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[bookmark: _Toc118368615]Introduction
This essay will talk about market essentials through comparing two multinational hotel’s marketing strategies. This essay tries to build understanding about different market strategies of Best Western and Ritz Carlton. 
[bookmark: _Toc118368616]Overview of the organization
Ritz Carlton: It is a luxury hotel run under the name of Ritz-Carlton Hotel Company, LLC. The Ritz-Carlton is an American multinational company that operates luxury hotel chains across the world. The Company has 108 luxury hotels and resorts around the world. The Company was founded in the early 1900s when the former owner sold the hotel to Albert Keller and the person who franchised the hotel. Hotel is a representation of the finest luxury experience, Yankee's originality, and Boston social sensitivity (Lahtinen, Dietrich and Rundle-Thiele, 2020, pp.96-109). The standards of services and dining of this hotel serve as the benchmark for all the future hotels and resorts of the company. Ritz Carlton offers revolutionary services to its customers such as a private bath in each guest room, lighter fabrics in the guest room to allow for more thorough washing etc. 
Best Western: Best Western hotel and resort comes under the umbrella of International, Inc.  Headquarter of the hotel is in Phoenix, Arizona. The brand was founded by M.K. Guertin in 1946 and at present hotel has 18 franchises under his name around the world (Lim, 2021, pp.453-469). Each franchise has its own personality, style and operates independently but share the common responsibility to deliver finest customer facilities. 
[bookmark: _Toc118368617]Comparison of Market strategies
Market mix is a part of market strategies. Market mix includes manifold areas of attention as part of extensive marketing plan (Lahtinen, Dietrich and Rundle-Thiele, 2020, pp.96-109). It involves 7ps product, price, place, promotion, people, process, physic al evidence. Marketing mix assists to understand what kind of product and services an organization offers to its customers, and this improves product’s quality. In additional to this it helps to understand what other products and services an organization can offers to its clients, facilitates the understanding of organization’s strengths and weakness of the organization.

	7 Ps
	BESTWESTERN
	RITZ CARLTON

	 PLACE
	· Hotel is expanding his arms in various countries such as Canada, USA, New Zealand. 
· Hotel’s services benefited in ideal time, at right place and in its correct quality and amount (Lim, 2021, pp.453-469).
· .
	· Place of the hotel is most crucial aspect of the hotel since it serves upper high-class client (Guo et al., 2019, pp.566-594). 
· This segment of customer choose hotel as per the location. 
· Thus, hotel has many franchisees in various countries at premium location such as India, Japan, Morocco etc.   

	PRICE
	· Under this approach hotel offers different price option to his customers (Guo et al., 2019, pp.566-594).


	· The hotel is famous for its premium services and offering extraordinary experiences to its customers at premium price. 

· The target audience of the hotel is celebrities, national and international sportsmen. This kind of customer segment does not bother to spend extra money on their luxury

	PRODUCT 
	· Under the product portfolio, it has hotel, resort, and other kinds of services. 

· Hotel offers more than 4000 hotel stays, along with dining services, spa, gym, etc. 

· Most of the hotel are in North America and provide different kind of facilities to its customers.
	· Under the product portfolio, it has hotel, resort, and other kinds of services. 

· Hotel offers more than 4000 hotel stays, along with dining services, spa, gym, etc. 

· Most of the hotel are in North America and provide different kind of facilities to its customers.

	PEPOLE
	· Hotel offers post deal benefit to its customers, which enhance customer’s satisfaction and enhance the value of services offered by the hotel (Kunhoth et al., 2020, pp.1-41).

· Hotel prepares and guarantees the extraordinary experiences for the prefect individual.
	· For offering extraordinary services hotel recruit his staff from the most elite sector of the country (Kunhoth et al., 2020, pp.1-41). 
· Staff may include manager, chef, receptionists, butlers, bell boys etc.
· The staff is trained in way so that they can match the philosophy of the brand.

	PROCESS
	· Hotel uses internet-based lives for receiving customer’s feedback. 
· Hotel uses internet booking and reservation through this it and able to save customers time and money and receive noteworthy customer’s loyalty
	· For offering his high-quality services, the hotel ensures the whole process goes smoothly.
· Hotel observes that from check in to check out, there are several customer touches points and he try to improve these customer touch point services. 
· In addition to this hotel constantly improves its service time, service quality by customer feedback.



	PROMOTION
	· Hotel uses traditional method of promotion such as promotion on media platform like TV, newspaper, and online ads set. 
· It also promotes through
	· Due to highly premium brand, hotel is mostly depending upon word-of-mouth promotion. 
· Being in the digital ear hotel had to adopt digital marketing strategies.
· Under his digital marketing strategies, it makes his presence through hosting big events and by being the official venue partner.  



[bookmark: _Toc118368618]Segmentation, Targeting and Positioning 
It is very common and familiar strategy of modern marking. This strategy improves efficiency and builds streamlined communication practice. This strategy discusses on commercial effectiveness, choosing the right segment of business, developing market mix and product positing strategy for every segment. It assists the organization to prioritize propositions and then build and offers personalized and applicable messages for grabbing different audience. This strategy consists of three step segmentation, market targeting and product positioning.
	Basis
	Ritz Carlton

	Best Western

	Segmentation
	· This step includes analyzing the age, gender, income, and other aspect of the target audience.
· This analysis helps in developing and customizing the services and products as per the audience. 
· The analysis can do by surveys, customer data, and interviews. 

