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This essay highlights the different types of marketing that two of the largest hotels use, as well as the ways in which they retain or attract their customers. Marketing strategy assists in the investigation of areas influenced by business effectiveness and, as a consequence, supports in the growth of an organisational plan to satisfy customer expectations. Based on market research data, it assists in identifying suitable price for an organization's goods and services.


For many years, hotel companies have adopted branding strategies. One of the motivations for branding is to reach out to a wide range of customers, from the affluent to the less affluent, and to build client loyalty (Genc, 2010). In order to establish a long-term relationship with the guest, strategic branding is essential. The internet distribution, online marketing, sustainable development programme, loyalty programme, and digital marketing strategies of the Accor Hotel Group were examined (O’neill, 2014). The company operates a dependable reservation system and engages in a variety of other marketing operations to promote its brands. In order to remain competitive, hotel corporations must invest heavily in branding. For many years, hotels have made extensive use of branding. Many hotel corporations have created a variety of brands in order to appeal to a wide range of customers. In the hospitality business, branding builds consumer trust and boosts guest pleasure (Olsen et al, 2015). Hospitality owners and investors have been able to make franchise and management contracts by using brand names. Hospitality companies such as Hilton and Mariott  employ this method extensively to expand through franchise and management partnerships. These hospitality businesses claim that brands assist specific hotels in increasing occupancy and room revenue. Consumers can trust brands because they provide information about the product's performance and reliability. Hospitality clients place a high value on the quality, appearance, and reputation of services while making a decision (Cunill, 2006). Accor has been able to enhance its brand awareness by opening hotels in a variety of nations. Accor has found it simpler to expand into new profitable markets as a result of this circumstance (Accor, 2015). Accor Hotel supply consisted of 39 percent managed hotel subsidiaries, 33 percent management contracts, and 28 percent franchise contracts. In addition, economy and low-cost hotels accounted for 48% of total hotel supply, mid-scale hotels for 37%, and luxury and premium hotels for 15%. (Accor, 2014). Hotel firms used advertising to increase brand and hotel awareness and to set themselves apart from their competition. Advertising effectiveness has an impact on product distinctiveness and brand value. As a result, O'Neill, Hanson, and Mattila (2008) suggest that a high level of advertising is linked to brand equity. The marketing team of the Accor Hotel Group engages in a variety of marketing initiatives in order to build brand recognition and loyalty by providing outstanding service. Annual marketing efforts to develop new business and public relations possibilities are one of them. Marketing programmes for Accor Hotel are created by the marketing staff to improve occupancy, particularly during quiet seasons. Advertising, direct marketing, internet activity, and national advertising are all possible with the help of strategic marketing agencies. Advertising efforts for the Accor brand cost 100 million euros (Accor, 2015). For their brand names to be in the associated holiday campaigns, Accor has formed strategic partnerships with the top marketing firms. In the first section, several basic branding ideas such as brand equity, brand extension, market positioning, and brand loyalty were covered. Marketing methods include changes in the hotel portfolio offering, varying pricing levels, a communication and content marketing plan, and collaborations with all players in the hospitality sector. Accor Hotels' digital marketing strategy covers customer acquisition, distribution, guest experience, and customer retention. In Accor Hotels' pull strategy hotels, traditional marketing channels are combined with digital social media marketing, brand sponsorship search engine marketing, and collaborations with metasearch engines. Accor has prioritised the safety of its guests on a daily basis for more than 50 years, thanks to the strict sanitation and cleanliness standards adhered to by all of its brands throughout the world. They have pushed those standards even further by developing the ALLSAFE brand of cleanliness and prevention in response to the Covid-19 pandemic and to safeguard the safety of visitors and staff when hotels reopen. As a result, Accor has decided to provide its conferencing services to small groups who require hybrid meetings.
ALL CONNECT gives business travellers the option of combining real and virtual meetings. The concept is primarily aimed at smaller groups (8 to 50 people) who may interact with colleagues, clients, or suppliers through Microsoft Teams in dedicated and fully equipped conference rooms in Accor hotels.

Hyatt International was founded in 1968 and later became a publicly traded corporation.
On December 31, 2004, the Pritzker family's hospitality holdings, including Hyatt Corporation and Hyatt International Corporation, were merged into a single company, which is now known as Hyatt Hotels Corporation. The Board recognises that resolving the concerns of other stakeholders, such as colleagues, guests, property owners, suppliers, the general public, and inhabitants of the areas in which Hyatt Hotels Corporation operates, is beneficial for investors' long-term interests.. Hyatt has a vast brand portfolio, and the company's management is working hard to develop it in any manner possible so that it may become one of the world's largest businesses. Second, the firm aims to get access to places where there are a large number of passengers but where the company's presence has yet to be established. The firm is required to build new franchised locations, which must be done by third-party developers. In addition to engaging in the development of buildings that would be managed by Hyatt Hotels Corporation brands, the firm must convert and refurbish existing non-Hyatt properties. The Hyatt Hotels Corporation selected a worldwide approach for its lower-tier Hyatt Place brand because it believed the brand had potential for development not just in the United States, but also globally. In past years, marketing efforts had great outcomes. Product, Brand, Place, and Price are the categories that have produced the best outcomes. Hyatt is committed to dominating the industry by offering the highest-quality services and products in a beautiful setting. A specialised staff of researchers works to provide feedback on everything going on in the organisation, ensuring that it fulfils the needs of both the visitors and the firm. Hyatt Hotels' marketing strategy examines the brand using a marketing mix methodology that takes into account the four Ps. Product innovation, price strategy, and promotion planning are only few of the marketing techniques available. In Hyatt Hotels' marketing strategy, the product strategy and mix are as follows: Hyatt Hotels is one of the world's largest premium hotel brands, providing clients with luxury hospitality services. Hyatt Hotels is one of the world's most prestigious premium hotel brands, providing clients with world-class hospitality. The firm is committed to leading the industry by offering the highest-quality services and goods in the most beautiful manner possible. Hyatt will first market the brand to its current customers before seeking out individuals who are interested in the highest tier of the all-inclusive business. Rather of using traditional methods such as a print campaign or television ads, Hyatt will rely on digital and social media to increase brand awareness. Cross-functional group of recognised medical and industry advisors—including specialists from Cleveland Clinic—to assist us fine-tune safety standards and examine many elements of the whole hotel experience. Hyatt has launched three efforts to minimise the usage of single-use plastics in its hotels across the world. Hyatt will take the following steps to minimise waste at its hotels across the world: Replace typical small bottles of shower gel, shampoo, conditioner, and lotion with large-format bathroom amenities.
Increase the number of water stations in public areas for visitors who want to refill their reusable water bottles.
For meetings and gatherings, provide water in big containers such as carafes. On demand, bottled water will still be available.
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