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There are many aspects and principles of marketing, and in order for companies to sustain a multinational standard, their marketing strategies must underpin different theories or frameworks such as Bowman’s Strategy Clock, Segmentation, Targeting and Positioning marketing analysis tool, and RACE Planning Framework in order to maintain brand value and to fulfil the companies long term goals. (Jobber & Ellis-Chadwick, 2019). This essay a comparison of marketing methods is based on the Ritz Carlton and Travelodge Hotel Company. It will discuss the similarities and differences between both companies, and the different marketing theories and frameworks each brands uses to promote and sell their services across many countries. It will also explore their adopted marketing strategies and how their historical experiences have now shaped their current market position. The Ritz Carlton and Travelodge are the selected brands to be conversed in this essay because they both have abundant success using different marketing strategies and theories. The Ritz Carlton Hotel Company, an American company is well renowned throughout history for providing immaculate services and a luxury hotel experience across 30 different countries (Kotler & Keller, 2012). Likewise, the Travelodge Hotels Limited commonly referred to as ‘Travelodge’ shares similar attributes of providing amazing hotel services throughout the United Kingdom, Ireland and Spain at affordable prices. 
The Ritz Carlton was established by Albert Keller in the early 1900s across many cities in America. One most notable locations was Boston which set the standard of quality desired for all other Ritz Carlton establishments and it became to be known as a luxury hotel and resort brand. The Ritz Carlton Boston was the first to provide customers with private bathrooms in each guest room and set the behaviour expected by employee’s which is a notable brand feature (Kotler & Keller, 2012). Throughout history the Ritz Carlton Hotel Company was thriving, and by 1998 due to its brilliant hospitality it gained worldwide recognition. This had led to the Marriott International purchasing the franchise as of today this company holds 108 luxury hotels in 30 different countries. (Kotler, et al., 2005). The Travelodge Hotel was established in the early 20th century (1985) as is now considered the ‘UK’s largest independent hotel brand’. 
When the Ritz Carlton was first established, they marketed on the idea of delivering superior level of customer service and satisfaction. They become to be known as a ‘major force in revolutionising the hospitality industry’ (Solomon, 2015). They gained popularity but remaining consistent with their standard of service in each established location and ‘caters to the top 5% of corporate and leisure travellers’ (Jobber & Ellis-Chadwick, 2019). 
While the Ritz Carlton maintain many aspects of their traditional values, the brand has revolutionised and changed aspects of their communication approach to align with the digital age. For example, customers can use their mobile app to check in before arrival. Through the app they can access the difference services available in the hotel and resort as well as link their reward accounts further allowing the brand to display promotions and generate sales transactions (Al-Msallam & Alhaddad, 2016). Recently the company rebranded their website and released a comprehensive advertising campaign which included a film and additional social networking accounts. This has increased brand awareness which is apparent through their 703K Instagram followers which has also manifested into paid placements with influencers further generating revenue and online recognition.  
Whereas Travelodge Hotels, when first became established to be known for the affordable prices and being a ‘budget hotel’. When compared to the Ritz Carlton, the Travelodge have utilised more traditional communication methods such as televised adverts and paid media. However, following the impact of COVID-19 in 2020 and the lifting of COVID restrictions in 2021, Travelodge saw an increase in new customers and in response to this they hired ‘Splendid Communications’ agency to support and rejuvenate their communication approach. (Douglas, 2022). They have increased their social presence and have over 100k followers on Facebook. 
The Ritz Carlton are currently utilising ‘Demographic segmentation’ (Blythe & Martin, 2019). Many of the targeted customers for the Ritz Carlton represent a particular lifestyle, occupation and salary i.e., lavish elitist from wealthy backgrounds. By understanding this type of demographic, the company have been able to make use of ‘Behavioural Segmentation’ (Egan, 2011). Due to the lifestyle of these particular consumers they are most likely to frequently utilises extravagant services if they find that the experience is tailor to suit their needs. (Precious Chikezie Ezeh, 2017) This has generated customer loyalty and frequent usage and thus, customers have been more inclined to provide positive reviews and feedback which can be advertised on their social media platforms and website. 
