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During the Covid-19 pandemic tourism sector is one of the most affected sectors where companies witnessed tremendous losses. Effective marketing strategies and practice are the core requirements for every organisation to stand out in the competitions. In this report, different marketing strategies and practices of two multinational hotel chains named Hilton Hotel and resort and Best Western Hotel were discussed and compared.
Hilton Worldwide Holdings is among the largest global hospitality corporations. It bought a lot of hotel firms and developed a lot of unique brands. As per Hilton.com. (2021), the business has outperformed the competition in terms of growth. It saw a 40% increase in room count across the board. It also has the biggest market value, at $24.31 billion, contrasted to competitors such as Marriott International (MAR), which has a market capitalisation of $20.61 billion. The BWH Hotel Group, the company based in Phoenix, Arizona, seems to be the umbrella company for 3 strong brand families. These are Best Western Hotels & Resorts, WorldHotels Collection, as well as SureStay Hotel Group. The BWH Hotel Chain has a worldwide infrastructure of roughly 4,700 hotels and resorts through over 100 nations and regions (Pissedconsumer.com. 2021). In a nutshell, the uniquely developed international brand design protects autonomous major brands while simultaneously expressing the consolidation underneath one roof. Such hospitality companies were chosen to evaluate different adopted marketing strategies within their various target markets, as well as their performance. The strategic comparability between two organisations is explained in this paper in several market scenarios.
According to Inversini et al. (2020), Hilton had numerous challenges in its initial stages of operation, notably in attracting high-end customers. The Hilton group targeted the high-end sector, wherein clients seek value-added services at a premium price. As per Morrison (2013), in day-to-day company operations, tactics are evolving, and Hilton has adopted a differentiation strategy aiming to catch a wider portion of the market by positioning with excellence. According to Gheribi (2018), the move from a vertically integrated hospitality industry as well as property management organisation to a concentration on tourism seems to be at the heart of Hilton's strategic plan. Hilton's time-share operations were split off in 2017 to form Hilton Grand Vacations, and then a substantial portion of its tangible hotel facilities was sold to Park Hotels & Resorts. The trimmed-down organisation now makes the majority of its money from attractive franchise charges as well as hospitality agreements, which offer it a portion of the quarterly revenue generated by its franchised and controlled resorts.
Best Western Worldwide marketing objective, on the contrary, provides a customer-centric lodging atmosphere to visitors of all classes. Best Western developed its branding plan for a specific targeted market for which the needs and expectations matched the firm’s assets and talents following segmenting the vast, diverse customer market under separate segments with identical characteristics. Best Western designed a strong brand positioning that, following segmenting the consumer market but also picking the proper target market can develop a distinct picture of the given product in the thoughts of customers (Damnjanović et al., 2020). Certain new specialised product development was performed to improve the entire product offering and gain distinctiveness. To achieve this, Best Western intended every resort to be an extension of the region in wherever it is located, enabling guests to experience the excitement of the city well before they leave the hotel. Those who provide a regional tour guide who shares information regarding the local culture, while their product marketing location provides a clear understanding of the specific location.
Hilton Worldwide adopted multi-segment positioning, addressing many client segments at a time with distinct brands from its portfolio. Hilton Worldwide, in particular, has a variety of 13 brands, so each brand is being marketed in a different manner based on the range of services supply. The company's primary customers are middle and senior individuals between the ages of 26 to 60, with such a high range of earnings and belonging to the higher social classes (Chang et al., 2020). Moreover, the business attracts customers who love enjoying a luxurious lifestyle; as a result, the firm demands premium rates for its goods and services that are regarded as being of high quality. Best Western differentiates itself with unique offerings and a cost leadership strategy. Best Western has developed expertise that allows it to decrease costs below the industry standard and produce cost advantages; it will also be a suitable match for the competitive pricing method. Moreover, Best Western Hotels Resorts Inc has previously developed close collaboration across its many functional divisions. Best Western Hotels & Resorts, a subsidiary of the BWH Hotel Group, offers cutting-edge distribution as well as promotional platforms to all market segments (Gorondutse and Gawuna, 20170. Every hotel seems to be bookable through digital distribution methods in global online portals and well internet outlets. Their team is particularly concentrated on developing tailored cross-channel interactions. Their primary emphasis is on system integrations and determining how they will carry out specific tasks, such as developing procedures. Establishing the most effective distribution channels, providing access to cutting-edge technological solutions to help operational processes, utilising lean manufacturing practices, plus building a positive negotiating position offered a competitive edge regarding cost superiority.
