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In today’s business world marketing has become an integral part and it has been considered very crucial even in the hospitality industry. Marketing is basically the activities of the organisations that they function for the promotion of their product and service offerings, which eventually increases sales (Leonidou and Leonidou, 2018). This essay is concentrated on the marketing methods of two popular international hotel brands Hilton and Best Western. It will include their company profile, historical background, market data, marketing strategies along with their sustainable and green practices. At the end of the essay, a discussion on the marketing policies during the COVID-19 global pandemic of both hotel companies will be provided. Hilton and Best Western both have been operating their businesses in this field successfully for a while and have earned a respectable position in the marketplace. While discussing marketing strategies in the hospitality industry, these hotels are an appropriate selection.
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Hilton Hotel was founded almost 112 years ago in the USA in 1919. Today, the brand is identified as Hilton Hotels and Resorts and operates its business under a parent organisation named Hilton Worldwide. People recognise the brand as a full-service international hotel and resort brand. As of 2019, the company owns 584 properties with about 219,264 rooms all across the globe (Noonan and Rankin, 2019). It operates business in 94 countries all across six continents. Hilton Hotels and Resorts has become a major player in the hospitality industry and in 2020 on a journal based on employee satisfaction report, of Fortune magazine, it has been noted in the list of Top 100 hotel brands (Alameri, et al. 2020). Again, in 1946 almost 75 years ago Best Western was founded, which is named Best Western Hotels and Resorts at present and functioning its business worldwide. All over the globe, the hotel brand owns more than 4700 properties (Silvia, 2019). It functions its business operations under its parent organisation BWH Hotel Group. The brand did not use to operate its business worldwide from the beginning. With the passage of time, it has broadened its territory and increased the number of its property.
Hilton started its journey in the hospitality industry in 1919 but not as Hilton but Mobley Hotel. The first property bearing the name Hilton was Dallas Hilton, which was established in 1925. At first, it was a North America based company but gradually the business grew its territory worldwide. One by one the company expanded its operation in six out of seven continents. With this growth, the company has earned a prominent place in the hospitality industry. In 2020, Hilton Hotels and Resorts has earned a revenue of 4.307 billion USD. Comparing to the previous year it declined by 44.45% due to the COVID-19 global pandemic but in 2021 it is expected to increase again and till June it has experienced a 135.64% growth than the previous year (Balmer, and Thomson, 2021). Best Western stepped into the hospitality business sector just after the end of the 2nd World War. At that time, most of its properties used to be either family-owned roadside properties or large urban hotels. A system of local hotel proprietors in California started referring guests to one another (Lütfi, et al. 2020). This "referral method" involved a series of telephone conversations between two front-office operators. This simple, unofficial network evolved into the present Best Western company. Best Western today has property owns properties pretty much all over the world. It is competing with other big names in this industry successfully. It has more than about 12000 employees working for it and the estimated annual revenue of the company is 2147.5 million USD (Korpi, K.M., 2020).
Hilton and Best Western both have earned a major position in the hospitality sector but in the beginning, things were not as good as today. Both of them earned this place in the marketplace by implementing appropriate marketing strategies throughout the time. Both of the companies possess a marketing mix, which a common marketing technique consists of four dimensions, product, price, place, and promotion (Williams, 2018). In the product strategy, Hilton Hotels and Resorts creates, modifies, defines, and identifies its product and service offerings and then it categorises them into some categories to recognise the earning flow. During the pricing strategy, the marketing executives and experts of Hilton conduct some market researches to determine the price of the services and products they offer in the manner the company earns its expected revenue at the same time it creates value for the money that guests pay. The place or location of a hotel is one of the major facts for hospitality service-providing organisations like Hilton. The company usually chooses the place in city centres, tourist destinations, near vacation spots, etc., which help it to draw the guests (Pomering, et al. 2017). Finally, for the promotion of the brand, it depends mostly on digital media as most of their customers uses social networking sites like, Facebook, Instagram, Twitter, etc. and it is very easy to reach them via these social networking sites. On the other hand, for figuring out an effective marketing mix, Best Western conducts various market researches, which are focused on the existing market trends, marketing techniques of the key competitors (Bhargav, 2017). Developing the products or services focuses on the demands of the customers. In the hospitality industry there are a number of services and a guest may not be needing all of them together rather he may consume a selected few items and that is why Best Western looks at the demands and preferences of the guests and now are moving toward providing tailor-made services. For pricing, it examines the service or product portfolios and their prices offered by their competitors and according to that sets their prices (Epuran, et al. 2015). The location or place selection for business operation is the same as Hilton. Even its promotional strategies are quite similar to the promotional strategies of Hilton. Best Western tries to increase its social media existence as a large customer base can be reached through these social networking platforms.
Hilton Hotels and Resorts owns 584 properties throughout the world and tries its best to implement sustainable and green practices in all of them. Yearly it invests a portion to ensure this from the budget. In every step of its business activities, it tries to take appropriate steps regarding energy consumption, waste management, plastic usage, greenhouse gas emission, etc. (Bader, 2017). It has invested a lot in technological advancement for better implementation of such practices. Best Western also undertakes such sustainable development approaches. It is committed to being a ‘Green Hotel’ and some of its properties are categorised as ‘Zero-emission property’. Best Western also invested in energy self-supplier technologies and offers electric or hybrid vehicles to their guests (Brody, 2018).
COVID-19 global pandemic had been a curse for the tourism industry worldwide. All the business entities operating within this industry have not seen anything worse than this before. Many were forced to shut down their business for good. Hilton also experienced this downfall as in 2020 it recorded a 44.45% decline in its revenue (Anguera-Torrell, et al. 2020). Operating business during the pandemic was really tough due to some restrictions regarding public health and travel. Even though such issues, the company followed the instructions provided by WHO and survived in the marketplace. It adopted the situation using appropriate strategies and returning back to the track gradually as now the severity of the pandemic has decreased. On the other hand, Best Western also ensured the practices of the guidelines offered by WHO in all their properties. Guests, as well as staff, were forced to follow these guidelines for their own safety. Contactless service provision is kind of impossible in the service industry even though Best Western tried to provide contactless services to the guests as much as possible (Kaushal and Srivastava, 2021). This helped the company to build a positive image of the company in the marketplace.
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The aforementioned discussion was an analogy of the marketing strategies between Hilton Hotels and Resorts and Best Western Hotels and Resorts. Both of them are quite popular in the hospitality service industry and owns properties almost all over the world. This discussion started by giving an overview of the organisations and their historical background, which has shown their journey over time. To better compare their marketing strategies, their marketing mix has been discussed here. Both of them used their appropriate marketing mix to reach their potential customers. Here, marketing through digital media has been recognised as a crucial item for companies. The proper marketing mix has helped both organisations to survive in the industry for a long time. Even in a hard time of COVID-19 global pandemic, Hilton and Best Western has survived and become a role model for other hospitality business owners in the industry. Both of the hotel companies are also concerned with environmental issues and tries to implement some sustainable development approaches in every business activity.
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