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Marketing refers to the processes, planning, activities and strategies that are aligned to promote the goods and services of a firm to the actual and potential customers along with creating awareness of market presence about the brands and services of the businesses (Kotler and Armstrong, 2013). This essay aims to compare various marketing methods and initiatives taken by the Ritz-Carlton Hotel Company and Best Western Hotels & Resorts, two UK-based multinational hotel chain companies. To be specific, this essay covers the marketing choices and directions of both firms in both the local and global tourism industries along with analysing their current market positions supported by market share data. This essay includes discussion on the marketing strategies of these two firms and their focus on green messaging and sustainability. Finally, this essay includes a discussion of the ways the firms dealt with customers during the COVID-19 global pandemic.
Since the firm Ritz-Carlton was established in the UK, it has given priority to service marketing and it continuously provided greater levels of services to the customers, as their prior and major marketing choice and direction to promote its goods and services in the UK and global tourism industry (Anon, 2022). Another important marketing choice of Ritz-Carlton is their successful targeting segmentation in the UK and global tourism markets. The firm identifies its strategic customers and segments them into several targeted groups they aim to satisfy these targeted customer groups successfully based on the budgeted resources of the firm for the marketing function. Additionally, unlike other hotel businesses, the Ritz-Carlton offers Luxury Lodging with the help of psychographic segmentation by successfully targeting customer segmentation marketing strategies, they are successfully offering and providing luxurious hospitality services within more than 30 countries including the UK tourism industry (Ritz-Carlton, 2022). Additionally, the marketing function has increased its investment in SEO and unique value propositions for the targeted customers in the hotels in both the UK and other countries. The social media marketing strategy (Instagram, Facebook, Twitter and LinkedIn) of Ritz-Carlton has increased its ticket sales by offering rewards on direct bookings on different occasions according to the location of the followers of Ritz-Carlton hotels (Wagey et al., 2020). On the other hand, the marketing choices and directions of Best Western Hotels & Resorts are different from Ritz-Carlton. In comparison to Ritz Carlton, Best Western Hotels focus more on digital platforms and digital marketing to promote their services to their targeted customers (Best-Western, 2022). 

Along with the traditional marketing strategies, the use of search and display technology is helping to target tourism customers and offer them adequate and satisfying hotel services in terms of rooms, and guests in the hotels. Along with that, the content marketing strategy of Best Western Hotels has helped them in providing efficient hotel services for the Hispanic targeted section within the market segmentation of the firm. The firm Best Western tailors its efforts based on the Hispanic regions, continuously combining traditional and digital marketing strategies, and finally taking advantage of the Hispanic talent in the marketing process of the firm. Both Ritz-Carlton Company and Best Western Hotels are adapting to digital technologies and are relying more on these tools and technologies to provide services to customers after the pandemic situation of COVID-19 (Ogbeide, 2020). In summary, it can be stated that the marketing strategies and choices of both firms are dynamically syncing up with the changes in the global tourism industry due to the pandemic situation and improving their marketing strategies gradually.
Over the past five years, the firm Ritz-Carlton Hotels has recorded a total 27% increase in their share price and after the acquisition by Marriot International Hotel and the COVID-19 pandemic ended with vaccination, the firm was globally recorded to be in the 62nd position in the category of global luxury hotels (Ritz-Carlton, 2022). In the US, the company Ritz-Carlton Hotels & Resorts has an overall 17% market share which is gradually increasing after the acquisition by Marriot International along with their increasing popularity in the luxury hotel and resort service category. On the other hand, the independent hotel chain business in the UK and the Channel Islands, Best Western GB is globally ranked 19th in the category of Travel and Tourism accommodation and hotels in the US and with its 14% market share in the UK tourism industry (Garrison et al., 2022). However, the digital presence and engagement of both of these firms are very poor in comparison to other international hotels with decreasing percentages in search engine and customer online preference (Wagey et al., 2020). Ritz-Carlton has good online reviews and feedback from those who have taken services with an average of 8 out of 10, whereas Best Western has 7 out of 10 as feedback from previous customers on average (Ribaudo et al., 2020).
