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Marketing essentials can be referred to as the main strategies, tactics, and principles that are necessary for creating and adopting efficient campaigns of marketing. These are the main elements that companies or businesses require to concentrate on to encourage their services or products, entice consumers and attain their goals of marketing (Blytheand Martin, 2019). It involves recognition of the target markets and needs of the consumers, advancing a unique value proposition and the strategy of position, producing and communicating a robust brand identity and advancing a plan of marketing and its budget (Ling et al., 2021). In this assignment, the marketing essentials of two multinational hotel chains, situated in the UK are compared and evaluated. 
The first multinational hotel brand chosen for this assignment is InterContinental Hotels Group (IHG). It is a multinational hotel organization and is situated in Denham. It is by far the greatest hotel organization in terms of the rooms it has. Around 6000 hotels of this organization are functional in around 100 countries across the world (ihgplc.com, 2023). The second multinational hotel chain used in the assignment is AccorHotels. It is a French multinational organization that is functional in the UK and even across the world. It is operative in 100 countries with around 4800 hotels and it comprises brands such as Novotel, Sofitel and Ibis (group.accor.com, 2023). It is a hotel chain based out of the UK, the Fairmount Group, in the year 2016, luxury hotels like The Savoy in London with its portfolio. 
Both these chains are suitable for the research because they are well-known multinational hotel chains as well as quite popular. They have a robust presence in the country and across the world. They provide service of quality nature along with unique experiences and luxurious amenities. Both of them enjoy a considerable share of the market in the hospitality sector. 
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In the year 2003, IHG was founded with the help of the merger of the British Hotel Company, 6 Continents and the hospitality company based out of the US, IHG. Previously, the company concentrated on the advancement of its brand and stretching its global footprint (ihgplc.com, 2023). They launched new brands of hotels like Even Hotels and Hotel Indigo and stretched their present brands into the new market. Lately, the company has been focusing on consumer engagement and digital marketing. They have introduced a mobile application that enables consumers to book rooms, handle reservations and receive customized offers (Favia and Buzdugan, 2022).
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The company has a varied portfolio of brands of hotels that adhere to distinct kinds of travel and consumer needs. They own luxury brands like InterContinental and brands of upscale nature like Hotel Indigo and Crown Plaza and medium-scale brands like Holiday Inn Express and Holiday Inn. This varied portfolio enables IHG to appeal to a wide variety of market segments and consumers (ihgplc.com, 2023). The company has made sustainability a chief segment of its strategy of marketing. They have introduced their Green Engage Program, which aids the hotels to decrease their environmental influence and bring improvement in their operational effectiveness (ihgplc.com, 2023). They even encourage the idea of sustainability to their consumers by providing options that are eco-friendly like energy-effective amenities and recycling programs. 
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In the year 1967, AccorHotels was founded and since then it has developed through a sequence of partnerships and acquisitions across the years. In the year 1990, the hotel chain expanded into markets like South America and Asia and it has even introduced its loyalty program such as AccorHotels Club. In the year 2016, the company acquired hotel groups of luxurious nature like Fairmont Raffles Hotels International, which added numerous high-end brands like The Plaza in New York and The Savoy in London. Lately, the company has started concentrating on innovation and digital marketing (group.accor.com, 2023). They have introduced a new mobile application and a new website that provides a customized experience of booking for consumers. They have even formed alliances with travel agencies that operate online and social media podiums to reach new consumers and entice a greater number of bookings. 
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The company have luxury brands like Sofitel and Pullman and other brands of upscale nature like Mercure. Moreover, the company has made investments in technology like virtual reality to offer consumers an immersive and unique experience of a hotel. The hotel chain has concentrated on a loyalty program namely, AccorHotels Club, which provides rewards to consumers for always choosing AccorHotels with exclusive advantages such as late checkout, early check-in and upgrades of the room. This program has been a main segment of their strategy of marketing, aiding them to establish consumer loyalty and encourage repeat bookings (Kim, 2020). 
