentially had different trajectories in operation since their inception. The Ritz Carlton started the majority of its operations in Boston. It initiated its services as one of the luxury hotels in the US providing various facilities such as a private bath for each customer, proper uniforms for employees for proper identification and an a la carte food menu (Ritz Carlton, 2023). However, Ibis hotels started its operations in Bordeaux and within 10 years of operation spread throughout France specifically in locations, which were close to modes of transport and various facilities such as railway stations and city centres (Accor, 2023).
The Ritz Carlton essentially marketed its services as the finest luxury hotels across different geographical locations providing various personalised and customised services. Additionally, the Ibis hotels majorly provide economy and budget hotel accommodation facilities with the standards of Accor hotels. However, while operating in the market, both companies have had to change their marketing choices based on shifting customer preferences. For instance, Ritz Carton hotels implemented a change in its brand vision and logo to cater to younger generations in 2015. This has included shifting from a formal dining experience to an informal one. Additionally, the company has also changed the designing process associated with its different hotels to reflect the geographical cultures (Hobbs, 2015). Ibis has also implemented a similar process of marketing changes involving product design and deviance from standardisation (Reuter events, 2019).
The target market of Ritz Carlton involves majorly business travellers as these individuals majorly avail luxury accommodation facilities in general as their companies are paying for the services. The company majorly targets these travellers as business travel illustrated an expenditure of 15 billion GBP in the UK (Statista, 2022). Additionally, the company undertakes a demographic market segmentation process and targets high-income earners. Demographic segmentation is the process through which an organisation divides the market into small segments and thereby caters for its products in a better way. In this mechanism, the division is made on the income levels of the individuals, gender, family size, age distribution and others (Dolnicar, 2020). Additionally, the company has recorded an annual revenue of approximately 2.5 billion GBP in 2021. The company employs approximately 40000 individuals in various locations and branches spread across the world (Zippia, 2022). Furthermore, it has 108 hotels across the world in different geographical locations (Strategy story, 2021). In this regard, the broad categories of locations are the European markets, middle eastern markets, Asia pacific markets and US and Canadian markets (Ritz Carlton, 2023). This has majorly affected the way in which the organisation executes its overall marketing function. 
However, Ibis hotels also utilise a demographic market segmentation process majorly focusing on the income levels of individuals that avail the services of the company. This is very evident as ibis is a brand of Accor hotels, which provides economy segment services essentially. Moreover, this indicates that the company targets travellers that undertake budget trips and are price-conscious in the general process of availing accommodation facilities of hotels. According to a survey, there is a high amount of brand perception and awareness of the ibis hotels among the residents of the UK (Statista, 2022). Additionally, it approximately employs 1000 to 5000 employees across its various hotels in different geographical locations. The revenue of the company also falls in the range of 100 to 500 million Dollars in the financial year of 2021-22 (Owler, 2023). Another major point of differentiation that can be observed between Ibis hotels and Ritz Carlton is the high amount of a number of locations in which they operate. Ibis hotels have operations in approximately 2043 locations worldwide (Accor, 2023). Due to the large nature of operations, it majorly attains the benefits of economies of scale. This in turn affects the way in which it executes its marketing function. It can be observed, as it had to change its standardisation process and align its functioning with geographical locations in the recent past.
A marketing mix is a tool that helps in identifying the four key elements of the marketing strategy of a business organisation. The product mix involves all the decisions and activities related to the products or service that is offered by a business concern. Herein, a veritable difference is there in the services that both ibis and Ritz Carlton can acquire. The services of Ritz Carlton involve spacious rooms, personal baths, golf courses, and other customisations for each individual traveller (Ritz Carlton, 2023). Moreover, Ibis hotels provide basic soundproof rooms with Wi-Fi facilities. They also have a provision through which customers can access an unlimited buffet in the morning at a cheap rate (Accor, 2023). 
The price mix indicates the comprehensive activities and decisions taken by an organisation in the process of determining the price of products and services. Ritz Carlton has a skimming pricing strategy for the services that it offers in the market. In this method of pricing, a high price is set for services provided (AlJazzazen, 2019). Thus, it caters to a niche market of affluent individuals and business travellers. Contrarily, Ibis hotels implement a cost-plus pricing strategy with additional discounts on various festive occasions. Cost plus pricing is the process through which an organisation sets a price which is a little above the cost incurred in delivering the service or product.
Promotion or communication mix involves the processes through which organisations promote the buying and selling of products and services of the company. Ibis promotes its services majorly through its own website and the creation of a loyalty program. Additionally, it also promotes the services with various social media platforms including Instagram, Facebook and others (Accor, 2023). On the other hand, Ritz Carlton works implements a word-of-mouth promotional process mainly (Ritz Carlton, 2023). Additionally, it also promotes the various services and developments in the organisation through travel magazines, travel agents, social media platforms and its own online website. Place mix refers to all the activities that a company undertakes to transfer the products and services to the final consumers. As it has been determined that the Ritz Carlton has operations in close to 108 locations around the world, it executes the place mix by operating in locations such as New York, California, the UK and others. However, Ibis has close to 2043 locations of operation, which indicates a wider completion of the place mix. The brand message of Ritz Carlton is "We are Ladies and Gentlemen serving Ladies and Gentlemen”. For Ibis, it does not have specific messages.
Both Ritz Carlton and ibis hotels are renowned brands and implement proper sustainability processes in their business functioning.  Ritz Carlton uses 30% less energy than conventional hotels through the utilisation of standard technologies and efficient materials (Ritz Carlton, 2023). The company also takes measures to reduce the overall water consumption in general and thereby contribute towards. This has been implemented through the process of utilising effective and efficient plumbing technologies. Furthermore, 80% of the construction waste is recycled by diverting 3900 tons of garbage from landfills (Ritz Carlton, 2023). Ritz Carlton also implements regular committees to undertake initiatives towards the achievement of environmental protection and conservation effectively. Majorly, the company includes initiatives through which it can be environmentally responsible. It also undertakes mechanisms that can enhance the overall organic dining experience and identifies various sources that can enhance organic supplies. This indicates that the company has proper systems present, which can enhance sustainability processes. 
However, Ibis hotels as a brand of Accor implement sustainable development programs in its operational process. It implements these processes through four main ways involving working closely with employees encouraging guest participation, innovation with partners and taking initiatives from a local perspective. The company also utilises the savings from energy and water conservation to plant new trees as well (Accor, 2023). Thus, it works towards the development of a brand image as a sustainable organisation.
[bookmark: _Toc127200945]Conclusion and Recommendation
The study has compared the various aspects relating to the operational processes of Ritz Carlton and Ibis hotels. In this regard, the study has helped in finding that Ritz Carlton caters to the affluent class of individuals and Ibis caters to price-conscious individuals. Additionally, the study has also aided in outlining the similarities in its sustainability practices majorly emphasising energy and water conservation.
Certain recommendations that can ensure growth for the respective brands operating in the hospitality market:
Companies can work towards the process through which they can work towards the implementation of various staff training mechanisms to improve retention rates and enhance the quality of service. The companies can also implement more automation and digital technologies such as IoT to effectively improve services and enhance the service that they can provide.
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