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In this paper, we'll compare and contrast the marketing strategies of two international hotel chains: Crown Plaza and Travelodge. The decision between these two firms was influenced by a variety of factors. Crowne Plaza opened its first European hotel in Madeira, Portugal, in 1999, and the first Crown Plaza opened in 1983. Having opened its first hotel in 1973, Travelodge has grown to become one of the largest hotel brands in the United Kingdom. In this report, I will examine the marketing approaches of these two hotels, including their respective target markets and marketing mix strategies. This analysis will also examine the two firms' market standings before and after the covid19 epidemic, as well as their marketing longevity.
When compared to the first quarter of the previous year, Crown Plaza's Total Revenue increased by 81.3%, far outpacing the growth of its competitors. In comparison to Crown Plaza's rise in sales this quarter, the industry average was a greater 43.08 per cent. There are 872 hotel management companies in the UK, each responsible for more than 100 hotels. Private management companies make up the bulk of these operators, while large hotel chains also participate. If certain financial or performance benchmarks are not met, the hotel's owner often has the power to cancel the management contract (Morgan et al., 2019).
Charles Forte, Travelodge's owner, has achieved greater success than the average hotelier in the United Kingdom. Charles Forte claims that Travelodge, UK grew 8.9 per cent faster than the industry average, from 4.11 per cent to 11.4 per cent, over that time period. Travelodge's CEO believes the restrictions will endure until at least February, but the company is "well-positioned relative to the worldwide market" and will continue to invest in expanding its estate, especially in Germany (Fifield, 2012).
A company's marketing strategy is its comprehensive plan for attracting new consumers and convincing them to acquire its goods and services. Included are the company's USP, primary brand messaging, and who they hope to attract as consumers. A complete marketing plan includes the "four Ps" (product, pricing, location, and promotion) (Jones, 2014).
To "target" a market means to single out a certain subset of consumers for attention. Creating a product, pricing it properly, advertising it, and setting up a distribution network are all part of identifying a target market.
Target Marketing of Crown Plaza:
· Psychographic segmentation: The satisfaction of Crown Plaza's guests is the hotel's top priority. The restaurants of Crown Plaza's five-star properties are known for serving delectable meals because they use only the freshest, locally sourced ingredients and expertly prepare them (Potter, 2019).
· Behavioural segment: Each customer base is segmented according to their level of product familiarity, usage, and reaction. Consumers are categorised by degree level. Getting married is a big deal. Weddings may be arranged at the Crown Plaza. Crown Plaza will handle every detail, from setting up tables to archiving the event for posterity. The Crown Plaza's wedding amenities ensure a stress-free, memorable day for everybody (Bowie and Buttle, 2013).
· Demographic segment: Customers can be broken down into subgroups based on their demographic characteristics. The Crown Plaza specialises in corporate events. Business trips are common. Courtyard, Fairfield Inn & Suites, SpringHill Suites, Residence Inn, and TownePlace Suites are all namesake brands owned by the company.
Target Market of Travelodge:
· Behavioural segmentation: When the data were combined, connections emerged that hinted at key segment features. We separated the market into the professional and recreational sectors. They were similar in four important ways: their receptiveness to pricing, their propensity to book in advance, the locations and numbers of hotels they visited, and the number of extras they bought.
· Mass media segmentation: Identifying the most effective route to take to reach each region. Only members of your intended audience will be exposed to the ad campaign's content using this kind of targeting. Compared to traditional television commercials, it is more cost-effective (Armstrong and Kotler, 2018).



Crown Plaza Hotels' Marketing Mix:
· Product:  Crown Plaza's primary offering is a variety of hotels, resorts, motels, and other forms of accommodation. Crown Plaza's global success is due in large part to the fact that each of its brands operates in the same buildings and offers the same amenities to customers.
· Price:  The prices at Crown Plaza range widely depending on the specifics of each hotel, each client, and each location. The best products are available, at the lowest possible costs. Crown Plaza is able to maximise profits without compromising the hotel's reputation because it strikes a good balance between the two competing factors of quality and price. Prices are established according to market forces of demand, advertising, and upkeep. Crown Plaza's rates fluctuate based on market conditions and competition.
· Place:  Crown Plaza hotels are conveniently located close to transportation hubs including airports, highways, and shopping centres. Customers are drawn to Crown Plaza hotels because of their convenient locations near transportation hubs, shopping centres, and major thoroughfares. Crown Plaza's mission is to increase its footprint both directly and indirectly. The price of infrastructure supplies is lowered as a result (Camilleri, 2018).
