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Accor Group of hotels is a French multinational hospitality company that owns hotels, resorts, vacations, and properties in over 110 countries across the world. Accor is one of the largest hospitality companies operating in Europe and also retained the sixth position in the world. Moreover, Accor has a capacity of around 7,62,000 rooms operating over 5000+ locations (Accor, 2021). The current employee strength is around 260,000+ and 43% of the staffs are representing from female category. The staff is trained extensively at Accor with 2.6 million hours in the year 2020. Currently, Accor Group is planning to expand 1,200+ hotels with 211,200+ rooms across the globe. The ‘positive hospitality’ under the sustainable policy of Accor Group can be observed with the new projects towards food waste management, zero carbon, and restrictions in single-use plastics. On the contrary, Best Western International Inc. owns the Best Western Hotels across the world. The franchise is having the headquarter located at Phoenix Arizona. Since 2011, the Best Western chain has implemented a three-tier branding system across the world that are Best Western, Best Western Plus, and Best Western Premier. Currently, Best Western International has provided a license to over 4,700 hotels in over 100 countries (Western, 2021). Best Western Hotel has emphasised ‘sustainable commitment’ by focusing on renewable energies, electric mobility, and the preservation of foods. The reason for selecting the concerned hotel chain is the worldwide operation and sustainable policies to satisfy the needs of the guests. In research, it has been observed that 61% of the people are preferring to stay at sustainable hotels after the COVID-19 pandemic. The ‘willingness to stay is an extent to which the hotel provides sustainable choices to the travellers. The selection of such hotels is also due to the preferences of the guests and the future expansion plan undertaken by the hotel chains. 
As per Kotler (2019), Marketing is the practice of delivering a superior value proposition to the target customers to increase customer satisfaction and also to achieve the desired profitability. Currently, the concept of marketing has been transformed from sales-oriented to customer oriented (Freytag, 2020). The customers are the central part of the marketing strategy for hospitality organisations. The rapid digitalisation and proliferation of the internet have influenced hospitality service providers to embed digital strategies for facilitating the guests to book the hotels at their preferred locations. In the year 1983, Accor Group has been formed after the merger of Jacques Borel International and Novotel-SIEH (Accor, 2021). It has been observed that Accor has adopted the economic model of franchising in the year 2013 for the sake of ‘market expansion’. The franchising business model is popular among the hospitality sector where the franchisor used to build a brand and later the franchisee used to sell the products of such brand by taking license (Teece, 2020). From the year 2015, Accor Hotels has embedded ‘digital strategy to support the Brand Portfolio expansion. Under the Brand Portfolio expansion, new hotels like Jo&Joe Bare were formed for targeting the millennials by forming a ‘strategic alliance’ with Banyan Tree Singapore. In accordance with the Ansoff matrix, the hotels have adopted a strategic plan (market development) by emphasising future growth. The existing products (hospitality service) of the hotel have been expanded to multiple locations across the world to increase the business turnover and growth under the market development approaches. Furthermore, market development approaches like ‘Strategic Alliance’ are one of the effective practices to expand the business portfolio. The strategic alliance reflects the arrangement existing between the two companies for undertaking a mutual activity. On the contrary, Best Western has started its journey in the hospitality sector in the following phases of World War 11. During their initial journey, small urban properties and family-owned hotels were emphasised. In the year 2015, Best Western has introduced a family of brand logos by adding Best Western Plus and Best Western Premier. Furthermore, in the year 2019, Best Western has takeover World Hotels by adding more than 360 hotels to the brand. As per the strategies of both the hotels are concerned, the ‘market development’ strategy can be spotted. 
Market Positioning is the part of strategic marketing that helps to establish a specific image of the brand in the mind of the target customers (Peterson, 2019). In the context of Accor, the target segment has been classified into a premium, midscale, economy, and business purposes. The guests are provided with the choice to select their accommodation types based on their budgets. On the contrary, Best Western has segmented the services into three-tier systems that are Best Western, Best Western Plus, and Best Western Premier. The interrelationship of the ‘demographic segmentation’ (income) has been focused on by the hotels while classifying their service types. From the positioning strategy, the ‘functional attribute’ of the hotels is focused while attracting the guests for booking. The functional values (pricing and quality) can support the guests to fulfill their expectations and eventually increase the booking of the hotels. 
Marketing Strategy underlines the process that permits the organisation to concentrate on the limited resources and greatest opportunities for increasing sales and sustainable competitive advantage (Milton-Smith, 2019). The ‘marketing mix’ elements based on 4P’s can be considered to analyse the current marketing strategy of the concerned hotels. In the case of product, the superior value proposition is being delivered to the guests to increase profitability and customer satisfaction. It has been observed that Accor Group has prioritised the market segmentation pricing objective to attract more guests. However, Western Premier has focused on the market skimming pricing objective to retain the brand reputation across the world. The place element of both the hotels is similar as they follow the digital strategy to remain connected with the guests. The objective of the place element is to increase the reach and availability of the services. Therefore, both the hotels are planning to expand their properties through multiple business models like strategic alliance and franchising set up. Lastly, the promotional element signifies the campaigns organised by the organisation to create awareness among the guests. 
The following aspects under consideration corresponding to the operations in relation to marketing in the case of the two hotels are green messaging and sustainability. Initially focusing on the Accor Group, it can be noted that it remains highly committed to the creation of value creation, and is found remain focused on giving something back to the community and planet. Accor is found to incorporate the campaign of PLANET 21 campaign having 21 commitments and the products and services offered by the organisation remain eco-labelled products (accor, 2021). Furthermore, focusing on the green messaging aspect, the organisation is found to focus on 15% in terms water reduction and spreads awareness throughout region of its operations. On the other hand, Best Western has considered making the decision of generating sustainable commitment by implementing the ‘Green Hotels’ campaign. It focuses on making environmental management in every operations and aspect and received different kinds of awards. It focuses on making sustainable development and conducts the plans to keep the environment by respecting the environment appropriately (bestwestern, 2021). In terms of green messaging, the Best Western organisation follows the ‘We Care Clean’ policy to generate awareness regarding different kinds of green initiatives.
Focusing on the aspect of positioning during the phase of Covid 19 pandemic, the messages of marketing that the organisations give to the customers in the case of both the organisations will be presented in this section. Accor has started new campaigns of marketing by means of taking adequate measures of sustainability and sanitising measures (accor, 2021). They spread the message of taking different restrictive measures and reopened different hotels for making economic recovery and promoting marketing messages that they take utmost levels of care of the visitors. In the case of the Best Western Group, it has included different policies for sanitisation and keeping adequate tracks regarding the different restrictions essential to be maintained for dealing with the pandemic situation (bestwestern, 2021). The organisation spreads the message corresponding to Covid 19 in making different kinds of changes as per the guidance presented in the case of dealing with the post-pandemic period.      
To conclude, the essay has undertaken a comparative analysis of the hotel chains (Accor and Best Western) in the terms of marketing choices, marketing approaches, and strategies. Furthermore, the sustainable approaches implemented by the selected chain have been analysed by examining the activities like emission controlling and green messaging. Furthermore, the current strategy undertaken by the hotels during the post-pandemic has been designed. It has been found that both the organisations are noted to stay focused on attaining sustainability and spreading green message. Moreover, it has altered the marketing message after the phase of Covid 19 to deal with the matter appropriately. By means of the comparative analysis, it has been obtained certain similarities and differences can be noted to remain present in terms of marketing operations.  
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