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The Hospitality industry is a term used to describe the activities of a set of businesses that are delivering accommodation and supporting services to making the service guests temporarily stay comfortable so that the guest staying experience can become enjoyable in return for a profit (Lashley and Morrison, 2017). This Essay shows the comparative marketing practices of two leading worldwide hotel chains of "Accor" and "Best Western" through demonstrating their changing marketing practices over time -modification in segmentation, target and positioning strategy along with brand extension strategy, current market position -number of properties, operating countries, revenue, stock price, etc., existing marketing strategy-4P, sustainability, and green marketing programs and activities, and modification in positioning message in response to the COVID-19 pandemic situation.
Accor is the sixth-largest multi-national hospitality company in the world and the largest hospitality company in Europe that owns, manages, and franchises hotel, vacation, and resort properties. Accor was founded by two friends namely Paul Dubrule and Gérard Pélisson in 1967 in Franch when they had opened their first Novotel. Its vision is “to be the world's most innovative, best performing and most valued hotel company. It is operating its hospitality services successfully across 110 countries with more than 5,000 properties and 10,000 food and beverage venues and has around 3,00,000 employees to serve to their service customers (Accor, 2021)
Best Western is an award-winning largest hotel chain in the world that was founded by M.K. Guertin who was a California-based hotelier in 1946 headquartered in Phoenix, Arizona in the United States. Its vision is "to lead the hospitality industry in superior customer care”. It is operating under a single company brand name with 4,200 independently owned and operated hotels, has around 316,095 quality guest rooms, and 1,076 employees to deliver quality service to their customers across 80 countries (Best Western History, 2021).
These two hotel chains in selected due to their reputation, strong market position and direct competition as both hotel chains are the major players in the hospitality industry.
Segmentation refers to the activity of splitting the market into a category of consumers who share common needs and wants and Targeting is the task of choosing those segments whose needs can be fulfilled through the company market offerings and finally positioning is the activity of generating a positive image in the targeted customer's mind so that the consumers can choose the brand over competing brands or other available options. (Kotler and Keller, 2016).
A common and crucial trend in marketing is to target diverse market segments through implementing an effective strategy of Brand Extension (Dev et al., 2019) through which the hospitality industry is targeting different market segments to serve them operating under several differentiated brand names (Jiang, Dev, and Rao, 2017).
Founding as a First Novotel hotel in Lille Lesquin in 1967, now Accor is targeting diverse hospitality markets through extending its operational activities internationally and serving under 52 different brand names within the seven different categories of Luxury, Premium, Mid-Scale, Economy, Co-working, Entertainment and Business, and position itself as a source of brands of Classic, Collections, Lifestyle, Resorts, Regional and Extended Hotel Stay (Accor, 2021).
Best Western Hotel Chain now serves across 80 countries with 4,200 independently owned and operated hotels and 316,095 quality guest rooms under 18 number different brands targeting both Leisure and Business customers worldwide which had begun its journey as an informal link that recommend lodging establishments to travelers and covered only the entire United States (Bestwestern, 2021).
Marketing through using Traditional media means using a one-way mode of communication media to give marketing messages to customers to promote the product and services of the relevant company. These traditional marketing media includes Televising advertisement. direct mail, advertising on billboards, advertising on paper magazines, on posters, and also include telemarketing activities. And marketing through using Digital media means using an interactive mode of communication to give marketing and promotional messages to the targeted markets. These digital modes of marketing include website advertisements, e-mail, and social media advertising that is advertising on Facebook, Twitter, YouTube, etc. to gain the attention of potential customers through impressive and engaging content marketing and to maintain the current customer base efficiently (Todor, 2016).
Accor hotel chain makes a balance between its traditional and digital advertising media. In traditional media, it gives a message of "Feeling at home wherever you go" in one of its print advertising campaigns where a woman is shown lying in a calm and peaceful environment taking message services of the hotel (Segal, E., 2015). Along with the traditional media, Accor implements digital media advertising. Accor makes its portal "Accorhotels.com" available in 32 different versions worldwide, and in 18 different languages, has 5 different Twitter accounts in 5 languages, rebranded from Accor to Accor Hotel, and receive tremendous success on its "EmojiSearch” campaign (Sehgal, 2021).
