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Accor and Wyndham are the chosen multinational hotel chains. Accor SA is a French-based 

international hospitality company that possesses, functions, and rents guesthouses, motels, and 

holiday homes. Accor is currently the 6th largest hospitality business in Europe and around the 

globe as well, (Accor Group, 2021). Wyndham Hotel and Resorts is the leading hospitality 

business in the United States. These two firms are the industry frontrunners sites, according to 

market offerings. Accor initially targets the market's upper-class segment with luxury offerings at 

a premium price. Wyndham, on the other side, pursues distinctiveness and cost leadership, (WHG 

Corporate, 2021). These hotels were chosen to compare their marketing strategy and its 

effectiveness in their various target markets. This essay compares two organizations' strategies 

under various market scenarios. 

 

Accor is a global hotel company with properties in 92 countries. The hotel's offices are in Paris, 

France's capital. In 1967, Gérard Pélisson and Paul Dubrule founded this hotel, which today has 

over 3600 franchisees worldwide, (Accor Group, 2021). It offers affordable, budget-friendly, and 

upscale hotels. This corporation encountered numerous obstacles in its initial years of operation, 

most notably in obtaining high-end clientele. The Accor group targeted the high-end part of the 

market, where the customer chooses premium services at a hefty premium, (Kızılırmak, 2016). 

However, strategies in day-to-day company operations are evolving, and Accor has adopted a 

strategy of differentiation to grab a bigger portion of the marketplace and position itself over 

excellence. 

 

In opposite side, Wyndham International marketing purpose is to provide a guest-centric living 

experience at every level, (Jones and Hillier, 2014). Wyndham developed its promotion approach 

on a specific object fragment whose needs and prospects aligned with the business's possessions 

and capabilities, subsequently segmenting the vast, diverse user market into separate sets with 

shared characteristics, (Jones and Hillier, 2014). Wyndham developed a clear positioning 

statement that may help clients form an accurate mental image of the offered goods after 

fragmenting the user marketplace and picking the appropriate target marketplace, (Piccoli, 2015). 

To undertake these, Wyndham built hotel separately to be an extension in the located areas, 

permitting guests to experience the town's vibrancy straight before they leave the guesthouse. They 

provide a native trip attendant who shares expertise related to the native customs and gives visitors 

to their product advertising situation a clear picture of the location. "We think that travelling ought 

to be about creating enduring memories, but given present marketplace circumstances, travellers 

are willing to forego meaningful experiences to save money," said Josh Lesnick, Chief Marketing 

Officer of W.H.G. It is a leisure activity for the tourism industry to democratize privileges – it is 

around more than just receiving a decent price; it is approximately devouring the freedom to see 

the globe however individual wishes, (Lodging Magazine, 2019). 

 

Accor positions itself as a premium service provider, providing accommodation services and other 

supporting services. Accor targets the marketplace's upper-class segments, and their goods have a 

luxury design for the premium consumer. Wyndham, on the other contrary, differentiates itself 

through distinct offerings and a cost-cutting strategy. Wyndham has developed capabilities for cost 

reductions underneath the marketplace mediocre and scale economies; this will be a natural 

appropriate for the approach of cost leadership approach, (Wilson, 2019). Additionally, Wyndham 

Resort Corporation has indeed built close collaboration among its numerous functional divisions. 

Constructing the most excellent distribution routes, utilizing cutting-edge technology to assistance 



manufacture procedures, implementing lean business principles, and establishing a robust 

negotiating situation when determining reasonable charge are all indicators of inaugurating a cost-

dominant competitive lead. The differentiation strategy, which tries to create brand loyalty 

(Conklin, 2010), places a premium on luxury items. Wyndham also practices differentiation 

leadership by emphasizing product reliability, durability, benefits, and distinctive traits, as well as 

by fostering high brand awareness and increasing marketing expenditures through celebrity 

endorsements and sponsorships. 

 

When comparing positioning strategies, Wyndham's posture is stronger in light of the present 

market environment. Globally, pandemics generate unstable economic conditions, and tourism is 

one of the worst-affected businesses, as travel restrictions have been in place for an extended 

period, (Ogbeide, 2020). People's incomes are also decreasing daily, and as a result, many pick 

less expensive recreational options or avoid travel altogether. In this environment, enterprises must 

pursue differentiation methods in order to maintain their strength and compromise economical 

alternatives. 

 

Accor Corporation has pursued a penetration approach for emphasizing product improvement in 

order to attract customers from existing markets, (David, 2018). This approach is obvious by the 

portfolios, marketing competences, and purposes of the commercial. To begin, Accor Corporation 

is by now established in all key market fragments.  

