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This paper aims to discuss the set of methods and strategies through which two multinational hotel chains promote their activity on the market. Also, it will be observed if their efficiency brings certain advantages to the company and how they contribute to their development.
The essay brings to the forefront the operating positions and methodologies of hospitality companies such as Marriott International and Best Western Hotels, to see if there is any correlation between these specific sets and the elements in terms of success and popularity.
Marriott International, developed under thirty brands, with almost 8,000 properties, occupies the title of the largest international hotel chain (Marriott International, 2021), while Best Western manages more than 4,700 properties around the world (Best Western, 2021).
Köseoglu et. al (2020) states that achieving success in an industry comes from formulating, implementing, and evaluating a set of strategies to achieve business objectives, with a minimum rate of failure or loss. Competitors' reaction is also a challenge that requires extra creativity and effort to continue to succeed, as competitors may try to copy the plans with prosperous market results. The hotel and tourism industry is unique in vital attributes such as competition, degree of risk, capital intensity and leverage among the other industries (Singal, 2015). 
Over time, the Marriott group has managed and franchised properties, making itself notable for its growing popularity by paying special attention to the needs of the public, by creating strategies or even brands that deal specifically with certain categories of customers. It was the first hotel company to offer online bookings and serve food completely free of trans fats. The corporation's portfolio includes Sunrise Senior Living, one of the largest operators that manages housing centers for senior citizens (Marriott International, 2021). The diversification approached by Marriott is beneficial for the company due to the focus on a certain market segment which leads to a specific focus on the needs of that segment, and further turning to high quality, efficiency, and professionalism that make the brand stand out from the crowd (Kim and Lin, 2021).
Unlike other giants in the hotel industry, Best Western is a non-profit organization owned and managed by franchisee members. The attempt of a transition to a for-profit company, in 2019, brought great consequences, one being the inability to adapt the brand's portfolio against the big competitors. However, only a small part of the hotels was under the influence of this attempt, the rest following the same management model due to the majority votes of those in the membership (Dobrosielski, 2019). To satisfy the needs of customers in different marketing segments, Best Western has been divided into three categories of brands: Luxury, Upscale and Economy. According to Wang and Chung (2015), designing brand portfolios can enable a company to improve the dynamics of leverage systems in the market, empowering bargaining, expand management talent in brand’s branches and prevent potential entrants in the field.
Following McCarthy's (1960) marketing mix for each hotel leads to an overview of the basic strategies used to gain a position in the industry, consisting of the four P’s: Price, Place, Promotion, Product. 
Marriott services are available in the form of hotels, lodgings, resorts and more, under various smaller brands (JW Marriott, Moxy, Westin etc.). Since each one is unique in a certain way, it makes it easy to be recognized compared to others, contributing to the success of the company's locations around the world. The company tends to offer the best services at the best prices, considering the value of quality and keeping the specifics of the Marriott brand, the variations being in accordance with the behavior and positions of the competitors. Marriott has established in more than 100 countries around the world, some of which are strategically placed in key locations such as highways, city centers, airports or near tourist attractions (Wickham, Wong and French, 2020). Promotional strategies include a highly detailed website that clearly shows the full range of services, campaigns and advertisements on various social networks and Marriott Bonvoy, a loyalty program for customers that offers attractive benefits (Marriott International, 2021).
Best Western is a leading brand in the hotel industry, which includes hotels and resorts that offer accommodation, spas, gyms, catering and more, the locations being located mostly in North America, but also in Australia, the United Kingdom, New Zealand, Myanmar, Canada, and other countries. Since the customer experience is a primacy, the costs are designed according to the class of each Best Western brand, in conformity with various client’s budget, accommodation time, and need for available services (Best Western Hotel, 2021). The company is promoted through social networks, TV commercials, radio, newspapers, magazines, but also through travel shows, events, and conferences, having its uniqueness as a core part (The Sharp Agency, 2021).
[bookmark: _GoBack]Due to the growing investments in tourism, embraced by several countries, it was found that the quality of the environment is influenced in consistent proportions that are increasing. Dunne (2018) reported that the worldwide hospitality companies are accounted for 8% of worldwide greenhouse gas emissions, more even than construction industry. Kim et. al (2020) emphasized the need for commitment from the tourism industry towards environment, especially for leadership staff. The attitudes and behaviors engaged in protecting, maintaining, and caring for ecology through specific goals will influence the spirit of collaboration and openness among employees. The balance between service quality and the approach to green operations must be constantly monitored.
Marriott group is one of the leading tourism companies with eco-friendly initiatives. Minimizing water and energy consumption are priorities, but also preserving the quality of the indoor environment (Yi, Li and Jai, 2016). "Serve 360" was designed as a program to reduce the effects on the environment from their hotel operations. It also tracks energy consumption with the help of technology and uses solar energy for obtaining electricity and hot water. Marriott invested in food waste tracking solutions applications, obtaining a 64% reduction of waste over just a four-month period. It also procures food supplies from local businesses, supporting not only them, but also reducing transportation. The firm invests in natural capital by planting thousands of trees and providing protection for corals and reefs (Yoon, Kim, and Fu, 2020; Marriott International, 2020).
Best Western hotels joined environmental protection by being a partner for EcoStay, a program that embraces the practice of leaving a small carbon footprint, thus caring for atmosphere and climate (Rimbey, 2012). Another concrete green project is Stay PlasticLess whose purpose is to reduce plastic consumption, recycle it and find alternatives for plastic items used in food, beverage, and cleaning operations. Stay for the Planet is a wider initiative for monitoring the areas of water, energy, waste, purchases and behaviors, assessed by the scientific committee of LifeGate. The consistent results obtained by the company mark its commitment, besides the fact of being the first brand that used an environmental label (Smola, 2021).
The Covid-19 pandemic continues to be a challenging, unprecedented period. The hotel industry has mobilized in finding alternatives to minimize losses, doing what is best to provide its services and ensure a safe, sanitary environment for tourists. However, Kim, Han, and Ariza-Montes (2021) argue that the pandemic can be a generator of opportunities due to changes in customer demands.
Marriott International developed Marriott Global Cleanliness Council to plan fresh goals and standards for worldwide hotel locations regarding hygiene and cleanliness. Using disinfectants recommended by the World Health Organization (WHO), in partnership with Ecolab, the company aims to ensure increased attention to public areas, hallways, and rooms. Modern cleaning versions have been implemented such as electrostatic sprayers for hotel sanitation and air purification systems (Aigbedo, 2021). The protocols of social distancing and wearing a mask are strictly observed. To carry out hotel operations safely, the staff is trained with the help of videos and practical guides, being up to date with all the modifications made to carry out their work to the audit standards that inspect and validate the procedures (Marriott International, 2021).
For Best Western Hotels, the client’s safety is a priority. So, they advise the guests to stay informed about the regulations about the country or area where they travel and complete the Traveler Health Form. The We Care Clean program is designed to provide high-level standards of cleanliness and sanitation, winning a leading position in the industry in terms of hygienical maintenance for accommodations (Zemke et al., 2019; Best Western, 2021). The group is also showing support by converting several properties in hospitals for patients infected with Covid-19 for the period of self-isolation, working in partnership with NHS and medical specialists to create the right medical conditions (Best Western, 2021).
Finally, the specific objectives of each brand bring many gains when they are achieved and are used as a basis for goals with greater potential in terms of profit and popularity. Factors such as location, prices, seniority in the industry are secondary to the priority of ensuring the quality of services and customer satisfaction.
Each company will evolve in the future if it stays true to the needs and demands of the public and even if it considers strategies to overcome them.
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