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This essay compares the marketing method and strategy of Accor and Wyndham Hotels & Resorts. Accor is French originated the multinational company of hotels, resorts, and vacation properties; established in 1967. Wyndham is a U.S.A based hotel company founded in 1980. Both companies are well-established and doing business for a long time. Therefore, analysing their marketing strategy in contrast to the dynamic marketing environment would provide a deeper understanding of the marketing practices undertaken in such organisations. 
Throughout the years, these companies have evolved their business practices and expanded their market. Initially, Accor hotels were offering low-cost lodging services to the customers. 'Formula 1' was their first low-cost hotel brand in 1981 (Group. Accor, 2021). Besides launching a chain hotel brand, they acquired low-cost hotel brands such as 'Motel 6', 'Etap Hotel,' etc. But soon, they have shifted toward a multi-brand strategy. According to Keller (2018), In a multi-brand strategy company launches various similar brands competing. But here, Accor has expanded its brand portfolio to establish and manage different luxurious hotel brands besides its existing economy hotels. They are managing each brand separately and developing strategies considering their market position. Wyndham Hotels and resorts also tend several brands altogether. Over the years, they have launched 21 brands, including luxurious hotel resorts, midscale hotels, economy hotels, extended stay, etc. (Wyndhamhotels, 2021). But unlike Accor hotel, Wyndham hasn't changed their overall corporate strategy. But over the years, Wyndham has been standardising their brands and emphasising developing a strong inter-association. In 2017 the company rebranded most of its brand and included the Wyndham word, such as 'Day Inn Wyndham,' 'Ramada by Wyndham,' etc. 
As per Armstrong et al. (2019), a marketing position can be termed a strategic endeavour to establish a brand uniquely in customers' minds distinctly. But Lilien et al. (2020) have argued that the marketer's primary purpose is to create a meaningful and distinctive perception in customers' minds about the brand. Precise positioning assists customers in their decision-making process, making it easier to evaluate all the brands. Moreover, it gives customers a logical reason to choose a particular brand over others. Therefore, occupying a distinct market position is very important. Here, the Accor and the Wyndham hotel & resort market position can be explained using two dimensions, the level of variety and the level of cost. Here in terms of service varieties, Accor hotel occupies a higher position than Wyndham hotel.
The hotel and Resort Company also provide catering services, manages vacation properties, etc. But Wyndham hotel typically offers various types of hotel and accommodation services. So again, Accor mainly offers low-cost lodging solutions in terms of the cost level, but Wyndham provides the product at various cost levels (Ronzoni et al., 2018). So, the customers have more options to choose from Wyndham hotel because of diverse cost-level product offerings. 
Cravens and Piercy (2019) have said that marketing strategy refers to developing a coherent plan adaptive to the dynamic market environment to tackle the competition and achieve market objectives. Generally, a business has three goals: ensuring growth, being profitable, and ensuring sustainability. In competitive industries like tourism and hospitality, formulating a solid marketing strategy is essential (Goodall and Ashworth, 2021). A company's marketing strategy can be explained by its target market, product, pricing, promotional, and distribution strategy. For example, Accor generally target customers who are looking for cheap accommodation. Their target market is mainly solo and business travellers.
On the other hand, Wyndham's target market is more diverse. They target multiple customer segments from the market and develop tailored product offerings for each market segment. Their hotel brand ranges from luxury to economy class. Accor's products are more diverse in comparison to Wyndham's. Along with the hotel, resorts have restaurants, spas, fitness centres, private rental places, and even casinos. But Wyndham's are mainly offering accommodation services.  As mentioned earlier, Accor's is primarily a brand of economy hotels, but they have extended the brand portfolio and included luxurious choices. But Wyndham's offers a variety of prices depending on hotel features and service level. Both the brands are now emphasising digital marketing to promote their brands and access the target customers. 
Papadas et al. (2019) has said that the marketing philosophies have evolved from just profit maximisation to creating value for all the stakeholders. Sustainable marketing is a practice where the company looks after the suppliers, shareholders, customers, intermediaries, and society. According to Mataracı and Kurtulus (2020), businesses can only ensure long-term growth by protecting the rights of all these partners. Here both the brand is renowned for their creative CSR activities. For example, their 'Plant for the planet' program asks customers to reuse the towels and saving on water and energy is allocated to funding tree plantations. In addition, they develop eco-design of their hotel rooms and ensure healthy, sustainable organic foods to the customers (Accor – Newsroom. 2021). Here all these activities are for providing a sustainable hospitality experience for the customers in the long run.
On the other hand, Wyndham also practices sustainable marketing practices. They have developed many eco-friendly hotels all over the world (WHG Corporate. 2021). Eco-friendly hotels are those that have a minimum negative impact on the environment while manufacturing and repairing. But in comparison, Accor put more effort into ensuring the delivery of a green message and sustainable marketing practices. 
The COVID-19 pandemic has been one of the most influential events in the world, affecting almost every aspect of people's lives. All types of business sectors have been affected. Especially the tourism and hospitality industry witnessed a massive decline as many countries went through enforced lockdown (Strielkowski, 2020). Traveling was ban from many countries, and people were discouraged from participating in a public gathering. According to Fotiadis et al. (2021), various hotel brands responded differently during this period. Accor almost froze their hiring and traveling of staff and officials. The COVID-related measures of the company account for a €60m reduction in capital expenditure. The company was forced to close its operation in China. Therefore, they lost their brand value and relative market share (Jung et al., 2020).
Similarly, Wyndham hotel also suffered due to the global pandemic. They responded to the situation accordingly. They have partnered with third-party organisations like Ecolab to test COVID-19 among tourists (McCune, 2021). They have arranged a training program for the staff and the employees during this time to adapt to the situation. They set the cleaning standard higher in their hotel and resorts. Also, during this time, they are offering great flexibility in their cancellation policy. So, in comparison with the Accor hotel, Wyndham was able to create more brand value for the customers. 
 
 
 
 
In conclusion, both the brands have been conducting business operations for more than 40 years. They have adapted their business practices over the years. Accor was initially an economy hotel brand, but they later expanded the brand portfolio and launched various luxurious hotel brands. In comparison, Accor's business portfolio is more diversified than Wyndham's. This diversification and multi-brand strategy have assisted them in ensuring rapid growth for their businesses worldwide. Compared to them, the Wyndham hotel's market share and market growth rate are low. But in terms of marketing positioning, Wyndham has been able to create a clear position. Because of the diversified business portfolio's Accor's market position is somewhat vague and confusing. But again, in terms of sustainable marketing, Accor's approaches are more effective. They invest more in launching various sustainability programs and CSR events to ensure value for the environment and society. Contrast to them, Wyndham's sustainable activities were inadequate. Eco-hotel was the most noticeable endeavour the company has taken. But in the COVID-19 pandemic period, the company has been able to provide better responses. They have developed a COVID-19 policy to ensure the safety of their staff and customers. Their guidelines were customer-friendly and timely. Therefore, they were able to enhance their brand equity in this period. Here both companies suffered hugely because of the global pandemic. As the world started to adjust to the new normal and the tourism industry started to open, each brand was an excellent opportunity to increase its market share. The rapid growth of E-business during this time has depicted the way forward. The brand should focus on the digital channel to provide convenience to the customers. 
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