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Introduction

This essay will provide complete knowledge about the marketing strategies of two popular multinational hotels, Marriott International and Best Western.
The main reason for choosing these two multinational hotels is because of their success despite their competitiveness.
Marriott has started in 1927 by J. Willard and his wife Alice Marriott in Washington D.C. Now Marriott has 7642 hotels worldwide, and many of the units are situated outside the USA.
Marriott never stops searching for inventive ways to serve their customers, providing new opportunities for their associates and growing their business. The company that began as a nine-seat A&W root beer stand is recognized today as a top employer for its superior operations which it conducts based on five core values: put people first, pursue excellence, embrace change, act with integrity and serve the world.
Best Western International is the largest hotel company operating under a single company brand name with 4200 independently owned and operated hotels. Best Western is founded by M.K Guertin, a hotelier with 23 years of experience in the business. This is the largest motel chain in the industry with 699 member properties and 35.201 rooms.












Marriott’s brands are the most preferred hospitality brands in the industry because they keep people coming back again and again. Customers choose Marriott brands because of their high level of service, product excellence, and worldwide distribution.
[bookmark: _Hlk117847026]Marriott hotel believed that its success as a global hospitality was grounded on its values, purpose, and conduct, which were demonstrated each day through excellent service, commitment to the employees, ethical business practices, and cultural practices. It demonstrated the purposes and principles of responsible business through policies on the supply chain, environment, and food chain. Marriott achieved its high position in the global market because of its core values, which state the needs and demands of consumers first, embraced change, pursued excellence, acted with integrity, and served the world. Its relentless focus on innovations and action became the culture of its business; it had the most powerful brand portfolio in the entire world.
The Marriott brand represents consistency, quality, reliability, and trust. In a bid to meet the customers’ demands, the Marriott club has integrated a geographic segmentation strategy. This hotel has achieved this goal by establishing hotels in different locations around the world. Marriott’s brand is represented by living and dining areas, a fully equipped kitchen, and separate bedrooms. These facilities are available for rent or they can be provided as a holiday package.
 By 2011, the hotel had established 53 resorts in 33 different destinations in the US and 6 other countries. The geographic segmentation approach has improved the hotel’s ability to enrich the customers’ experience. Marriott Vacation Club provides clients with spacious accommodations and resort amenities.
Marriott International also has integrated demographic segmentation which is another important variable. Some of the demographic variables that the hotels have integrated involve the customer’s social status and income. Marriott mainly targets the upper-moderate tier-lifestyle customer group such as business, leisure, and conscious travelers who are focused on experiencing the diverse options provided. Marriott is being promoted on every social media channel as Facebook, Instagram, Twitter, Linked In, and also YouTube which brings a positive impact to all customers around the world.  
The year 2020 was one of the most challenging years of all time. For Marriott International, this year ended with an annual loss of $267 million (a -2.90 % decrease) and is considered the toughest year ever which continued to empty most of its rooms. Being the second-largest annual loss in 93 years of history, Marriott lost $346 million in 2009 which includes impairment charges associated with its timeshare segment. In March 2020, Marriott was forced to fire about two-thirds of its 4000 staff at company headquarters in Bethesda, Md. It also furloughed about two-thirds of its corporate staff abroad and tens of thousands of hotel staff. 
The second successful international chain of hotels also preferred by many customers around the world is Best Western. Best Western International is the largest hotel company operating under a single company brand name. Their unique and innovative business model is one of the reasons for Best Western success’s.
One of the reasons for the success of Best Western is its unique business model. Unlike other franchise companies, their property owners own the brand. They are all focused on driving value to the brand and ensuring the long-term success of Best Western. Another part of the formula to their success is their spirit of caring which was part of their organizational culture. One of Best Western’s saying is “Treat your guests like family”.
The vision of Best Westerns is to have maximum customer satisfaction. Once this level is reached and the customers are served by the company majority, a long-term relationship is formed. Best Western inspires their staff to create emotional connections with their guests. 
Best Western was in a continuous transformation over the past several years. Best Western was named one of the World’s Most Innovative Companies by Fast Company in 2018. The firm reached new guests in new segments by expanding its portfolio to 13 dynamic brands and won a record number of industry awards and accolades. The acquisition is a testament to Best Western's commitment to growth, modernization, and continued progression, bolstering the company's position as a trusted leader in the global hospitality industry. Best Western hotels are represented by the quality and the service they offer. Best Western is taking care of the environment by being part of the Green Tourism business scheme which is appreciated by the customer.
There are several marketing strategies used by Best Western. Best Western product strategies are one of the marketing strategies used.  Best Western hotels feature contemporary style and spacious accommodations with modern entertainment systems, in-room coffee makers and desks/workspaces; high-speed complimentary wireless internet as well as free local & long-distance calls; convenient business and fitness centers, refreshing bath products with carefully selected, nutrient-rich ingredients. The brand's top-ranked "Build Your Own Breakfast" offers hot, healthy, customizable options available complimentary at most locations, as well.
Best Western price strategy: Best Western offers various pricing options for customers to choose from. Best Western offers its items at a scope of costs relying upon the area. The costs of Best Western lodgings have been set to fit the focused-on clients while maintaining their nature of administration.
Best Western place & distribution strategy: Best Western is spread globally in countries like Canada, USA, Australia, New Zeeland, UK, etc. Their items are benefited in the opportune place, at the ideal time, and in its correct quality and amount.
Best Western hotels with over 250 locations in Great Britain and over 4000 locations worldwide are being promoted on social media channels such as Facebook, Instagram, Twitter, and YouTube. Best Westerns also promotes its hotels through several events, conferences, travel shows, etc.
Best Western experienced a tough period during the pandemic and they had to make some very difficult choices such as separating from a number of valued team members. At present, the Best Western goal remains the same: to maximize the hotel’s profitability.



























	In conclusion, after comparing the business strategies of those two hotels despite their similarities and differences, they managed to withstand the test of time which is detrimental to any long-lasting international business. 
	Marriott International is a successful business that faced many challenges over time and the fact that they knew to know what the strategic marketing importance is, leads them to success. Marriott did not possess unique qualities from the beginning and they had a higher chance of failing, however, Marriott managed the situation and they developed a strategic management program that helped them to identify the areas of weakness and the proper solutions to these problems. A good strategy used was to integrate the multistage segmentation dimension as demographic, psychographic, and geographic.
Marriott International has shown positive dynamics of development and continues to rapidly spread the chain all over the globe. This helped Marriott to maintain a higher position in the world history and global market.
The best Western group of hotels is one of the world’s leading franchises or chains of hotels which flourish in more than 100 countries across the globe. Despite the modern-day challenges from the issues of management and climatic conditions, Best Western still upholds its successful operations and serves as a preferred choice for many hotel service consumers.
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