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The marketing tactics and fundamentals used by Ritz Carlton and Best Western are compared in this research. These hotels provide distinctive experiences to its visitors and appeal to various target markets. The research focuses on the important components of their marketing strategy, such as elevating their brand values, identifying niche markets, utilising social media, and providing distinctive facilities and experiences. This research attempts to offer insights and suggestions for enhancing these hotels' marketing initiatives in order to draw and keep consumers in a cutthroat market by looking at their key marketing components.
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A comparison of the marketing methods of two multinational hotel brands.
Marketing mix
Hotel brands Ritz Carlton and Best Western have different target audiences and marketing strategies. Each brand's marketing strategy takes these distinctions into account.
Product: Ritz Carlton offers a luxury experience to its guests, with high-end amenities and exceptional customer service. Its guest rooms are well-appointed, with luxurious bedding and upscale furnishings. Ritz Carlton also offers fine dining restaurants, luxurious spa services, and personalized experiences. On the other hand, Best Western provides comfortable accommodations and reliable services to budget-conscious travellers. Its guest rooms are clean and comfortable, with basic amenities such as free Wi-Fi and complimentary breakfast (Leung, Bai, and Erdem, 2017).
Price: Ritz Carlton's pricing strategy is premium, reflecting the high quality of its products and services. It caters to affluent travellers who are willing to pay a premium for a luxury experience. In contrast, Best Western's pricing strategy is affordable, catering to budget-conscious travellers who are looking for value for their money.
Place: Ritz Carlton's place strategy involves positioning its hotels in high-end locations that appeal to its target market. Its hotels are typically located in upscale neighbourhoods, with easy access to luxury shopping and dining options. Best Western's place strategy involves positioning its hotels in convenient locations that are easily accessible to its target market. Its hotels are typically located in urban and suburban areas, close to major highways and transportation hubs (Dzhandzhugazova, et al, 2016).
Promotion: Ritz Carlton's promotion strategy emphasizes its luxurious offerings and exceptional customer service. Its advertising campaigns focus on highlighting the personalized experiences that guests can expect at its hotels. Best Western's promotion strategy emphasizes its affordable pricing and reliable services. Its advertising campaigns focus on offering value for money and a comfortable stay.
The marketing mix of Ritz Carlton and Best Western hotels differs significantly, reflecting their respective business strategies and target markets. Ritz Carlton focuses on offering a luxury experience to affluent travellers, while Best Western focuses on offering comfortable accommodations and reliable services to budget-conscious travellers. Their pricing, place, and promotion strategies are tailored to appeal to their respective target markets (Dzhandzhugazova, et al, 2016).
Segmentation, Targeting and Positioning
Segmentation, Targeting, and Positioning (STP) are important components of a hotel's marketing strategy, as they help to identify and reach the right target market with the right message.
Segmentation: Ritz Carlton segments its target market based on the luxury segment, focusing on affluent travellers who are looking for a premium experience. Best Western segments its target market based on the budget-conscious segment, focusing on travellers who are looking for value for money (Wang, 2017).
Targeting: Ritz Carlton targets affluent travellers who are willing to pay a premium for a luxury experience. Its products and services are tailored to appeal to this target market. Best Western targets budget-conscious travellers who are looking for comfortable accommodations and reliable services at an affordable price.
Positioning: Ritz Carlton positions itself as a luxury hotel chain that offers personalized experiences, exceptional customer service, and high-end amenities. It emphasizes the exclusivity and uniqueness of its offerings. Best Western positions itself as a mid-scale hotel chain that offers comfortable accommodations and reliable services at an affordable price. It emphasizes the value for money and convenience of its offerings (Morrison, 2022).


Marketing Communication
Ritz Carlton and Best Western hotels have different marketing communication strategies, reflecting their different target markets and business strategies.
Ritz Carlton's marketing communications strategy focuses on highlighting the luxury experience that guests can expect at its hotels. Its advertising campaigns emphasize the exclusivity and uniqueness of its offerings, such as personalized experiences, exceptional customer service, and high-end amenities. Ritz Carlton also uses public relations to build its brand image and reputation, such as through partnerships with high-end brands and celebrity endorsements. It also leverages social media platforms to engage with its audience and showcase its luxurious offerings (Alserhan, et al, 2018).
