A comparison of the marketing methods of two multinational hotel chains






























































Student name: Emanuela Preda


Module title: Marketing Essentials BMIH4005





According to Jiang (2020), the hotel sector can no longer ignore some vital marketing trends and tactics. To remain afloat and attract new consumers in today's competitive market, industry players must equip themselves with cutting-edge marketing tactics. 


Hotel marketing is critical in attracting reservations and increasing income for businesses. When it comes to getting consumers to know a hotel, marketing strategy serves as a gateway to its values and unique selling offer. Of course, they must be up to date on the newest marketing trends to maximize their efforts. The emergence of COVID, on the other hand, has altered hotel marketing patterns. This paper examines both the general trends in hotel marketing and those that are affected by a coronavirus in two differing hotels named "Marriott International" and "Best Western" (Lim, 2019).


Marriott International, Inc. is a worldwide leader in the lodging industry, operating more than 7,600 hotels in 133 countries and regions. Today, the firm is known for being a great place to work and for running a successful business. As a result, they are always innovating to offer their customers exceptional service, while also generating massive financial returns for their investors and affiliates. Despite Marriott's long-term dominance in hospitality, its marketing approach undoubtedly plays a significant role in that dominance (De Pelsmacker, 2018). 


The Best Western hotel network has 699 locations and 35,201 rooms, making it a larger player in the business.  The famous brand of Best Western places it at the top of the market in terms of recognition among consumers. Innovative, integrated marketing strategies increase income and take advantage of both business and leisure market possibilities. Their national advertising efforts, which have won many awards, raise customer awareness of the Best Western brand, gain market share, and generate income for the chain's properties (Dabrowski, 2019).


The hospitality business has been dominated by Marriott International for a long time, as we are all aware. However, there's no denying that the company's marketing approach has played a major role in its long-term success. The seasoned marketing staff of Marriot International works directly with the hotel's members to assist them to take advantage of national campaigns and partnerships (Leung, 2017).


Each hotelier is assigned a personal digital marketing consultant who helps them navigate the constantly changing digital environment and establish a strong online presence for their business. In addition, marketing cooperatives aid in the advancement of important regionally targeted marketing efforts. Artificial intelligence plays a significant role in customer service interactions, which are a critical component of the Marriot International hotel marketing mix. Customers expect fast answers through hotel websites' live chat features, which AI-powered chatbots make possible 24 hours a day, seven days a week (Jiang, 2021).


Travel marketing is one of the fields seeing the greatest transformation right now. Best Western gets 88 per cent of its hotel reservations online, thus digital marketing is critical for the company. Most of Best Western's transactions is done electronically. The voice used to be the most popular mode of communication. In only the last ten years, the voice had a 30% share of the market. Thanks to voice activation on mobile devices, this proportion is rising again. Customer acquisition for Best Western is mostly driven by Tripadvisor, Google, and online travel agencies. The majority of the digital display and search advertising purchased by Best Western is purchased programmatically. Real-Time Bidding is critical since the number of unoccupied hotel rooms varies constantly (Bondarenko, 2019).


Hotel chain Best Western has been working on a marketing campaign around its new branding as "Hotels with Personality". The new advertising campaign aims to emphasize the uniqueness of Best Western by emphasizing its individuality and autonomy. The 30-second commercials will air on all conventional channels, as well as on multi-channel digital and satellite services (Karampini, 2018).


Slootweg (2018) examined that companies want to stand out from generic hotel chains like Holiday Inn by focusing on "differentiating their brand from such companies." Besides the new positioning, the company is launching a comprehensive marketing campaign that includes direct mail and public relations as well as social media and experiential activities as well as online and print advertising and a complete redesign of their website (Masatip, 2020).


These generic messages will irritate long-term consumers. They're curious about the background of these certifications or statements, the company's motivations, and the specific measures done to help preserve the environment. Customers want to deal with businesses that speak the same language as them (Hao, 2019).


As unique features that serve as inspiration for customers looking for authentic experiences and locations that appreciate the environment, the company's activities and values must be properly conveyed if they are to influence them (Filimonau, 2020).


According to Han (2018), Tourism businesses benefit from Green Marketing, which combines environmental and social communication to attract and keep consumers. There has been a worldwide green movement since the 1990s, and the idea of sustainable development is becoming more widely embraced. 


Since future hotel construction will be more focused on preserving the ecological balance, conserving energy, and reducing pollution, sustainability has become a popular subject and the primary theme of 21st-century hotel marketing. However, sustainability is just one aspect of 21st-century hotel marketing. It also plays an essential part in every company's marketing strategy. Particularly in today's extremely competitive hotel sector, how to differentiate one from others and operate a long-term profitable company becomes a challenge for all hotel managers (Abdou, 2020).


Green marketing may be described as an organization's efforts to develop, promote, price, and distribute environmentally friendly goods. Both Marriott International and Best Western developed a variety of methods to assess different facets of green marketing in the hotel sector. Both of their marketing goals introduced the use of environmental characteristics in marketing activities as part of an environmental management system (EMS). To achieve sustainable growth in the hospitality sector, a common green culture must be established across hotels and their employees (Verma, 2018).


Firms, investors, policymakers, and many other market players may look back on the recent COVID-19 crisis as one of the most significant and unusual occurrences in recent memory. In addition to the illness spreading throughout the globe, it has also had an economic impact on key financial markets and sectors, hurting the hotel industry's performance and stability (Jiang, 2021).


More than two-thirds of hotel markets in the United States are still in a recession or depression, accounting for 72% of all hotel rooms. These figures show that the hotel sector as a whole has a long way to go before it recovers, particularly because many hotels can't remain open with an occupancy rate of less than 35%. Many hotels and big operators indeed predict occupancy rates below 20 per cent for the foreseeable future (Leung, 2017).


The hotel industry has been preparing for a more guest-centred approach to hospitality for a few years now. In other words, hotels like Marriot International and Best Western are continuously listening to and responding to the requirements of their guests. After COVID-19, these requirements have changed dramatically. Visitors nowadays are increasingly aware of the importance of sustainable tourism and making a positive impact on the local economy, according to research. However, business travellers, who were formerly a major source of revenue for certain hotels, are now far less inclined to travel at all (Lim, 2019).


With a few tweaks to its platform and search algorithm, Google is now assisting hotels like Marriott International and Best Western in gaining more visitors. As a result of this, both of these hotels are now attempting advertising on Google Ads and Google Travel to capture qualified leads. They are also attempting to promote their deals on social media, particularly Instagram and Facebook, which are among the most qualitative channels for accommodations. They also encourage their users to sign up for their newsletter and send them frequent emails to develop client loyalty and earn direct reservations from their website visitors (Filimonau, 2020).


Right now, the hotel industry is experiencing one of its most turbulent periods in recent memory, according to industry analysts. It's impossible to predict when individuals will return to their previous travel habits due to the continuous introduction of new quarantine rules and border opening procedures (Han, 2018).


Hotels like Marriott International and Best Western will have to make bold choices based on their perceptions of where the market is going or how guests' behaviour will develop in the future when faced with this scenario. Hoteliers are likely to make errors while navigating this volatile industry, whether it's reopening too soon or predicting new trends incorrectly. Failure to learn from these errors will make it difficult to have an in-depth knowledge of the newly resurrected sector (Hao, 2020).


Even though hotels can't guarantee flawless navigation in such a dynamic environment, they may learn from their errors. The hotel industry must learn to be more flexible than it was in the past to achieve this. Adopting agile management techniques, similar to those of a start-up, implies being flexible enough to respond quickly to market demands (Abdou, 2020). 
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