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Along with this essay, I will discuss and develop the history of two multinational hotel chains, their marketing strategies and how they maintain themselves on the market, their green message they have sent to the world, how they are protecting the environment, and how they succeed to keep their business during the pandemic caused by Covid-19.
Intercontinental Hotel and Best Western are two big hotels, with a strong name and reputation behind them, which offer rooms, bathrooms with showers, restaurants, spas, pools, leisure rooms, gardens, restaurants. Both have had considerable success, although their strategies are different. 


InterContinental Hotels Group is one of the biggest Hospitality companies that owns, manages, and franchises not only hotels but resorts as well, with about 5,994 properties, being present in one hundred countries across the world. Its portfolio brands include Crowne Plaza, Holiday Inn, Hotel Indigo, InterContinental Hotels, and Even Hotels. (www.intercontinentalhotels.com , 2020)
With more than 350,000 employees, InterContinental Hotels planned to deliver to their customers a wonderful experience, therefore, they have decided to invest in their employees, to make them feel valued, appreciated for their work and recognized.
(David Pollitt, 2014)
For keeping up the good business they have made, training for the employees is often required, which also ensures that the company maintains the ambitious standards, always coming with latest sales ideas, innovative marketing plans, strategies. (Maeling Demdam, 2018)
To increase their profits, revenues, and incomes, to face their competitors in the market, but at the same time to reach their targets, IHG is using a variation of marketing strategies.
As a part of their marketing strategies, InterContinental Hotels had repositioned their brand in the market. With DELLOIT support, they agree to invest in their employees, to help them recognize and understand the company marketing goals, needs, perspectives, and values by offering them rigorous training, and instructing them on the needs of the customers upon their arrival and during their stays. 
For the public relation and marketing services, they have opened a contract with Hill & Knowlton, an American public relations consulting company. (Jones, Peter 2009)
Since they have opened their business, the first marketing strategy planned by the company, was the hotel’s position. When they had the chance, they came out with new marketing strategies, trying to reach the customers and to keep them on their side. Therefore, in January 2007, they created a “sound strategy”, which was favored by the IHG’s guests, making them feeling special, and offering them something more than a bed and food. (Saporito, B 2007)
By measuring their own success, they have created an innovative marketing strategy, which helps them as a company to count each customer satisfaction or complaint.
How is this possible? They have created for each department such as kitchen, housekeeping, food and beverage, bar, spa, front office (and others), a special scale, a table where they count their monthly investments, what they have earned, how many customers they had in that month, and what and where they must improve according to their customers feedback.  (www.intercontinentalhotels.com 2021)
As a part of their marketing strategies, social media (Twitter, Instagram, Facebook, LinkedIn) is important to them as well, according great importance especially to their hotel’s websites, where they attach information’s not only about the service they offer, but about all decisions they have made during the time, information regarding their collaborations, investments, news, rules, and policies, or Covid-19 rules. (www.intercontinental.com, 2021)
Another marketing strategy which can be seen on their web pages are the vouchers & discounts they offer to their customers, or the contracts with different booking agencies, advertising companies, which helps them. 
In 2019, they had surprised the world with their Icons idea, which is part of their marketing strategies, to show the world the most important attractive cities and their key points, which was appreciated by many people all over the world. (Albawaba Ltd, 2019)
To show their protection for the Environment and their care for the future, IHG decided to send a green message in the world, to support businesses protecting the environment as much as they can by investing together with the partners’ companies in better recycling methods and trying to stop the spread of the plastic. (Park, Jeongdoo 2014)





