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[bookmark: _qszszdgox9es]Marketing can be mentioned as the most significant process of an organization that helps to enhance the sales and profitability of the organization in a significant manner. There are different types of strategies used by organizations in their business that help to enhance the sale of products and services of the organization and attract more consumers to the organization. This essay helps to deduce the marketing methods used by Hilton and Best Western and compare their marketing methods effectively.
[bookmark: _uen9gjr34ux]Hilton can be mentioned as a company that operates in the global hospitality industry. It was founded by Conrad Nicholson Hilton 102 years ago in 1919 (Hilton, 2021). The headquarters of the company is based in Mclean in Virginia in the United States. There are 584 hotels of the company all around the globe (Hilton, 2021). The revenue of the company in 2020 was US $ 430.7 crores (Hilton, 2021). The current CEO of the company is Christopher J. Nassetta. 
Best Western can be mentioned as a company that also operates in the global hospitality industry. It was founded by M.K. Guertin 75 years ago in 1946 (Best Western, 2021a). The headquarters of the company is based in Phoenix in Arizona in the United States. There are 4700 hotels of the company all around the world (Best Western, 2021a). The revenue of the company was US $ 6000000000 in 2012 (Best Western, 2021a). The current CEO of the company is David Kong.
[bookmark: _rmiyvq9ma4m5][bookmark: _vnevofhp8zxu][bookmark: _Toc84686437]Marketing Choices and Direction within Marketing: The effective marketing strategies of Hilton have helped the company to expand its business effectively. In addition, the social media marketing and digital marketing approaches applied by the company in its business have effectively enhanced its sales and reputation (Hilton, 2021). Hilton uses a premium pricing strategy in its business that helps to take care of high-profile people and provide effective services to its customers to retain them in the organization (Beerli-Palacio et al. 2020). The organization applies social media marketing strategy in different social media platforms such as Facebook, Twitter, Instagram, and others to advertise and promote the brand and its products effectively. It critically helps the firm to reach to the maximum number of audience. In addition, it helps to intensify the customer base and reputation f the company effectively.
Best Western has implemented a marketing and pricing strategy in its business that can be mentioned as “Best Western Premier”. This feature of the company is enabled in the European and Asian regions (Beerli-Palacio et al. 2020). The chain branding system of the company was upgraded to the three-tiered system in the year 2011 and the elements of the three-tiered system can be mentioned as “Best Western”, “Best Western Plus”, and “Best Western Premier”. Best Western uses conventional methods of marketing such as digital marketing, advertisement, and direct marketing (Best Western, 2021a). It critically helps the organization to intensify its customer base and enhance the reputation by providing all types of products to the customers. The organization uses digital marketing strategies effectively by advertising products of the company in televisions and radios to make the customers aware of the benefits and specifications of the products. 
[bookmark: _mhrg7fyoukm][bookmark: _Toc84686438]Current Market Positions: Hilton uses a strong financial model in its business that helps to ensure the growth of the company effectively. In addition, it helps to enhance the profitability of the business in a significant manner. The franchise-based structure of the company does not require any investment in developing new properties for the business (Huang et al. 2021). It critically helps the organization to enhance its revenue effectively by investing less in development areas and other functional areas of business. According to the stats of 2020, Hilton is one of the market leaders in the global hospitality industry (Hilton, 2021). In addition, Fortune magazine has described Hilton as one of the Top 100 Hotels of the world due to the employee satisfaction provided by the company.
Best Western uses digital marketing strategies effectively in its business that helps to attract customers to the business. In addition, the online business procedures of the brand are helping to deal with more customers via the internet. According to the stats of 2021 of the company, it can be deduced that Best Western is the market leader in the North American hospitality industry (Best Western, 2021b).
In addition, it was honored as one of the top 10 companies that have introduced innovation in its business. Hilton has applied Augmented Reality and Virtual Reality in its business that has effective impacts on the business of the company (ONOPREYCHUK, 2018). The application of advanced technologies in the business has made the company a market leader in technological aspects. The loyalty programs organized by the company for its customers are ranked as no. 1 in the globe which helps to retain the customers of the brand effectively.
[bookmark: _gvp5j985xkst][bookmark: _Toc84686439]Marketing Strategies: Marketing strategies can be mentioned as the strategies used by organizations to enhance the sales and profitability of the business effectively (De Pelsmacker et al. 2018). In addition, it helps to enhance the brand image and reputation of the brand in a significant manner. It can be found that Hilton and Best Western both use the 4Ps of the marketing mix in their business. 4Ps of the marketing mix can be deduced as the marketing strategy of organizations that helps to introduce a new product or service of an organization in the market (Arab, 2018). It helps to meet the needs and requirements of customers effectively. There are mainly 4 components of the 4Ps of marketing ix such as “Price”, “Product”, “Promotion”, and “Place”. The 4Ps of the marketing strategy of Hilton and Best Western is deduced effectively below
[bookmark: _h8x3jjf8am0t][bookmark: _Toc84686440]4Ps of Marketing Mix of Hilton: Hilton uses 4Ps of marketing mix effectively in its business and it can be mentioned as the major strategy of the marketing organization.
