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    A comparison of the marketing methods of two multinational hotel brands

Kotler et al., (2015), indicated that the marketing function is not only an organisational function. It is the foundation of modern marketing and is responsible for providing an unparalleled client experience. In addition, Tracy (2014) suggests that  about half of all business failures may be related to unsatisfactory sales and marketing initiatives. In this paper, the marketing methods and decisions of the global Hilton Hotel and the multinational Accor Hotels will be contrasted. 
In 1919, Conrad Hilton began his hotel empire with the acquisition of the 40-room Mobley Hotel in Cisco, Texas. In 1946, the firm went public under the name Hilton Hotels Corporation and began trading shares on the New York Stock Exchange. In 1953, Hilton Hotels opened its first hotel in Europe and subsequently expanded into Canada, Africa, Oceania, South America, Asia, and the Middle East (Hilton , 2022). In addition, Hilton Hotels has bought other hotels and brands throughout the years, including the Waldorf-Astoria, DoubleTree, and Flamingo Las Vegas. On the other hand, Accor is a French international hospitality firm with hotels, resorts, and apartments in over 100 countries. With over 5,000 hotels, Accor is one of the world major hotel companies, providing a diverse choice of lodging alternatives to meet a variety of budgets and interests (Accor, 2019).  Moreover, Accor runs a number of hotel brands that serve to various market categories, including luxury, upmarket, midscale, and economy. Sofitel, Novotel, Ibis, and Mercure are some of its well-known hotel brands. Each brand provides a distinct experience and degree of care, allowing Accor to appeal to a diverse consumer base, ranging from budget-conscious tourists to luxury seekers.
Firstly, Hilton Hotels is one of the world largest and most well-known hotel businesses. Over the years, the firm has made a number of significant marketing decisions and pursued a number of strategic initiatives in order to preserve its market position and recruit new clients. As a start Hilton Hotels has made digital marketing one of its primary marketing decisions. Hilton Hotels has acknowledged the necessity of contacting clients through digital means, such as social media, search engines, and websites, in an increasingly digital environment. Moreover, the firm has invested in digital marketing efforts that give clients with relevant and timely information about its products and services via these platforms (Hilton Hotels Annual Report, 2020).  Hilton Hotels, for instance, has utilised social media to interact with guests, promote its brand, and give real-time updates and information about deals and events. In addition, the firm has utilised search engine optimization (SEO) and search engine marketing (SEM) to increase its exposure and connect with prospective consumers. Another crucial marketing decision made by Hilton Hotels is to prioritise the client experience. The organisation has taken measures to give its visitors with a personalised and unique experience, as it is aware that this is what modern customers seek (Maina, 2022). Hilton Hotels, for instance, has implemented loyalty programmes, such as Hilton Honors, that reward clients for their devotion and give them with particular advantages and rewards. In addition, the firm has used technological solutions, including as digital check-in and mobile keys, that enhance the convenience and efficacy of the guest experience (Hilton Hotel Annual Report 2021) . Additionally, Hilton Hotels has adopted a purposeful approach to brand uniqueness. Hilton Hotels has understood the need of separating itself from competitors in the hotel industry. To achieve this goal, the firm has spent in developing brand experiences that are unavailable from other hotel chains. Hilton Hotels, for instance, has created a variety of luxury and lifestyle brands, such as Conrad Hotels & Resorts and Canopy by Hilton, that appeal to distinct market groups and offer unique and customised experiences. In terms of sustainability and corporate responsibility, Hilton Hotels has adopted a strategic course of action  (Nozdreva and Churakova, 2021). In recent years, there has been a growing emphasis on sustainability and corporate responsibility, and Hilton Hotels has acknowledged the need to adapt. The corporation has invested in projects to give back to communities, such as the Hilton Effect Foundation, in addition to taking efforts to lessen its environmental effect, such as lowering its energy and water use (Hilton Global Foundation, n.d.). These initiatives have contributed to Hilton Hotels' reputation as an ethical and eco-friendly hotel operator. 