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As of the year 2021, 	IHG can be regarded as one of the largest hotel chains in the number of rooms and properties. Presently, the hotel chain is functional with 6000 hotels in 100 countries and in total it owns about 890,000 rooms. In the year 2020, the hotel chain company registered revenue of about $2.4 billion (statista.com, 2023). It decreased from the year 2019 from $ 4.6 billion because of the influence of the pandemic on the hospitality sector. The market capitalization of the country as of May 2021 was about USD 12.9 (statista.com, 2023). The company has received various recognition and rewards for its initiative of sustainability and for its hotel brands. For instance, in the year 2021, IHG was regarded as the largest hotel brand in the world for about the 14th successive year during the World Travel Award. It was ranked first among the most admired companies in the world in the fortune list of the year 2021. 
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The hotel chain has around 4800 hotels which are functional in 100 countries across the world and it has 740,000 rooms. In the year 2020, the company’s revenue was around € 2.2 billion, a reduction from €4.0 billion in the year 2019 because of the influence of the pandemic on the hospitality sector. The market capitalization of the company as of May 2021 was around €7.2 billion. The company has received awards and recognition for providing luxury services to its consumers (group.accor.com, 2023). For instance, Sofitel was awarded the leading luxury Hotel Brand in the year 2021. Further, the company or the hotel chain was ranked first in the category of Best Employer in the world in the year 2020. 
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Discussed below are certain main present marketing strategies of the company:
· Reward club: The loyalty program of the company enables the members to make points and redeem them all over their portfolio of the brand's hotels. The company makes use of information and analytics to customize experiences and offers for members, which aids them to attract loyalty and enhance repeated bookings (Boediman et al., 2021). 
· Direct booking: The company encourages the consumers or the guests to do direct bookings with the help of their digital channels like their mobile application, and website by providing special benefits and rates to direct the bookers (Dashper, 2020). This aids them to decrease expenditure and enhance revenue. 
· Customization: The company make use of analytics and data to customize the experience of their guest at every point starting from communications during pre-stay to amenities of the room and the follow-up made post-stay (Aladag et al., 2020). This customized technique aids to generate experiences of memorable nature and encourage loyalty. 
· Campaigns of the market: The market campaigns of the company are concentrated on focusing on their unique offerings and hotel brands like culinary experiences, local culture and wellness programs.
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The marketing strategy of AccorHotels is discussed below:
· ALL: The loyalty program of AccorHotels (ALL), provides members, with customized experiences and advantages all over their portfolios of brands of the hotel. 
· Sustainability: The multinational hotel chain has a robust commitment towards sustainability and has introduced numerous initiatives having the aim of decreasing their environmental influence and encouraging sustainable practices (Tekeli and Kasap, 2023). The initiative comprises of decrease in waste and consumption of energy and investment in renewable forms of energy (group.accor.com, 2023).  
· Innovation: The company is concentrated on leveraging technology to increase the experience of the guest with the help of the application of room entry that is keyless and check-in with the help of mobile. 
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· The company has launched an online sustainability podium known as Green Engage, which aids its hotels to handle their environmental influence and decrease the consumption of energy. This podium has enabled the company to decrease its energy consumption by 11.7% since the year 2013 (betterbuildingssolutioncenter.energy.gov, 2023).
· The hotel chain has attained green certifications like LEED. This certification has ascertained the commitment of the organization towards sustainability and aided to entice environmentally conscious consumers (betterbuildingssolutioncenter.energy.gov, 2023).
· The company has combined design practices of sustainable nature into their hotel advancements projects, like the application of energy-effective lights and sourcing materials that are sustainable (Franzoni et al., 2021).
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· AccorHotels has introduced a sustainability program called Planet 21, which has the goal to decrease the environmental influence of their functions and encourage practices of sustainable nature throughout their chains of hotels (Calinaud et al., 2021).
· The company has included eco-friendly messaging into their campaign marketing like focusing their initiatives on sustainability and encouraging the practice of eco-friendly nature to the consumers (Sonawane, 2020). For instance, the program "Green Key" enables the guests to say no to daily housekeeping to encourage practices of sustainable nature (group.accor.com, 2023).
· The company has formed alliances with the companies like the development program of the UN to encourage sustainable practices and decrease their environmental influence. 
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Therefore, it is evident that both hotel chains have made sustainability and green messaging their chief strategy of marketing. The loyalty program of IHG concentrates on providing customized experiences, whereas AccorHotels concentrates on providing members with special offers and discounts. The distinction in the positioning of the brand is replicated in their strategy of marketing and even target consumers. 
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