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Assignment Title: A Comparison of the Marketing Methods of “Crown Plaza” and “Travelodge”
[bookmark: _Toc118371750]Introduction
This essay is written on the comparison of the marketing methods of two multinational hotel brands. For this assignment, Crown Plaza and Travelodge hotels have been selected. This essay provides an insight about the marketing choices and directions of the selected hotels. Additionally, this essay also gives an idea about some historical background and the changes which have been made within the marketing aspects of the selected hotels. Current and existing market position of both Crown Plaza and Travelodge have been included in this essay. Other than the market positions of the selected organisations, the current marketing strategies of the selected organisations have been discussed and compared. In addition to that, noted considerations which have been made by the organisations within their marketing in relation to their sustainability and green messaging have been described within the essay. Lastly, the way both of these selected organisations have positioned themselves since the Covid-19 and the marketing messages which have been given to their customers are mentioned here. 


[bookmark: _Toc118371751]Main Body
The first organisation which has been selected for this essay is “Crown Plaza”. Crown plaza is one of the most renowned hotels around the world. This is a British multinational chain of high-end hotel service, upscale hotels which is currently headquartered in the UK (Oflac et al, 2015). Usually, business travellers and conventions markets are the typical marketplace of catering for Crown Plaza. Crown plaza is one of the notable parts of InterContinental Hotels Group which operates in nearly 100 countries around the world. On the other hand, Travelodge is a renowned hotel chains around the globe. This hotel chain mainly operates in the US, Canada, the UK, Spain, Ireland, New Zealand, Australia, and several other countries in Asia (Wichmann et al., 2022). Travelodge is considered as the budget hotels and this organisation usually caters to people on vacation who wants to experience a good quality of hotel services on a budget. For this essay, Crown Plaza and Travelodge have been chosen as both of these hotels belong to two different marketing segments and this will also be helpful in comparing the marketing methods of these two hotels. 
Both Crown Plaza and Travelodge have opted for digital marketing choices for promoting their market operations. This is an era of technology and digitalization. In this era, to be successful, an organisation must be digitally improved (Catană and Toma, 2021). For this reason, both of these organisations have chosen to opt for digital market choices. By using digital marketing options, they can reach more customers and expand their business very easily. However, only recently, they are using digital marketing options (Steenkamp, 2017). In the past, they mostly relied on direct marketing options, and they established their business using such marketing techniques. But, in this new era, they had to change their tactics and use digital options.
Crown plaza and Travelodge both these hotels belong to different market segments. As Crown Plaza belongs to luxury brand hotels and services, and Travelodge belongs to budget hotel chains, market positions of these two hotels vary from each other. Travelodge is the second largest hotel brand in the UK based on number of hotels and numbers of rooms operated (Lee et al, 2014). However, Travelodge competes in the budget and low-income market segment. On the other hand, Crown Plaza is a part of luxury hotel chains, and it competes in the luxury hotel brands. So, currently it holds one of the top positions in that category. This is third largest luxury hotel brands around the world.
There are different kinds of marketing strategies and approaches which can be used by different organisations. An organisation usually selects its marketing approaches and segments based on different factors such as marketing aim, objectives, and overall purposes of the organisation (Helm and Gritsch, 2014). The case is the same for both Crown Plaza and Travelodge hotels. Both of these organisations have selected their marketing strategies and approaches based on their aims and objectives. As Crown Plaza is one of the luxury hotels, this organisation is currently using market differentiation strategy. The main concept of market differentiation strategy is entering a new market with new products. As this organisation aims at catering business people and serve for conventions and other business meeting, they are trying to enter new market with new products (AMEUR et al, 2015). This organisation is trying to expand its business to a new geographic area. However, Crown Plaza did not always follow the market differentiation strategy. Back in the days when it first started its journey, they followed a mix of market penetration and market development strategy. On the other hand, Travelodge is one of the budget hotels and caters to comparably low-income customers. Currently, this organisation is following market development approach. The main concept of market development is selling existing products into a new market. The main target of this organisation is to expand its operational activities to a new region which can be achieved by following market development strategy. This can be quite difficult for the organisation to fulfil its aim of expanding its operational activities without following the market development approach. With the help of market development approach, this can be possible for the organisation to fulfil its aim by introducing its existing services to a new market (Bekh, 2016). Although, Travelodge is currently using market development strategy, previously this organisation used to follow market penetration strategy as they had to establish their business. This can be seen that; both of these organisations use different marketing approach. Crown plaza uses market differentiation strategy, whereas Travelodge uses market development strategy. 
There are different considerations which have been made by Travelodge and Crown Plaza in relation to sustainability and green messaging. To have comparative advantage in the market, this is very much important for an organisation to take such steps which would help them in sustainability and green messaging (Bahadir et al., 2015). Nowadays, most customers are highly conscious about the environment, and they want to be associated with such organisations who gives green messaging. In case of Crown Plaza, to send green messaging and attain sustainability, this organisation is actively working on reducing their carbon footprint. For this reason, they use such marketing and operational activities which have very lower carbon footprint (Kraft, Dowling, and Helm, 2012). On the other hand, for the similar reason, Travelodge had reduced their use of plastic. Since, plastic usage has a negative impact on the environment, this can send a negative message to the customers of Travelodge. To avoid such issue, this organisation has reduced its plastic usage and it increased it use of plastic bags and bio-degradable products (Amerta, 2017). This sends a green message to its customers.
During Covid-19, all the operational activities of hotels and resorts came to a standstill. Because of the pandemic, tourism industry around the world took a serious hit as the whole world went into lockdown. During lockdown, all the operational activities of both Travelodge and Crown Plaza were temporarily shut down to maintain social distancing and to avoid spreading of the virus. By shutting down all the operational activities of both of these hotels, they send a message to its customers that they care about the well-being of the environment and the public health even though they faced a massive loss and a plummeting profit margin. However, after the Covid-19 when the situation is going back to normal, they have paused their temporary operational shut down and they are again reviving their operational and marketing activities (bin Abdul Lasi and Salim, 2020). Both of these hotels are maintaining different cautions to be careful. Such as, in Crown Plaza, nobody is allowed to enter the hotel premises without a mask, and they have put a sanitary booth on the way to enter. Again, in the Travelodge, every customer is given the utmost sanitary services. After Covid-19, both Crown Plaza and Travelodge have become very much careful about the health and safety of their customers, and they are taking different necessary measures to maintain this.
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For this essay, Crown Plaza and Travelodge have been chosen as both of these hotels belong to two different marketing segments and this will also be helpful in comparing the marketing methods of these two hotels. The first organisation which has been selected for this essay is “Crown Plaza”. Crown plaza is one of the most renowned hotels around the world (Rahmani, Emamisaleh, and Yadegari, 2015). This is a British multinational chain of high-end hotel service, upscale hotels which is currently headquartered in the UK. On the other hand, Travelodge is a renowned hotel chains around the globe. This hotel chain mainly operates in the US, Canada, the UK, Spain, Ireland, New Zealand, Australia, and several other countries in Asia. Travelodge is considered as the budget hotels and this organisation usually caters to people on vacation who wants to experience a good quality of hotel services on a budget. As Crown Plaza belongs to luxury brand hotels and services, and Travelodge belongs to budget hotel chains, market positions of these two hotels vary from each other. Both Crown Plaza and Travelodge have opted for digital marketing choices for promoting their market operations. Crown plaza uses market differentiation strategy, whereas Travelodge uses market development strategy (Išoraitė, 2016). There are different considerations which have been made by Travelodge and Crown Plaza in relation to sustainability and green messaging. After Covid-19, both Crown Plaza and Travelodge have become very much careful about the health and safety of their customers. 


