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Comparing Ritz Carlton and Best Western marketing strategies
Sustainability is not only a trend in digital marketing. Businesses can continue to have an influence and remain socially relevant in the years to come by incorporating environmental, social, and governance (ESG) factors into their business strategies. This study compares two companies, Ritz Carlton and Best Western, regarding their marketing strategies, segmentation targeting, positioning, communication, and target audience. The organizations are selected as they are both in the hotel industry and facing drastic changes due to Covid 19. The paper further describes marketing tactics, research and available databases, marketing stakeholders, and franchising choices. The essay finally comes up with a recommendation to aid future growth to attain individual potential.
Marketing strategies
A company's overall plan for reaching out to potential customers and converting them into buyers of its goods or services is referred to as a marketing strategy. Ritz Carlton incorporates the proposition of the business, critical brand messages, and information on target customer demographics in their marketing plan (Huang 2021). Best Western, on the other hand, incorporates four distinct categories of marketing tactics. Products, prices, locations, and promotions are rightly considered as some of them (Matviiets and Kipen 2021). The ideal marketing strategy is both a long-term and forward-looking approach detailing an entire game plan for any company or organization, with the core objective of creating a lasting competitive advantage by comprehending the needs and wants of customers.
Ritz Carlton promotes ethically and sustainably promoting an environmentally conscious company online is what sustainable marketing at the digital edge. Best Western, on the other hand, as detailed in their manifesto, focuses on marketing ethical and sustainable services as well as eco-friendly business practices in a way that is ultimately beneficial to the business, the environment, and the people who work there. Ideally, a sustainable marketing strategy involves considering how to expand a community and generate income online while upholding morals and ethics (Madanaguli et al., 2022). Finding the right balance requires skill, but when one does, magic happens.
Best Western also offers a sustainable, climate-safe, and egalitarian environment. Additionally, the business implements sustainable practices to be relevant in a world where consumers are hyperaware of social and environmental issues. Sustainable marketing, as appreciated by Madanaguli et al., 2022 involves highlighting a brand or elements of a brand that provide environmentally friendly goods or services. The ideal state promotes customer appreciation of the business in question.
Today, a more circular economy is made feasible by digital technologies, also used to measure and track sustainability progress. The tracking seeks to promote and optimize resource use and monitor violations of green messaging (O’Reilly e al., 2021). Ritz Carlton tends to use techniques in digital technology space to support creativity and cooperation are the same, but a change in how and why an organization communicates online and advertises its activities is necessary (Vargas-Gil et al., 2021). In a perfect world, the organization would put its why at the center of everything it does.
On the other hand, advertisements by Best Western are focused and outline where it is heading and how to get there. It prioritizes tactics and channels, and everything will fall into place if it focuses on the goal. Transparency is also the act of freely disclosing details about the methods, locations, and people involved in a product's production (Islam and Van Staden, 2022). For sustainable and ethical businesses, Ritz Carlton and Best Western remain transparent by disclosing all information about each actor involved in the production, from beginning to end, from the outset. The new business trends further improve these positions.
Industry trends
Comparing industry data over a certain period to identify any recurring patterns or results that may be utilized to map corporate strategy and match it with the overall direction of the industry. Ritz Carlton clearly outlines consumer preferences and behaviors that frequently have a significant impact on market developments. Artificial intelligence (AI) and augmented reality are two new marketing trends (Kopalle et al., 2022). The technology should therefore be widely adopted.
Best Western in its portfolio has yet to adopt AI that aids clients and customers receive a personalized experience from a chatbot driven by AI. With predictive analytics, Ritz Carlton’s chatbot, which is in the works, can anticipate clients' demands and help them navigate challenging booking processes (Stringam and Gerdes 2021). It can handle any consumer inquiry. Even helping clients make payments, check accounts, or save money is something these chatbots can do. These encounters significantly impact how brands position themselves as "customer-first." Similarly, augmented reality (AR), a new trend in digital marketing, has become extremely popular in recent years.
