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Introduction
Hilton Hotels & Resorts is situated in the US that is a global brand of 584 full services hotels and resorts that give services in 93 countries for several kinds of people like luxurious, upper-scale, mid-level etc. It was founded in 1919 by Conard Hilton which is now the number one ranked hotel chain among the top 100 hotels according to Fortune magazine based on a survey of employee satisfaction. On the other hand, Best Western Hotels and Resorts was founded in 1946 by M. K. Guertin which is now operating 4700 hotels worldwide which are operated independently. It is the largest hotel chain in the US that receives 75 Ardian awards from Hospitality Sales and Marketing International for its best effort to satisfy travellers with all kinds of facilities.
Marketing choices and direction
Hilton establishes its business model through three segments: management & franchises, ownership, timeshare which increases business ability to make a strong brand portfolio and efficient operating scale. It always tries to provide the best services and through its digital services it enables to make a unique position than competitors like Hyatt, Marriot etc. and to be successful for increasing customer’s satisfaction. Various luxurious products and services such as room, WIFI service, meals etc. are provided to customers by which Hilton can maximize its sales and profitability. It can balance between traditional and digital marketing by offering services directly in their hotels and sharing picture, video, uploading information in its website to transforming the traditional edge into a digital edge. It can provide promised and desire services through handling the search engine information with the help of E-SERQUAL and maintain privacy of visitor’s information and data responsibility (Tajzadeh Namin, Pilevary and Tajzadeh Namin, 2012). 
Best Western operates its business through a non-profit membership association where every hotel owner is a member of this association and can distinctly operate the hotel that will help to increase brand promotion. It announces to offer ‘generic hotel stays’ in the UK as a part of marketing which will comprise social media marketing, direct mail, PR, experiential activity etc. that help to create differentiation from competitors. Vizergy, a go-to internet vendor approved by Best Western that offers a wide range of hotel internet services for the convenience of guests through including SOE, distinct web design, mobile websites, pay-per-click add etc. (Yang, Pan and Ballot, 2015). 


Current market position
Hilton is a prominent competitor in the industry worldwide and it took place the 2nd position with over $4 billion as revenue in 2020 where the total market size of the hospitality industry is $600 billion.  It has a market capital of $39.88 billion as of October, 2021 which leads the hotel chain to become the world’s 488th most precious and leading company according to market capital. Leading share in some regions by percentage of room supplies are mentioned in the following table.
	Region
	Existing room supply
	Supply under construction

	U.S.
	13%
	23%

	Americas ex. U.S.
	3%
	16%

	Europe
	2%
	9%

	Middle East, Africa
	3%
	14%

	Asia Pacific
	2%
	22%

	Global system
	5%
	18%



Best western has a market capital valued at $20.46 billion in 2021 that leads to a high position in the competitive market and it is selected as number 01 midscale hotel according to BTN’s 2020 hotel brand survey. It earns $6 billion revenue in 2020 that increases its profitability ratio by 30% from 2019 and leads to a higher brand value and market share and it has a score of 75 in 2021 in American Customer Satisfaction index which is the highest number as 79 in 2013 (Ting, 2012).
Marketing strategy
Hilton hotel’s market segmentation are geographic, demographic, psychographic and benefit-oriented for and it targets more than of one segment of customers through different brand portfolios. It has 13 brands which are positioned for different segmentation like Conard for luxury, CURIO-full services, Canopy-lifestyle, Tru-focused services, Home2-all suits and Hilton Grand Vacation-vacation ownership. Best Western’s market segmentations are mid-market and upscale segments from which it targets leisure and business travellers that positions its brand through ensuring high-quality services for all the guests (Wang, Leou and Li, 2016). Hilton hotel uses premium pricing strategy as most of its guests are belong from upper-upscale and upscale category and it provides the facility of living in five stars or four stars’ rooms. It sometimes uses price skimming strategy to attract customers when launching hotel in new location by offering various facilities. Best Western hotel uses price per segment strategy in which it offers different kinds of prices to different customer segment by understanding their financial condition and also offers additional customer services. Hilton hotel provides its luxurious facilities in 113 countries with 570 properties through giving an open leverage franchising agreement. The regional offices are situated in UK, UAE, Japan, China and Singapore and has total nearly 5685 hotels and resorts featuring 9,12,960 rooms. Best Western is the World’s biggest hotel chain that has 4100 hotels across 80 countries which are located in good areas which help to increases the customer’s number as well as profitability. It establishes strategic alliance with its key members who are India, China and South Korea that will help to meet the specific needs of respective regions travellers through providing additional sales and marketing supports from central office (Singh, 2008). Hilton hotel promotes its brands and services through online magazine, premium magazines that include customer reviews, social media platforms and collaborates with many businesses firm, payment banks and different restaurants (Natasha and Are, 2019). Best Western hotel promotes its brands or products through magazine, TV, newspaper, online platform and often arranges events, conferences, travel shows etc. where different kinds of offers are made to customers. It offers membership and travel card that help to increase sale and turn customers into repeat customer.
Sustainability and green messaging
According to Dow Jones Sustainability Indices, Hilton become the global leader for its remarkable performance on corporate responsibility and sustainability. It promises to send zero soap to landfills and to decrease carbon omission through authorizing science-based targets in line with the Paris Climate Agreement. It tries to maintain an eco-friendly environment by taking necessary steps like waste management, green space, crop rotation, renewable clean energy, water treatment etc. (Kim et al., 2021). It gives suggestions and inspiration to customers to help for making a sustainable and green environment through direct conversation or social media and buying sustainable products.
Best Western hotel uses environment labelling as a network so that every consumer on every product or service can get a clear understand about environmental effect on the consumption behaviour and it uses 50% of the total energy from renewables, high-efficiency boiler, LED etc. It has a dedicated green team who help to constitute sustainability action plan and share with hotel staff so that they can work for making the green environment and also share green messaging through social platform. It encourages guests to keep green environment by giving 500 BW rewards for keeping the rooms and surrounding environment net and clean and by those rewards they can get discounts or extra free services (Millar, Mayer and Baloglu, 2012).
Covid-19 situation
Hilton hotel faces a quarterly loss in the first month of 2021 and share value down by 2.3% in premarket trading because of heavy lockdown and strict restrictions on traveling by the government. Industry-leading guest innovation was developed by Hilton to face the challenge and it had succeeded to reach 1 million room milestone through capital-light business model (Mohammed Shobri and Putit, 2015). It established Hilton Workforce Resource Centre in the US where team members can get temporary jobs as many workers lost their job in the pandemic situation that is funded through donations. Guests can now choose rooms, check in and out digitally through the Hilton Honor app that helps to save guests’ time and energy which increases the brand value of the hotel because of ensuring high customer satisfaction.
Best Western has a serious impact on revenue which is slashed by 90% and share prices are also reduced due to COVID-19 as visitors can travel places and stay hotels because of having strict lockdown. It plans to reduce the monthly fees and loyalty points to attract travellers that will help to increase the sales and profitability. Nearly 230 hotels are facing trouble to operate business for this, Best Western fights to get $100 million from the insurers to use the money to recover from financial crisis. It implements industry-leading guests and public cleaning practices based on CDC and EPA guidelines to keep safe staff and guests from coronavirus effect and gives direction to maintain social distance and for personal protectiveness (Memarzadeh and Anand, 2020). 
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