The marketing strategies of both Ritz Carlton and Best Western hotels and resorts and the way the firms apply these marketing strategies are discussed in this part of the essay with the 4Ps of the marketing mix. In Ritz-Carlton, the product strategy is focused on providing high-class, innovative luxury hotel and resort services to the customers as their aim is to provide a memorable and supreme hotel and resort experience (Toma and Grădinaru, 2018). Best Western provides hotel services along with other hospitality services such as gym, spa, and dining services at moderate prices. The firm offers various kinds of hotels for customers to choose from each having different facilities (Wagey et al., 2020). In the pricing mix strategy, the Ritz-Carlton charges a high amount of money for the premium and VIP services in the UK and US-based hotel chains more focusing on the service preference of the elite class people of the society. In comparison to that, the pricing mix strategy of Best Western offers a range of prices to choose from for people of various social classes. The distribution channels of Best Western are focused on the USA, Canada, the UK, Australia and New Zealand whereas the Ritz-Carlton focuses on the USA, UK, Mexico, Spain, Japan, Qatar and Morocco (Nikbin et al., 2021). Finally, the promotion strategy of Ritz-Carlton uses several media channels such as digital marketing, hosting big events and conferences, word of mouth and references from previous elite customers in promoting their hotel services. In comparison to that, Best Westerns focuses more on digital marketing and social media marketing along with ads on social media platforms to promote their hotel, resort and other services to customers in the UK tourism industry as well as in other countries (Andriany et al., 2022). Both firms are aware of their market competition to improve their marketing mix strategies.
The marketing function in the Ritz-Carlton is aware of the necessary contribution of the firm toward eco-tourism and sustainable tourism development and that is why they ensure aware the customers of the efficient use of energy and water which has contributed to decreasing 30% energy usage and 35% wastage and water usage (Rahman et al., 2019). On the other hand, Best Western’s marketing function has shifted its promotion activity toward digital platforms in reducing wastage through promotional events, bills, or posters as well as creating awareness for the customers about their sustainable hotel rooms with less CO2 emissions (Wichmann et al., 2022). 
After the lockdown due to the COVID-19 global pandemic, both firms changed and adjusted their marketing strategies and other responses to their customers to ensure their effective operations and performance in the post-COVID-19 tourism and hospitality industry (Magnani, 2022). The Ritz-Carlton Hotels has ensured their four principles to ensure consistent customer experience and meet the components of customer’s needs to provide them adequate hotel services. This along with proper COVID-19 guidelines and regulations is ensuring a good professional presence for the tourism customers, improving and becoming a hotel service sensation and their effective service recovery (Kurtuluş and Karayalçin, 2020). The firm Ritz-Carlton also uses a written service strategy within the marketing function which consists of three steps of services in the post-COVID-19 tourism and hospitality industry (Ribaudo et al., 2020). The firm Best Western Hotels and Resorts is also well-positioned regarding customer engagement and connection in the post-COVID-19 UK tourism industry by making changes in its marketing strategies (Jin, 2022). The firm has brought changes in the travel advertisement, breakfast and dining offerings and other tourism services as part of its marketing process to attract tourism customers in the post-COVID-19 industry. For example, Best Westerns has adopted local and government rules and regulations as well as health safety measures within changed services for tourism customers.
In conclusion, it can be summarised that both the firms Ritz-Carlton Hotels and Best Western Hotels and Resorts are using adequate marketing strategies and initiatives so that the customers are engaged, and connected with their brands, prices, services and offerings in the UK tourism industry as well as in other countries of their operations. In addition to that, this essay demonstrates a comparison and contrast between market segmentation, target marketing and marketing mix of both Ritz-Carlton and Best Western which indicates separate marketing strategies to achieve their organisational goals and objectives. 
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