· Promotion: The Crown Plaza promotes itself online. As a recognised worldwide company, they provide online hotel bookings. Use of commercials, online videos, and social networking. Members of Crown Plaza Bonvoy receive benefits. Crown Plaza offers discounts and new goods to keep its clients coming back.
Marketing Mix of Travelodge:
· Product: Market word-of-mouth is a company's best form of advertising if customers are pleased with the products they purchase. Suites at Travelodge provide amenities including kitchens, living areas, and separate bedrooms, as well as a variety of other amenities like TVs, irons, and hair dryers. Hotels with family rooms tend to have low rates. It is critical to ensure client satisfaction.
· Price: People who buy and use a company's products are the best advocates for that business. Suites at Travelodge come equipped with kitchens, microwaves, ironing boards, and hair dryers. Prices for rooms suitable for families are quite fair. Keep your customers happy. This hotel is fantastic (Kotler et al., 2015).
· Place: You've arrived at a public market. A number of people frequent marketplaces. Buying habits are affected by where they are located. More Travelodge hotels should be built in the UK, rather than in Saudi Arabia (Lois Schneider Farese, Kimbrell & Woloszyk 2012).
· Promotion: Publicity can take the form of words, a brand-new product, or even an old product that has been given a second chance. Upgraded status. Emails advertising goods and services are also included. Customer loyalty.
The efforts of Crown Plaza's Global Cleaning Council will improve cleaning, hospitality, and health and safety. Hotels could help non-profits fulfil demand while still complying with social distance policies. The Gaylord National Resort and Convention Center donated 40,000 square feet of space to CAFB. American Express and JPMorgan Chase donated $10 million to cover doctors' lodging expenses. Crown Plaza has a history of making diversity, equity, and inclusion its top goals by actively engaging employees and collaborating with community partners (Belz and Peattie, 2009).
As an example of Travelodge's dedication to sustainability, the firm opened the world's first battery-powered hotel in Edinburgh. The hotelier will use a lithium-ion battery with a capacity of five tonnes and one hundred kilowatts to study its effects on energy efficiency, energy pricing, and carbon emissions during the trial period in 2019. The batteries were put to the test using grid power drawn during off-peak hours. Over the course of three hours, productivity skyrockets. Between twenty to twenty-five per cent of the item was returned (Jones et al., 2008).
Coronavirus transmission is decreased at Crown Plaza. These precautions must be taken even if COVID-19 creates disruptions. Global information will benefit from swift action. Rheanna Norris of Global Data estimates that around 50% of Crown Plaza's $4.5 billion revolving credit line remains. As a result of COVID-19's funding, Crown Plaza is able to expand its facilities. Crown Plaza is a globally recognised brand with a presence in over 30 industries and 130 countries. Crown Plaza is able to control the spread of the coronavirus thanks to its prominent brand and market position (Forbes, 2022).
Safety at the Travelodge was a top concern. Customers have high standards for the hotels they stay in (Wilson, 2021). Because of the cleanness regulations enforced by COVID-19. It developed its own daily cleaning method, called Travelodge Clean Protect. Since we need time to clean the rooms before guests arrive, check-in has been postponed to 3 p.m. Because of their guarantee with Diversey, a world-renowned provider of cleaning and hygiene solutions in the healthcare and hospitality industries, you can rest certain that your guests will have a pleasant and worry-free experience (Romppanen, 2021).
The term "marketing" is used to describe the overall process of getting a product or service in front of consumers and businesses. There are several methods of promoting a product. The value proposition, brand messaging, and customer demographics all contribute to an efficient marketing strategy. Sales at hotels that compete with Crown Plaza increased by an average of 43.08 per cent. Overall, Travelodge UK's hotel sales performance was 8.9 percentage points higher than the market average, with the company gaining between 4.1 and 11.4 percentage points compared to the UK hotel sector as a whole. Funding from COVID-19 is given to Crown Plaza (Schlegelmilch, 2022). The 30 Crown Plaza brands are spread throughout 130 countries. Safety for both guests and staff was a top concern for Travelodge. Hotels that make an effort to maintain a sanitary environment tend to attract more guests. Given the importance placed on cleanliness by COVID-19, the Travelodge Clean Protect was developed.
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