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Introduction
Marketing is considered as a primary function of an industry which ensures the satisfaction of customers through providing and creating values. Marketing is beyond the publicity, advertising and promotions by ensuring market profit. Hotel industry is one of the most competitive business in the present world and to cope up with the new and rapidly changing situation, the hotel industry must adopt the exceptional marketing methods and strategy. Through adopting efficient marketing strategy, the multinational hotels can establish itself in a different position from the competitors. The marketing choices, current marketing positions, present marketing strategies, sustainability and their positioning during COVID-19 pandemic of the two multinational hotel chains are described accordingly.
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Hilton hotels and restaurant is a multinational hospitality company with a flagship brand of USA. It was founded by Conrad Nicholson Hilton in the year of 1919. Hilton is one of the largest industry in terms of hospitality. By providing proficient, skilled and efficacious services, Hilton introduced itself as a biggest hotel brands all over the world (Dick, 2019). As a progressive and global hospitality industry, Hilton owns 18 world class brands in 103 countries with 6478 locations. The products and services of this luxurious hotels are including a various range of quality foods and drinks, exceptional and safest serviced and non-serviced accommodation facilities with considering the demand of relaxing and beauty spa and gym and fitness (Nazarian et al., 2017). Besides the Hilton also provides the facilities of mid ranged hotel services. Another multinational hotel chain is Best Western hotels and resorts, which is a subsidiary marketing cooperative established in 1946. It operates around 4200 locations in more than 100 countries all over the world. The multinational hotel chains assures greater customer satisfactions by prioritizing trust and confidence, loyalty and by giving the excellent and prominent services through which, it can attract the potential customers (Cooper, 2020). These two multinational hotel chains are well reputed for their services and exceptional marketing methods are followed by them. That’s why the author has chosen Hilton and Best Western hotels and resorts. Hilton and Best Western arrange several training programs such as operational competencies, leadership and career programs for the betterment of employees to that they can provide the premium and quality services to the customers by ensuring maximum profit.
Marketing choices and the strategies are the basic and significant functions for an industry. Some exceptional and excellent marketing choices are made by the both multinational hotel industry. Besides, marketing mix covers 4Ps including products, price, place and promotions for finding the proper combination to promote the brand in the market. As the hospitality industry, the product of the Hilton and Best Western is referred as services. The different marketing mix strategies of Hilton and Best Western are in the following-
“Hilton Honors program” for the loyal customers, Luxury hotel chains, Executive services, Focused services are several products of Hilton. On the other hand hotel accommodation, dining services, gym and beauty spa are the products of Best Western hotels and resorts (Cooper, 2020).
Premium prices for value added services, mid-priced services, seasonal and flexible prices are used in Hilton but Best Western apply the price by focusing on the consumers and their nature of administration (Sert, 2017).
Both Hilton and Best Western have branches around the world with opportune location and places are selected for the hotels such as airport & metro area, tourist area &and small town etc. Besides, in the perspective of Hilton, IT and internet platform are highly reliable for distributing strategies (Bowie, 2018).
Premium magazine, websites, and Social media, marketing creative campaign, word of mouth promotion by creating trust and loyalty are used as promotional strategies of Hilton (Baines et al., 2013). But Best Western follows traditional methods such as advertising in the TV, magazine, newspaper, online ads, conferences etc.
There are several market targeting strategies including niche, micro, segmented and mass marketing. From these, niche marketing is the suitable targeting strategy for the industry of hospitality because, Hilton focused its market specifically based on the analysis of the behavior of customer buying, tastes, patterns and preferences (Dick, 2019). Best Western ensures the better quality services than competitors through serving small target market from mid-market to upscale segment (Sert, 2017). Thus it can maintain a good customer relationship management with high profitability.
A standard management framework is known as SWOT analysis which distinguished the company from other competitors. SWOT of Hilton and Best Western helps in identifying the internal strengths and weaknesses and external opportunities and threats.
Strengths: Hilton is highly reputed and recognized brand, upgraded customer experiences, improved technology, better employee retention, innovating platforms (Nazarian et al., 2017). Best Western owns their identity and has improved in sales and repeat visit by providing travel card.
