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Introduction
The global hotel industry has become one of the most competitive as well as lucrative industries nowadays. Travelling is an integral part of modern life. To ensure a sustainable position in the hotel industry, a hotel should have an innovative and creative marketing strategy otherwise it cannot effectively compete with the other competitors. Hilton Hotels & Resorts and Best Western Hotels & Resort are prominent two international hotel brands in the world hotel industry. Hilton is an American based multinational hospitality company which has around 584 hotels. Its headquarter is situated in McLean, Virginia, US. Besides, Best Western is also an American based hotels & resorts brand that operates around 4,700 hotels worldwide. Its headquarter is situated in Phoenix, Arizona, US. Hilton & Best western both have significant participation in the world hospitality industry according to their identity that’s why these companies are chosen in this essay. The following section will analyse the comparison between the Hilton and Best Western.


[bookmark: _Toc85152680]Main body 
Hilton has different Market segmentation strategies including demographic segmentation, psychographic segmentation, and behavioural segmentation. Market segmentation refers to the process of dividing the target audience into different approachable groups to effectively implement the market strategy. Considering the demographic segmentation, Hilton focuses on the senior as well as the middle-aged professional who belongs to the upper class in society. In psychographic segmentation, the customer's lifestyle, perception and lifestyle are considered (Chang et al., 2019).  From the beginning of Hilton, it has been focusing on ambitious people who concern about their status and enjoy the moment of staying at the premium hotel. In behavioural segmentation, Hilton considers the target audiences who have the aristocrat attitude. On the other, Best Western segments its target audience considering its brand status. There are luxury hotels, upscale hotels and economical hotels available of Best Western according to the country’s condition (Krawczyk and Xiang, 2016). Best Western operates luxury hotels in developed countries like Australia and New Zealand. Besides, it operates upscale and economical hotels in developing countries like India and Myanmar. The main target market of the Best western is Leisure travellers and business travellers from both mid-market and upscale markets. Considering the comparison of Hilton & Best Western, Hilton only focuses on the upper scale people who can pay a premium price and Best Western always consider both middle class and upper scale market to cover the highest numbers of sells volume. So, they have different types of market segmentation strategies from the beginning time. 
Market position is one of the significant factors that help to ensure a leadership position in the industry. Market position highlights the capacity of the particular hotel about how successfully it can attract its target audience and establish a unique brand identity. Hilton has around 5% global hotel market share considering the room supply. The main market of Hilton is the US because it has approximately 9% of the market in the US hotel industry (Hawlena et al., 2016). In the Middle East and Africa, Hilton has approximately 3% market share and 1% in Europe and the Asian market that is comparatively lower than other regions. It always tries to provide innovative & creative service, integrity in-service operation, highly standard premium quality service to ensure that the guest night in Hilton become memorable for the lifetime. The marketing strategy of the positioning of Hilton always emphasises that Hilton is a place where a high standard and excellent premium service is offered. On the other hand, Best Western is another successful hospitality company because of its service quality. It has received a 75 score in the American Customer Satisfaction Index that highlights the strong position of Best Western in the US hotel industry. According to the recent data, Best Western has around 6.7 per cent global market share higher than Hilton. The market positioning of Best Western is that it always ensures higher quality service by maintaining long term commitment with guests, members as well as employees (Zaitseva et al., 2017). Considering the comparison of Hilton and Best Western has a strong position in the world market. Hilton mainly focuses on customers’ satisfaction on the other hand Best Western focuses on both guest and employees’ satisfaction to ensure a sustainable position.

Marketing strategy is considered the particular activity that engages in ensuring the best use of available resources to effectively attract the customers and become the leader in the industry.  The marketing strategies have been changing according to the changes of consumer demand and consumer behaviour. Hilton emphasises marketing its unique brand so it has made several dedicated marketing communication teams (Maltseva et al., 2020). Considering the internet revolution, Hilton is heavily investing in internet-based marketing strategies as modern people spend most of their time on the internet platform.  It always analyses its competitors to identify the strength and weaknesses of its marketing strategies and formulate unique marketing campaigns to get competitive advantages. Besides, public relations and publicity have been emphasised because they facilitate the way of establishing a strong brand identity in the market. On the other hand, Best Western has focused on both traditional and digital marketing strategies because it believes that the integration of both traditional and digital marketing strategies can help to reach both middle class and upper class target audiences (Yoo and Lee, 2017). Considering this, it has considered several media including TV, Newspaper, magazine and social media and websites. Considering the comparison of Hilton and Best Western, Hilton heavily invests on digital marketing as the upper-class guest prefers digital communication. On the other hand, Best Western emphasise both traditional and digital marketing. 
Sustainability practice is considered as the most significant factor to ensure a positive image in the market by ensuring positive consequences of the business activities on the environment. Modern guests avoid those hotels which do not concern about the environment and continuously overuse natural resources. Hilton has emphasised zero carbon operation to reduce greenhouse gas emissions. It has promised to reduce carbon emission by 61% by 2030. Moreover, it periodically arranges training programs for the employees to how to efficiently use the water resources and consume the energy resources. On the other hand, Best western believes in one tagline “Stay for the planet and stay plastics" to provide a sustainable and green message. It is highly concerned about plastic waste so it has focused on the reduction of virgin plastic cups and the use of biodegradable crockery and cutlery (Lee and Song, 2016). Besides, proper waste management and energy consumption in the hotel are the part of sustainable and green practices of Best Western. It has already reduced 21% carbon emission and reduces 17% energy consumption that helps to ensure a positive brand image in the market.

The rampage of Covid-19 has drastically changed the world hotel industry. Hilton Hotels & Resorts has faced approximately £720 million loss because of the pandemic crisis. To reconnect the guest, Hilton has launched a campaign name "To New Memories” as the guests can forget the worst situation during the pandemic situation (Shin and Kang, 2020).  Only new memories can help to overcome the worst memory. Besides, it has begun to heavily invest in promotional activities to highlight that it is ready to ensure health safety and face the new normal. On the other hand, Best Western has to temporary shut down its several hotels because of the pandemic. Considering this, it has focused on collaborative marketing to grab the attention of the potential target audience. Besides, it has launched a TV commercial with the tagline " See You Soon" to highlight that it cares about its guest and it likes to see the guest room free again (Gürlek and Kılıç, 2021). Best Western offers a $20 Best Western Gift card for the guest every night. Besides, it is trying to reach its loyal customers throw direct mailing to effectively establish personalise communication and attract them to visit the hotel again. Considering the comparison, Both Hilton and Best Western on a promotional campaign to ensure that the hotel is safe to stay that enable the way of forgetting the worst pandemic stress.
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The market condition can be changed at any time so every hotel should be proactive how to adapt to any changes and ensure a strong position. Both Hilton and Best Western have become successful because of their ability to cope with market trends and changes. This essay has analysed the comparison between Hilton Hotels & Resorts and Western Hotels & resorts. There has been identified that two have different target market according to their philosophy. The main aim of the Hilton is to grab the upper-class niche market to ensure differentiation. On the other hand, Best Western's aim is to cover both upscale and economical leisure and business market. Both hotels are successful according to their different market strategies and methods.
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