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	Many brands require marketing to ensure their growth, this is because marketing means making potential customers aware about their brand. This helps the brands reach out to many customer at the same time which can create a demand for that particular brand. In order to ensure successful marketing  managers need to create marketing strategies (Kartajaya, Setiawan and Kotler, 2021). These are long term strategies created to achieve organisational goals through understanding customer needs providing a competitive advantages. This involves target customers, channels to be used to to reach the customers, offers, etc. The chosen international hotel brands for this report is Best Western and Raffles Hotels & Resorts. Moreover this report will be a brief discussion about marketing choices and strategies used by each brands. In addition to this it will also include the current positioning, sustainable practices and repositioning after COVID-19.      
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	Best Western and Raffles Hotels & Resorts are two different hotel brands with different strategies and visions. Best Western Hotels and Resorts is owned by Best Western International, Inc., and it has given franchises in different countries. It was founded by M.K. Guertin in 1946. On the other hand Raffles Hotels & Resorts is of luxury hotels with high price ranges of Raffles is part of Accor. This hotel provides luxury experience at high prices. It was founded Armenian hoteliers, the Sarkies Brothers, in 1887 and it's headquarters are situated in Singapore. The reason behind choosing these brands is their uniqueness from each other even after having similar attributes. These both hotel works on different principles and are also one of the well know hotels among the all the international hotels. 
	There are several marketing strategies used by businesses, the managers tend to adopt the most compatible strategies assisting in achievement of organisational goals (Rutz and Watson, 2019). Marketing strategy used by the chosen international hotel brands are as follows:
Best Western:   
	Best Western uses marketing mix as their marketing strategy which helps them analyse their brand. This strategy helps Best Western to get success in the market. This strategy helps businesses to build a strong position in a competitive market along with achieving organisational goals.
	To understand the marketing mix strategies of Best Western are, Product this strategy generally lies it's major focus on product (or services) and managers introduces product after a thorough research of market and needs of their target consumers (Thabit and, 2018).   It is the most important element of marketing mix, because all other elements will not be able to function without a successful product. In context to the chosen brand, the variety of products includes hotels, resorts, variety of services. As the brand is one of the leading hotel chains has created it's brand image through it's administrations and services offered such as dining, gym services, hotel stays, spa and many other services. There are many branches of this hotel chain present in North America offering different services and facilities to different customers. Price, here the managers focuses over the value of the product introduced by the company in market considering the value their customers are willing to pay in exchange. Factors effecting the prices are demand & supply, production cost, targeted segment, market capacity, and including other indirect and direct factors (Mayer, Melitz and Ottaviano, 2021). There are various price strategies each connected with companies objectives. There are several available options for customers which they can choose according to their needs and desires at Best Western. In order to fixate an appropriate value the decision making process for value of a product includes and suggests many procedures and exercises for a particular product. This helps the brand to create a great revenues. This process requires a discussion of the costs determining relevant components that falls under same category. They offer cost of products depending on the areas. Place it determines the point of sales, this implies only attracting focus of customer is not enough the product needs to be available for them easily serves as a real objective and task (Nosratabadi and et. al., 2019). Companies invest in the right locations creating a smooth distribution channel. Hence, the right location regulates successful business. In accordance to the company it has it's presence in international countries such as New Zealand, Canada, UK, Australia, Burma, USA and many others. Promotion this activity is used by brands to make customers and traders aware about their product. It involves advertising, marketing direct, schemes, etc. Best Western communicates advantages of staying at their hotels and resorts to their customers using formal methods such as advertisements in TVs, newspapers, online etc.

Raffles marketing methods, Place this strategy determines making products available to customers at their convenience, in case of hotels attracts customers towards it's products. Raffles have been successfully able to provide accessibility to it's services at customers convenience. Product the brand have considered all the facilities and services that successfully attracts it's customers. It provides services such as food and beverage, conference, banqueting, parking, health and wellness, recreational facilities, executive lounge, express check-in checkout services, travel desk, business centre. Promotion  the managers have been able create most compatible promotional strategies which lead to great success of it's products. Promotional tactics that helped this hotel communicate to it's target customers in a better way are hotel websites, brochures, social media channels, television commercials. Price the managers have been highly considerate towards their motto that is Auspicium Melioris Aevi (Hope of a Better Age), they provide services ensuring great experiences to their customers building image and goodwill among clients.
	In context to Best Western, they have been working on a new project that will help them attract their customers using a very innovative method. They have recently considered 360-degree videos which helps in transforming videos into Virtual reality using certain devices such as Samsung gear VR, Google cardboard and others. These videos are then made available on platforms YouTube, Google search, Google maps, and Facebook where customers can search of Best Western. This is being achieved with Google Street View that will provide a virtual reality where customers can get a experience of their lobbies or guest rooms and ambience at their houses creating great impression on their customers. This initiative will helps promote the brand and reach to many customers at the same time. Where as Raffles took the initiative to promote their brand through digital campaigns, reaching to new customers. This is being achieved through emails, social media, website, paid ads, special events and any other channels your organization may have.. The other method is to create an more awareness among the consumers resulting in a better good will and connection with the customers, using this marketing strategy Raffles have created a better brand image.
	Best Western have been promoting a program i.e. Go.Get.Green, in this program the guests can maintain sustainability via staying at their hotel rooms. Sustainability is achieved by a volunteer choice of guests, staying for at least two nights at their rooms and instead of cleaning their rooms and deciding to receive 500 BW reward bonus points per night can help reduce reduce impact on environment during the stay. On the other hand Raffles have promoted sustainability by using a ecoSPIRITS technology which is patent-pending as well as taking initiatives to reduce waste, the new Singapore Sling have saved the equivalent of 200g of C02 emissions per serve. This contributes in planting of trees that are present in endangered rainforests of Borneo and Sumatra, Indonesia.
	Both the brands were immensely effected due to the global pandemic. Raffels and Best Western had to take quick and decisive decisions to overcome their challenges faced due to COVID-19. Thereafter, moving towards the next phase these brands had to focus seeking and grasping new opportunities encouraging recovery, involving an after-action review. This step involves collecting data and insights lesson learned in pandemic and using them to create their action plans and strategies helping them create new opportunities.
Message given to the customers is to maintain and follow WHO guidelines with utmost care and in order to help them experience a safe and satanized environment these hotel chains will look after the best practices to help them stay safe.  
	In context to Best Western, it positions itself as a brand in the local market and international markets via selecting different criteria. These criteria includes development based on economic indicators, education, technological infrastructures, level of income of the population. Taking Raffles into consideration it has created it's position by making differences in their guest experiences through providing personalised services and great hospitality products without compromising moral system of the society and also active participation in community.
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[bookmark: __RefHeading___Toc76982323]	From the above report this can be concluded that marketing have played an essential role in promoting both the brands. Along with this the marketing strategy choices made by both companies have helped them create a great success and maintain their positions in their target market. Creating after-action plans also helps identify better opportunities after an unfavourable condition. Furthermore, this report included a company overview and their marketing method choices along with marketing strategies used by them currently. In addition with this it also includes their current market position, consideration of sustainability in their marketing methods as well as repositioning post-Covid-19.   
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