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INTRODUCTION
This essay will compare the marketing methods and strategies of two multinational hotel brands. It will include similarities and differences of both hotels regarding their marketing strategies and recommendations to develop and enhance potential future growth as well as contemporary concerns in the hospitality market.
The hotels I have chosen are the Ibis and Marriott hotel. I have chosen the Ibis hotel because they have a wide range of franchises all over the UK and internationally. There are many options such as the Ibis Budget and Ibis Style, which I thought was clever to expand their business to other target audiences. I have chosen the Marriott hotel because it holds a strong and high value reputation, therefore I have developed an interest as to how this hotel became so amazing.
MARKETING
The Ibis hotel uses a marketing mix to make the choices to develop their brand. They use the 4Ps. This covers Product, Price, Place and Promotion (MBA Skool Team, 2017). Their product has expanded into three types, which are Ibis, Ibis Styles, and Ibis Budget. Each type of hotel has a different structure. Ibis is targeted for everyone, it is designed to make everyone comfortable at all the suitable times, such as providing breakfast from 4am onwards to facilitate people who wake up early. The Ibis Styles is designed more towards families with young children with a creative look. The Ibis Budget is targeted towards people who want a quick stay at a low price. These products fit every aspect in terms of comfortability and pricing (Particular Hotels, 2022).
Similarly, the Marriott hotel uses the 4Ps to market their strategy (MBA Skool Team, 2021). With regard to product, they target luxury travellers. (ref) They separate their target audiences with different types of hotels just like the Ibis. They have the Marriott Courtyard, Ritz-Carlton Hotel, Marriott Conferences Centres, Marriott ExecuStay and Marriott Vacation Clubs (Particular Hotels, 2022). Each of these products account for different types of travellers. This helps people choose the right stay for themselves.
For price Ibis uses seasonal and festive times to create discounts for customers. And they also use the method of booking early to lock the best price for the customer. 
On the other hand, Marriott change their prices according to the location the hotel as well as the customer and which hotel type, they pick. Quite rarely they discount the prices. Both Ibis and Marriott have locations of their hotels in many cities and countries around the world. The Marriott have a lot more locations as they are a bigger company than the ibis.
The Marriott has hotels in over 131 countries whereas the Ibis hotel has hotels in around 65 countries (Shastri, 2022). Ibis uses the Accor Hotels Loyalty Programme to promote their company widely (ACCOR Live Limitless, (ALL) 2019). It allows customers to get a discount on their room and earn points for future stays. They use advertisements on social media, billboards etc to portray their unique selling point (USP). Marriott used a “word of mouth” technique to advertise their hotel. Their reputation and name are highly recognised. The difference that Ibis and Marriott have is that the Marriott uses the power of influencers to enhance their business. But similarly, the Marriott has Bonvoy a customer loyalty programme which also provide benefits (Marriott Bonvoy, 2022).
CURRENT MARKET POSITIONS
Currently Marriott has nearly 90 properties open worldwide and is eager to reach 115 hotels by 2022. They have widened their scope by using social media such as Facebook, Instagram and twitter and engaging with influencers to higher their market position. 
On the other hand, Ibis has 2043 hotels worldwide and is classed as a “modern hotel at a budget price” (ALL, 2019).
MARKETING STRATEGIES 
The CEO of ACCOR, Denis Hennequin commented: “I have decided to challenge some of the basics of our business model: change is not an option; it is a necessity. The first part of our project concerns the economy segment. With our international leadership, we will revolutionise our economy brand portfolio around the Ibis brand, which benefits from unrivalled worldwide notoriety. (ACCOR, 2022). 
And for the Marriott hotels, Marriott produces user-generated material to attract Millennials. Younger travellers don't adhere to traditional travel customs. Social media is used by more than 80% of people to make decisions, and user-generated material has the biggest impact. 
Marriott collaborated with Snapchat influencers to create Snapisodes that resemble TV travel documentaries to capitalise on this. The influencers featured Marriott's newest and most luxurious hotels in these Snapisodes. In one video, for instance, an influencer went to Moxy, a concept hotel with a bar serving as the front desk (Marriott International, 2017).
