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A Comparison of the Marketing Methods of Ritz Carlton and Travelodge
 Effective marketing is usually indispensable in the attainment of any business success. This essentiality of the concept of marketing is normally due to the fact that through marketing, an organisation is not only able to identify the needs of its customers or target market but also how to design or modify its goods and services in order to respond to those needs (Fejza and Asllani, 2013). This means that different companies utilise different marketing methods to reach their customers, based on the different characteristics that each company’s target customers possess. In this paper, the marketing methods of two multinational hotel brands, Ritz Carlton and Travelodge, will be examined so as to provide important insights into how different organisations utilise marketing in order to achieve their business goals.
Companies’ Profiles
In terms of company profile, Ritz Carlton is a chain of luxury hotels with presence in about 30 countries and territories. It was founded in 1983, and is headquartered in Bethesda, Maryland in the US. As for the target market, Ritz Carlton market is varied, usually consisting of leisure travellers, business executives, corporate members, and families from the upper and upper-middle class (Shorr, 2019). On the other hand, Travelodge traces its history to 1973, although its UK inception was 1985, and is headquartered in Theme, England (Motorway Services Online, 2022). The company is the largest independent hotel brand in the UK, and has more than 590 hotels spread across the UK, Spain, and Ireland (Travelodge, 2020).
Marketing History
[bookmark: _Hlk117516864]The historicity of marketing at the two brands indicates that while Travelodge may have invested severally in brand revitalisation, it is only until recent years that Ritz Carlton begun revolutionising its brand. About 12 years ago, Travelodge reinvented itself by launching a marketing strategy, which was designed to bring “warmth” to its brand (Johnson, 2010). For Travelodge, a major goal was to use a new strategy that would differentiate the company from its competitors by focusing on more than only the price. Further, through the marketing strategy, the brand was able to increase customer engagement, which under the RACE framework of marketing, is fundamental to a successful digital marketing campaign (Rajesham and Singh, 2019). The increased customer engagement was experienced with the launch of the new strategy, which increased focus on online content. For instance, the new strategy saw different characters introduced as part of the “Sleep Tight” campaign given social media pages on which customers could interact with the company (Johnson, 2010). After the launch of the strategy in 2010, Travelodge continued with a revitalisation of its brand through employee training programmes, refurbishment programmes, and revamped menus. On the other hand, it was until 2015, 32 years after its inception, that the Ritz Carlton brand begun having a major focus on brand revitalisation (eHotelier, 2015). During that year, the company launched a new logo design and brand voice, the goal being to maintain the luxury hotel’s brand position within the new “Airbnb generation” of customers (Hobbs, 2015). Additionally, at the time, Ritz Carlton made notable overhauls of its strategy to reflect industry changes and market demands of the young generation. This was achieved by redesigning, reinventing, or replacing brand designs, service styles, grooming standards, and dining experiences (eHotelier, 2015). Through the changes, Ritz Carlton was able to stay in touch with its customers, including the new generation of clients, thus maintaining business success (Solomon, 2015).
Today, both companies have continued to update their brands through new marketing strategies in order to maintain their customer bases and capture new groups. For Ritz Carlton, the current marketing message is embedded in what the company refers to as its Gold Standards. According to the company, the Gold Standards are the foundation upon which the brand of the company is built that basically entails the philosophy and values which it operates by. The Gold Standards are embedded in six different elements, which include Motto, The Credo, Three Steps of Service, Service Values, The 6th Diamond, and The Employee Promise (The Ritz-Carlton Leadership Center, 2022). Although each element of the Gold Standards centres on a specific type of message, the overall goal is to represent the brand as being committed to providing its customers with the most profound experiences. Understandably, this is a focus that Ritz Carlton shares with Travelodge, which centres its marketing message on the quality of service. However, a noteworthy distinction is that Travelodge leans its marketing message more on the factor of cost, which under the 7Ps of marketing is factored under the element of price.