Best Western Hotels & Resorts is a big company that offers the finest hotels and resorts in about one hundred countries and territories worldwide, where the customer’s experiences are created to be unforgettable and repetitive. (www.bestwestern.com 2021)  
Best Western hotels offer rooms where the customers can sleep, bathrooms with showers, restaurants, food and beverage, gardens, pools, spas, leisure rooms, meeting rooms, and different entertainment programs. 
What makes Best Western hotels so powerful and exceptionally good competitors, is the high-level standards they have to offer, and their marketing strategies as well.
Starting from the 4P’s strategies, ranging from their good activity on social media, or their advertising on their websites, promotions, discount offers to their guests, loyalty programs, or simply presents. (Setiawan, B; Rukmana, D; Mahyuddin, 2020)
The 4P’s strategy is simple and it covers the Product, Price, Place, Promotion, and is a marketing mix strategy. To develop the idea, starting from the Product, is easy just to have a look at the Best Western portfolio, to realize that the Products include more than four thousand hotels, are a mix between resorts, and a variety of service such as hotel stays, dining services, spa, gym and more.
When they decided to include Pricing as a marketing strategy, they decided to offer numerous services at different prices but the same excellent quality.
Within the Place and distribution, Best Western Hotel & Resorts decided to place their hotels in countries like the USA, Canada, Australia, New Zealand, UK, and all over the world, in important cities or capitals, choosing central positions, or, for those who are looking for silence, peace, and a quiet atmosphere around them, there are also Best Western hotels available. 
Through Best Western Promotion and advertising strategy, the company plans to promote as much business as they can, through TV, newspapers, magazines, travel shows, conferences, social media (Facebook, Twitter, Instagram, LinkedIn), contracts with different booking agencies such as Booking, TripAdvisor, Travelocity.  The psychical impact is extremely fast, the people start to check the hotel the magazines and TV talk about, and they discover that the advertising is real indeed.   ( www.mbaschool.com 2021, Duffett, Rodney 2018)
With a particularly good marketing strategy behind them, Best Western is continuing to invest energy, time, and money in their beliefs. They know that for a better business, they must invest not only in their business but in the world as well.
By protecting the environment, they will give a chance to the younger generations to visit and to book their hotels in the future repeatedly.
By taking some concrete actions like paying attention to energetic efficiency, continuous monitoring of water, of energy consumption, recycling and separating the rubbish (food, plastic, paper, glass), and promoting eco-friendly system for their guests, and by achieving better results, they have enjoyed Stay for the Planet’s program. (www.hotelpresident.com, 2021, Marketwire 2012)
 In 2019, Coronavirus closed many businesses across the world, and the hospitality industry has suffered a lot, by losing their customers, or worse, their employees.
To ensure that they are offering clean and safe rooms, well disinfected, clean areas,
and places, they have created the “we care clean” program, which keeps the hotel’s customers safe during the pandemic time, by following a rigorous cleaning schedule program. They are also using technology to keep the distance between
the customers and employees, for example, the check-in machine, contactless key cards, or contactless payment methods. (Matthew Kuofie, Nik Maheran 2021)

In conclusion, everything that is happening in the hospitality business is important and each department depends on another department to thrive. To develop this idea, regarding Covid-19, without the housekeeping department which means cleaning and disinfecting always in both hotels presented, the hotels would be closed.
Without online marketing, not as many customers would book rooms in hotels, and the employees would not have so many chances to work, creating the possibility of customer dissatisfaction, and as it would be impossible to read any reviews about the hotels they are planning to stay in, it would be unrealizable to help the other customers by writing feedbacks. 
Social media, online marketing, and the newest technology are a powerful help all over the world, starting from the managers, employees and customers.
Within the online market, we have the chance to explore the world and to ensure that we live a valuable experience, because we have the chance to become well informed about the place we are going to visit before visiting it.
Through technology, everyone is using its benefits, it saves time, it will skip queues, and customers will also be happier having more time for themselves, but also happy that they have learned something new during the experience.
The idea about thinking of the future, creating, and investing in different environmental methods, is also impressive, as it lets the world hope for better for its children, for better for all of us.
The hotel chains I have presented within this essay, are adapting and both using the online marketing benefits, with the same purpose, in diverse ways, but they succeed to maintain and develop their well-done work.
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