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Introduction 
	The Radisson Hotels is a part of the Radisson Hotel Group with a host of hotel brands serving different travellers and budgets across the world. Hilton Hotels on the other hand is a subsidiary of Hilton Worldwide, a hospitality conglomerate in the hospitality industry. The Hilton Hotel brand on the other hand comprises over 4000 hotels across its worldwide network amounting to over 678 000 rooms spread across 91 countries. Radisson Hotel is owned by Jin Jiang International. As of 2022, the Radisson Hotel Group operates in over ninety-five countries.
Marketing Methods
Both hotel brands operate a complex web of management and marketing methods based on their clientele. Radisson Hotels operates across the world with “over 197, 000 rooms in operation or under development” (Radisson Hotels, 2017). Hilton Hotels operates a dozen brands with a franchising business model. The brand operates both ownership, time-share, and management & franchising business model. The brands under the Hilton Hotel brand also leverage its 100-year-old legacy within the hospitality industry. According to the Hilton Hotel Group (2013, p.6) Annual Report, “we grow our management and franchise business by attracting owners to become part of our system and participate in our brands and commercial services to support their hotel properties”. As the sole management and license holder for its brands, the company is responsible for the marketing aspect of the businesses comprising hotels, and properties under its name.
The Radisson Hotels employs a mix of a franchise, leasehold, and managed hotels approach in its operations. Radisson as a brand leverage on its international standards as the blueprint for its marketing campaigns across its website. The use of its website as a way of attracting potential investors and property owners is enhanced through the use of high-definition imaging, resources, and chatbots to keep track of interactions from potential partners. The Radisson Hotels website serves as its prime online hub with a clear positioning statement indicating that- “all our brands leverage on the strong Radisson name, one of the most recognized hotel brands in the market” (Radisson Hotel Group, 2017). 
Marketing Strategies and Positions 
The deployment of innovative solutions across the Radisson Hotel operations also makes the brand one in which technology plays a huge role. The high demand for digital solutions especially during the past two years accounts for major developments within the hospitality industry taking up steps to develop in-house digital aids and solutions for their customers (Gursoy and Chi, 2020, p.527)The development of the Radisson mobile app enhances user experience besides facilitating fast check-ins for its guests across the world. The commitment to innovation at Radisson Hotels such as the “roll-out of the Hotel kit and Radisson+” (Radisson Hotel Group, 2017) aims towards improving personalization and enhancement of guest experiences.  The apps allow customers to stand chances of joining its members-only loyalty program with additional benefits such as discounts on their bookings based on their bookings with the hotel. The Hilton Hotel also uses technology as a medium of marketing such as with its Hilton and Hilton Honours apps to “offer more robust digital booking- consistent with our goal to make a direct booking the preferred channel for all guests” (Hilton, 2013, p.8). The deployment of technology such as enhanced mobile apps is crucial to fast-track mobile check-ins and bookings for its guests including custom provisions for its Honours program has over 40 million members worldwide. The Radisson Hotels loyalty program commands over 150,000,000 members worldwide thus making it one of the most successful in the hospitality industry. 
The Hilton Group also relies on its luxurious brand name to attract property owners and potential investors both across its website and promotional materials and adverts across the online and digital spaces. The Hilton also employs direct marketing methods such as telemarketing, postal mail, and email marketing (Hilton, p.18). However, both brands face challenges with their worldwide operations hindering the use of universal methods of marketing due to the variation of laws and regulations in different countries (Swarbrooke and Horner, 2011, p.131). Radisson Hotels capitalizes on powerful commercial drivers to gain new partners and attract guests to their hotels through their highly personalized “bespoke services’. Radisson Hotels’ Grow with Us brochure, the “Radisson Meetings, is designed to offer personal and professional experiences” (Radisson Hotels, n.d) to their customers and their attendees. Besides, their Meetings and Events programs make it one of the world's first to be capable of offsetting carbon footprint from every single meeting.   
