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A Comparison of the Marketing Methods of “Ritz Carlton” and “Best Western”
[bookmark: _Toc118371904]Introduction
This paper compares and contrasts the marketing strategies of two international hotel chains. The Ritz Carlton and Best Western hotels have been chosen for this project. This article discusses the marketing decisions and strategies of the selected hotels. Furthermore, this article provides some historical context as well as modifications that have been done in the marketing components of the selected hotels. This article discusses the current and historical market positions of Ritz Carlton and Best Western. Aside from the selected firms' market positioning, the current marketing tactics of the selected organisations have been analysed and contrasted. Furthermore, notable considerations made by firms in their marketing in regard to their sustainability and green messaging have indeed been addressed inside the study. Finally, the positioning of these two selected firms since the Covid-19, as well as the marketing messages delivered to their clients, are discussed.
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The first organisation chosen for this study is the "Ritz Carlton." The Ritz Carlton is one of the most well-known hotels in the world. Typically, business travellers and conferences markets are the traditional Ritz Carlton catering markets. Ritz Carlton is a well-known brand under the Marriott International Hotels Group. The Ritz-Carlton Hotel Company, LLC is an American multinational corporation that manages The Ritz-Carlton premium hotel chain (Ahmed and Rahman, 2015). The corporation operates 108 luxury hotels and resorts with 29,158 rooms in 30 countries and territories, as well as 46 hotels with 8,755 rooms scheduled for the future. When the former proprietors transferred the Ritz-Carlton brand name and the Ritz-Carlton hotel in Boston in 1983, the new firm was formed. Best Western, on the other side, is a well-known hotel chain all over the world. Best Western Properties & Resorts is a privately held hotel brand headquartered in Phoenix, Arizona, with a global network of roughly 4,700 hotels in over 100 countries and regions (Baltes, 2016).Best Western has 18 hotel brands to meet the demands of builders and visitors worldwide. To satisfy the demands of today's leisure and business travellers, Best Western offers a diverse array of hotel accommodations in every chain size category. Best Western is regarded a bargain hotel, and this company often caters to vacationers who wish to experience high-quality hotel services on a limited budget. The Ritz Carlton and Best Western hotels were picked for this article because they belong to two separate marketing categories, which would be useful in analysing the marketing tactics of these resorts and hotels (Meng and Chatwin, 2012).
Ritz Carlton and Best Western have both used digital marketing options to promote their marketing strategy. It is a technological and globalization era. To be prosperous in this day and age, a company must be digitally upgraded (Yeu et al, 2012). As a result, each of these firms have opted for digital market options. They may quickly contact more clients and increase their organisation by utilising digital marketing solutions. Nevertheless, they have only just begun to use digital marketing possibilities. Previously, they depended primarily on direct marketing alternatives, and they built their businesses utilising such marketing approaches. However, in this new period, businesses needed to modify their techniques and employ digital choices.
Both the Ritz Carlton and the Best Western pertain to separate market sectors. Because Ritz Carlton is a premium brand hotel and service, and Best Western is a bargain hospitality company, the market positioning of such two hotels differ (Kumar and Ghodeswar, 2015). Best Western is the fifth biggest hotel brand in the UK in terms of the number of hotels and rooms managed. Best Western, on the other hand, competes in the budget and low-income market segments. Ritz Carlton, on the other side, is a portion of premium hotel chains and competes in the premium hotel companies (Thamrin, 2012). As a result, it presently retains one of the top places in that category. This is the world's second largest luxurious hospitality company.
