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The hospitality industry is one of the most competitively tough ground industries that have the potential and rivalry of more than hundreds of international and local businesses that are present in the industry with many unique and innovative types of marketing methods to lure consumers and run their businesses in a different approach than the rest. The hospitality industry is a vast profile filled with many types of responsibility such as food, services, hotels, and accommodation that are consumer-centric. The essay has been based on two very different types of hotel chains that are a major force of the hospitality industry and follow a very different type of marketing strategy that is unique and stands out to create a presence in the hospitality industry. The hotels chosen for the hospitality essay are Accor and Premier Inn respectively. Accor is an international chain of hotels that has a presence in more than 110 countries worldwide (Accor.com, 2021). The Accor group has been formed in France and is amongst the largest hotels chain in Europe and also the fifth largest hotels chain in the world. The other company chosen in the essay would be Premier Inn, the company is one of the largest group of hospitality groups that is present all over the UK and has more than 700 hotels in the region, it is mostly known in the YK region as the leading group of the hotel chain that is present in the market (Premierinn.com, 2021). The other position and locations that the company is present in are in five more countries such as Ireland, UAE, Qatar, and Germany (Premierinn.com, 2021). 
Accor has been a well-recognised business in the hospitality sector as the hotel's chain is present in more than 100 countries, the group was formed 50 years in France. Accor was formerly known as Novotel and it changes its name in the Accor in the year 1983 (Accor.com, 2021). The historical marketing methodology has been mainly focused on many other sections and methods through which tries to segment all the consumers according to the market that it is present in. the hotels are widely successful in using the marketing strategy that currently has been same. It changes the approach in the year 2007 when the group decided to focus on multi-brand strategy and expand further making sure that all types of markets and segments of the market were utilised through the creation of other forms of income. 
Premier Inn is a subsidiary brand of Whitbread. The Premier Inn hotels and chain has been majorly focused on a single location for most of its history and that is United Kingdom. The company has been acquired in the year 2004 and renamed the hotel's chain to Premier Inn (Premierinn.com, 2021). The history of the marketing strategy of Premier Inn has been consumer-centric from the start as it involves the employees to interact and create a positive position in the consumer mind. The Premier Inn hotel has majorly been present in the UK and it has expanded around 800 hotels in the region which makes it the strongest company in the region (Businesstravelnewseurope.com, 2021). 
The hotels were chosen for having a different approach in there marketing strategies across the globe. Currently Accor focuses on multi brand and differentiation strategy that allows them to target major part of the market and also increase their market share in the world at all locations. While Premier Inn tries to become unique and differ from the competition and refer to being segregated and unique strategies that make it unique from other competitors in the market.
The current marketing position of Premier Inn can be explained through their unique marketing strategy that has been focused on “good night guarantee”, the strategy has been based on the consumer experience that promises the consumer its money back if they did not get a good night sleep in their hotel  (HospitalityNet.com, 2021). The strategy has been very unique putting them in a unique and different position than their regular competitors in the market. The Accor hotel has also been able to create major changes in the strategy that allows them to target all types of consumers in the market
The current strategy that Accor follows is high value and market penetration method which it does through many different methods such as using and having many different types of hotels chains which are very different and has focused on many types of market. There are premium types of hotels that target mostly on providing premium and valuable consumers that are of high spending nature (Thams et al. 2020). The Accor hotels also have many major hotels that are a mid-scale range that focuses on being cheap and affordable to the other consumer range that demands value for money. Premier Inn has been known to follow a similar type of fraction of marketing strategy where the major focus of the hotels has been to target the mid-scale consumer by providing affordable charges and prices to the consumers for services and products to the consumer. 
The current marketing strategies of both companies have hugely shifted from the past practices due to the changes in the current market. Premier Inn has been known to focus on digitalisation of the experience to the consumers as the brand has its website and bookings application that allows consumers to book their rooms and services of the company online (Jones et al. 2017). The Premier Inn has been reporting the changes through the application as they reported that after the introduction of their application the sales went up by 5% (Delahaye, 2021). Currently, 70% of the bookings in the hotels have been done through the usage of the internet and online portals of the websites (Freeman, 2020). This has been a huge shift of marketing strategy through which the business was able to achieve great numbers in sales and increase in the consumer through digital marketing.  Accor has been mainly focusing on multi-brand strategy and increasing relationships with major airline companies such as Qatar Airways that would increase their consumer stay (Business Traveller, 2021). The strategy has reached a potential point of utilising digital marketing strategy as the brand has a presence on all major websites that are active currently. Through online services, the company provides major loyalty services to the new and loyal customers of the group and hotels who book services through online and digital platforms (Manns, 2020). 
Both the company have been able to create a change in sustainable practices that assure changes and green message towards the changes in the economic methods and in the consumer changes that are required due to the company changes.  The Premier Inn has been able to create major changes and in their annual report, the gaol has to undertake a 50 % carbon emission reduction by 2025 (Crespí-Cladera et al. 2021). The company has a major role in creating “Force for good. Under which the business has assured and started the practices of 100% recycling of all the waste and not throwing it into the dump (Damnjanović et al. 2020). The company has also installed solar panels in more than 100 hotels across the UK as being the force of a sustainable initiative. Accor hotels and groups have also shifted environmental practices through which the business has been able to reduce more than 30% of the food waste in the company businesses (TravelPulse, 2021). The Accor group has also been known to ban all the plastic straws in the food servings and in all the 110 countries in which it is present (Nga, 2020). Accor hotels have also signed a historical principle agreement with the United Nations for women empowerment in all the businesses that it relates with and increase the women empowerment practices in the business. 
There have been major internal and external changes in the hospitality industry during and while the global pandemic hit the whole world. There were major steps taken from the governments across that globe limiting all the hospitality industry practices to come to a stop (Gheribi, 2018). During the changes and restrictions, there was a huge loss to both the companies Premier Inn and Accor, both the business let go of employees to cut costs and reduce losses (Planetradio.co.uk, 2021). To maintain the regulation and standards due to changes the health and safety policies of both the company changed rapidly. Both the business focused on consumer safety and major health and policy changes were made. The group faced major changes but had resources and support of the inflow of past cash to fight and survive the global pandemic. With a normal life resuming and removal of international and government restrictions, the businesses have tried to establish normal operations again.  Premier Inn and Accor have focused on marketing the safety and being safe in the global pandemic changes and ensured all the consumers that the business has been able to remain open and celebrate the consumers that return to avail services of the business (Bhargav, 2017). Both the business has focused on creating a major marketing campaign that ensures that the business follows all safety and health standards to ensure consumer safety through all marketing channels. 
The above essay has been able to create and evaluate changes that the hospitality industry has been facing through the global pandemic changes. The above essay has been able to evaluate the types of marketing methods and segments that the respective hotels follow. The current marketing position of the businesses was learned and also the sustainable practices that the business follows to maintain environmental and corporate sustainable responsibility in the hospitality industry (Hussain et al. 2020). 
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