Each episode lasted only two and a half minutes, with a 10-second teaser previewing scenes from an upcoming episode. Whether you have a passion for photography, beautiful animals, or cuisine, you'll know right away that you must see the rest (Social tables, 2022). 
IBIS SUSTAINABILITY 
Regarding sustainability and green messages, Ibis has developed a plan. This plan is called Planet 21. The Ibis brands are a part of Accor, an organisation that has always been dedicated to challenging the existing circumstances. The organisation has established challenging objectives for 2020 through the Planet 21 programme, which is based on four strategic priorities: collaborating closely with employees, engaging guests, innovating with partners, engaging local communities, and on two crucial issues: sustainable food and buildings. The key achievements include 'Plant for the Planet'. This is where customers are asked to reuse their towels.  Another achievement is the fight against the sexual exploitation of children, Ibis mobilises strong support and awareness.  Another achievement is Eco-design where environmentally friendly, eco-certified cleaning products are used in the rooms. And the last achievement is healthy and sustainable food, where the hotel restaurants offer balanced and high-quality food. Reducing wastage and banning the use of overfished species (ACCOR, 2020).
MARRIOTT SUSTAINABILITY
Marriot Hotel has four key goals which are “nurture our world”, “Empower Through Opportunity”, “Sustain Responsible Operations” and “Welcome All and Advance Human Rights”. In each aspect they have a number of goals they wish to achieve.
In “Nurture Our Goal”, the goal is to contribute 15 million volunteer hours by 2025 to support our organization's aims and community involvement plan. In “Empower Through Opportunity”, the goal is to achieve gender parity in global enterprise leadership by 2023. In “Sustain Responsible Operations”, the goal is by 2025, reduce environmental footprint throughout the portfolio by 15%, 30%, 45%, and 50%. And lastly in “Welcome All and Advance Human Rights”, the goal is by 2025, strengthen or include human rights standards into our hiring and sourcing practises, and collaborate with our sector to address risks related to human rights during the construction process. (Marriott International, 2022).
COVID-19 POSITIONING
During the Covid-19 Pandemic, Accor have incorporated an All-Safe scheme into their Ibis hotels. This scheme is to improve and provide cleanliness protocols and standards such as food safety procedures, training employees with health and safety training, using extra disinfectant in hotel rooms during cleaning procedures, sanitising public areas frequently, contactless check in and payments, social distancing, and customer hotline to answer questions (ACCOR, 2019).
The Marriott hotel has six key aspects they enhanced improvement during the pandemic. The first one is shared responsibility where they encourage their guests to abide by the regulations and in return, they will do the same. Essentially working as a team to improve the hotel and the guests stay. The second one is social distancing measure and contactless experience. This is where the hotels have implemented measures such as mobile check in and credit card and debit card payment only, this will help reduce the handling of cash and reduce the spread of COVID.  Also having sanitising stations around the hotel to encourage guests to sanitise as often they can. They also advertised the mobile app to make check ins easier and it will give the guest a mobile key to their room, this again will reduce a lot of people handling door handles as well as constant sanitising and eventually reduce the spread. The third aspect is enhanced cleaning protocols and housekeeping service at the hotel. The fourth aspect is the property amenities and services opening and closing times are longer to allow people to space out their hobbies or duties to reduce masses amounts of people in the area.  Again, the fifth aspect ties in with the fourth whereby the food and beverage offerings are open longer. The sixth aspect is the Marriott Bonvoy membership where the mobile check in and out, mobile key and mobile guest requests also give points to members (London Marriott Hotel, 2020).
The COVID-19 (coronavirus) pandemic has had a large impact on hotel industry, and tourism has yet to fully recover (Ibis World, 2022).
CONCLUSION
To conclude, both hotels are doing very well as multinational hotels in their marketing strategies using various approaches to achieve their goals, although they still have improvements to consider.
To further their reputation and increase their popularity Ibis hotel should also target the elite upper class with luxury stays, so this can broaden the target audience and also the Marriott hotels need to create budgeted rooms to target the middle-class guests or even create another hotel which allows the middleclass to afford staying in the Marriott.
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