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1. Introduction
Marketing is an essential phenomenon for businesses working in the modern environment where the maintenance of communication with the customer is an important aspect. However, the marketing methods also aid in influencing the profit margin for the business and help in growth and prosperity. It also helps in creating a positive image in the market and helps conquer customer attention via multiple channels. The essay aims to provide insights into the marketing strategy and methods employed by two multinational hotel brands. The selected hotels are Ritz Carlton and Best Western. The essay will shed light on the marketing tactics of these two hotel brands that have helped them stay intact in the competitive society. Besides this, the changes occurring at the time of the pandemic are also provided in the essay.           
Main Body
Ritz Carlton was established by Albert Keller in the United States, who brought the name and franchised it adequately. By the 1940s, Ritz Carlton embodied a hotel with high standards providing the finest luxury experience to its customer. By 1983, the Hotel was formed and led by Colgate Holmes and Horst Schulze and began to expand its root further. By 1992, 23 hotels were launched. The hotel owns social sensibilities and has maintained exceptional dining, services and other facilities, making it a benchmark for all Ritz Carlton hotels worldwide. The revolutionised hospitality sector in America owns several key facilities, including ala carte dining, gourmet cuisines, fresh flowers and personalised guest experience. Today, the hotel operates in 23 countries globally (Ritz Carlton 2022a). 
On the contrary, with the celebration of 75 years in the hospitality industry, Best Western serves as an award-winning network of hotels and has extended to 100 countries, accommodating all travellers and guests with its delightful offers. The company spread its roots following the same ethos of ensuring that guest leaves the hotel satisfied with their top-notch services and stay true to their individuality (Best Western 2022). 
Additionally, Rangaswamy et al. (2020) provided that for the hotel to maximise its bookings and profit generation, the role of marketing is an essential key. This serves as a major way to reach potential customers and convey their unique selling propositions. At Ritz Carlton, the marketing is customer-centric and focuses on the principle of recognition, anticipation and satisfaction of the customer needs and wants. The marketing of Ritz Carlton not only contributes to brand development but also works to exemplify the innovative approaches used to signify the products and services. The marketing also ensures to satisfy the claims made by the hotel to the customers. The major focus of the hotel is to satisfy customers, which helps the business market via word-of-mouth. Jalilvand et al. (2017) suggest that customers usually trust other customers, and a good review by one customer helps others turn to the services. This makes word-of-mouth an appealing marketing strategy focused on by the hotel brands. Besides this, the brand has also increased its visibility through advertising in travel magazines and also catchy commercials that have helped the brand raise its visibility. The brand has also owned a reward program that serves to provide major opportunities to earn reward points and gather customer insights. According to Marketing Week (2015), the brand has also changed and modernised its logo to appeal to Generation Y and remove the formal approach to dining with a more informal way of serving guests. The approach was aimed to modernise and provide a luxury phase of travelling. Moreover, there exists 100% brand awareness in the US, but for markets including the Middle East and Asia, the brand lacks awareness. Therefore, the bolder logo and unique colour will help the business stand out and will help step in the digital campaign (Hudson 2017). 
In contrast, at Best Western, the focus of the marketing team is to maximise revenue generation and profits and deliver award-winning partnerships by strategically positioning and marketing the hotel. This has helped the brand position itself adequately against competitors. In addition, the hotel has focused on brand awareness by capitalising on the best opportunities and launching innovative programs (Kurtuluş and Karayalçin 2020). To achieve this, the brand focuses on traditional marketing as well as digital marketing. In terms of digital marketing, the hotel focuses on SEO marketing and content marketing. Contrary to this, traditional marketing includes TV advertising, magazines, newspapers and other online ads. The hotel also conducts travel shows, conferences and other events with the aim of showcasing its customer services. For a hotel to generate exceptional consumer insights, it is important that its services are unique and will help in attaining competitive advantage (Veríssimo and Menezes, 2015). The hotel has also made use of social media channels to incur a significant position in the market, establishing a prominent position on Twitter, Facebook, Postcards, YouTube and Instagram. The use of Post Cards provide insights into travel stories and inspire customer with a unique and adventurous experience.
Based on the three-step marketing framework, STP, the target consumers and positioning are identified (DeSarbo et al., 2017). For Best Westerns, the brand has focused on the upscale segment and mid-market, and the target consumers include business travellers and leisure travellers. Based on positioning, the family of the hotel has ensured to deliver high-quality services across all its hotel chains with the aim of maintaining long-term commitment with the member, guests and employees. In contrast, the target market for Ritz Carlton includes business and corporate executives, middle-aged and elderly, belonging to the upper or upper-middle class. The extra luxurious ambience holds a premium pricing strategy suitable for tech-savvy individuals. In terms of positioning, the brand has positioned itself as providing the finest customer service and exemplifies its anticipatory services with Gold Standards (Zhu 2020). 
Besides this, sustainability has also become a major focus and therefore, companies need to adhere to green practices to generate a responsible brand in the eyes of the customer (Peterson et al., 2021). Ritz Carlton focuses on environmentally-mindful practices and features. The hotel building consumes 30% less energy and is made from ultra-efficient materials. Besides this, low-emitting volatile organic compounds, adhesives and paints have been used for optimising air quality. The usage of water has also been reduced by 35%, and around 80% of hotel waste is recycled. The brand also launched a recycling program to uplift environmental-friendly services. The Hotel also launched community activities to conserve the environment by initiating city clean-up projects (Ritz Carlton 2022b). 
In comparison, Best western has also boosted its focus on sustainability and has partnered with Life Gate. The first initiative focused on by the hotel is to "Stay Plasticless" by reducing plastic presence in the hotel chains globally. The other initiative is "To Stay for the Planet", which conveys the green message of the hotel and directs towards energy-efficiency methods employed by the hotel. Through this project, the hotel has reduced 21% of its greenhouse effects, and 17% of requirements for energy have been reduced (Best Western 2021). 
Nevertheless, the global challenge imposed by the pandemic has affected the positioning of Hotels globally. However, the hotels took several measures to relieve the pressure followed by the crises (Tiong et al., 2021). Best Western launched the "We Care Clean" initiative to generate consumer insights into the clean standards maintained at the hotel. The marketing strategies of the hotel were curtailed during the pandemic, but the brand re-entered the market with a warm welcome to their customer and ensured that all restrictions and guidelines must be followed to avoid inconvenience. The pandemic restrictions and safety messages were conveyed to the customer via the use of social media (Best Western 2021). 
Comparatively, the Ritz Carlton hotel also elevated its practices and safety protocols at the time of the pandemic by keeping the cleaning standards high and upgrading its luxury services. To further attract the customer back to the hotels post-pandemic, the hotel launched the "A Gift Like No Other" campaign to appreciate its customer and provide them with an unforgettable experience. The aim of the campaign was to sustain meaningful connections that had been lost at the time of the pandemic and provide consumers with an enriching and immersive experience. The Hotel considers this campaign as a wonderful opportunity that has helped rediscover the incomparable gifts together with travel learning and exploration along with personal connections and legendary services (Tamola 2021). This implies that the urge towards marketing for the hotel brand is important to stay in contact with the customer and upgrade business visibility. 
[bookmark: _Hlk117851765]Conclusion 
From the above discussion, it can be concluded that the role of marketing is an essential concept for the organisation to survive in the competitive environment. It helps set clear results along with the generation of income and revenues. Since the hotel industry is customer-centric, therefore, building connections and maintaining links with the customer helps capture a wider market and constantly upgrades the preference and choices. 
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