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The purpose of this essay is to highlight the main marketing strategies of two multinational hotel chains, through a comparative analysis. 
It has been observed that the hospitality industry has developed and advanced in recent decades, becoming one of the major forces in the economy around the world (Law et al., 2011). Travel has a much shorter duration in the modern century, in any location in the world, so more people enjoy its benefits, being able to organize their vacations, business trips or visits with just a few online searches. Tourism and hospitality companies have grown in diversifying options and services so that customers may face dilemmas in making the right choice to fit both their budget and their needs and preferences.
Choosing a hotel is a top priority when planning a trip. Therefore, it is imperative that hotel leaders design and support marketing strategies to draw the tourist’s interest and hold a position in the hospitality industry (Cai and Hobson, 2004). People tend to look for brands they are familiar with, which leads to a colossal advantage in favor of branded hotels rather than unbranded ones. Therefore, the primary goal of company leaders is to identify and develop their own brand advantages that distinguish them from their competitors (Xia et al., 2019).
Accor and Wyndham Hotels & Resorts are two of the most popular and largest tourism brands in the world. Originally from France, Accor's portfolio has started to flourish since 2007 in the form of various brands, suitable for several types of budgets (Accor, 2021). Wyndham Hotels & Resorts, founded in the USA, it is a division of Wyndham Worldwide that has seen the rise since 2006 when the brand expanded to locations around the globe, the process being continuous today (Wyndham Hotels, 2021).
Although customer satisfaction and experience are elements that lead in the field of hotel business, there is an emphasis on those who choose hotels in the upper range (premium, luxury), the price occupying a place after these priorities. However, due to the popularity of the brand, customers choose to invest in Accor's high-quality services, and thus, the company benefits at the expense of competitors (Demirçiftçi and Kızılırmak, 2016). 
Regarding Wyndham group, the implementation of the skimming price strategy predominates due to the popularity of the brand, this implying the entry on the market with a high price, and in time it decreases to be accessible to as many segments of the public as possible (Nair, 2019). These decreases are found especially in economy classes, but also through discounts and offers. 
It is a well-known fact that accommodation locations offer not only rooms and services (example: dining, cleaning), but also leisure and relaxation rooms (spas, swimming pools, jacuzzi). They are meant to offer pleasant experiences to the clients, so that they associate the relaxed, pampered atmosphere of the hotel with their well-being, and in the future to be open to the same choice in case of another holiday accommodation. Also, the hosting of events has the potential to attract good impressions about the company, and the participants to be willing to invest in travel experiences looking for locations in the company's portfolio. Huang, Chen, and Gao (2019) reported that these ways of making the most of the product (in this case, a hotel) contribute to the product's long-term gains by creating customer loyalty. Therefore, managers must do their best to create pleasant, memorable customer experiences so that they will be willing to pay more.
Both the Accor group and Wyndham deliver their own palette with a wide range of offers in this field. Regarding the first, the ALL (Accor Live Limitless) loyalty program was launched as an option in favor of the most pleasant customer experiences. After accumulating points, the beneficiaries can take part as VIP in the biggest shows, football matches of the PSG team, music festivals and other exclusive experiences (Accor, 2021). Wyndham Group also offers its own loyalty program with exclusive benefits such as discounts and other benefits, but less extravagant than Accor's. In addition, services are available for organizing and hosting weddings (Wyndham, 2021).
With the growth of social media users in recent decades, the impact that these networks can have on a business has a decisive potential on the smooth running of the company. Sainaghi (2010) noted that there is a close relationship between online reviews, customer reviews and the advertisement they make on personal profiles (through photos and other multimedia) and the hotel's financial, organizational (example: public satisfaction) and operational performance (example: repeat visits, number of occupied rooms). Also, the impact of customer experience sharing via social network is greater for hotel chains than for independent hotels (De Pelsmacker, van Tilburg and Holthof, 2018). As a result, hospitality companies have moved from background moderation to dynamic involvement with management reactions.