The emergence and adoption of the internet across the world provide a rich avenue for both brands to leverage the digital generation of consumers. for both brands, the companies enjoy a robust and professional management standard through which they utilize third-party intermediaries to get new customers. The Hilton Hotel (2013, p.19), annual report indicates that “a significant percentage of hotel rooms for individual guests is booked through the internet through internet travel intermediaries”. As a result the Hilton Hotel Group either contracts or pays these intermediaries commissions or transaction fees for the sales accruing from their marketing practices. Radisson Hotel strives to deliver incredible hotel experiences using its people and partners. The hotel brand affirms that “while our 95,000 team members at Radisson Hotel Group play a unique role, they all serve as brand ambassadors working to turn guests into passionate brand advocates”. 
[bookmark: _Hlk127570860]However, the major drawback to the reliance on internet intermediaries such as TripAdvisor which boasts over twenty million users every month can be damaging wherever clients or their partners manipulate information. Jung and Ineson et al., (2012, p.15) note that manipulations such as reviews on sites such as TripAdvisor can are used as a means of gaining either a “form of reimbursement, upgrade, or rate negotiation for their future stays” (Jung and Ineson et al., (2012, p.15). The potential damages accruing from such machinations can weigh heavily on the reputation of both hotels. These risks among others contribute to their growing efforts and investments towards the development of their technological gateways such as mobile apps for their guests as opposed to booking from third parties (Brown, 2007, p.695). Although customers who are loyal to a brand might act as an extension of the brand to the outside world such as through recommendations, a ruined reputation can make significant changes on a massive level if performed through online or other digital forums. This is because such information can be viewed by thousands of other prospective customers (Shoukat and Ramkissoon, 2022, p.766). The two brands have significant control measures including rigorous communication and operational standards that safeguard their international brand reputation. These include highly qualified teams of experts and partners to manage both their offline and online activities (Johnstone and Clark et al., 2012, p.183). This approach extends to streamlining their engagements with customers, intermediaries, and other external communications.
During the COVID-19 outbreak, the hospitality industry was among the first industries hardly hit by the sudden lockdowns across the world. As a punitive measure, the hotel industry takes in most of these shocks with enormous economic downturns across the world (Zeb and Hussain et al., 2021, p.7). The Radisson Hotel’s press release “revamped Radisson Rewards program” (Radisson Hotel Group, 2022) offers members a faster route to the top tier status in the industry. The revamped program is also responsive to demands such as for ‘carbon neutrality’ for guests. The company has also made considerable investments in its effort to achieve carbon neutrality by 2050 (Energy.gov., 2022). However, these commitments draw mixed reactions to some hotel-related ESG practices such as “urging guests to reuse towels and turn off lights…have tarnished trust with consumers who are increasingly realizing when green claims are self-serving” (Hotel Management Network, 2022). The green commitments, although promising might pose significant challenges for the Radisson Hotel Group as with other organizations across the world. 
Consequently, the Hilton Hotel has made considerable changes over the years in its commitment to driving responsible travel and tourism (Labriz, 2021, p.6). The Hilton Hotel Group also works with suppliers who subscribe to sustainability objectives including sustainable sourcing. The brand has dedicated Hilton Team Member Hotlines which they celebrate with their worldwide “Network of Travel with Purpose” (Labriz, 2021, p.9). The partnerships with multiple industries also make the brand one of the leading advocates for these sustainable practices
Recommendations 
The changes in both hotels’ operating standards based on these newly founded environmental and sustainability programs however have a considerable effect on the overall perception among property owners, partners, and guests. The most critical aspect in such cases involves the loss of trust which forms the basis of the brand's operational standard (Munar and Jacobsen, 2013, p.2). Hence, both hotels need to ensure that their social commitments align with sound understanding of their customers opinions and stances about such emerging issues before adoption or making public declarations or commitments.
Both hotels should prioritize data privacy in their engagements and marketing practices. Besides The changing nature of consumer needs in the post-covid world makes it a priority for brands within the hospitality industry to make changes that reflect the modern day consumer need and expectations (O’Fallon and Rutherford, 2007, p.16). These can include measures such as overhauls of their operations including the adoption of efficient delivery systems and ethical considerations. 
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