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Always make sure you tell me where you got your information from i.e. when making statements show your sources.
The term "marketing" is used to describe the efforts made by firms to create, disseminate, and supply goods and services that are specifically designed to fulfil the needs and preferences of a defined consumer base. This article compares Marriott and IBIS' marketing strategies. Hotel giant Marriott International Inc. is an American multinational corporation. The US founded it in 1927. It operates in nearly 131 countries and areas. Marriott's services are core, actual, and augmented. Ibis, a market leader in 12 countries, targets budget tourists, including families and businesspeople, with a variety of ibis hotels. As marketing has evolved, traditional marketing strategies have been replaced by digital marketing and techniques. Before the Internet, companies advertised through direct sales, trade shows, radio, and TV (Sinelnikova, 2018). Due to these technological advances, hotel chains are increasingly using digital marketing. COULD YOU MENTION THE RACE MNEUMONIC HERE? SEE LECTURE SLIDES
	Comment by Author: Good, but say how you know  this – souce/reference?	Comment by Author: sources
The high occupancy rates at Marriott Hotels are a direct result of the company's successful use of digital advertising on social media platforms to promote its products. The marketing approach implemented by IBIS takes into account distinct groups of consumers and specific industries. Customers are broken down into business travellers and families on a budget, with tourists and backpackers making up the rest of the company's target demographic (Graziano, 2021). The company's primary goal is to give its guests a restful night's sleep, therefore that's what it prioritises when developing its marketing strategy.
Marriott International is the largest franchisor, operator, and lodging licensee by hotel room count. It's also the biggest hotel chain. The company's extensive hotel portfolio gives them a substantial market share. Marriott's digital marketing expenditures have paid off in the online reservation field, where it was a pioneer. Marriott acquired Starwood Hotels, the world's largest hotel chain while keeping its brand, Marriott International Inc. (Katsikeas, Leonidou & Zenti, 2019). Its smart approaches, such as targeting affluent members of the next generation of travellers, leading in technical innovation, and offering a unique product, help it compete with other hotel chains.
With over 800 locations and over 60,000 guest rooms, Ibis is the UK's largest hotel chain. The Ibis Hotel UK grew its market share in the UK's hotel business from 4.1 percent to 11.4 percent, outperforming the entire lodging market by 8.9 percent. Its high quality and low prices have made it the UK's most popular hotel chain, and the firm as a whole has a large global consumer base. Ibis has a distinct brand identity, giving them an enduring competitive advantage. Most hotel businesses make it easy for disgruntled clients to get their money back if they don't receive a good night's sleep. Ibis hotels stand out with their money-back guarantee. Customers return because they know they'll get great service.	Comment by Author: Source of this information?
Using social media effectively is something that Marriott Hotels feels is crucial for the hospitality industry as a whole. Guests' questions are frequently answered and up-to-date information about the hotel is disseminated via Twitter and other social media. Marriot Hotels tailor their advertising strategies to the preferences of locals. In order to reach its business aims and objectives, Ibis uses a marketing strategy that places the brand in a strong competitive position. Each hotel employs a wide range of marketing tactics, from product development and testing to pricing and promotion strategy.

