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       A comparison of the marketing methods of two multinational hotel chains


             In an ever-increasing digital world, marketing has become one of the most important pillars of a successful organization (Deloitte,2021). There are several strategies that companies are implementing in order to create awareness for their brands and strengthen their relation with their customers. This is the case for Accor and Best Western, two of the most well-known companies in the hospitality industry. All their marketing strategies have the same goal – to increase awareness and strengthen their brands across the industry (Deloitte,2021).
             Specifically, in the hospitality industry, branding provides trust to the consumers and increases guest satisfaction (Dev & Withiam, 2012, p. 12). Brand name is considered extremely important by a guest when deciding which hotel to book (Dev & Withiam,2012, p. 12). Most of the customers will choose a well-known brand rather than an unbranded hotel (O’Neill & Xiao, 2006, p. 10). 
             Therefore, Accor and Best Western are using their marketing strategies to strengthen their brands as is a significant marketing tool and a competitive differentiator (Mattila & O’Neill, 2004). Both of these companies have created many different brands in order to reach various customer segments. Furthermore, branding provides trust to the consumers and increases guest satisfaction (Dev & Withiam, 2012, p. 13).
                Howells and Lowe (2018, p. 498) stated that segmentation in the hotel industry is a critical factor impacting the company’s performance. This segmentation strategy creates four main segments of the hotel industry: economy, midscale, upscale and luxury (Demirciftci & Kizilirmak, 2016, p. 56).
            Accor provides hospitality services in more than 5100 locations which are spread in around 110 countries (Accor,2021). It has 40 brands which provides services in all of the four segments of the market – luxury hotels (Sofitel, Fairmont), upscale (Pullman, MGallery), midscale (Novotel, Mercure) or economy (Ibis, Ibis Budget). Therefore, it is noticeable that Accor has a clear segmentation strategy for its brands. For example, Ibis brand targets individuals who are on a low budget and are looking to get the best value for their money. In the other instance, Sofitel brand is operating in the luxury sector, therefore targeting individuals who do not put emphasis on the budget but rather on the experience and service. 
            Accor operates a varied price strategy as it caters to different target markets. However, as part of its marketing strategy, it offers various discount in some of its hotels. It operates a bundled pricing strategy where it offers breakfast buffet and several extra amenities via the Extra Saver Package – this is mostly practiced by its budget and midscale brands as their main target market are budged minded travelers (Accor, 2021).
           On the other hand, Best Western has over 4700 hotels which are operating in more than 100 countries (Best Western Group, 2021). The company has 18 brands which cover different segments of the market – luxury segment (WorldHotels), upscale (BW Signature Collection, Best Western Premier) and the economy segment (SureStay Plus, SureStay Hotel). In terms of their pricing strategy, it operates on the same basis as Accor – with setting the price per room in terms of the segment of the specific brand. It mainly operates within the upscale segment where it has 10 brands out of 18 (Best Western Group,2021). Therefore, its main target group are leisure travelers, business travelers which are able to pay more than for the economy segment. 
          Both Accor and Best Western have similar approach to expanding their offering within the hospitality industry. Accor is aiming more to position its brands more toward the luxury segment while Best Western is targeting the upscale market as most of its brands are within this segment (Au,2021). However, both of these companies have a clear direction in terms of its marketing strategy for their brands.
         Accor focuses a lot on customer loyalty therefore has started a dedicated loyalty program – Le Club Accor Hotels which is based on loyalty points which are gained after using its hotels. These can be used for discount or free nights in any of its hotels (Accor, 2021). It also operates various promotional schemes or dedicated campaigns with the aim of promoting its brands over the competitors. Its website is an important asset as it is bringing a lot of bookings through – it is designed in a way to create a hassle-free experience and a seamless booking process (Accor, 2021). 
         The company has recognized the importance of its online presence therefore it operates on various social media platforms such as YouTube, Twitter and Instagram. Accor is trying to build its brands image by creating engaging posts or videos on these platforms. For example, it started a social media campaign where it encouraged its guests to take selfies inside its hotels and post them on various social media platforms with a specific hashtag (Stephens, 2015). 
         Best Western operates a loyalty card scheme in partnership with FNBO who the issuer of the credit card issuer for its members is. It operates on tier levels, the basic one called Best Western Rewards – which is free and the premium tier which costs $59 annually but it gives more rewards and points to the cardholder (Au,2021). Therefore, it has a slightly different approach to loyalty scheme compared to Accor which does not have tier levels for its loyalty programme. It is well known the benefits of loyalty schemes in regards to customer retention (Woon Fook & Dastane, 2012) and both Accor and Best Western have strategies in place for this. 
         In terms of its social media presence, Best Western has various strategies of gaining the interest of individuals on these platforms. It has started to put a lot of focus on Facebook marketing as its CEO, David Kong, believes that the platform can help them reach prospective customers looking for travel options (Eisen, 2017). Also, with the rise of digitalization – Best Western has taken steps to position its brands within the virtual reality field as it has started a campaign on YouTube where it has delivered VR experience (Eisen, 2017). Both companies have a clear plan for their marketing strategies in terms of their online presence – however as social aspects such as sustainability becomes more and more important among individuals, Accor and Best Western will need to align their brands with this.
        Best Western holds bi-monthly Corporate Social Responsibility meetings to measure its sustainability progress and decide its next steps (Best Western, 2021). It has numerous goals from sourcing its foods from local farmers to installing LED lights throughout its hotels. In addition to this, Best Western aligns itself with various projects – started a collaboration with Lifegate on working on two environmental projects. The first project is in regards to the measures of reducing its plastic use within hotels and the second project aims at reducing various areas such as energy waste, food waste, water waste and even the behavior of the employees (Best Western,2021). All these measures and achievements are mentioned in its website and various press releases as a method of keeping its customers aware about its fight. 
        Sustainability will become one of the defining issues for the hospitality industry. Various social aspects such as rising populations and the reduction of the resources will provide a challenging business environment – sustainability practices will have to be included within all the aspects of the industry, rather than being considered a standalone issue (Deloitte, 2014). 
        On the other hand, Accor has its own plans of tackling sustainability with various initiatives, programs and even opening new hotels (Accor,2021). For example, it has developed a digital key solution in order to reduce its plastic usage within the day to day operation. Customers can check in themselves using its smartphone app, therefore there is no need for a physical card for the hotel room (Accor, 2021). From another perspective, this measure can be used even as a marketing strategy as Accor will be able to target customers easier through the same phone application – it will allow them to gather more data about its customers which will lead to better targeted ads. Also, as the next generational cohort are known to be more sustainable minded than the generation before (Thompson,2016) – Accor has launched a new brand Jo Joe to target Millennials. The whole brand concept is designed around the 18-35 age group and Accor expects to open more than 20 hotels with the same concept in the future (Thompson, 2016). 
        Another important event which altered the future strategies for their brands is the pandemic – it made both Accor and Best Western implement various programs regarding their hygiene standards (Accor 2021) (Best Western,2021). They have put a lot of effort in promoting these measures via different channels – YouTube videos, social media posts and even press releases. All these measures are aimed at making travelers more comfortable using these brands and providing them with key facts in how Accor and Best Western are minimizing the risk of infection in their hotels (Gross, 2020). Both companies have managed to successfully develop their brands during the last decade – however as the business environment is changing at a rapid place, they will have to focus on keeping its customers attached to their brands by implementing various social measures within their day to day operation. If both of them will succeed in gaining the trust of the new generational cohort – they will continue to expand their brands even further.
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