This exploratory study aims to compare how the marketing strategies of a budget hotel compare to that of a multinational chain, namely, Travelodge and Marriott. It will consider the use of the three major theoretical frameworks, which include, Segmentation, Targeting and Positioning (STP), the seven P’s of the Marketing Mix and the RACE Planning Framework.
A core marketing framework involves Segmentation, Targeting, and Positioning (STP) at the conception of a product or service. This framework ensures companies adopt a personalised marketing model, allowing them to appeal to their target audience. If done successfully, their brand messaging becomes more personal because they have their customer personas and know exactly who they are talking to. (Kotler, 2011).
[bookmark: _Int_nAXs2YLt][bookmark: _Int_FkfuehuZ][bookmark: _Int_GtssElRR][bookmark: _Int_AtR2YiK0]Travelodge (2022) initially opened its doors in 1985, their website introduces itself as, “Britain’s first value hotel brand...has gone from strength to strength and is now the UK’s largest independent hotel brand.” As they are located in all city centres, seaside and roadside locations it would be a challenging task to find a person anywhere in the UK, who has not ventured past a Travelodge establishment. Their mission statement being “to deliver affordable travel for everyone” (Ibid) sounds appealing to the bulk of UK consumers who are in the lower income bracket. On the other end of the scale is Marriott (2022) which boasts, “the most powerful portfolio in the industry, our 30 brands and 8,000+ properties across 139 countries...give people more ways to connect, experience and expand their world.” Marriott's core value highlights the personal touch by “putting people first, pursuing excellence, embracing change, acting with integrity and serving our world.”  (Marriott, 2022)
Marriott (2022) also state, "Take care of associates and they will take care of the customers”.  This links directly to one of the seven P’s of the marketing model, People. Employing the right people is essential because they are as much a part of the marketing mix as the products or services that are offered. Customers make judgments on the employees representing the company, affecting overall sales and productivity of the organisation. Employees who are happier with their jobs are more probable to care about giving good customer service (Kim et al., 2015).  Similarly, Cook (2010) uses the service-profit-value chain to demonstrate the importance of internal marketing for good customer service. Travelodge (2022) too informs the reader of its extensive commitment to equality and inclusion within its diverse team members who undergo continuous personal development.
[bookmark: _Int_ow3LmOHb][bookmark: _Int_lP637mTh]For deeper customer personalisation, the STP’s categories are differentiated into smaller groups. (Kotler, 2011). Travelodge (2022) may appear to offer a standardised service, but even they offer economy, standard or premium rooms in their hotels.  Another subtle differentiation is that their basic price includes only thirty minutes of WiFi per day, but if the consumer prefers more internet time, they have a choice to pay a little more. By keeping these subtle differences, Travelodge can offer choices, yet also benefit from economies of scale and keep costs low. Marriott, targeting the other end of the market, can afford to offer a whole lot more in their quest to make their brand totally individualised. This is certainly good for customer satisfaction and better market share but increases the cost of performing business. The importance of “experience” in creating competitive advantage is fully discussed by Pine and Gilmore (2011). As well as various class of rooms and services, within their brands, Marriott (2022) also offer credit cards, timeshares, and rewards in the form of air miles, points and discounts from their restaurants and extras. This marketing strategy is also linked to positioning, where companies must offer extras to stand out from their competitors. (Blythe, 2014).
[bookmark: _Int_vYyHDjMR][bookmark: _Int_QJJe1Po9][bookmark: _Int_gF3EnGPj]The seven P marketing framework was conceived by McCarthy (1975) with only four Ps (Product, Price, Place and Promotion), and then Booms and Bitner (1981), added a further three P’s (People, process and Physical Evidence), continuing to make it a popular marketing strategy for new products and services. 
[bookmark: _Int_oI5qceWY][bookmark: _Int_qcEMGta4]Blythe (2014) breaks down “process” to three key stages. First process is the Before Sales. The two hotel chains progressing from traditional television adverts have moved into the digital world using various social media platforms to reach their targets.  Second step of Blythe's (2014) process is the During Sales. Their websites are easy to navigate and simple to book a room from any page, whether it be on their own website or Facebook. However due the nature of its ‘single’ product, Travelodge does have a slight edge, in that consumers know exactly what they are getting, no matter which part of the country they stay in, therefore need not spend time looking at various choices. Whereas Marriott can feel more time consuming with its various brands and varying budgets. Too many choices can often be frustrating which some consumers may shy away, whilst others may feel that researching and organising their perfect holiday is part of the experience. (Kotler, 2011 p.13). The last of Blythe's (2014) three step is the After Sales, aligning with Kotler’s (2011) discussion regarding customer satisfaction. Again, on the social platforms of both Travelodge and Mariott, it is remarkably simple for consumers to leave a feedback or contact the hotel should any issues arise. 