One of the trendiest trends in the industry, augmented reality, has established a name for itself in digital marketing. Large organizations like Ritz Carlton are already utilizing AR. According to their marketing, the Ritz Carlton AI applications will soon be adopted, allowing customers to view exactly how the furniture will fit and look in their homes before making a purchase. Brands like Best Westerns should therefore start using the brand strategy, also known as "experiential marketing," to provide their customers with the special experiences that determine whether they make a purchase.
Branding
4.57 billion people use the internet actively today, 59% of all people on the earth. Even if it would be difficult to reach everyone, there are far more opportunities online than there are with any conventional tactics (Fedorko 2022). Ritz Carlton has a strong online brand if it wants to succeed in today's technological world. Consumers cite trust as the most important consideration in their shopping decisions 81% of the time. Consumers are 33% more likely to remain loyal to a brand with consistency and 27% more inclined to recommend it to others.
The brand strategy aims to create a distinctive identity for the company that sets it apart from rivals and uses brand positioning and awareness to increase consumer loyalty. The resources, technologies, and funds required to make this happen are the focus of digital strategy (Barrot et al., 2021). The four typical brand expansion techniques utilized by Best Western include wishing line extension, brand expansion, new brand strategy, and flanker or fight brand. The digital marketing approach for 2020 and beyond must include branding.
For the case of Ritz Carlton, branding is aimed at helping the company recover from the Covid-19 pandemic effects. It raises the likelihood of gaining new clients and provides value to the company. In Best Western's case, creating a consistent digital brand strategy has numerous long-term benefits. Some common branding tactics are identifying the target market, detailing the product and business, defining the company's personality, and choosing the logo and slogan (Flores 2021). Promoting new goods and services is one of branding's most significant advantages.
Marketing studies show that customers devoted to a brand are inevitably interested in any new products or services the business may introduce. The key to sustainable marketing is shifting attention from short-term objectives to long-term brand involvement and success. When a business combines its marketing plan with its sustainability goals, it typically develops enduring and loyal relationships with its clients. The importance of marketing research should be noticed, even though this essay has focused primarily on how sustainable marketing can significantly impact customer relationships.
Marketing research
Moreover, as evident on the Best Western website, market research enables a business to identify the target market and gather customer feedback regarding their interest in the good or service and opinions. Surveys, interviews, focus groups, and consumer observation are popular market research methodologies (Pirra et al., 2021). As Pirra et al. (2021) outline, Surveys, interviews, focus groups, observation, and secondary sources are all possible research methods. A few well-known sources of research data are Scopus, which has bibliographic databases, Web of Science, and PubMed.
Stakeholders in marketing
These stakeholders include end users, such as customers or workers involved in providing the end users with the experience. Typically, business administrators and executives finance and manage the platform (Spain and Paul, 2021). Stakeholder input, which includes opinions from people and groups interested in the organization's strategy, is essential. It is crucial to sort the data into groups to use it properly.
In the case of Best Westerns, Stakeholder priority can are broken down into three categories. Employees, clients, and investors are the first and most crucial group, without whom the business cannot function. Suppliers, neighborhood organizations, and media influencers are secondary to them. Typically, these persons or organizations could impact an organization's strategy, either positively or adversely. Every stakeholder will have different demands and expectations. These requirements will be based on these demands to win over each stakeholder's approval for the strategy's success.
Franchising and Online interactions
Best Western must be considered when evaluating a marketing strategy's effectiveness in the modern environment (Yadav et al., 2021). A franchisee pays a royalty and frequently an upfront fee to the franchisor in exchange for the right to conduct business under the franchisor's name and system (Elmore 2021). The franchisor establishes the brand’s trade name and a business system. In the developing digital market, a corporate brand teams up with a franchise owner to launch a business under the brand's aegis. Using the franchisor's name, logo, goods, services, and other assets, the franchisee owns and manages that location.
Conclusion
The business's value proposition, critical brand messages, information on target customer demographics, and other important components are all included in a marketing plan. For both Ritz Carlton	and Best Western, consumer habits and actions can significantly impact market developments. Ritz Carlton intends to adopt augmented reality and chatbots powered by AI, a position supported by this paper to enable the business to provide a tailored experience. Further, the paper recommends that Best Westerns also adopt similar technology. Ideally, businesses must involve their stakeholders while adapting to the latest marketing trends.
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