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The hotel chains chosen are Hilton and Best Western, the main reason for choosing these companies is that both have always stood out in their market niche because they have very well defined what they offer and that makes the market segmentation by their type of customers identify very well with the brand and choose it. It should be noted its ability to respond to a market demand and the needs of its customers, this speed makes companies have an advantage over their competitors and better position themselves over their competitors in the market (Meredith and Shafe, 2019). 

The aim of this essay is to analyze the marketing directions that each company has been taking over time as well as the skills and resources that they have been applying, comparing the digital marketing that they apply with traditional advertising. Based on this analysis and its results, the essay will discuss whether or not these marketing strategies have been coordinated.
The founder of the Hilton chain was Conrad Hilton who bought the first hotel in 1919 in Texas, USA and since then the chain The Hilton Hotels has been buying many hotel companies such as the acquisition in New York City of the historic hotels Roosevelt and Plaza Hotels in 1943 or The Greastest of Them All the original Waldorf Astoria in 1949, thus eliminating its competitors and opening new hotels on all continents. 

Best Western was founded in 1946 in the United States and began with several motels. This company to expand has always focused on using a sales marketing communication for customer acquisition in-cluding customer loyalty programs to obtain discounts, brand advertis-ing by publicizing its offers, telemarketing, sponsorships of globally supported brands . Until 2019, all the company's brands had always been at a cost to middle-class people until the company acquired WorldHotels, which produced a luxury segmentation within the chain. At present Best Western belongs to BWH Hotel Group which has be-come a worldwide company in more than 80 countries, with sixteen brands, more than four thousand seven hundred hotels managed in its own way because each property is independent. Although it is not a franchise, each hotel passes strict quality controls to ensure compli-ance with the standard offers and ensure that customers enjoy their stay

(Best Western, 2020). The marketing strategies of the Hilton chains have been different from those of Best Western. Hilton from the be-ginning has been acquiring other companies, expanding its hotels in central areas of each capital, in business areas and especially on the coast where tourism is more exclusive, its first hotel was Caribe Hilton in Puerto Rico where the famous barman Ramon Marrero He invented the Piña Colada, one of the most famous cocktails in the world. It has also been perfected to give better and better service and receive nu-merous awards over the years such as the Best Workplace to work in general, for women and military-friendly. These efforts to obtain these awards are indirect messages implying that if the workers are happy working they will offer the best service in the sector.

In 1946 Hilton Corporation was formed and registered to trade on the stock exchange, which twenty-four years later was the first hospitality company to be listed on the New York Stock Exchange. In 1959 he created the concept of an airport-hotel when he opened the San Fran-cisco Airport Hilton. In 1989 it was the first hotel chain to offer a commitment to satisfaction, if the customer is not happy they will re-turn their money, this strategy is one of the most used today in any sector since it encourages the consumer to buy giving a feeling of freedom and product warranty (Hilton, 2020). 

On the other hand, Best Western focused on advertising marketing, in 1966 when another governing body was created and operations were centralized in Phoenix, the hotels agreed with American Express to offer a free service for customers traveling for business, vacation or agents. They also began to establish contracts with airlines and other car rental companies so that customers who had used them would receive bonus points, today they continue to use those offers. The company has also invested in opening many sales offices since then with sales marketing being its main strategy. In 1975 the business model changed, the motels became hotels to compete directly with other chains that year later began to expand abroad. In 1977 he cre-ated his first advertising slogan, this being the ending “The World's Largest Hotel Chain”. In 1981, women inmates were hired as satellite sales agents for the Arizona Center Woman, a minimum security cor-rectional facility, which gave the company several awards for social inclusion and labor flexibility. Seven years later the chain created its first discount program for frequent travelers called Gold Grown Club, in just that year it acquired two hunndred thousand partners and today it continues to be its key strategy to retain customers together with the discount program for companies Business Advantage thus winning several awards such as loyalty360 AND winning sponsors such as AAA / CAA. Hilton also has a points program to retain customers but since it is in the luxury sector and it was created less than ten years ago, it does not have as many subscribers as this one does. company (Best Western, 2020).

Hilton is an upper upscale chain that has always stood out for offering luxury and the best service to its guests, it has always offered innova-tion and has taken care of every detail to offer them the best experi-ence, this makes customers loyal, giving them trust and credibility to the brand because it complies what it offers. This distinction and se-curity also makes them subjectively position themselves high in their market niche before their competitors since the products are domi-nant intangibles because the attribute of being the best place to work and offering the best quality service are difficult qualities for their competitors. imitate it, even a multinational that has been around for one hundred and two years has an image of trust, the history and im-age of the brand are intangible attributes that cannot be imitated.
While Best Wertern is a midscale chain that differs because each hotel is individual and independently managed, making it special and with personality, each hotel has a connection with the town in which it is located due to its style and decoration, but above all the commitment to offer locally sourced food to their customers, there are even hotels where they have their own vegetable garden and tree plantations to offer guests their own fresh products such as lemon curds made with the hotel's own lemon tree, white wine grown and bottled from their own gardens or making your own jam (Best Western, 2020). This connection between local products gives the hospitality chain the ability to be special since it gives you the security and confidence of a multinational and in turn offers travelers to be in tune with the place they travel creating a memorable experience and a relashionship with the brand (Nieves, 2021).