On the other hand, Best Western's marketing communications strategy focuses on offering value for money and reliable services to budget-conscious travellers. Its advertising campaigns emphasize its affordable pricing and the basic amenities that guests can expect, such as free Wi-Fi and complimentary breakfast. Best Western also uses public relations to build its brand image and reputation, such as through partnerships with travel websites and publications. It also leverages social media platforms to engage with its audience and showcase its affordable offerings (Yang, and Buschman, 2017).
In terms of communication channels, Ritz Carlton and Best Western use a mix of traditional and digital channels to reach their target markets. Both use their websites to provide information about their hotels and services. Ritz Carlton also uses print advertising, such as in high-end magazines, while Best Western uses more targeted advertising, such as in budget travel websites. Both hotels also use email marketing and social media platforms, such as Facebook and Twitter, to engage with their audience and promote their offerings (Chathoth, 2016).
Similarities and differences in the marketing strategies
Ritz Carlton and Best Western hotels have different marketing strategies due to their different target markets and business models. However, they share some similarities and differences in their approaches to marketing (Piramanayagam, and Seal, 2022).
Similarities:
· Both hotels use a mix of traditional and digital marketing channels to reach their target markets. They use their websites, social media platforms, and email marketing to promote their offerings and engage with their audience (Wagey, Pitanatri, and Sujatha, 2020).
· Both hotels also use public relations to build their brand image and reputation. They partner with other brands, participate in industry events, and work with influencers and media outlets to promote their brand.
· Both hotels focus on customer service as a key component of their marketing strategies. They aim to provide a positive experience to their guests, which can result in word-of-mouth recommendations and repeat business (Kucukusta, Perelygina, and Lam, 2019).
Differences:
· Ritz Carlton's marketing strategy focuses on offering a luxury experience to affluent travellers, while Best Western's marketing strategy focuses on offering value for money to budget-conscious travellers.
· Ritz Carlton emphasizes exclusivity and uniqueness in its marketing communications, while Best Western emphasizes affordability and reliability.
· Ritz Carlton uses print advertising in high-end magazines to reach its target market, while Best Western uses more targeted advertising in budget travel websites.
· Ritz Carlton's pricing strategy is premium, while Best Western's pricing strategy is affordable.
· Ritz Carlton's hotels are typically located in upscale neighbourhoods, while Best Western's hotels are typically located in convenient locations close to transportation hubs.
In summary, Ritz Carlton and Best Western hotels have different marketing strategies due to their different target markets and business models. However, they share some similarities in their use of marketing channels, public relations, and focus on customer service. The main differences lie in their pricing, positioning, and targeted messaging.
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Here are some recommendations for Ritz Carlton and Best Western hotels to improve their marketing strategies:
Ritz Carlton:
· Expand its target market to include travellers who may not necessarily be affluent but are looking for a premium experience.
· Increase its use of digital marketing channels, such as social media and online advertising, to reach a wider audience (Lykov, 2017).
· Develop more targeted advertising campaigns that focus on specific segments of its target market, such as business travellers or families.
· Use customer feedback and data to personalize its offerings and provide even more unique experiences to its guests.
· Expand its loyalty program and offer more incentives for repeat business (Su, and Reynolds, 2019).
Best Western:
· Focus on enhancing the quality of its services and amenities to differentiate itself from other budget hotel chains.
· Develop more targeted advertising campaigns that focus on specific segments of its target market, such as families or solo travellers (Yarimoglu, and Gunay, 2020).
· Increase its use of social media platforms, such as Instagram and TikTok, to reach younger travellers who are more active on these channels.
· Offer more personalized experiences to its guests, such as recommendations for local attractions or personalized welcome messages.
· Develop partnerships with travel websites and apps to increase its visibility and reach.
Overall, Ritz Carlton and Best Western hotels could benefit from focusing on personalization, targeted messaging, and sustainability in their marketing strategies (Baran, and Galka, 2016).


[bookmark: _Toc128742862]Conclusion
For their separate target markets, Ritz Carlton and Best Western hotels have different marketing approaches. Although Best Western Hotel places a strong emphasis on providing a social environment, distinctive amenities, and attracting millennials, Ritz Carlton highlights its dedication to the environment, memorable moments, and eco-conscious customers. To draw in guests and keep them interested, both hotels use experiential marketing and social media. Yet in order to stay ahead of the competition, both hotels may improve their core marketing strategies even more by utilising cutting-edge technology and developing engaging advertising campaigns. Ritz Carlton and Best Western hotels can keep drawing in and keeping guests while also achieving long-term success by putting the suggestions made in this research into practise.
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