Brand Positioning and Sustainability
Being a luxury brand, Ritz Carlton’s strategy, when evaluated using the 7Ps of marketing with particular focus on the product element, is to present the brand as offering high-class services of exquisite quality. This is evident in the company’s services, for instance, those that include yacht services, private baths, gourmet cuisines, spas, banquet halls, and setups with fresh flowers, among others. Further, by positioning its brand as a luxury brand, the pricing factor of the marketing strategy is designed to match the luxury offerings, where it is usually premium pricing. As for Travelodge, the brand utilises the product pricing approach to position itself as a budget accommodation chain (Rutakirwa, 2018). Therefore, the marketing message centres on presenting the company as the brand of choice for clients with the need to control their costs, as evident throughout the company’s marketing strategies. According to Travelodge, its mission is providing affordable travel services for its clients, whether for corporate or leisure travel (Travelodge, 2020).
Further, both Travelodge and Ritz Carlton are positioned as sustainability-conscious brands. Generally, lately, being sustainable has been a critical element in the success of businesses as customers have increasingly become environmentally conscious (Alipour et al., 2019). For this reason, not only have organisations been adopting sustainable practices in their operations in alignment with global calls for sustainability but also to meet the demands of the consumers. For Ritz Carlton, embracing sustainability has been a practice embedded in the company’s operations for a while as exhibited by various elements. According to Nixon and Rieple (2010), sustainability practice at the Ritz Carlton can be traced as far as approximately 20 years ago when the company began evaluating its service design. Among other things, Ritz Carlton began demonstrating its sustainability consciousness by applying experiential service design so that even in times of scarcity it created the perception of abundance to customers (Nixon and Rieple, 2010). Even later, the company would continue adopting sustainability practices, such as using organic products in the spa and kitchen areas, establishing large-scale water and energy conservation efforts. Additionally, the company supports sustainability advocacy organisations, such as Soles 4 Souls, the pro-reef organisation Arrecifes Pro-Ciudad, and Make-a-Wish. Other notable sustainability practices implemented by Ritz Carlton have been the establishment of compositing and efficient plant-management systems.
In the sustainability effort, Travelodge has not been left behind. Recently, the hotel launched a new sustainability plan, which outlined a number of pillars that would be the focus of the company. Based on the new plan, Travelodge would aim at enhancing sustainability in its operations by ensuring that it is inclusive, caring, and conscious (Travelodge, 2022). The first pillar of inclusivity would focus on employees’ social mobility, diversity, and inclusion, while the second pillar of caring would focus on creating a healthy and safe environment for both the customers and the employees (Travelodge, 2022). Under the third pillar of conscious, Travelodge would aim at achieving net zero and having new builds and refurbishment programmes that encompass sustainable initiatives (Travelodge, 2022).
Brand Positioning after the Coronavirus Pandemic
Following the coronavirus pandemic, which adversely affected the hospitality industry, businesses have been updating or reinventing their marketing strategies to reflect the demands of the post-pandemic global environment. On its part, the Ritz Carlton has been able to reinvent its marketing so that there is new focus on the essential aspects of life. For instance, last year, the company launched a campaign for the Asia-Pacific region, which was aimed at reminding people that there still remained a lot of pleasures in life to be appreciated (Marriott International, Inc., 2021). The campaign labelled “A Gift like No Other,” centred on giving and receiving gifts in the form of experiences (Marriott International, Inc., 2021).
Further, after the disruptions of the coronavirus pandemic, Travelodge launched a strategy, which would see the company adjust to the post-pandemic environment. According to the company, its recovery strategy would entail reinforcing the company’s position as a resilient brand (Usher, 2022). One of the specific measures, which the company would see implemented, would be the launch of a new budget-luxe hotel design (Usher, 2022). The design would embody important features, such as sustainability initiatives and upgrades to its hotel infrastructure (Usher, 2022).
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