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Hospitality industries, such as hotels and resorts, and the supply of other tourist facilities business a significant portion of the modern economy. Many hotels develop into internationally renowned hotel chains with sites in many countries. They welcome customers from all aspects of life and supply their services. Therefore, in order to assure the company's success in terms of customer service quality, financial profitability, and other crucial factors, the management of such a vast business chain must include effective marketing strategies (Van Barneveld et al., 2020). This is necessary to ensure that the organisation achieves its goals. This aim of this essay is to compares and contrasts Crown Plaza and Best Western in terms of marketing strategy, approach history, sustainability, green message, and the effects of the coronavirus on business operations. These names were chosen because they represent renowned hotel chains situated in more than a hundred countries worldwide. Therefore, Crown Plaza and Best Western are chosen for analysing hotel marketing strategies (Olives et al., 2017).

[bookmark: _Toc116143726]Discussion 
Crowne Plaza is an international chain of upscale hotels with its corporate headquarters in London. The majority of its intended audience comprises of conference attendees and business owners. It is owned by the InterContinental Hotels Group, which also owns Holiday Inn Hotels and Resorts and InterContinental Hotels and Resorts (Joshi and Alkonda, 2018). It contains around 431 hotels and 118,000 guestrooms in metropolitan centres, resorts, coastal communities, and major airports. While the Best Western. The Crowne Plaza Invitational is one of the annual events hosted at Foreign (Ryan et al., 2021). This support on the PGA Tour will take place in Fort Worth, Texas. Crowne Plaza Hotels and Resorts has for many years been the event's presenting sponsor (Salvioni, 2016). Additionally, beginning in 2012, they will sponsor Rickie Fowler. Since 2006, Crowne Plaza Hotels has sponsored Andy Priaulx, a British driver who participates in the FIA World Touring Car Championship and has won many titles. BMW continues to support them as an official sponsor of BMW Motorsport (Wario, 2020).
Historical Background of Best Western: The Best Western, also known as BWH Hotel Group, is the second global hotel organisation addressed in this article. Merile Key Guertin founded the company in 1946, and after acquiring World Hotels Collection, it has evolved into a worldwide network of hotel services. The Best Western's 18 hotel brands, World Hotels Collection, Best Western Hotels and Resorts, and Sure Stay Hotel Group are the three largest BWH Hotel Group (Potapova, 2017). The company operates in over 4,700 hotels worldwide, serving consumers from more than a hundred countries. Similar to Crown Plaza Worldwide Holdings, Best Western has modified its marketing strategy (Yuniawati et al., 2019). According to study, Best Western, like other major players in the hospitality industry, faces a series of key difficulties while competing against unprecedented global competition and a transforming socioeconomic landscape. Therefore, in order to maximise business efficiency, marketing plan modifications have always been required (Nurdiana, 2015).
The hotel chain's increasing focus on branding is one of the most noticeable modifications to its marketing strategy. The firm exerts significant effort to preserve the unique characteristics of each managed brand. Best Western has amassed a substantial number of separate brands in order to provide such a vast array of services (Sekarratri et al., 2019).
Current Market Positions of Crown Plaza and Best Western: Before analysing the performance of these hotel chains' marketing strategies, it is essential to examine the current market position of each organisation. Crown Plaza Worldwide Holdings is a significant firm with a market capitalization of over $10 billion and a share price of $150. In addition, a single share of stock costs around $150 (Sekarratri et al., 2019). According to figures from the previous economic year, Crown Plaza's annual sales have reached around $9.5 billion and continue to rise. Due to the absence of publicly accessible information on Best Western or BWH Hotel Group's marketing strategies, a direct comparison between the two hotel brands is not possible (Heriyanto, 2020).