“Price": Hilton provides different types of hospitality services to its customers that help to attract customers to the brand. It provides services such as "luxury hotel suites", "focused services" such as "Hilton Garden Inn", "extended stay suits", "vacation hotels", and others to its customers that help to provide satisfaction to its customers (Hilton, 2021). Hilton organizes loyalty programs for its loyal customers named as "Hilton Honors Program" that helps to retain the customers in the business. Collaboration can be mentioned as a major strategy of the organization that helps to provide additional advantages to the customers. In addition, there are different membership segments of the company such as "Blue", "Silver", "Gold", and "Diamond" that help to manage different types of customers.
“Product": There are different types of prices of the services of the company depending on the features of the packages. In popular cities and metro cities, the prices of the services of the company are higher (Dadzie et al. 2017). In addition, there are additional services of the company that helps to add value for the customers such as Wifi, food, parking and others.
“Promotion": Hilton focuses on providing satisfaction to the customers by providing excellent services. It has made collaborated with other organizations, international companies, baking institutes, and different restaurants for promoting the products and services of the brand (Farkas, 2018).
“Place”: Hilton operates in 103 countries of the world and the organization has 5100 properties around different regions of the world (Hilton, 2021). The base of the company is located in the US and it expanded its business in western regions. It is aiming to expand the business more in the emerging markets of Asia to have more effectiveness.
[bookmark: _k7dv0asqif4e][bookmark: _Toc84686441]4Ps of Marketing Mix of Best Western: The marketing mix approach of Best Western critically covers four aspects of marketing such as “Price”, “Place”, “Product”, and “Promotion”.
“Price”: Best Western offers different pricing of rooms and services to its customers depending on the area of the hotels. There are different packages of the services of the firm that helps to attract and manage customers (Best Western, 2021).
“Product": Best Western provides services such as hotel stay, spa, dining, gym, Wifi and others in its business that helps to attract customers to the company (Mohammadi et al. 2018). There are different facilities provided by the organization such as various room designs, sea view, parking, and others to its customers.
“Promotion”: Best Western uses digital marketing strategies and direct marketing strategies such as advertisements in Televisions, newspapers, magazines, and websites that attract customers to the business of the organization (Lahtinen et al. 2020).
“Place": Best Western has expanded its business in Canada, the UK, USA, New Zealand, Burma, Australia, and other countries of the world that is helping the company to do business with more customers (Best Western, 2021).
[bookmark: _7p0rxco7mhcy][bookmark: _Toc84686442]Considerations regarding sustainability and green marketing: Hilton has applied green marketing strategies to enhance the sustainability of the business. There are promotional events, seminars, and meetings organized by the brand to enhance the sustainability of the business effectively (Dangelico and Vocalelli, 2017).
Best Western is aiming to make its hotel environment green and started using renewable energy sources that helps the company to bring sustainability to the workplace (Saura et al. 2018).
[bookmark: _tnv0grnfzg8x][bookmark: _Toc84686443]Positioning Strategies of Organizations Regarding COVID-19 Pandemic: According to the stats of Hilton hotel it can be mentioned that in the year 2019 there were 584 hotels of the company that includes 216379 rooms in it (CFA, 2021). It operates in 94 countries of the world. Hilton management uses leased properties in its business and there are 219264 rooms of the company and 61 properties that include 77151 rooms in it (Hilton, 2021). The firm uses a positioning strategy based on the luxury and price of the products (Witek-Hajduk and Grudecka, 2018).
Best Western contains 4700 hotels all around the world and there are 2000 hotels of the brand that are located in the North American region (Best Western, 2021b). The brand uses a positioning strategy based on the locations of products and services of the brand (Iyer et al. 2019).
[bookmark: _3nsd8prnassc]Marketing is one of the most significant aspects of the business of hotels and this essay critically helps to deduce the marketing choices and marketing directions applied by Hilton and Best Western in its business. In addition, it helps to deduce the current market positions of the organizations and compare their marketing strategies effectively. This essay critically sheds light on the marketing strategies and positioning strategies used by the companies to compare their business strategies effectively. In addition, it helps to shed light on the aspects of sustainability and green marketing strategies of the organizations. It can be concluded from this essay that there are effective marketing strategies applied by both organizations to enhance their sales, reputation, and profitability. However, Best Western should provide more focus on the aspects of social media marketing and Hilton should focus more on its pricing strategies to have significant impacts on the business. 
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