[bookmark: _Int_5GnEeN43][bookmark: _Int_YAFDXAzS][bookmark: _Int_KbKaQwKh][bookmark: _Int_fKdWJAz1]In a bid to stay at the forefront, the hotel industry must continue to “promote” (McCarthy, 1975) and as technology evolves, they must continue to build an adequate mix of marketing communications (Todorova, 2015). Both Travelodge and Marriott have brilliantly showcased the RACE framework, - almost identical to Bhargava’s (2010) “Rules of Social Media Optimization”, are regularly active within their digital marketing. Both chains use Facebook, Twitter and YouTube to “reach” their audience. All platforms which are familiar to the mass consumers and easy to navigate and “act” and “engage” with two-way communications.  To reach a more segmentised audience (Kotler 2014), the budget chain also utilises Blogs (Travelodge, 2022), whilst Marriott, aiming at professionals, use LinkedIn. (Chaffey, 2022).
[bookmark: _Int_YHZG9Apq][bookmark: _Int_F2doumRB][bookmark: _Int_YlrNpnEL][bookmark: _Int_QkPxfVvK]Marriott to boost their credibility with a younger audience, have harnessed the power of influencers to create three-minute long “Snapisodes”. (Gilliland, 2017). The multi-national chain did not stop there, to continue driving their brand into the future, were seeking TikTok creators, another social media platform popular with the Millennials and Generation Z. (Marriott, 2022).
[bookmark: _Int_Pv29DF4Y]Travelodge has not yet moved onto Snapchat or TikTok. At least not directly. They did however become viral on TikTok for their logo, granting them major free publicity. The Sun (2021), along with many other articles reported, “Travelodge guests stunned to realise the hidden meaning behind the hotel’s logo”.  The designers of Travelodge's logo were very clever when creating this optical illusion. Another area where Travelodge displays its light-hearted and informal quirky side is via its communication on their Facebook page. For example, “To tuck, or not to tuck? There are two types of people in the world...” accompanied by humorous photos, to which readers have replied, in equally humorous ways. (Travelodge, 2022). Marriott on the other hand, rely heavily on posting tantalising photos of their hotels in luxurious locations. Consequently, much of their feedback seems to be full of disgruntled customers leaving negative comments about their stays. (Marriott, 2022). 
[bookmark: _Int_LKx0N2TV]The recent Covid-19 pandemic and traveling restrictions meant the hotel industry had to work harder than ever to regain the trust of its consumers. Both Travelodge and Marriott have dedicated their social media to the special measures they were, and still are taking to protect their visitors. To keep interactions to minimum Marriot (2022) adopted, “Less Contact. More Convenience.” They introduced their app which allowed both mobile and web check-in, order dinner to the room and live chat with the staff. Their app also doubled as the room key. Travelodge though, due to being a low budget chain, where a visitor's only contact would normally be at initial check, responded to Coronavirus by offering 1 million rooms for £25 or less a night. (McGuinness, 2020) 
Due to the current climate crisis, the hotel industry is being pushed to create ways of improving sustainability in their practices. As part of its commitment to reducing emissions, Marriot has declared its official sign-on to the ‘Race to Zero’, an international campaign encouraging companies, cities and institutions to reach net-zero value greenhouse gas emissions by 2050. Marriott also has its own sustainability strategy, Serve 360, which involves making many small but effective changes to usual practices. For example, it has replaced single-use bottles of shower products with larger pump-topped bottles and is working to minimise food waste by 50%. (Hospitality & Catering News, 2021)
Travelodge (2011) too, pledge their support to sustainability. For example, “recycled fishing nets used to produce the yarn in our replacement carpets are part of a project supporting clean ocean initiatives...The carpet backing is also made of old plastic bottles” 
[bookmark: _Int_VKLdhWTd][bookmark: _Int_4IMu2Djq]In conclusion both Travelodge and Marriott have used the three big theoretical marketing frameworks highly effectively to be where they are today. The multinational hotel company does not just provide a service, they entertain, they provide or create an experience, a memorable encounter whilst the budget brand focus on function and needs.  Both know their customers personas and the language to communicate with them. Due to the aftereffects of Covid-19 and the rising operating costs along with the growing demands for a greener planet, many hoteliers have had to shut down but Travelodge and Marriott, are still going strong. The next generation want to see hotels that are committed to sustainability. It is not enough that Travelodge display notices in their bathrooms, encouraging customers to reuse towels to reduce unnecessary water wastage and washing machine energy or that Marriott have swapped plastic straws for paper versions. These smaller visible changes will certainly be favourable, but they must constantly monitor and update their marketing campaign to stay in this position. It certainly looks like a new marketing framework must be created to accommodate climate change and the needs of the growing number of sustainable travellers.

