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[bookmark: _Toc118136970]Introduction 
         Marketing methods have faced significant changes throughout time. It has become evident that companies follow new and advanced methods of marketing to acquire a competitive position in the industry. The aim of this essay is to compare multinational hotels in the UK and evaluate their marketing techniques and methodologies. The essay discusses Ibis and Marriot Hotels and their current market position. Further, it highlights the marketing strategies that it opts for managing the business activities; it also compares and contrasts green activities for sustainability. Industries have faced significant changes during the covid-19, and the essay also integrated the factor of covid-19 and evaluated the positioning strategies to overcome the challenges posed by covid-19.
[bookmark: _Toc118136971]Ibis Hotel 
        Ibis hotel was started in 1974, and it was started by the Accor group of companies to offer affordable services to visitors. Accor is a leading company that owns 1700 Hotels and has many Ibis hotels around the globe. Accor owns three economic brands in the Ibis family that includes Ibis, Ibis Budget, and Ibis Styles. Globally, Ibis owns 2500 hotels globally, and it is one of the largest brand networks after developing 1400 hotels. It offers economical prices and several services to its consumers (Ibis, 2022). It offers comfortable rooms and also attractive and stylish ambiences; it also offers bars and other social gathering options in order to serve the socializing of the consumers.
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Figure 1:Global Footprints
(Ibis, 2022)
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        Marriott is a leading hotel franchising company, and it was founded in 1927 by j. Willard Marriott and Washington D.C. Marriott are examples of swift growth and expansion that lead them to open hotel chains. It started its first hotel in 1957 in Virginia. In fifty years company witnessed huge success in the hotel industry. Marriott owns 30 different brands and also contains 8000 properties around the globe. Marriott invests in continuous inventions and new concepts of providing services to their consumers. It offers services to a wide range of consumers (Marriott Hotels, 2021). 
[bookmark: _Toc118136973]Reason for Choosing the Hotels 
      Ibis Hotel and Marriott Hotel and large names in the hotel industry, and both are involved in marketing, and promotional activities, which can help in evaluating their positioning strategies as Ibis is offering diversified portfolios to consumers and investing in promotional activities to attract consumers (Dumoulin and Giacomel, 2020). Further it, Marriott hotel also has a franchise of hotels and deals with promotional activities at a larger scale, so these activities can help in better comparison of the hotel companies and strategies that they employ for acquiring a better position in the hotel industry. There are key differences between these hotels that can help in comparing the strategies of both companies and identifying the results of these activities.
[bookmark: _Toc118136974]Marketing Choices 
       Marriott is one of the strongest players in the industry, and it has been identified that the company Initially used traditional methods like billboards and posters, then it changed from traditional to new ad advanced strategies. It has divided its consumers into different segments based on luxury, upper and upper-middle hotels (Marriott International, 2022). further, the segments have been made through the behavioural, demographic and behavioural elements. However, it has targeted travellers, corporate visitors and people who want luxury services. Further, it has positioned itself as a luxury-providing company at affordable prices. In contrast, the Ibis hotel previously invested in the promotional activities of royalty programs and discounts. Along with that, they also invest in TVCs and billboards. Currently, the company is investing in digital marketing strategies, including SEO and email marketing (Mariette, 2022). It has increased multimedia promotional campaigns and also invested its time in social media marketing and developing a network. The company targets individuals who are interested in a comfortable stay in the hotel and also look for socialization in the organization. These strategies helped Ibis in increasing consumer engagement activities and acquiring consumers; likewise, it also helped to increase the company revenue (Cheng, 2019).
[bookmark: _Toc118136975]Current Market Position 
      Marriott has positioned itself as a comfortable and affordable luxury in the industry; it has positioned itself as a company that considers the consumers and their needs. Along with that, it also revealed that the company could tackle the needs of diversified consumers (Marriott Hotels, 2021). These factors help in developing a strong relationship with the consumers and also help in attracting them, consumers. Luxury is an essential need of visitors, which they find a point of attraction. Further, it also attracts the business individually, and it has positioned the company as a good service provider for facilitating your business meeting and events. 