Various sorts of marketing tactics and methods can be adopted by various firms. An organisation normally chooses its marketing tactics and segments depending on many aspects such as desired outcomes, goals, and entire company priorities (Kim and Park, 2013). The same holds true for Ritz Carlton and Best Western hotels. Each of these companies choose their marketing tactics and techniques based on their objectives and purposes. As one of the premium hotels, Ritz Carlton is now employing a market differentiation strategy. The basic idea behind market differentiation strategy is to penetrate new markets with various offerings (Toma and Grădinaru, 2018). Because this corporation caters to business people and provides services for conventions and other business meetings, they are attempting to reach new markets with new goods. This company is attempting to extend its operations into a new geographical location. The Ritz Carlton, on the other hand, did not always adhere to the market differentiation approach. When it originally began its adventure, it used a combination of market penetration and market development strategies. Best Western, in contrast side, is a budget hotel that appeals to guests with comparable limited wage. This organisation is now using a market development approach. The fundamental idea behind market development is to sell current items into new markets (Išoraitė, 2015).This firm's major objective is to take its operational processes to a new territory, which may be accomplished by adopting a market development strategy. 


It may be challenging for the business to achieve its goal of increasing its operational operations if it does not use a market development approach. The firm may be able to achieve its goal by bringing its existing services to a new market with the aid of the market development technique (Ciriković, 2014). Despite Best Western is now implementing a market development approach, this company previously employed a market penetration strategy in order to begin their business. As could be observed, each of these firms employ distinct marketing strategies (Khodaparasti et al, 2015). Best Western has a market differentiation approach, whilst Ritz Carlton employs a market development plan.
Best Western and Ritz Carlton have made distinct considerations in terms of sustainability and green message. To get a competitive advantage in the market, it is critical for a company to take initiatives that will aid in sustainability and green message (Ateba et al, 2015). Currently, most consumers are environmentally sensitive, therefore they want to be connected with firms that promote green message. In the instance of Ritz Carlton, this business is actively attempting to decrease its carbon footprint in order to deliver green messaging and contribute to sustainable development. As a result, they employ marketing and operational operations with a minimal carbon impact. Best Western, in contrast side, had limited their usage of plastic for the same reason. Because plastic has a detrimental influence on the environment, it may convey a negative message to Best Western consumers. To prevent such a problem, this organisation has reduced its use of plastic and boosted its use of recyclable items (Kim et al, 2014). This provides a positive message to the company's customers.
During Covid-19, all hotel and resort operating operations came to a halt. The tourism business suffered greatly as a result of the epidemic, since the whole world went into lockdown. In during quarantine, all functional operations at both the Best Western and the Ritz Carlton were momentarily halted in order to preserve social distance and prevent the virus from spreading. By suspending all operating activity at both of these hotels, they convey a message to their consumers that they concern about the public health and the environment while suffering a significant loss and a declining net profits. Nevertheless, as the situation normalises following the Covid-19, they have suspended their interim operational suspension and are resuming their administrative and marketing operations. Each of these establishments have various precautions in place (Kim and Kim, 2021). For example, at the Ritz Carlton, no one is permitted to enter the hotel without a mask, and there is a hygienic station on the approach in. Furthermore, each client gets the best hygienic services at the Best Western. Following Covid-19, both Ritz Carlton and Best Western had grown extremely concerned about their clients' health and safety, and they are undertaking all essential precautions to ensure this.
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The Ritz Carlton and Best Western hotels were picked for this article because they belong to two separate marketing categories, which would be useful in analysing the marketing tactics of these two hotels. The first organisation chosen for this study is the "Ritz Carlton." The Ritz Carlton is among the most well-known hotels across the globe. This is a high-end hotel services and upmarket hotel chain in the United States. Best Western, in contrast side, is a well-known hotel chain all over the world. Best Western is regarded a bargain accommodation, and this company often caters to vacationers who wish to experience high-quality hotel accommodation on a limited budget. Because Ritz Carlton is a premium brand hotel and services, and Best Western is a cheap hospitality company, the market positioning of these two hotels differ. Ritz Carlton and Best Western have both used digital marketing options to promote their marketing strategy. Best Western has a market differentiated marketing strategy, whilst Ritz Carlton employs a market development plan. Best Western and Ritz Carlton have made distinct measures in terms of sustainability and green message. Following Covid-19, both Ritz Carlton and Best Western have grown extremely concerned about their clients' safety and wellness.
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