Current Marketing Strategies of Crown Plaza: This study will begin by analysing Crown Plaza Worldwide Holdings and its present marketing approach. The two-way flow of information between the hotel’s corporate identity and its target audience is one of the most vital aspects of its marketing strategy (Mic and Eagles, 2019). This is among the most important parts of marketing strategies. When Crown Plaza and its numerous brands embrace this strategy, they are able to do more specialised research into the desires and needs of their target customers, which eventually improves the firm's bottom line and marketing effectiveness. the Crown Plaza marketing approach is distinctive due to its consumer-centric emphasis, ability to identify itself across brands, and creative brand architecture (Sheresheva et al., 2018). Crown Plaza utilises the vast quantities of data available to them to get a comprehensive knowledge of their audience, and their whole advertising strategy, including radio advertisements, television ads, and social media postings, is personalised to each individual consumer. The marketing strategy of Crown Plaza Worldwide Holdings lays a major emphasis on the consumer, with the ultimate objective of delighting visitors with great service and gaining their devotion (Leung et al., 2017).
Current Marketing Strategies of Best Western: In terms of financial aims, BWH Hotel Group's marketing approach is more advanced than Crown Plaza. the company uses the four Ps of the marketing mix (product, location, promotion, and pricing). Best Western's product strategy incorporates a variety of hotel-related on-site facilities, including restaurants, spas, and fitness centres, among others (Sheresheva et al., 2018). The company continually analyses market circumstances in order to ensure fair and profitable pricing, and its distribution network has expanded to include the United States and Canada, among other significant countries. In addition, Best Western maintains a significant advertising campaign that disseminates its message via a range of media, including print, television, and internet publications, as well as a number of regular and irregular public exhibits, excursions, and conferences (Van Barneveld et al., 2020). 
The BWH Hotel Group's marketing strategy varies from Best Western's and Crown Plaza in that it targets certain business sectors rather than the general public. The social media activity of marketing efforts may be monitored for meaningful comparisons. Leung, Bai, and Eidem state that Best Western has four times as many Facebook followers as Crown Plaza (Olives et al., 2017). Due to the possibility to separate themselves from competitors via the development of unique content, the importance of social media marketing has risen for companies. Although Best Western's strategy is less customer-focused than Crown Plaza, it does better on social media (Ryan et al., 2021).
Green Messaging: Customers are worried about environmental issues and want to participate in the search for solutions; as a result, "green messaging" has developed into a vital component for modern businesses. In addition, a product's eco-friendliness may often bring in more buyers (Wario, 2020). Conventional hotel operations do not place a premium on being environmentally responsible. Both of the hotel chains that have been discussed so far are committed to environmental preservation and have launched their own separate programmes in this regard. It is impossible to tell if the enterprises' primary goal is to preserve the natural world or to increase their consumer base (Potapova, 2017).
Marketing Conditions Related to the COVID-19 Pandemic: The hotel business has been significantly impacted by the coronavirus epidemic. Major causes include mandatory social isolation and mobility restrictions. In contrast, a growing number of businesses are using non-exclusive techniques to repel consumers (Dzhandzhugazova et al., 2016). Both organisations moved swiftly to the epidemic, expanding customer access to their products, and working to lessen the adverse impact. While Crown Plaza has developed a digital app for contactless check-ins and check-outs, Best Western has provided its cleaning staff with specialised equipment. Sustainability has emerged as one of the most crucial factors influencing modern businesses, and actions taken in this area have shown to be very effective (Yuniawati et al., 2019).

[bookmark: _Toc116143727]Conclusion 
In terms of promoting sustainability and the environment during the pandemic, the marketing strategies of Best Western hotel or BWH Hotel Group and Crown Plaza Worldwide Holdings are comparable. However, there are other ways in which they differ. Crown Plaza's marketing strategy is more customer-centric than Best Western's, which emphasises different advertising features separately. Without knowledge of Best Western's true market position and stock price, it is hard to determine the precise effectiveness of its marketing campaign. As a result of the coronavirus epidemic, hotels such as Crown Plaza Worldwide Holdings and BWH Hotel Group have modified their advertising strategies and created eco-friendly events. Despite their differences, it is reasonable to assume that both hotel chains are significant, globally functioning enterprises with equally effective marketing strategies.
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