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Essay
Effective marketing strategies help an organisation to operate its business successfully and attract the target audience that will increase brand value and will help to fulfil the long-term goals like sustainability, economic growth, welfare maximization etc. (Rodriguez R. and Martinez T, 2020). In this essay, a comparison of marketing methods is shown based on Sheraton and Best Western which are two multinational hotel brands. Sheraton is a subsidiary of Marriot International which was previously owned by Starwood Lodging and operates its business in more than 70 countries. Best Western Started its journey in 1946 headquartered in Arizona and it has currently operated its business in more than 80 countries. Marketing changes, policies, current market position, impact of COVID, recommendation etc. are illustrated in this essay to make a comparison between the Sheraton Hotel & Resorts and Best Western Hotels & Resorts.
Sheraton provides luxury services to the visitors and upgrades its marketing methods and strategies to rebuild the brand value and increase the market share globally (Yang and Mattila, 2016). Online booking system of the hotel reduces the time and cost for the visitors that has an impact on the revenue because of the increasing number of visitors. It has used traditional marketing methods like print media, newspaper, radio etc. but the uses of social media and digital marketing has been enhanced. It has invested £5 million in digital marketing campaign in 2022 that has increased the brand value by 5% and the visitor’s number is also increased by 9-11% (Nadanyiova, Majerova and Gajanova, 2021). In the COVID period, more than 50% rooms are unoccupied and hotels are closed for several months initially that drastically reduces the revenue. Sheraton Hotel took two years’ renovation program to recover the situation through enhancing social media marketing, providing special discount & services to the local and foreign visitors etc. Facebook page of Hotel Sheraton UK has 8972 followers and it has also a strong website, twitter & instragram account that help to connect easily with the customers. Best Western has used digital marketing methods more compare to the traditional marketing and more than 80% booking of the hotel are done through online. It has used advanced technology that will attract more customers and help to increase the revenue and profitability growth (Vrontis et al., 2022). The revenue of the hotel was decreased by 35% in the COVID period and the visitor’s number was drastically reduced due to the severe attack of the virus and lockdown. It had taken various program like cleaning program, digital marketing, insurance facility etc. to recover from the situation and it has successfully recovered from the situation after two years (Milovanović, Paunović and Avramovski, 2021).  It has focused on social media platforms, review and feedback of the visitors to understand the customer satisfaction and what changes should be made to increase visitor’s number in the future (Verma and Verma, 2017).
Sheraton has a profitability growth of 9.1% in 2022 but it suffers to attract new customers due to lack of budget and strategy for promotional activities (Toling, 2021). It has 9% market share in the UK and it has the goal to increase share value than the competitors like Shilo Inn, Sonesta International Hotel, Best Western etc. (Huang et al., 2015). It has segmented the customers based on different criteria such as demographic segmentation as it operates in more than 70 countries and it has also segmentation strategy based on the customer's visit purpose like business travel or leisure. The target audiences of the organisation are business travellers, vacationers and honeymooners and it uses various promotional strategies to attract the customers like TV, Facebook, Instagram etc. It has provided a special free night way service for which customers have to earn points and they can redeem points to get the service. It implements positioning strategy by providing best-in class services and focuses on the guest's satisfaction & comfort so that it can increase the guest's number and revenue which is £151 million in 2022. It has invested £20 million in advertising campaign to attract more customers and rebuild the brand value throughout the global competitive market. Best Western is a rival of Sheraton which had selected as a number 1 midscale hotel brand in 2020 and it has an annual revenue of £1 billion which is more than Sheraton Hotel. It has made strategic partnership with renowned organisations like AAA, AARP, Costco travel, DISNEP channel etc. for building the brand value and attracts more customers (Sajdak, 2013). It has segmented customers based on different criteria such as demographic, geographic, age, gender, midscale & upscale etc. According to a survey of the organisation, customers aged from 25-34 visit most to the hotel and the male and female visitor’s percentage are 48.43% and 51.57% respectively. The target audiences of the organisation are leisure and business travellers from the midscale and upscale segmentation and it promotes its services through several methods like TV, newspaper, online ads, travel shows, conferences etc. (Kachniewska, 2014). It has positioned the products and services to increase the long term loyalty of visitors and it has ensured high quality products and services that helps to increase guest satisfaction and the profitability growth (Handani, Williady and Kim, 2022).
Sheraton operates its business in more than 70 countries with 430 hotels where luxury hotel rooms, gym, spa etc. are provided and its services are divided into three parts which are core, actual and augmented. It has used 'price penetration' strategy to get competitive advantage in the global market and often used 'premium pricing' strategy for the luxury services that will help to increase the revenue growth (Utaka, 2014). It has used LED light in the guest’s room that saves energy and reduces carbon emission and it has recycled 70% waste that helps to protect the environment. It has taken a program to aware the guests about green messaging which is 'Make a Green Choice' by which guests reduce the carbon footprint and earn 250-500 points in member card or a food vocher of £5 (Porter, 2013). On the other hand, Best Western operates its business in more than 80 countries with 4000 hotels and it has provided various products & services like stylish hotel rooms, spa, dinning service, gym etc. It has various pricing strategy based on customer's need from low to premium pricing and it has three unique brands which are luxury, elite and distinctive that helps to boost revenue and profit. YouMustBeTrippin.com is the content marketing platform of Best Western which helps to increase the familiarity and the brand value that has a positive impact on the organisation's wealth maximization goal. Best Western made strategic partnership with Lifegate to develop sustainable environment through two projects such as 'Stay for Plannet'and 'Stay Plasticless'.  Hotels environment performance is calculated through the five leaf rating proposed by Lifegate's scientific committee in five different aspects such as energy, water, waste, purchases and behaviours. Best Western has taken an initiative for green environment which is 'Go.Get.Green' initiative by which members staying at least two nights can earn 500 BW reward points by keeping the hotel rooms and surrounding environment clean and can get special services by redeeming points. 
A major recommendation for Sheraton is to increase the budget amount for promotional activities that will help to attract new customers and managers should try to increase the market share to 25%-30%. It has to increase the safety of the customers and protect their online data through analysing the feedback of customers. It has to analyse the marketing changes and marketing trend to reform strategies based on those changes which will help to increase the visitor’s number. On the other hand, Best Western should provide better management services to provide nice travel experience for the visitors and managers should analyse the visitor's review. Like Sheraton, it should also focus on the marketing changes, trend, customer's safety and security of customer's data which will increase the repeat customers and visitor’s number (Kattara and El-Said, 2013).
Both Sheraton Hotel and Best Western Hotel are the top contributor of U.K. tourism industry and they have better services for the customers from the other competitors. Best Western has some better services and qualities than Sheraton which should be considered by the management of Sheraton (Elman oğlu Bağırov, 2021). The annual revenue of Best Western is £3 billion whereas the annual revenue of Sheraton is £151 million and the major reason behind this is Best Western has around 4000 hotels and Sheraton has 430 hotels. But, both the organisations have best efforts to improve the marketing methods and policies to increase customer satisfaction, brand value, market share and revenue.
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