In addition to the pages available on a wide range of social networks, Accor and Wyndham hotels are present on review websites (like TripAdvisor), booking platforms (Booking), advertising promotion campaigns and Search Engine Marketing (such as Google AdWords). 
According to Damnjanovic, Loncaric and Dlacic (2020), Accor also offers online applications to support the customer (for room services, taxis, restaurant menus, check-in and check-out, online payments), but also over six thousand magazines, newspapers, travel guides. In addition, Accor invests £95 million/ year in its traditional marketing strategy (TV commercials, posters, brochures, radio ads).
The Wyndham Group has invested in platforms that take over the tasks of staff that involve watch demand, central reservation, property management so that managers can better focus on market analysis. Wyndham has developed simple applications for each type of client: members of the internal team, the tourist, and the franchisee. Thus, productivity is increasing, flexibility is available to everyone, and training is provided by simple methods (Heller, 2019).
Recognized as part of the green market, hospitality companies seek to adopt and implement environmentally friendly strategies in their daily operations and construction, considering geographical locations and opportunities. 
According to Molina-Azorín et al., (2015), there is a link between hotel competitive advantage and environmental management. Companies involved in environmental protection can benefit from cost savings and a good reputation from the community. While pollution is seen as ineffective, a completely negative aspect, business can help reduce it, and as a result more of the investment will turn into increased productivity and reduced losses. Accor is actively involved in preserving the planet by supporting tree planting, land restoration and agricultural maintenance activities. The official website of the group offers anyone the opportunity to financially support agroforestry projects (Accor, 2021). 
Wyndham shows its commitment to green marketing through the Wyndham Green Certification Program which consists of tracking the use of resources, recycling practices, waste reduction, carbon emissions reduction (Wyndham, 2020). 
These initiatives lead to public accountability and to encourage increased care for the environment on which everyone's well-being depends. Gautam (2020) claims that as the information of tourists about environmentally friendly products increases, their interest and attitude towards pro-environment activities is more positive.
Although at the beginning of the pandemic, the activity of 3500 out of 5100 hotels was suspended, for 2021 the Accor group plans ambitious goals in opening hotels in locations around the world (Accor, 2021). Moreover, Accor has created practical strategies to alleviate the consequences of the pandemic, as well as to show support for the public. Filimonau, Derqui and Matute (2020) reported about CEDA (Coronavirus Emergency Desk Accor) designed by the group as a platform committed to provide solutions for vulnerable segments of population and front-line medical personnel regarding accommodation, respectively providing an emergency desk call number, available on the official website. Accor & certification agency Bureau Veritas also created the ALLSAFE Cleanliness & Prevention label as an assurance of high standards of hygiene and safety in the company's hotels and restaurants. Signing a partnership with the insurance company Axa provides medical assistance to hotel customers around the world. All these strategies emphasize the dedication, high degree of adaptability, responsibility, and ambition of the Accor hotel chain, offering safety and guarantee for customers, and thus, even in pandemic times, the hospitality company can prosper and progress. 
Despite the number of accommodations dropped on the hospitality businesses, Wyndham Hotel's pandemic wave coping strategies have been capped by the profitability, occupying up to 85% of available rooms (Tsai, 2021). Precautions such as sanitation, maintaining social distance and more helpful information from the World Health Organization (WHO) have contributed to keeping the hotel's doors open. The firm included sanitary suppliers in their partners portfolio, like Ecolab, to achieve a high standard of hygiene and cleanliness in all locations. The hotel also supported many events, online courses and remained flexible for clients who had to cancel their travel due to pandemic regulations change in their countries. 
In conclusion, the hotel industry is a strong economic branch, in full development, in continuous competition. Its target remains hospitality, which consists either in serving the customer, hosting events, showing positive attitudes towards other cultures, and encouraging knowledge of the world through travel and exploration. Having at hand the possibilities offered by technology, internet, easily accessible information and their fast-spreading networks, the hotel companies create their own imprint. While quantity can bring benefits, quality remains a crucial feature for the brand to be recognized by the public as one that deserves to be associated with professionalism, class and worth.
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