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[bookmark: _p4z6pecbxldl][bookmark: _uhqwvnhfoug0]Introduction of the chosen multinational hotel chains- Accor and Premier Inn
Marketing refers to the activities of advertisement and promotions of a company that helps to attract consumers to the business. Marketing is one of the most significant aspects of the business of a hospitality organization and there are various kinds of methods applied by the organizations to have effectiveness and efficiency in the business. 
Accor can be mentioned as a hospitality firm based in France that operates in the global hospitality industry. The firm was established by Gerard Pelisson and Paul Dubrule 54 years ago in 1967 (Accor, 2021a). The headquarters of the firm is based in Issy-les-Moulineaux in France. The current Chairman and CEO of the firm is Sebastien Bazin. There are 5199 branches of the firm all around the globe that contain 260000 employees (Accor, 2021a). In the year 2020, the revenue of the firm was € 1.621 billion (Accor, 2021a).
Premier Inn can be mentioned as a private limited company based in the UK that operates in the Hospitality industry of Europe. The company was founded by Whitbread 34 years ago in 1987 (Premier Inn., 2021). The headquarters of the company is based in Dunstable in the UK. The company provides its services in 6 countries of Europe such as the “United Kingdom”, “Republic of Ireland”, “United Arab Emirates”, “Germany”, “Jersey”, and “Isle of Man”. The current CEO of the company is Alison Brittain (Premier Inn., 2021). The firm contains 800 employees in it and the revenue of the firm was £ 398 million in 2020 (Premier Inn., 2021).
[bookmark: _61xnwojf6idf]Historical Background of Marketing Choices of Accor: Accor can be mentioned as the market leader in the industry of hospitality and lifestyle. In the year 2018, the firm has opened 100000 guest rooms for its customers to meet their needs and requirements (Accor – Newsroom, 2021). It can be elucidated from the analysis of the business structure of the brand that the firm critically pushes its limits to intensify the capacity of the brand to do business with more consumers effectively. The firm consolidated its global footprint by achieving the milestone of expanding its business in 100 countries around the globe. Accor is offering consumers room stay in unique destinations, attractive and bold interior designs by popular room designers in the world (Accor – Newsroom, 2021). In addition, it is also providing services of open living spaces, music, entertainment, and a sustainable environment to the guests to provide them the best experience of living, working, and socializing. The firm offers additional services to its consumers such as clubs, bars, lounges, parking, swimming pool, and others that help to meet the expectations of consumers effectively (Accor – Newsroom, 2021). 
Current Market Position of Accor: It can be mentioned that due to the effects of the COVID-19 pandemic the revenue, operating income, and net income of the firm have decreased. In the year 2019, the revenue of the firm was € 4.0 billion and in 2020 the revenue has decreased to € 1.621 billion (Accor, 2021a). It can be mentioned that the firm operates in 5199 locations around the world and it provides its services in 110 countries (Accor, 2021a). The firm has approx 762000 rooms in different locations all over the world and it had total assets of € 10.546 billion in the year 2020 (Accor, 2021a). 
Marketing Strategies used by Accor: The firm introduced a “multi-brand strategy” in the year 2007 and in 2010 the firm split the "hotel activities” from the “voucher activities” of the business to have more effective and efficient (Lukács and Grotte, 2020). In the year 2013, it reformed its business model by dividing it into two components as "hotel operator” and “brand franchisor” (Cameron, 2021). In the year 2015, the brand decided to expand its business by expanding the services of the firm in the local regions of different countries in the world to attract consumers effectively. The major strategy of targeting customers was avoided by the brand and the main marketing strategy of the brand can be elucidated as the expansion of business to do business with more people (Accor, 2021b).
Accor applies the 4Ps of the marketing mix to have more efficiency in the business and intensify the reputation of the brand effectively. Accor critically aims to provide high-quality products to its customers to retain them in the organization (Im et al. 2021). There are additional services provided by the company such as “eye-care vouchers”, “childcare vouchers”, “ticket services”, “lunch vouchers”, and “restaurant tickets” to attract customers. In addition, it has collaborated with different service operators to provide consumers benefits of “Onboard train services'', “Flight reservations”, “Dining facilities”, and “Entertainment” (Lukács and Grotte, 2020). Collaboration can be deduced as the major marketing strategy of the firm that is helping the firm to become the “Top Global Operators” of the hospitality industry. It has collaborated with more than 250000 organizations and launched its official mobile app to enhance the sales of the firm effectively. For the local regions and rural areas, Accor follows the "Varied Pricing Strategy" and for the popular and upscale properties, Accor applies "Premium Pricing Policy” in its business (Kim et al. 2021). There are various discounts and offers provided by the company to its customers and in addition, the "Bundled Pricing Strategy" has been applied by the firm to attract customers to the firm. The brand applies print media marketing, digital media marketing, and social media marketing strategies in its business effectively (Hu and Olivieri, 2021). 