      In contrast, Ibis has positioned itself in the hotel industry as dual services provider which focuses on social factors that are fulfilled through providing the option of bars. Further, it positioned itself as a company which provides luxury services at economical prices and delivers value for money. It positioned itself as a flexible service because consumers can choose the services based on their business affordability. It has developed an image of providing quality services to consumers and considering the value of money (Mamahi et al., 2019).  
[bookmark: _Toc118136976]Marketing Strategies 
       Currently, the use of social media and digital media has increased, and companies are investing to capture a large portion of the industry. Companies are investing in social media marketing and promotional associations. In terms of Marriott hotels, the company has been investing in promotional activities along with that it also invests in effective communication and front desk services. It helps Marriott to increase its consumer satisfaction level (Nyangwe and Buhalis,  2018). It designs its promotional activities by showcasing care, comfort and luxury for the consumers. In order to attract millennials, Marriott is investing in content development to engage consumers and deliver a quality experience. 
        In contrast, the Ibis offers diversified services for the consumers; in addition to that, it attracts the consumers by offering discounts and offers different services for the enjoyment of a comfortable stay. Ibis serves its consumers at major locations in the countries that it also provides at specific locations in order to facilitate the consumers (Nurtirtawaty et al., 2021). Further, Ibis is investing in online channels to increase its consumer base and increase its promotional activities. The company is offering online consumer services, and it is engaging its consumers on social media through direct marketing and also e-commerce services (Wu, 2021). These promotional strategies are helping the business for managing the business.
[bookmark: _Toc118136977]Sustainability and Green Messaging 
       Sustainability is a general obligation of companies, and today industries and countries are focusing on reducing the adverse environmental effects. Companies come up with different initiatives for managing sustainability in the company. Marriott invests in managing the waste in the company and reducing the use of natural resources (Fox, 2021). Further, it is participating in reforestation activities. Marriot reduces the use of single-use toiletry bottles of conditioners and shampoo. Marriot also participates in increasing green activities awareness, and it also brings initiatives of providing certifications in order to ensure green and environmnet5al friendly activities in the company (Wickham et al., 2020). 
In contrast, Ibis also invest in managing substitutable activities; it is working on reducing carbon emissions and also aims to reduce 46% of the carbon emissions by the end of 2030. It invests in food waste management, in invest in overcoming the challenges associated with sustainability (Talapatra, 2022). It also contributes to achieving sustainable development goals. It encourages bringing green initiatives to all of its hotels.
[bookmark: _Toc118136978]Positioned in the COVID-19 pandemic 
Covid-19 was a very difficult situation, and it brought challenges for the hospitality industry. Companies during covid-19 faced many issues, including lower sales and decreased revenues. The cost of business operations increased in the hospitality industry because of following the Sops (Thurstan et al., 2021). In response to covid-19, Marriott hotels in vested in managing cleanliness at a larger scale; it also followed the Sops and made sure that guests followed the Sops. Marriott further came up with discounts and attract6ive packages for the consumers in order to attract them and manage sales (Holloway et al., 2020). It managed its position by taking care of the visitors and their health so that they get a healthy environment.  
In contrast, the Ibis hotels managed the whole situation by following health-related strategies and also making sure to take care of the safety of consumers and their well-being. Its welcomes guests by ensuring that the environment is safe and does not involve the risk of covid-19 spread. The company invested in promotional activities and increased the option of online services to reduce human contact. It also increases the consumer's satisfaction level.  
[bookmark: _Toc118136979]Conclusion
Based on the analysis above, it has been concluded that Marriott and Ibis are trying their best to acquire a competitive market position in the hotel industry. It has been identified that companies are focusing on the value of money and affordability for providing luxury services. Further, both companies have increased their investment in online marketing activities, which affect their business position and help them provide quality services to their consumers.
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