Market segmentation and targeted advertising are one of marketing's most pressing concerns. When a market is segmented, a portion of the whole market is selected for further study. The term "target market" is used to describe a specific market that has been defined in order to have an impact on potential clients. Customers of Marriott International, Inc. are influenced by the company's attention to their wants (Joseph, 2020). Management at this hotel has a target clientele in mind and works hard to meet their needs. Customers who expect high-end service at their hotel are drawn to them. Multiple guests are interested in receiving expanded hotel amenities and services. They hope the hotel has enough rooms for them to spread out and have a lively stay. The company's target market consists of high-income adults in their 30s and up. The hotel's housekeeping service routinely maintains a spotless facility. Thus, the intended clientele of the hotel. on the other hand, Ibis Hotels offers a wide variety of amenities to entice its clientele as well.	Comment by Author: Could you introduce a source here? 
Introduce the marketing mix before going into the various elements and compare the 2 hotel chains as you go along rather than separately. 
Product: Ibis Hotel Group operates cheap hotels globally. Best deal in town. It was billed as clean since guests had individual restrooms. Hotels have many items and trustworthy services to meet any requirement. A restaurant and 24-hour front desk are hotel features.
Pricing: Ibis hotels' seasonal deals draw crowds. Holiday reductions include 20% off. Ibis' marketing mix pricing approach includes a "best price guarantee." Ibis offers discounts for 15-day reservations. They have 1400 comfortable hotels. Hotel and room count determine costs.
Location: There are around two thousand Ibis hotels in about sixty-five different countries. They serve Europe, Latin America, the Caribbean, Asia/Pacific, the Middle East, and Africa. Ibis hotels are in all major cities, illustrating the company's global reach. PLACE – DISTRIBUTION AS WELL AS LOCATION?
Promotion: Discounts are available for online bookings at Ibis hotels. Guests who sign up for Ibis's loyalty programme can take advantage of perks including free room upgrades, free nights, 40 euro discounts after accumulating 2,000 points, and early access to private deals on discounted pricing 48 hours twice a year before the general public.
Products: Marriot Hotels' principal product to consumers is the services they provide at their hotels. Marriot Hotel offers several services. Marriott hotels sell many tangible and intangible products. The Marriot Hotel focuses on lodging, but it also has a gym, spa, swimming pool, and spa.
Price: Competitive price and outstanding customer service are their key priorities. Marriott's hotel prices meet the value-with-quality framework while maximising revenues without compromising its prestige. Hotel advertising, maintenance, and other expenses might affect pricing.
Location: Marriott hotels are located near the airport, main thoroughfares, downtown markets, and more. Over 100 countries host the hotel chain. Marriott's success depends on its ability to meet customers' location preferences. Business travellers prefer hotels near airports, highway travellers prefer hotels near major thoroughfares, and city tourists prefer hotels near important tourist attractions.
Place: As part of its marketing strategy, Marriott will be actively advertising all of its products and services in digital channels. As a global leader, their website presents their products in beautiful detail and makes hotel room reservations easy. It advertises, runs videos, and promotes on social media.
Ibis places a premium on its obligations to its clients. Efforts have been made to lessen consumption, maximise reusability, and maximise recycling of the company's waste materials. By cutting its carbon intensity in half by 2025 in accordance with a science-based carbon aim, Whitbread hopes to establish itself as a leader in the sustainability sector through its Whitbread initiative (Papadas, Avlonitis & Carrigan, 2017). The Ibis family of brands has a collective goal of transitioning to zero and green gas, shifting to the usage of renewable energy across the board, going solar to power their operations, and switching to electric vehicles to cut down on emissions from their fleet of delivery vehicles. All of Whitbread's UK properties run on sustainable energy, with 113 Ibis Hotels producing their own power with solar panels., and the company has saved almost 10,000 tonnes of carbon thanks to the adoption of LED bulbs as part of its award-winning environmental policy (Sufi, 2019). How do they use this in their messaging to customers?
Marriott International places a premium on customer satisfaction and, as such, is expanding its environmentally conscious business practices to incorporate new measures to reduce the carbon footprint of its conferences. The company's goal is to produce eco-friendly products that event planners and attendees can use to reduce their carbon footprint. During their meetings, they waste a lot of resources (tonnages of garbage, gallons of water, kilowatts of power) (Graziano, 2021). A few of Marriott's many successful eco-friendly practices include switching to more energy-efficient fluorescent light bulbs, installing solar panels on hotel roofs, and instituting a policy of not washing towels before they are used for the first time, thereby conserving about six million gallons of water annually. When it comes to lowering its carbon footprint, Marriott has made significant strides in recent years. ). How do they use this in their messaging to customers?

Ibis has always put the comfort and safety of its guests first, which is why they maintain a secure and spotless facility. In response to the widespread coronavirus, the firm has implemented a new cleaning protocol across all of its hotels, called Ibis Clean Protect. The hotels' cleanliness guarantee is an effort to reassure guests that they have taken necessary measures to protect themselves and their families from the epidemic (Graziano, 2021). It's accomplishing this in a number of ways, including requiring passengers to use masks and hand sanitiser at check-in to limit the spread of disease. Hotels have implemented contactless payments and are thermally disinfecting guest linens and towels to guarantee their visitors enjoy a good night's sleep. They are also spraying high-touch surfaces such as door handles with an anti-viral sanitising spray that is up to European standards. ). How do they use this in their messaging to customers?

Marriott holds the health and happiness of its visitors and employees in the highest regard. Cleaning and security procedures at Marriott have been centralised under the Cleanliness Council. As part of its dedication to providing a secure space, the company strictly adheres to the professional guidelines established by local health officials to combat the coronavirus. Company policy mandates that all guests and employees wear face coverings, that hospital-grade disinfectants be sprayed on all hotel surfaces, that disinfecting wipes be left in each guest room, that social distance is increased via lobby signage and the rearranging of furniture, and that e-cigarettes be kept out of reach in the lobby (Sinelnikova, 2018). ). How do they use this in their messaging to customers?


Companies' bottom lines are largely dependent on the marketing methods they employ. Establishing effective marketing strategies, such as pricing and promotion techniques, is essential for maintaining a competitive edge over rivals over the long term. The preceding paper compares and contrasts the advertising approaches taken by Marriott versus Ibis. The report also details the different green messaging initiatives implemented by the two international hotel groups in their pursuit of environmentally friendly business practices like cutting down on greenhouse gas emissions. The hotel industry as a whole has taken measures to prevent the spread of the coronavirus among their guests. Different methods include constantly donning masks, sanitising commonly touched surfaces like door handles, and using lobby signage to encourage social distancing. Anything else you think they could be doing?
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