Sustainability Marketing and Green Messaging of Accor: Accor organizes loyalty programs for its customers to enhance the customer loyalty of the brand effectively. It has applied green messaging approaches such as Low-flow toilets, sealing windows and doors, and low-flow showerheads in its hotels to attract consumers to the hotels.
Accor’s positioning and marketing messages regarding the COVID-19 Pandemic: Due to the effects of the "COVID-19" pandemic 20% of hotels of the company remained closed (Accor, 2021b). The company is now reopening its hotels and it is following the basic health and safety guidelines of the UK government to mitigate the spread of Corona Virus. 
Historical Background of Marketing Choices of Premier Inn: Premier Inn can be deduced as one of the renowned brands in the hospitality industry of Europe and it can be mentioned as a subsidiary of Whitebread that was acquired by Whitebread in the year 2004 for the price of £ 536 million (Accor, 2021b). There were 141 hotels of the firm in the initial stage and it expanded to 500 in 2005. In the year 2015, 700 hotels of the company were opened and from the year 2011, the advertisement activities of the firm were started (Accor, 2021a). Initially, the company invested £ 29 for its promotional activities (Accor, 2021b). 
Current Market Position of Premier Inn: Premier Inn has a total of 78000 hotels worldwide and in the year 2020 the revenue generated by the company was £ 398 million (Magazine, 2021). The company has a huge statutory loss of £ 724.7 million in the year 2020 and it has decreased the business performance of the firm eventually (Magazine, 2021). 
Marketing Strategies used by Premier Inn: The Company has now started online promotion and digital promotion in its business and making substantial investments in its official websites (Linkedin, 2021). In addition, the company is investing in mobile app development to make the processes of online booking effective and enable bookings through third-party websites (CoStar, 2021). The company has implemented affiliated marketing in its business to connect with more people through its business. 
Premier Inn uses 4Ps of marketing strategies in its business that offers good quality rooms and suites to customers with benefits like an attached bathroom, double bed, television, irons, hairdryers, and wifi facilities. The organization follows a "Varied Pricing Strategy” in the business that helps to increase and decrease the prices of products according to the market condition (Kronthal et al. 2020). The company aims to expand its business in popular locations of Europe and it mainly focuses on expanding its business in the UK for gaining more profit. The company promotes its products by providing discounts and offers in print media and digital media (Santos and Silva, 2019). 
Sustainability Marketing and Green Messaging of Premier Inn: Premier Inn has applied green marketing approaches such as installation of CFL lighting, faucet aerators and started using energy-efficient appliances in the hotels to attract consumers.
Premier Inn’s positioning and marketing messages regarding the COVID-19 Pandemic: Premier Inn is following health and safety regulations in the business to eliminate the spread of Corona Virus effectively (Ho et al. 2021). In addition, the company is forwarding messages to the consumers to use masks and sanitizer in the hotels to maintain the health and safety of them and the employees of the organization effectively. 
[bookmark: _anlw6hi1ta7s]Due to the effects of the COVID-19 pandemic, the maximum number of businesses in the hospitality industry is facing critical troubles and there is a need for applying proper marketing methods to eliminate those issues. This assessment critically helps to describe the marketing choices and marketing approaches of Accor and Premier Inn effectively. In addition, it helps to define the current market position of the previously discussed organizations and compare the marketing strategies used by them in their business. This assessment helps to deduce the sustainability and green messaging approaches of the organizations and the messages provided by the officials of the companies to its consumers regarding the COVID-19 pandemic. 
It can be concluded that Accor and Premier Inn both organizations apply significant marketing strategies in their business that are helping the companies to intensify their reputation, brand image, and customer base effectively. However, Premier Inn should focus more on its online marketing approaches to have more efficiency and effectiveness in the business.
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