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A comparison of the marketing methods of Hilton and Best Western hotels
For this assignment, the first chosen multinational hotel chain is Hilton Worldwide Holdings Incorporation which is known as Hilton Hotels Corporation. It is a multinational hospitality management company in the USA that manages and franchises a broad portfolio of hotels and resorts (Huh, Lee and Lee, 2019). The hotel chain was founded by Conrad Hilton in May 1919 in Cisco, Texas. Recently the organization is led by Christopher J. Nassetta. It is a Public Limited Company and traded in S&P 500 component. The second chosen multinational chain company is Best Western international incorporation which is operated under the parent company Best Western Hotels and Resorts brand. The brand licenses over 4,700 hotels globally. This brand was founded in 1946 by M.K. Guertin. David Kong is the recent president and of Best Western.  It is a subsidiary marketing cooperative under the parent company (Al Adwan, 2019). Both companies are serving customers with hotels and resorts related products. These companies' operations are centred in the USA (Morgan, 2016). These company’s operation or marketing strategy is similar in a great extent. 


Due to changes in global marketing style and extensive use of e-commerce, both companies have changed its marketing approaches. Recently activities and virtual mood is an option for marketing or promotional, and it is done online (Rizomyliotis, Konstantoulaki and Kostopoulos, 2018). Hilton incorporation uses websites, online media, and airlines advertisement etc. for promoting its product. Best Western also uses a digital platform to promote its product. In 1998, the Internet had been started gradually as well as Google and then Facebook in 2004, YouTube in 2005. After these social media inventions, people started using online for their daily activities (Manuoğlu and Uysal, 2019). For this global boosting of online activities, all organizations had started promoting their business online. And started giving online promotional activities. But for international organizations, it had become obvious to adopt virtual media as a way of promotion. For this reason, Both Hilton and Best Western had started online promotions of their goods and services (VAILLANT and GILLES, 2017). This way of promotion enables them many benefits like low operating cost, 24/7 marketing, diversified marketing, less required manpower etc.

Market positions generally refer to customers' preferences or perceptions towards any organization's products compering its competitors' products. Hilton Corporation is one of the top ten companies in the USA. This hotel company’s services are preferred by worldwide people. Market share by the number of rooms is published recently for hotel chains. In that Hilton and Marriott hold the highest market share which is 10% each. Best Western holds a lower position in this share which is only 3%. Best western also holding its position for providing good services at low costs (Setini and Caisar Darma, 2020). Both companies are try to hold their customer satisfaction. The customers who receive better services provide positive feedbacks and tells about their satisfaction to their close ones (M, 2017). Hiltons Company’s current number of locations is more than 6,478 and worldwide revenue in 2019 was $2.395 billion which is 6.3% extra than the previous year.  And best western incorporation has 4700 licensed hotels worldwide and revenue was .6 billion worldwide according to the last annual report published (Yuvkovetska, Tonkonoh and Shvets, 2019). Due to COVID-19 both organizations had loosed their market shares. At the starting of 2021, Hilton has successfully regained their market position and Best Western is trying to regain its market shares. 

Mainly any business organization’s marketing strategy includes Product strategy, pricing strategy, placing strategy and Promoting strategy (Prasad, 2017). An organization takes a marketing strategy to provide solutions against customer’s needs.  And products strategy refers to what an organization wants to achieve by using its products. Products of Hilton Hotels Corporation are Hotels to stay, resort to visit, dining service, different quality's food etc. Best Western has more than 4000 hotels worldwide to provide its products. Its products include hotel, resort, dining, spa, gym etc. These are the product strategies of the two companies. Pricing Strategies are the activities by which an organization sets a price for its product to maximize profit. Hilton corporation products are mostly premium quality. The hotels' marketing managers make a price portfolio for different products based on the quality of comfort, privacy, exclusivity etc.  Best Western focuses on Quality and Price. Customers book the hotel where they get good products at a low price and the organizations also try to provide good quality hotel service at a low price. These are the pricing strategies of the two companies. Placing strategy suggests the ways of an organization’s products distribution. Hilton Corporation’s distribution generally uses the online medium as websites and mobile application. But customers can book their seats in a hotel online or by physically present in that restaurant. Best Western company's distribution channel is also available via online and offline media. As the company's services are extended worldwide, the company has made its website available for its available country. Perfect placing strategies can increase the selling of the organizations' products as well as profit. These are the placing strategies of the two companies. Promotion strategy is a core thing of marketing which means the methods used by an organization advertise, promote and sell its products. Hilton Corporation promotes its advertisement mainly in the airline's advertising system. It also promotes its advertisement on social media and websites. In order to help the organization to get more referral customers. Best Western mostly use conventional methods to promote its products like TV, Newspaper, magazines, online advertisement to increase its brand value. These are the promoting strategies of the two companies (Fleming, 2014).  
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Environmental sustainability means protecting or conserving natural resources, global warming and the ecosystem for wellbeing. Green activities refer to doing all activities of an organization without harming the environment. Hilton incorporation's hotels take every measurement to reduce carbon emissions and water consumption reduction. Hilton is certified by ISO standards for having energy and environment management. Hilton hotels have achieved the success of reducing 34%, 20% reduction in carbon emission and water consumption respectively. Best Western also takes necessary steps to keep the environment healthy. The company makes rules regarding carbon emission, cleanness, garbage management etc. to reduce environmental pollution (Burwood, 2017). Best Western has a partnership with QT (quality of tourism) to make green activities in tourism. By doing these activities both organizations are helping the environment to be sustainable and providing green messages. 

Due to Covid-19 it was very hard for hotel organizations to carry their businesses. So both companies give flexibility to their customers, to modify or cancel booking. Hilton incorporation gives priority to their customers safety and security (Fouad, 2021). Recently, the company is opening its branches with full safety ensuring and social distancing. Customers have to follow all rules made by WHO and public health authorities. And Best western is taking initiative to keep their rooms clean, in order to keep it safe for everyone.
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