[bookmark: _Toc118371753]References
Amerta, I.M.J.I.M.P.A.A.M.M.I.M.S., 2017. The marketing mix affect on the consumer buying decision (case study of sausage products at PT. Aroma Denpasar). International Journal of Social Sciences and Humanities, 1(2), pp.65-74.
AMEUR, I., Keltouma, M.A.H.I. and SOUAR, Y., 2015. The impact of marketing mix elements on customer loyalty for an Algerian Telecommunication Company. Expert Journal of Marketing, 3(1).
Bahadir, S.C., Bharadwaj, S.G. and Srivastava, R.K., 2015. Marketing mix and brand sales in global markets: Examining the contingent role of country-market characteristics. Journal of International Business Studies, 46(5), pp.596-619.
Bekh, K., 2016. A company’s marketing mix in terms of glocal marketing. Baltic Journal of Economic Studies, 2(5), pp.10-15.
bin Abdul Lasi, M. and Salim, S.M., 2020. The relationship between e-marketing mix strategy and integrated marketing communication: a conceptual framework. Int J EngAppl Sci, 5(6), pp.40-48.
Catană, Ș.T.E.F.A.N. and Toma, S.G., 2021. Marketing mix and corporate social responsability in automotive industry-case study: Mazda Motor Corporation. Annals of'ConstantinBrancuși'University of Târgu-Jiu, Economy Series, 1, pp.205-209.
Helm, R. and Gritsch, S., 2014. Examining the influence of uncertainty on marketing mix strategy elements in emerging business to business export-markets. International Business Review, 23(2), pp.418-428.
Ishak, M.S.B.H. and Abdullah, O.C., 2012. Islamic perspective on marketing mix. International Journal of Business and Management Studies, 4(1), pp.121-131.
Išoraitė, M., 2016. Marketing mix theoretical aspects. International Journal of Research-Granthaalayah, 4(6), pp.25-37.
Kraft, P., Dowling, M. and Helm, R., 2012. International orientation, marketing mix, and the performance of international German ‘mittelstand’companies. International Journal of Business and Globalisation, 8(3), pp.293-315.
Lee, C.H., Ko, E., Tikkanen, H., Phan, M.C.T., Aiello, G., Donvito, R. and Raithel, S., 2014. Marketing mix and customer equity of SPA brands: Cross-cultural perspectives. Journal of Business Research, 67(10), pp.2155-2163.
Oflac, B.S., Dobrucalı, B., Yavas, T. and Escobar, M.G., 2015. Services marketing mix efforts of a global services brand: The case of DHL Logistics. Procedia economics and finance, 23, pp.1079-1083.
Rahmani, K., Emamisaleh, K. and Yadegari, R., 2015. Quality function deployment and new product development with a focus on marketing mix 4P model. Asian Journal of Research in Marketing, 4(2), pp.98-108.
Steenkamp, J.B., 2017. Global marketing mix decisions: global integration, not standardization. In Global Brand Strategy (pp. 75-109). Palgrave Macmillan, London.
Wichmann, J.R., Uppal, A., Sharma, A. and Dekimpe, M.G., 2022. A global perspective on the marketing mix across time and space. International Journal of Research in Marketing, 39(2), pp.502-521.


1

