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Premier Inn and Accor Hotel are among the largest hotel groups in Europe and the world. Accor Hotel, a French-owned and worldwide operated hotel group, is the largest hotel group in Europe. On the other hand, Premier Hotel is rated as the largest hotel brand in the UK, with 800 hotels and more than 72 000 rooms. Premier Hotels are spread across the UK and other countries worldwide, selling its hospitality to a diverse group of consumers. The sizes of the two companies are one of the factors that make them relevant for comparison based on their marketing approaches. Marketing is an important factor in the growth and sustainability of any business, especially in a highly competitive market (Rajagopal, 2019 p. 15). Premier Inn and Accor Hotel heavily invest in marketing to attract more new customers and retain current customers. 
Marketing is an important tool for growth among organizations within the hospitality industry because it helps organizations advertise their services to customers. However, every hotel must develop a unique marketing framework that would help it create a more appealing image to the consumers than its competitors (O'Shaughnessy, 2014 p. 110). Both Accor and Premier Inn have made significant changes in their marketing strategies since their formation in 1967 and 1987, respectively. According to Harrison-West, Premier Inn was among the earliest companies to invest into prime time TV advertising in the UK. However, its marketing strategies have evolved into the 21st century as it still maintains some of the traditional marketing practices to appeal to different groups of consumers. Accor has also made significant changes in its marketing approach over the years, which keeps the company ahead of the rest in the market. 
Regardless of their success in the hospitality industry, Premier Inn and Accor have changed their marketing approaches over the years to ensure they create a relevant impression to specific groups of consumers. A majority of the companies' marketing approaches in the modern market rely on digital marketing (Parvez et al., 2018). The 21st century is the digital era, which has revolutionized the consumers' access to content and how businesses deliver advertisement content to the consumers (Ali, 2013). Marketing in the digital era is convenient to businesses because they gain access to consumers worldwide compared to marketing in the traditional era, where businesses could only target a specific group of consumers (Maaket et al., 2020). Despite leading the European hospitality markets, Accor and Premier Inn are investing heavily in the social media market as a strategy to enable them to expand their dominance into the global market. Social media marketing is a marketing framework popular in the digital era, allowing businesses to market their products via social media using different strategies (Zarrella, 2009 p. 1). Both Accor and Premier Inn have invested in social media campaigns, which will help to promote the companies’ services, their products, and their prices to prospective consumers. Premier Inn uses social media to popularize its 'dad of the year's campaign, which is the core of its current marketing strategy, while Accor uses social media to popularize its 'Reignite the Love of Travel' campaign, both of which are the companies major strategies to re-emerge in the market in their recovery efforts from the effects of COVID-19 on the industry. 
The similarity between Premier Inn and Accor in social media marketing I is not a surprise. Many organizations are making efforts to capitalize on the advantages of social media to reach as many consumers worldwide as possible (Leung et al., 2017). Organizations with more resources, such as Accor and Premier Inn, have an advantage in the social media marketing era because they can afford to explore all the alternative uses of social media in marketing (Eleftheriou-Smith, 2012). Social media marketing offers greater possibilities, such as big data analysis, which analyses consumer groups and draws conclusions that reflect consumers' behaviour. Both companies have branches worldwide with customers who expect different types of services from the hotels. Therefore, understanding the preferences of each consumer group and communicating to them about the services of the hotels is an effective marketing approach. 
Accor and Premier Inn also benefit from social media marketing because it gives their consumers a chance to immediately reply to the marketing messages. Traditional marketing approaches send one-way messages; from the business to the consumers (Bhayani & Vachhani, 2014). The consumers did not have a chance to respond to the marketing messages and how they portrayed the products and services of the organization (Eleftheriou-Smith, 20212). Therefore, the new opportunity created by social media marketing enables Accor and Premier Inn to get real-time insight into consumers' attitudes about their current services and make necessary changes. 
However, Premier Inn and Accor use different marketing approaches to advertise their services on social media. Two hotels have invested in different campaigns to enlighten their consumers about their services and introduce new services to their consumers worldwide. Premier Inn boosts its dad of the year campaign, which markets the hotel's services to families. On the other hand, Accor uses social media to promote it reignite the love of travel campaign. 
Premier Inn's dad of the year campaign is a campaign that mainly involves celebrity dads. The campaign rewards fathers who have gone out of their busy schedules as celebrities to balance their private lives. The efforts of such celebrities see them spend time with their families and cater for their needs for affection and love while dealing with other aspects of their professions (Turton, 2014). The target of celebrities in the campaign is s strategic factor to attract the attention of many of their followers. Celebrities have gained massive influence in the new era of technology, where many fans follow them and keep up with their daily lives (Turton, 2014). Premier Inn uses the opportunity to reach out to millions of fans of these celebrities by rewarding them with free visits to their hotels. 
The dad of the year campaign solidifies the hotel's corporate social responsibility by indicating the importance of family values. It also uses celebrities as a symbol of the executive nature of its services to its customers. Everyone wants to receive special treatment at a hotel, especially when they pay a high fee for the services they receive (Turton, 2014). The dad of the year campaign reassures consumers that the hotel's services are unique, considering that their favourite celebrities find them impressive. 
On the other hand, Accor uses social media to promote it reignite the love of travel campaign. The hotel company launched the campaign to spearhead the company and its customers through the recovery from the effects of COVID-19. The campaign targets all groups of consumers interested in Accor's services. It gives consumers from different parts of the world to share their travel dreams and aspirations with the company (Travel World, 2020). Eventually, Accor acts on the preferences and dreams of its consumers to give them the experiences they desire. 
Accor’s campaign is a unique marketing strategy because it shifts the attention of marketing to the perspectives of the consumers. Traditional marketing campaigns involved brand owners informing the consumers about their services (Travel World, 2020). However, the marketing strategy depicted through Accor's social media campaign allows the consumers to dictate to the brand owners the services and products they would like. Eventually, the hotel delivers the services desired by the consumers after considering some factors such as the number of consumers interested in specific service and their locations relative to the locations of Accor's branches across the world. 
The use of social media marketing is an effective appeal to green messaging from both Accor and Premier Inn. The campaigns used by the two hotel companies are also important in conveying green messaging to the consumers. Social media marketing is a mode of green messaging because it eliminates posters that could pollute the environment (Joseph, 2011). On the other hand, Accor's campaign allows consumers to express their views on whether they believe that the hotel's services promote a green environment. The dad of the year campaign conducted by Premier Inn also involves celebrities who have shown public commitment to protecting the environment and conservation. 
Accor has shown a more aggressive approach in its efforts to recover from the effects of the COVID-19 pandemic. The reignite the love of travel campaign is meant to reignite the love of people to travel after months of travel bans to control the spread of the pandemic (Reuters Staff, 2021). The campaign asks consumers to explain their desires and travel dreams so that the hotel can make them come true. Accor runs this campaign on the assumption that people's preferences and desires for travel have changed significantly after being locked up for a long time during the pandemic. Conversely, Premier Inn is yet to show aggressive marketing approaches to recover from the pandemic (Kollewe, 2021). The company's social media campaigns are an effective approach because most people interact on social media due to many travel restrictions during the pandemic. However, Premier Inn needs to tailor its marketing messages specifically to target COVID-19 recovery. It should let its consumers understand that its messages appeal to their impressions of the pandemic and what they think should be the way forward to recover from the pandemic. The approach of Accor to this situation is one of the factors that reflect on its sustainability as a market leader in the hotel sector. 
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