Best Western also emphasizes digital media advertising and TravelClick named Best Western "E-Marketer of the Year" for three consecutive years (2012-2014). It converts its hotel managers into social-media-savvy brand ambassadors who gathers social feedback from sites including TripAdvisor, Facebook, and Twitter, and notifies managers of mentions in real-time so they can respond quickly (mktginsight, 2021)
 The current market position of Accor; has 5000 properties, 52 brands, operating in 110 countries, generate revenue of approximately 1.62 billion euros in 2020 (Accor Group: revenue 2020 | Statista, 2021) and its stock price is 31.87 EUR on October 15, 4:04 PM, 2021 (Yahoo, 2021).
The current market position of Best Western; is operating in 80 countries with its total of 4200 properties, 18 brands, and generating revenue of approximately 247 million euros in 2020 (GmbH, 2021) and its Stock Price is 2.0520 USD on October 15, 10:44 AM, 2021(Yahoo, 2021).
The core product of Accor is accommodation services along with other supporting services which are provided under 52 different brands like Raffles, Novotel, and Breakfree, etc. within the category of Luxury, Premium, Mid-Scale, Economy, Co-working, Entertainment, and Business (Team,2021).
Best Western hotels provide hospitality services such as hotel stays, spa, gym, etc. to both business and leisure customers under 18 different brands of Best Western Premier, Sadie, and Aiden, etc. (Team, 2021)
Accor adopts a Value-added pricing strategy through which it sets prices according to the type of its hotel and the products and services offered by the hotel like Premium pricing, mid-premium pricing, and affordable pricing strategy that is service price is determined on the basis of value delivered to guests (Team, 2021).
Best Western takes a diversified pricing strategy through which it gives several pricing options to its clients based on the cost of items included in the service packages to fit clients' budgets (Team, 2021).
Accor is providing hospitality services through 5000 properties across 110 countries headquartered in Paris. Customers can make a reservation using their own and third-party websites (Accor, 2021).
Best Western is delivering accommodation services in 80 countries with 4200 properties headquartered in Arizona. It offers 24/7 services through a central reservation system and customers can book via Booking.com, Expedia, Travelocity, etc. (Best Western International, 2021).
[bookmark: _Hlk85230398]Accor has launched an ad campaign via television, billboards, radio, newspaper, posters, magazines, etc., launched its website and social media platforms for easy reservation and provides booking incentives and loyalty programs for repeat customers (Team, 2021).
Best Western takes a value-based advertising strategy through which it promotes the benefits that customers will get from its offerings rather than just advertising features. It awards loyal customers through its “Join Best Western Rewards Programs” to create customer loyalty and encourage customers to patronage its services again and again and spread positive word of mouth about the company (Team, 2021).
The term Green marketing initiatives are used to describe the eco-friendly activities of both business companies and customers through which both parties can gain their values and fulfill their needs and objectives in a way that the environment does not get polluted and sustain for the future generation. (Fuller, 2019).
Accor committed itself to "opening new ways towards positive hospitality" and take initiatives of positive hospitality-caring well-being of people, healthy food, carbon-neutral buildings; planet 21 programs-dedicated employees, women employment in management level, plant for the planet-objectives of planting 10 million plants by 2021, etc. (Accor, 2021).
Best Western commitment towards sustainability and green marketing is "stay for the planet and stay plastic-less" and its initiatives include stay for the planet- energy saving, water saving, waste management, etc.; stay plastic-less- use crockery and cutlery, avoid the use of virgin plastic bags, straws, etc. (Bestwestern, 2021).
In response to the COVID-19 pandemic Accor has positioned itself as an insuring safe environment through the massage of "live limitless" and taking "all safe officer" program to set priorities of Hygiene and cleanliness, Care and reassurance, social distancing and contactless services, etc. (Accor Pioneers New Hotel Guest Safety Initiative | Cvent Blog, 2021).
Pandemic has caused Best Western to redefine its initiatives of service offerings and service providing an atmosphere to position itself as a brand that set customer safety as their top priority and care a lot about their customer's well-being through taking several initiatives of Face Covering Requirements, advisement, "we care clean" program, maintenance of elite status, and "project C.U.R.E" donation program to help front line COVID-19 fighters (Bestwestern, 2021).
The intangibility of services has made it difficult for the service marketers to communicate about the quality of their services and to differentiate their services from those of similar service providers (McDougall et al., 2019). COVID-19 has caused the service providers of the hospitality industry to rethink their service-providing issues and physical atmosphere. The hospitality industry is applying a relationship marketing strategy to build a profitable and long term relationship with their service customers through implementing many loyal building programs and activities because it costs less to retain existing customers than to gain new customers and undertaking content marketing activities along with traditional marketing tactics to engage and inform customers about their service offerings.
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