	· Hotel analysis its target audience and customize its offers and products to give extraordinary experience to them. Hotel 

	Target
	· Target young professional, young and wealthy families, retirees, and business meeting and dinner and wedding are target market for the hotel. 

· Generation marketing has assisted the hotel to targeting the millennial (Danie, Crawford Jackson and Westerma, 2018, pp.96-109). 

· This target market is very demanding but always willing pay extra for luxury experience. 

	· The hotel targets cosmopolitan customer who desires their hotel experience without any showoff.  This kind of customer prefers authenticity and best western successful able to offers such facilities. There are four types of customers in this target market business class, upper class, upper middle class, and tourists. 


	positioning
	· For positioning the products and services the hotel uses social media platforms.  The main objective for using this platform is to connect customers on emotional basis (Taghipour et al., 2022, pp.67-96).

· The use of these platform makes customers into online advocates, which assists to receiving feedback from them, it also inspires new experiences an adventure, encourage the nostalgia emotions.

· As per the report on face book hotel has page engagement rate of 0.23% with a following of nearly 700k fans. On Instagram the hotel has customer engagement rate of 1.2%. 

	· The hotel positions him as one of the superior chains of hotel industry. Location is another advantage for the hotel.

· Hotel regularly update and reviewing its marketing strategies. Hotel uses social media platform for more customer engagement (Taghipour et al., 2022, pp.67-96). 

· Hotel has strong position in various country in China has 50 hotels including in Beijing, in India it is expecting 100 hotel over the next decade, in South Korea it has 11 hotel and one of the fastest growing hotel of the country. 




[bookmark: _Toc118368619]Recommendation
Out of much recommendation for effective marketing strategies first is easily visibility. In the time of ‘out sight out of mind, visibility is very crucial. In today’s time, a person has the power to do detailed research on hotels, destinations, and transportation and because of this his dependency on his travel agent reduces. Ritz Carlton and best western need upgrade their websites and engagement on digital platforms. They can also provide more information regarding their services and facilities through innovative and creative ideas. Another is remarketing. It is a very crucial aspect of marketing. a person experiences various distractions while booking a hotel such as he may get a better deal at another site or another hotel. To avoid this situation both hotels needed to remarket those (Taghipour et al., 2022, pp.67-96). Remarketing helps in reducing the abandonment rate and boosts booking. Best Western and Ritz Carlton remarketing is done through creative and tempting ads on their website, which constantly remind them about their services and facilities.
Third recommendation is targeting the right audience. Different traveler has different needs. Best Western and Ritz Carlton need to carefully design their marketing strategies keeping in mind this fact. This helps them satisfy their client and build their image in the market (Taghipour et al., 2022, pp.67-96). Fourth and final recommendation is reward system. The reward system is one of the best marketing strategies. Under this system both the hotel offers discounts and reward points to first-time users and loyal customers to older users for their loyalty (Yang  et al., 2021, pp.817-825). In addition to this, they can offer recommendation reward points if the customers recommend them to others.



[bookmark: _Toc118368620]References
Daniel Jr, E.S., Crawford Jackson, E.C. and Westerman, D.K., (2018) ‘The influence of social media influencers: Understanding online vaping communities and parasocial interaction through the lens of Taylor’s six-segment strategy wheel’ Journal of Interactive Advertising, 18(2), pp.96-109.

Guo, X., Ansari, N., Hu, F., Shao, Y., Elikplim, N.R. and Li, L. (2019) ‘A survey on fusion-based indoor positioning’ IEEE Communications Surveys & Tutorials, 22(1), pp.566-594

Kunhoth, J., Karkar, A., Al-Maadeed, S. and Al-Ali, A., 2020 ‘Indoor positioning and wayfinding systems: a survey’ Human-centric Computing and Information Sciences, 10(1), pp.1-41.

Lahtinen, V., Dietrich, T. and Rundle-Thiele, S., (2020) ‘Long live the marketing mix. Testing the effectiveness of the commercial marketing mix in a social marketing context’ Journal of Social Marketing, pp.1-19.

Lim, W.M., (2021). ‘A marketing mix typology for integrated care: The 10 Ps’. Journal of Strategic Marketing, 29(5), pp.453-469.

Taghipour, Y.D., Zarebkohan, A., Salehi, R., Rahimi, F., Torchilin, V.P., Hamblin, M.R. and Seifalian, A., (2022). ‘An update on dual targeting strategy for cancer treatment’ Journal of Controlled Release, 349, pp.67-96.

Yang, C., Zhang, J., Liao, M., Yang, Y., Wang, Y., Yuan, Y. and Ouyang, L., (2021).’ Folate-mediated one-carbon metabolism: a targeting strategy in cancer therapy’. Drug Discovery Today, 26(3), pp.817-825.


3

