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The marketing strategy is the general line, it is the orientation for actions in the market that the company intends to follow in the field of marketing, based on the resources it has at its disposal, to achieve long-term objectives.
The development of the hotel sector had to take into account first away of all the growing demand for hospitality and tourist services of the population which began to have easier and faster means of transport that permit them to reach the holiday destinations in a shorter time, holidays or paid rest, of rising wage income. (Clare, A. & Gunn, T.V., 2012).
In the last decades, companies must faced more aggressive competition and, was necessary to pass from a based philosophy on a product to a philosophy based on customer and marketing. This only can be done only by a good knowledge of the needs and desires of the customers.  
Integrated hotel chains - aim to develop and market coherent and homogeneous hotel products. (Pender, L. & Sharpley, R., 2016) They exercise direct or indirect control over hotels that carry chain companies, either through full ownership of the hotel or through franchise agreements. The value of the chain concept includes real estate acquisitions, construction, and design facilities, franchising, operational management, human resources management, marketing and sales, reservations and information, administration control, customer service. (Goeldner, C.R. & Brent, R.J.R., 2015).
InterContinental Hotels Group is one of the larger hotel corporations in the world based in London. Is the largest hotel chain in the world with more than 4000 hotels in operation around the globe. The International Hotel Group has in their portfolio also Crowne Plaza, Holiday Inn, and Holiday Inn Express chains.
Best Western was created in 1946 to cope with the development of tourism after World War II. Its founder, Meryl K. Guertin, was a California motel owner who set up an association of private owners and motels that would send guests to and from each of them. This concept came into being when Guertin visited several hotels on the West Coast and persuaded their owners to join the consortium. Thus, 66 properties contributed $ 10,000 each and began to direct their guests to each other. Only the hotels that Guertin found to be acceptable in terms of quality and service could enter the consortium because, "tourists want clean rooms, good services and quality for their dollars."
Every Best Western hotel is independently owned and managed and creates its full personality, offering customers many choices. From castles to coaching inns, sea views to mountain views, and modern to listed buildings, the only thing that is the same is their commitment to the good quality, value, and standards of service that every guest receives.

Decisive for the elaboration of the marketing methods of the two analyzed hotels is that follow the business strategy and not the other way around. The strategic decision can get on the course of the company's goal. Setting a strategy can help implement a plan that in the long run can get materialized, is based on a complete process of analyzing and evaluating the company environment, the situation of its competitiveness to face the changes produced by the business market.
Every company must find a way to plan for long-run survival and growth that makes the most sense to the specific situations, opportunities, objectives, and resources (Kotler, 2020).
A few years back the social network could be ignored without any problem, but today is part of every marketing strategy and their presents are essential for good management of strategy and images. According to Scott (2013, p.13). The old rules of marketing and PR are ineffective in an online world.
The current situation of the Covid-19 pandemic had a terrible impact on the tourism sector and hospitality industry, as more people lose their jobs, or they are working from home.  Business travel has been disappeared during this period regarding the cancelation of meetings or corporate events.  Leisure holidays have come to a full stop, but if the hotel has a marketing strategy around families and groups of friends, there are still methods to deal with travelers.
We understand that the world can seem daunting right now but rest assured that your safety remains our absolute number 1 priority, and so working alongside leading Covid-19 experts, our hotels are making changes to keep all of us safer, healthier, and happier (BW, 2021). The commitments incorporate cleanliness and training in wellbeing and cleanliness protocols for the security and wellbeing of the colleagues and visitors.
IHG Hotels & Resort believe that the world will return to normal as vaccination allow people to get back to travel and brands and hotels teams are ready to safely invite them to visit them again. Managing the effects of Covid-19 on our industry and our company is a team effort. Every day, we are responding fast and thoughtfully, ensuring that we do the right thing for our guests, colleagues, hotels, and owners, plus the many local communities of which we’re proud to be a part. We take great care of our decisions so that we make responsible choices for both today and the long term (IHG, 2021).
This can be done very successfully by using the S.W.O.T. (strengths - weaknesses, chances - risks) which are presented in the form of a table with information on the central factors of the environment and the enterprise and respectively, their perspectives. (Wi-lliams, A.M., 2017). After outlining the 4 elements of the SWOT analysis, the marketing department of the analyzed hotel chains will issue ways to support each strong point, to take advantage of every opportunity, as well as ways to combat any threat and reduce as much as possible. as much as possible of each weak point. This are the following strengths of the two hotel chains analyzed were identified:
 Brand, image, professionalism, quality of products and services, a wide range of services provided to customers, well-organized activity, both inter-departmental and intra-departmental, continuous specialization of employees.
One of the most important strengths is the brand. The brands of InterContinental Hotels Group and Best Western groups resort are globally recognized for the quality of services offered, for professionalism, so they managed to create a very good image both among the holiday clientele and among business clients. . The specialization of employees is composed of two parts. Thus, before starting the actual activity in the hotels, all employees take specialization courses at a training center, their duration and content depending on the position, duties, and responsibilities of the position, these training also include communication inter and intra-departmental. (Ansoff, I., 2016)
As for weaknesses we can list High prices. The market segment on which it operates is quite small.
Hotel guests, the opportunities offered by the market are diverse, reduced competition, locally, at the quality level of the hotel, various activities are organized by the municipality.
The considered opportunities can be taken advantage of only in the sense (direction) of reducing the tariffs practiced, or of offering discounts for foreign tourists. As for conferences and events organized by the municipality in the city can be concluded various agreements with organizers, or even sponsorships, so that tourists who come only to these events to be accommodated at these hotels. We can also list a series of threats faced by the two hotel chains analyzed. Economic situation and existence of cheaper competing services.
The objectives of marketing communication are set in place answering to the marketing goals of the company, as well as according to the target groups pursued. (Abram, S. Waldren, J. & Macleod, D.V.L., 2015) The plan for the communication strategy must take into account the pronunciation of the key points of the communicative actions of the two hotel chains and on this plan the building of the promotional budget on each mechanism used. Controlling the effects of communication concludes on the activity carried out and takes corrective measures if necessary (Alberts, N.F. 2014).
In many cases, a marketing plan doesn’t work for some organizations, because is not adapted to their strategic practice or their market conditions, or both (Smith, 2015)
The promotional planning activity of the two hotel chains was structured on three stages: setting the objectives, determining the promotional budget, and establishing the promotional mix. The idea of getting together all the available resources company has, can offer and efficiency on the market and was leading to the creation of marketing-mix.
 The most used marketing methods for the two hotel chains are: push strategy and pull strategy. The mix of current marketing and promotion activities (eg participation in tourism fairs, website, promotional materials, advertising) is not coordinated and is not intended to achieve specific strategic objectives. These activities tend not to be carried out at the desired level.
Always an organization can reexamine their marketing strategy regarding small or large businesses or years of experience in managing hotels chain. Understand the category of travelers the business can adjust to attract in the first step in a continuous and successful hospitality marketing system.
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