 

Additionally, the firm is not now in the market for new merchandises, favoring to distillate on 

increasing hotel capability and developing new-fangled properties beneath actual brand names. 

The Ansoff growth matrix is a straightforward and useful tool for strategizing product or market 

development strategies. The matrix identifies four potential avenues for expansion by examining 

techniques for expanding through existing and new commodities, as well as new or existing 

markets. Finally, market penetration is the least risky of the four approaches defined by the Ansoff 

Matrix and may be quite beneficial for increasing market share. Wyndham's marketing approach 

is designed to bolster the value proposition of its customers. This component of the Marketing 

Strategy demonstrates how the company will respond to consumer needs. Wyndham Hotels 

Resorts Inc should differentiate its product by its design, name, and services in order to compete 

in a crowded industry. While developing a product plan, factors such as superiority, diversity, 

features, wrapping, trademark, name, and supplementary facilities should be addressed. The 

comparison of marketing tactics Accor's marketing approach is value-driven, and in today's 

competitive commercial environment, client inclination is critical for success. The customer and 

marketing approach adopted by Wyndham is the perfect suited for this dynamic business 

environment, and consumers are consulted as part of this process. 

 

The process of creating and maintaining a facility that provides separate environmental and social 

benefits is known as Sustainability branding, (Martin, 2015). Only a business that can persuasively 

articulate specific and significant sustainability benefits can be considered defensible. 

Environmental branding or sustainable marketing is a relatively new concept for businesses that 

have demonstrated increased effectiveness in recent years, (Shawver, 2014). Both businesses use 

solar dynamism to reduce the host country's feasting of resources and a water treatment scheme 

equipped with a sophisticated water-saving commode that reuses greywater through the 

methodical arrangement. Reuse and recycle, one-time purchases should be minimized, and 



preference should be given to commodities that can be recycled or reused, (Garg, 2015). These 

businesses can present themselves as environmentally and socially responsible through defensible 

branding, and zero controlling of waste can send a strong message to the industry as a justifiable 

and sustainable company. While waste can be minimized via prudent forecasting, reprocessing, 

and recovering, it cannot ever be eradicated. Its zero-waste programs contribute to environmental 

protection. The European Union and other countries, as well as tourism alliances, impose a variety 

of sustainability norms, (Palmer, 2017). As a result, both firms' sustainability practices are 

remarkably similar. 

 

Tourism and the hotel industry have been particularly hard hit by the outbreak. Business operations 

have begun to resurface, but previous tactics are no longer effective, (Ogbeide, 2020). Businesses 

must adjust their positioning in response to market conditions. Due to the fragile economic 

environment, Accor's new posture precludes enterprises from offering premium prices and 

maintaining a luxury approach. Rather than that, organizations must pursue a strategy of 

differentiation and cost leadership, (Ogbeide, 2020). Pandemic also sends a strong message about 

the importance of environmental protection, (Assaf and Scuderi, 2020). Otherwise, it must 

perilously exact its vengeance. On the other end, Wyndham engages in sustainable branding as 

well. Sustainability branding enables firms to save money through resource efficiency, the use of 

recyclable and reusable products, and improved waste management. The pandemic has shown the 

world how important the role nature plays in our life which is being infecting on a continuous basis 

through miles and factories, unplanned waste management and so on.  

 

Customer sensitivity and ecological conservation efforts are increasing, making it more difficult 

for customers to accept any offer that is harmful to society or the environment, (Assaf and Scuderi, 

2020). Customers have countless options in today's competitive marketplace, and they want the 

best bargain available in terms of finance and morals. 

 

Strategy techniques and positioning for Wyndham hotels and resorts are the most effective in the 

competitive business, allowing the company to gain market share throughout the world. The term 

"differentiation and cost leadership" refers to the practice of developing new services or products 

at a lower cost than rival enterprises, (Pastine, 2015). Although Accor's luxury offering may take 

a significant share of the European market, the company's market expansion is limited outside of 

Europe. In addition, the cost leadership method encourages environmental branding to decrease 

resource costs, as well as the use of recyclable and reusable products, resulting in more cost-

effective business operations and operations. Another issue that has a detrimental impact on the 

tourism industry is the pandemic, and firms must adapt their current procedures to improve their 

financial conditions. Differentiation and effective service delivery while keeping safety 

considerations in mind are the primary measures that could aid in the resurgence of this industry, 

(Tinsley and Lynch, 2017). Furthermore, sustainability branding contributes to the protection of 

the environment and the practice of corporate social responsibility in the business’s operations. 
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