On the other hand, Accor hotels have a diverse portfolio of hotel brands catering to various market sectors, Accor has established itself as a world leader in the hospitality business. To preserve this position and continue to expand, the organisation has made a number of strategic marketing decisions and pursued many marketing directions. Accor's focus on brand uniqueness is one of its important marketing decisions. The firm owns and runs multiple hotel brands, each with its own distinct personality and target market, allowing it to serve a diverse spectrum of consumers. This brand diversification strategy has shown to be effective in attracting clients with certain tastes, such as luxury travellers, budget-conscious travellers, and families (Ristova, 2022). Accor has been able to tap into different parts of the industry and reach a broader consumer base by offering a diverse variety of hotel brands. Digitalization is another key marketing strategy adopted by Accor. The organisation has made significant investments in digital technology and efforts to improve the customer experience and streamline processes. Accor, for example, has created an app that enables guests to book rooms, manage their vacations, and access a variety of services and facilities (Muhic and Klico, 2022). Furthermore, the firm has established a digital loyalty programme that rewards clients for their commitment while also providing them with special advantages and deals. Accor has also placed a great focus on sustainability and corporate responsibility in recent years and has integrated these ideals into its marketing activities. A variety of efforts have been launched by the corporation to lessen its environmental effect, help local communities, and promote diversity and inclusion in the workplace. These measures not only served to strengthen the company's reputation and appeal to socially aware clients, but also enabled Accor to distinguish itself from its competitors (Kim and Kim, 2021).  For example, Accor has launched a variety of measures to decrease its environmental effect, including the reduction of energy and water use, the reduction of trash, and the promotion of ecologically friendly products and services. In addition to setting aggressive sustainability goals, the corporation provides monthly updates on its efforts to reduce its carbon footprint and other environmental implications. Also, the corporation has created a programme called "Planet 21" that focuses on aiding local communities, safeguarding cultural assets, and encouraging sustainable tourism. The programme involves efforts such as helping local farmers and food producers, sourcing products and ingredients from local sources, and engaging in local conservation and cultural heritage programmes (Talapatra, 2022).  Similarly, Accor is dedicated to encouraging workplace diversity and inclusion and has launched a variety of initiatives to do so. For instance, the corporation has implemented a programme titled "All hearts come home" that attempts to foster a friendly and inclusive workplace for all employees, regardless of colour, gender, sexual orientation, or religion  (group.accor.com, n.d.).
Hilton Hotels and Accor Hotels operate hotels, resorts, and apartments worldwide. Both organisations have employed marketing techniques to increase client base, brand strength, and customer experience. However, there are quite few differences among them, but also similarities. Firstly, their focus on brand uniqueness is a commonality between the two firms. Both Hilton Hotels and Accor Hotels run many hotel brands, each with its own distinct personality and target market, enabling them to serve a diverse array of clients. This allows both organisations to tap into distinct market groups and expand their consumer base. Additionally, utilizing digital technology and efforts to enhance the customer experience and streamline operations is another commonality. Equally, Hilton Hotels and Accor Hotels have created mobile applications that enable guests to book rooms, manage their stays, and have access to a variety of services and facilities. In addition, both businesses have created digital loyalty programmes that reward clients for their loyalty and give them with exclusive advantages and incentives. However, there are also distinctions between Hilton Hotels and Accor Hotels' marketing methods. Utilization of communication channels is one of the fundamental distinctions. Hilton Hotels focuses significant emphasis on conventional marketing channels, including television and print advertising, as well as public relations and events. In contrast, Accor Hotels has prioritised digital marketing channels such as email marketing, social media, and online advertising. This can also, be seen on the Similarweb (2023), where conform to the data, accor.com receives much more traffic than hiltonhotels.com, which receives 326,579 visits. This indicates that accor.com has a greater web presence and can reach a larger audience than hiltonhotels.com. The two firms also differ in their commitment to sustainability and corporate responsibility. Despite the fact that both firms have adopted projects in these areas, Accor Hotels has placed a higher focus on sustainability and corporate responsibility, incorporating these principles into its marketing strategies.
In terms of worldwide rank, accor.com ranks higher, at 3,715, than hiltonhotels.com, which ranks 194,462. This shows that accor.com has a greater degree of worldwide popularity and engagement than hiltonhotels.com. Similarly, Accor.com is ranked higher in the travel and tourism business, at 19, than Hiltonhotels.com, which is placed 960. This shows that, when compared to hiltonhotels.com, accor.com has a greater presence and reputation in the travel and tourism business, notably in the lodging and hotels area. In conclusion, accor.com appears to have a higher degree of popularity and engagement internationally (Similarweb, 2023).
In conclusion, the two multinational hotels have many similarities in common, however are differentiated by the communication channel and approaches to sustainability. Also, in comparison to Hilton Hotels, Accor Hotels has a greater internet presence and reaches a broader audience.
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