Whereas, currently the Travelodge Hotel are more so operating the use of ‘Geographic segmentation’. The location of majority of the hotels within the UK and Ireland are within close distance and proximity to public transport, restaurants, bars and cafes. This appeals to a variety of customers due to the ease of access to other services. However, due to their services being at a more affordable price and rate they aren’t considered a premium brand and according to Bowman they have increased prices and standard products (Radut, 2015) and thus they are unable to promote through brand loyalty and in effected prevents some aspects of ‘Behavioural Segmentation (Kotler, et al., 2005)’. 
Following their methods and bases of segmenting, The Ritz Carlton has been able to identify its niche marketing (Blythe & Martin, 2019). Their target market is as follows, Upper and Middle class, business travellers and corporate functions and business meetings. The services that accompany the luxury hotel room require customers who are willing to spend lavishly and are seeking a personalised experience. Through identifying their target markets, the Ritz Carlton have been able to tailor their establishments to suit their desired customers. For example, the Ritz Carlton Hotel in Istanbul recently advertised and promoted their ballrooms and venue spaces through social media and publicised how it can cater business/social events and meetings with high number of seating capacity available. 
While, for the Travelodge Hotel company they are employing ‘segmented marketing’. Their affordable prices attract a numerous demographic of customers, this includes, families, couple’s, tourists, business travellers and a range of age groups. The company frequently employ the use of budget deals and promotions such as student discounts and location dependent prices to build revenue, which are advertised both online and offline this attracts a variety of customers who are seeking a good deal and will encourage new member participation and a range of monetary benefits (Al-Msallam & Alhaddad, 2016). 
Moreover, following their long standing success as a premium hotel, the Ritz Carlton Company have a very clear distinctive ‘Premium Position’ (Dibb & Simkin, 1991) or as per Bowman’s Strategy Clock it is known as a focused differentiation strategy (Radut, 2015). The Ritz Carlton have a very particular image and position compared it is competitors. Their ‘product strategy’ is that the hotels are grand and illustrious, with the finest services available ranging from skyline views in their New York Hotel to classic style lounges and catering services in their San Francisco location, all of which can be seen through their online adverts, websites and mobile app. This allows them to market their ‘premium pricing’ strategy and incorporates the RACE marketing planning model into their digital communication approach. 
This sets the Ritz Carlton aside from their competition as they are knowledgeable and expert’s in hospitality ranging over decades as well as being an international brand which allows their product to be recognised on a much larger scale (Precious Chikezie Ezeh, 2017).They also have a very successful ‘pricing strategy’ and due to the premium positioning their affiliated paid partner networks included high profiled celebrities, international superstars and wealthy corporate executives which prompts interaction and thus converts the audience into paying customers (Chaffey, 2022).
Conversely, the Travelodge Hotel Company have different ‘Position’ in the hospitality industry. They are not a high-profile international brand, currently centralised within the UK, Ireland and Spain. Therefore, their ‘position’ is considered as a budget hotel, with standard infrastructure that is suitable for short stays (Johnson, 2010).This affects their ‘pricing strategy’ which requires them to have lower prices but still run competitive promotions to remain in a contending stance with other hotels (Dibb & Simkin, 1991). 
Furthermore, recently the Travelodge Hotel Company have launched and investing it their new sustainability plan called ‘Better Future’ as showcased on www.travelodge.co.uk. The incentive behind this plan is to showcase how the company do understand the responsibility of creating a sustainable business. Therefore, they have indented of the following: becoming ‘Inclusive’, creating a ‘Caring’ working environment and becoming a ‘Conscious’ business. Likewise, the Ritz Carlton as a business have the drive to bring about sustainability. The Ritz Carlton have signed up with ‘Earth Check’ to support with plans on becoming a ‘Greener’ business, as well as on their website they have promoted their ‘Green Policy’ which states the plans the organisation has and are implementing to enable sustainability. An example of their achievement is they have been able to increase recycling from 44% to 54%. 
To conclude, both brands have very distinctive marketing plans and methods which implement the STP model as well as reformed digital marketing plans. A recommendation for the Travelodge is to increase their budget for promotion activities on online platforms to draw in new customers, however, protect the safety of current customer and the feedback that is published online. It must analyse the ever-changing market trend ‘s to reform strategies to increase customer numbers. On the other hand, The Ritz Carlton may receive profit due to its premium stamp and have a $3.0B revenue annually but like the Travelodge it needs to focus on the changes in marketing trends and analyse the online customer data to optimise a data-driven marketing approach which is a popular tool for digital marketers to define their key performance indicators and future targets. 
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