Weaknesses: Government rules and regulations affects the operating systems and there are limited market share for Hilton. Quality controlling is being complicated for Best Western hotels and resorts.
Opportunities: Creative and innovative services, digitalization in information technology, progressing guest loyalty are the opportunities for both of the hospitality industry (Siakalli et al., 2017). 
Threats: Price competition, stabilized growth, political and economic barriers, entry of competitive hospitality industry are some threats for Hilton. And down economy, transforming market conditions, big chains in the markets are threats for Best Western.
Hilton is one of the luxurious and reputed multinational hospitality industry which has 18 prominent brands in 103 countries worldwide. The market size of the Hilton is more than 600 billion U.S dollar and it has established itself in the second position by earning 4 billion revenue in 2020. Besides USA, Hilton operates in Americas, Europe, Asia pacific, Middle-east and Africa. On the other hand, Best Western hotel have more than 4700 locations with 18 hotel brands in the worldwide. The annual revenues of Best Western hotel multinational are from 100 to 500 million U.S dollar. Positioning of an industry helps itself to establish a difference from the competitors by adopting measures to develop an image, identity or brand to the mind of the customers (Enz et al., 2015). The selected multinational hotel chains follow exceptional way to position themselves through prioritizing the quality and competitive pricing (Nikolskaya et al., 2017).
The competition is growing day by day in the hotel industry that’s why both the Hilton and Best Western are taking measures to cope up with the new phase by maintaining the brand value, services, improving technologies and accommodation quality. Customer experience evaluation of hospitality industry is consumer oriented and based on the quality and nature of research. The multinational hotel chains are now adopting new marketing strategies such as driving demand by encouraging loyalty through focusing on the hospitality than property management (Dick, 2019).
Hilton is trying to meet the changing demand of the customers with the quality product and services continuously. The name of the CSR program is “travel with purpose” which emphasizes on the social impact investment and in reducing environmental impact like reducing carbon emission through sending zero soap to landfill (Nikolskaya et al., 2017). Best Western on the other side, maintain the green hotel exercise with the project “stay for the planet” through which it ensures the less consumption and renewable energy, decreasing consumption of water etc. (Nazarian et al., 2017). These two multinational hotel chains provide a positive and green message to the guest by their activities regarding sustainability.
During the COVID-19 pandemic, the hospitality industries take some measures to position themselves as the safe and secured. Hilton always give priority for safety and wellbeing of the team members and guests. Since the coronavirus pandemic, it has been exercising and monitoring the guideline established by the WHO regarding health consciousness. It has been communicating with the guests for their booking via call agents, websites and emails (Jiang and Wen, 2020). Besides Hilton has trained their employees and team members to handle the guest who are unwilling to cover their faces. Face covering and physical distancing requirement is highly emphasized in the Hilton as well as Best Western hotel. Besides the guest who are vaccinated properly are not required to cover the face but have to maintain the precautions. Best Western follows the cleaning standards for health issues under the program “we are clean”. The breakfast has been modified into segments and the social distance is maintained because of more space between the tables (Lai and Wong, 2020). Moreover Best Western is committed to help the frontline heroes by charitable donation supporting them fight against the COVID-19. Through adopting these measures, the hospitality industry is trying to send positive message towards their consumers that there can be affected by the swift changes in information, cancellation of the events and restrictions in travel etc. The Hilton and Best Western are endeavoring to support the clients in this global pandemic (Le and Phi, 2021). During the challenging time of COVID-19 outbreak, they are concerned about the hygiene, safety and comfortability to serve the guests.
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Marketing methods and strategies are quite similar for the hotel industries, although there are some slight differences between the Hilton and Best Western’s marketing method. Both of them are well reputed hospitality industry following niche market. Since the challenging time of COVID-19 the marketing methods of the hotel industries has been slightly changed. Digitization takes the place of conventional marketing methods. However this assessment has shown the comparison and the changes in marketing methods between the Hilton and Best Western hotel.
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