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“An introduction to your chosen multinational hotel brands, including why you have chosen them”
Ritz Carlton is a multinational hotel chain that is heavily focused towards its marketing efforts that they have. The company has over 100 luxury hotels across 30 different countries. The company was founded in 1983 and aimed to be one of the largest luxury hotel chains globally. The main reason for selecting this company is to understand the marketing efforts that the company has given in the market to make sure that a premium set of customers can be attracted to the services (Sucher and McManus, 2001). The Best Western Hotels & Resorts brand has a large presence in the global market with over 4500 hotels. The company has over 2,000 hotels in North America where they hold a key set customer base. The company was founded in 1946 with BWH Hotel Group as the parent hotel group. The company will be selected for comparison because it has a strong presence in the market and the reach it has to the customers can be understood effectively (Chan et al., 2021).


Main body
“The marketing choices they have made and the directions they have taken within marketing”
The company is also known as The Ritz Mystique because of the premium luxury service they are offering its loyal customer base globally. In 1983 the company originated as an LLC (Limited Liability Company). The company has been working on enhancing the customer experience for the customers. By the year 1992, the company had reached 23 exceptional luxury hotels that were useful for attracting customers towards the hotels. The progress was noticed in the industry significantly and in 1998 the brand was purchased by Marriott International. In 2000 Ritz Carlton selected Washington D.C.as the first property that they had made available for the customers (Partlow, 1993). This was followed by the first Destination Club property, Aspen Highlands in the year 2001. The company enhanced their marketing presence in the year 2008 by opening the Ritz-Carlton Reserve property.
The marketing history of Best Western is quite different from that of Ritz Carlton. The company has a strong historical presence in the market. In 1962 the company had only a hospitality reservations service that was helpful for them in attracting the customer base that they have in the US. In the year the company moved their headquarters from Long Beach, CA, to Phoenix, AZ in order to establish a strong base in the market. In the year 1979, the company successfully attracted 15 million guests and generated $1 billion in room sales. The new Best Western logo and identity were formed in 1993. The company also implemented the High-Speed Internet Access (HSIA) initiative in its business in the year 2004 to enhance its market presence. This marketing initiative also enhanced their ability to offer a smooth and fast process of hotel services to the customers they have (Fyall et al., 2019). The Atrea prototype was also launched in the year 2008 to make sure that the marketing strategy that they are using can be enhanced for the customers. The company also focused on an urban boutique concept focused on style, technology and engagement in 2014 to enhance the market presence for the company reaching out to its customers. The global hotel brand World Hotels was also acquired by Best Western to make sure that the market share that the company has can be increased more.
Their current market positions
Ritz Carlton has over 10000 employees across all the hotels that the company operates in. The company has a category tank of 62 within the US in terms of the hotel services that are being offered to the customers. Online marketing is heavily focused on by the company where they have over 2 million visits to their website. Over 62% of their current customer base belongs from the US and the next best customer base is in Japan over 6.5%. The majority of the customer base that the company has belongs to the age group of 25 to 34. Accommodation and hotel is the most sold service that Ritz Carlton has where the company has a strong customer base and strong market position (Kevin, 2019).
The Best Western Hotels also has a strong market position in comparison to the Ritz Carlton. The company has a category rank of 19 which is much better in comparison to the previous company. The company has around 5000 employees that are currently operating globally across different hotels. This area might not be stronger for the Best Western. The company has a strong online presence with over 5 million ists on its website page. The majority of their customer base is in the US with over 78% of the customer base followed by Canada with around 9% (Stylianou et al., 2019).
What marketing strategies do they use now?
The Ritz Carlton heavily focuses on the premium pricing strategy as their marketing approach currently where they can attract a premium set of customers that can be given the services across the luxury hotel chains they have. This marketing strategy helps the company effectively position its business in the market. The company has invested around $100 million in the digital and print advertising strategy that they have adapted to reach a specific set of customers. The company has been successful in advertising around 13 new products to the customers to make sure that the luxury experience that they are seeking can be enhanced in the market (Silva, 2021).
The marketing strategies that have been used are quite different for Best Western Hotels. The company heavily focuses on content marketing where they are trying to create awareness for the services that they are offering to the customers. The company also provides a brand loyalty program that helps in providing certain offers and discounts that try to focus on the needs of the customers effectively. The company also has a strong presence in the online market where around 88% of Best Western's hotel bookings are done through online platforms. The customers are mainly between the age of 25-44 which is the main earning population of the nation (Toma and Grădinaru, 2018).
“What considerations have they made within their marketing regarding sustainability and
green messaging”
Both the companies that have been considered in this report have strong sustainability and green messaging within their marketing process and the way they provide the service to the customers. Ritz Carlton has gone paperless in the office work and transforming the operations to digital platforms has helped them offer a green message to the customers in their sustainability strategies. The company has also used power-saving light fixtures and bulbs as a measure to save energy and show sustainability. The company has also used green-friendly cleaning products to provide awareness during their marketing approach towards the customers that they have. The company has also enhanced their social and environmental presence by making sure that the endangered species protection groups and coral reef restoration programs can be achieved. Best Westerns has been heavily focused on the marketing approaches that they take towards the customers. The company has implemented proper waste management measures that can help them in reducing the waste that is being generated through the hotel chains. The carbon emission has also been put to check to make sure that the sustainable measures that are being taken by the company can be achieved successfully (Graziano, 2021).
“How they are positioned since the COVID-9 pandemic/relevant contemporary events, what marketing messages are being given to their customers now?”
The Ritz Carlton has brought several changes in their business process for which a certain amount of awareness was created through the marketing measures that were taken. They have made sure that they bring a certain amount of technological advancements into the business that is focused on the flexibility being offered to the employees. The number of cashless transactions and booking processes was enhanced so that the customers can practise the social distancing process effectively. Best Westerns also took certain measures in their marketing approach after the pandemic period. The company has hired back several employees to strengthen its workforce in the business. The hotel interiors were changed to make sure that the arrangement that will be used by the customers can help them to maintain social distancing. The company also focuses on making sure that the hotels and resorts are sanitised effectively to prevent the spread of the virus and ensure the safety of the customers (Kwok et al., 2022).


Conclusion
The above essay was mainly based on the differences between the marketing operations considered by two big multinational hotel chains Ritz Carlton and Best Western. The marketing history of the company was reflected initially along with the measures that were taken in the post-pandemic situation. The essay even covered the market positions of both companies and the differences they have. Also, to make sure that the sustainable measures that were taken by the company were highlighted in this essay.
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