Among the two positioning strategies Best Western’s positioning strategy is superior in terms of the Covid-19 situation in the world. Due to covid people’s income and expenditure is low and they are reluctant to spend on luxury. Therefore, cost leadership approach will be very beneficial to the company (Camelia et al., 2019).
Hilton Hotel and resort employs relationship marketing strategies where they provide value-based service to their consumers. They look for the consumer’s demands and want and provide the service to their intended consumers profoundly (Higgins-Desbiolles, 2018). The relationship marketing approach focuses on building a strong and profitable relationship with their target market by providing the best quality service. The hotel continuously adopted different marketing programs to provide the best consumers service considering their comfort and preference. On the other hand, Best Western Hotel and resort adopted a market penetration strategy where they focus on providing services based on cost leadership. According to Le and Phi (2021), the innovative technology and skills workforce training enabled them to provide efficient service at a low price. The firm offers relatively low price than their competitors. The market penetration strategy enabled the company to stand out in the coved 19 pandemics when the industry was suffering the most.
As per Rahimi et al. (2017), One of the key practices of Hilton hotels and resorts is sustainable and green marketing. The Hilton Americas-Houston hotel was the first to get awarded the Green Seal designation. Hilton Americas-Green Houston's Seal credential project necessitated a significant green business commitment which included sustainable procedures in reducing waste, reusing materials, and recycling; power efficiency, preservation, and strategic planning; freshwater resource planning; waste disposal; sustainable development purchasing initiatives; and risky material maintenance. According to Nga, (2020), Best Western Hotel likewise engages in green and sustainable marketing. As part of its endeavours, the Best Western hotel placed low-flow toilets which consume 1.6 gallons of fresh water every flush as well as showerheads that discharge 2.5 gallons per minute (Yusoff et al., 2020). In parallel to its recycled efforts, the company were enabled to effectively develop a robust sustainable buying strategy (Pan et al., 2018). This company does have an ecological buying policy that mandates it to purchase harmless, sustainable cleaning supplies. Management will work with suppliers to discover these ecologically favoured goods, such as assessing the life cycle of goods or services and utilising manufacturer knowledge.
The tourism sector is one of the most affected sectors due to the covid 19 pandemic where business witnesses a tremendous loss. Therefore, organisations need to redesign their marketing strategies and positioning action suitable with the market situation. Prior market positioning will not serve the company in a positive way. Therefore, Hilton Corporation also restricted its market positioning (Yeh, 2020. They are no longer the luxury hotel rather they provide differential marketing strategies and value-added pricing policies. They also provide different low-price services targeting the lower segments of the market. The Best Western hotel also adopted different marketing tactics to position them as a low pricing hotel. Both of the company promotes green and sustainable marketing practice during the pandemic by adopting different environmentally friendly approaches.
In conclusion, though both of the company employs effective marketing strategies in terms of their target market Best Western Marketing strategies and practices are the best fit in the covid 19 situation. The company adopted cost leadership and differential strategies which will be very beneficial in terms of attracting customers in the Covid-19 pandemic. S consumer’s economic situation and lifestyle have been affected and their income has been reduced they are very careful regarding the travel and vacation spending. Hilton’s luxury offering with premium pricing for upper-class market effective for pre Covid situation and this effectively enabled the company to gain a large market share. However, in the post Covid situation the market strategies are required to be modified for capturing the updated market. Furthermore, the cost leadership strategy supports sustainability marketing to minimise material costs, as well as the use of recyclable & reusable products, culminating in cost-effective corporate activities.
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