The products they offer are correlated in quality and price, not only do they have to be cheap but they have to seem so, that is why the rooms are small in size, simple depending on the style of the brand and also cannot be located very centrally anymore. that customers pay for that closeness with which they are not so visible and reach of most people therefore a sales marketing as applied by the company is the right thing and what has made the company succeed since it was founded . The chains have had to develop more digital marketing to publicize the brand and accessibility to their products since the pandemic they have had to adapt to new cleaning protocols, investing in that market much more than before. 

Since then, traditional marketing such as advertising in conventional and urban media, television, and hospitality fairs have become obsolete in the hospitality industry (Iqbal et al. 2021). Firstly because the fairs cannot be respected the safety distance and if it could, it would not be compensated since the number of visitors would be very small. Secondly, in the whole environment the street and television inform you most of the time about the situation of the covid. Little coorelation that on the other hand there are advertisements to stay in hotels and travel. Finally, the entire world population has suffered a long quarantine in their homes from that moment they got used to doing everything online from having class to making the purchase, they spent most of the days on social networks therefore it is normal that mostly marketing is applied digital.Best Western focuses on sending a green message on their websites in which the company supports Green Tourism having the sponsorship and numerous accolades from the Green tourism Business Scheme which is a globally recognized company that helps companies to be sustainable. The corporate meets bimonthly to propose ideas to be increasingly sustainable, such as recycling paper, tea bags and orange peels (Green Tourism, 2021). Each hotel tries to buy food and sanitary products from local vendors. They try not to contaminate the water by unnecessarily washing sheets and towels so as not to generate more pollution in the sea, thus saving energy, the employees ask the guests during their stay if they will need new towels and sheets every day. They also have a proposal for everyone its affiliates offer free-range eggs out of cages in restaurants. 
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While Hilton since in 2015 Hilton launched Digital Key, a pioneering innovation in the industry in which it provides guests to check in without having to go to the counter, being able to open their room, control their famous connected rooms, manage the television, lighting, temperature, and more things through the app. This innovation gave them an advantage in the market and to act quickly when the way in which they traveled changed during the global pandemic of Covid-19 in 2020. During the pandemic to offer security to their guests they created a program called Hilton CleanStay in which partnered with the manufacturers of RB, Lysol and Dettol, the world's leading disinfection companies. Within CleanStay, Hilton EventReady was offered to guarantee group travel by offering cleaning protocols, safe solutions and flexibility in the invoice, thanks to the need to disinfect all spaces and that there were as few elements as possible so that it could not be infected , Hilton created another segmentation in the market, shift rooms to work called WorkSpaces with a clean environment and away from distractions to be more productive working. They can be used at night or in the morning, those that are in the morning offer a large desk and ergonomic chair. Hotels are already in three states and will continue to expand.

On their website you can see from videos and photos how they disinfect everything in the rooms by the cleaning professionals by the program and messages from the CEO and CFO saying that Hilton became stronger increasing the net amounts by 5 percent. The drawback is that many of the spaces of the facilities such as swimming pools, gyms due to the current restrictions of the countries to travel, these spaces are hardly being used because most of the time they are empty, they could be used by making clients use them for hours instead of staying the entire instance to take advantage of them (Taylor, 2021)

Although Hilton has a sustainability performance program, it is luxury, and luxury is difficult to be sustainable since electrical installations need a lot of energy, water, cleaning sheets and towels, the suppliers are on a large scale since in each hotel it has numerous rooms and more variety of food (Gardetti, 2017).
In conclusion, before the Covid-19 pandemic, the customer service provided by both hotel companies was more personalized and of better quality since now it has been greatly reduced because employees must avoid interacting with customers and between colleagues to maintain the safety distance (Taylor, 2021). This must be difficult for many of the employees because there are people who are very friendly and like physical contact to create bonds between colleagues to make a more favorable work environment and good teamwork. It is difficult to change their personality so that they are distant or do not talk too much to work more and maintain a good teamwork with others.There are also clients who are very friendly and who need more attention, or they like to be treated with more precision already that many are reluctant to use the app to check in because they prefer that the employees do it for them for convenience, this means that they have to interact with the reception employees and they can form lines to be attended not respecting the distance of security.

Since the pandemic, the population has become more aware of their health and the need to eat ecofrindly products as they are more beneficial to health has increased, thanks to the fact that pollution increases respiratory diseases as there has been a growing demand from the citizens of that companies emit less Co2 to the environment.

Therefore, Hilton's strategy to offer exhaustive cleaning in its facilities and rooms, as well as Best Western's commitment to green tourism and fresh and natural products, is a very good way to adapt with the means available to the situation. current (Ferrell, Hartline and Hochstein, 2021).
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