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Introduction
[bookmark: _Int_gEs9nxIo][bookmark: _Int_tfoFuwfX][bookmark: _Int_cXnGrNro]All businesses require a marketing strategy to promote their business. The target audience is not always the same, therefore, the methods can vary from one to another. In today's date there are several forms of marketing platforms. In the current market trend, digital marketing is extremely popular because it can reach anywhere in the world within seconds. ‘’The aim of marketing is to know and understand the customer so well the product or service fits him and sells itself.’’ (Drucker. 2009). One of the marketing strategies used to identify the correct method of marketing is the Marketing Mix (The 4P’s). Marketing mix model is centered around Product, Price, Place and Promotion. This essay will compare the marketing strategies of two very popular chains of hotels, Marriot Hotel and Travelodge. There are several types of marketing strategies such as social media marketing, telemarketing, email marketing and digital marketing. “The quality of a company’s goods and services ranks as the most important component of corporate image. The willingness of a firm to stand behind its goods and services when something went wrong was second. Third were perceptions of how the firm dealt with customers, such as by being pleasant, helpful, or professional.” (Kenneth, 2013). Qualitative and quantitative methods could be used to carry out this research on the hotels, this will allow the hoteliers to identify the best form of marketing strategy. 

[bookmark: _Int_5Y2hOCPS]Marriot Hotels was founded by J W Marriott, his personal philosophy was "A man should keep on being constructive and do constructive things. He should take part in the things that go on in this wonderful world. He should be someone to be reckoned with. He should live life and make every day count, to the very end. Sometimes it's tough. But that's what I'm going to do." (Marriott, 1985). Marriott Hotels believe in ‘’ "Take care of associates and they will take care of the customers." The hotel's value approves the services they provide and sets expectations for the customers. Marriot is an international hotel brand serving in many countries. Each of their hotels have a unique background to compliment the location it is based at. Marriot Hotel has used several different marketing strategies over the years. Initially they used to print advertising and leaflets, which would be posted locally. Currently, they use several strategies such as social media. The use of media such as Facebook, Instagram and Twitter allow them to keep up with the trend and reach people around the world within seconds. Marriott partnered with Snapchat influencers to make “Snapisodes” (Barrett, 2020). It also allows customers to share their experiences at the hotel. Digital marketing is also extremely popular due to the demand in the e-commerce market. Most people now prefer to sit in the comfort of their own home and find a good deal online. Recently, Marriott also created brand awareness by teaming up with Manchester United Football Club (Marriott, 2023). The support shown will draw Man United fans to use their facilities during future games. 

[bookmark: _Int_4bcUN0YC][bookmark: _Int_dw4vyT1T]Travelodge is a budget friendly hotel. Their value is to thrive in providing a good night's sleep at an affordable price. When it first launched in 1985, it became Britain's first valued hotel due to the competitive pricing. Recently, they have upgraded some of their rooms to give more for the value. “Travelodge PLUS hotels giving all the great value you would expect with added style and comfort we think you will love. More than 200 of our hotels have our on-site Bar Cafe restaurant, and almost all are located close to other restaurants and coffee shops, making Travelodge the ideal base when you are travelling.” (Travelodge, 2022). Initially the hotel started off by telemarketing, advertising on the television. They have since moved on to digital marketing and social media. In 2010, “Travelodge, the low-cost hotel company, has unveiled a £10m marketing strategy designed to bring “warmth” to its brand and is returning to television advertising after 20 years.” (Johnson, 2010). Returning to telemarketing means more customers will be able to see the advertisements as not everyone is on social media or knows how to use gadgets. 

Both hotels have similar approaches when it comes to marketing, but they are both quite different. Marriott hotel falls in the luxury brand category, they offer high end experiences, which comes at a cost. On the other hand, Travelodge falls under the economy and budget segment. While the target audience for Marriott will be upper-class customers, Travel Lodge focuses on everyone, including those who want to spend a little. This year 60 Travelodge hotels were being upgraded to the new budget luxe design as part of the investment to evolve the core brand (Travelodge). This upgrade will attract more customers who can receive a luxury experience at a lower price. 

The marketing mix method will allow both hotels to strategically identify the current market need. The 4 Ps of the marketing mix consists of: 
Product- Find the right product or service, making sure what you are offering meets customer needs is especially important. 
Price- Pricing it correctly is extremely important, the market is competitive and to keep on top of your game, it is especially important to price the product correctly. 
Place- Finding the correct place or location is vital to attract customers. 
Promotion- The product or service requires promotion to create awareness of what is available. 
Marriott has applied all steps within their strategies, especially finding the right place because most of their hotels are in beautiful locations and tourist attractions. Their hotels are designed to resemble what the location has to offer. Travelodge, on the other hand, focuses on price mainly; they provide competitive prices and the best experience for the value (Ramsay, 2009).

[bookmark: _Int_dEczIePp]Contributing to the global footprint is important and shows your contribution to the economy. With the use of marketing, you can create a green market, which can help to raise awareness of customers about sustainability and advantages of environmentally sustainable products and services that can help reduce the carbon footprint (Dangelico and Vocalelli, 2017). Travelodge believes sustainability has a critical role in shaping the future. “Sustainability is a broad topic. In developing strategies, all organisations need to choose where to focus their efforts for maximum positive effect.” (Travelodge, 2022) They have set out a plan, which includes 3 core pillars. Inclusive, ensuing customers and staff find the service affordable and accessible. Caring, making sure it is a healthy and safe environment. Lastly, Conscious, keeping aware of the waste produced and reducing the carbon footprint. Earlier this year, Travelodge posted on a forum, all new carpet is made from recycled fishing nets, which are part of a project supporting clean ocean initiatives and the carpet backing is also made of old plastic bottles (Hospitality Net, 2022). Marriott Hotel believe they have a greater obligation to operate responsibly. “We minimize our environmental footprint by sustainably managing our energy and water use, reducing our waste and carbon emissions and increasing the use of renewable energy. We employ innovative technologies to plan, implement, track and communicate how we operate responsibly to mitigate climate-related risk, benefiting our business and the communities in which we operate.” (360. Marriott). 

In 2020, Covid-19 caused lockdown around the world in several countries. It had a massive impact on the hospitality industry, forcing them to close until the pandemic was under control. When the hospitality industry resumed, the service provided pre Covid had to change to meet the new guidelines. Such as “implementing social distancing, limiting the number of customers served, more rigorous and frequent cleaning of high-touch surfaces in common areas, and employee training of health and safety protocols are the most important safety precautions customers expect from a restaurant and a hotel” (Gursoy et al, 2020). The STP marketing model is a powerful tool that hotels can use to find the right target audience and craft the perfect marketing campaign to boost sales (Pahwa, 2023). Using this framework and the marketing mix the hotels have jumped back in to action. During the pandemic, Marriot Hotel provided accommodation for front line staff in USA and Canada. They were impacted massively during the first quarter of 2020 due to Covid-19 and the effort to control it. When they reopened, they had to take extra measures for cleanliness and ensure it is a safe environment for customers. Similarly, Travelodge was also impacted due to the pandemic. However, they came back even stronger than before. “Improvement in current trading following the lifting of the work from home guidance on 26 January, with strong leisure trading expected to continue, driven by staycation demand” (Travelodge, 2022). Travel restrictions made people opt for staycations. After suffering from a decline in revenue due to lockdown, this was the time for the hospitality industry to make up for all the loss. 


Conclusion
[bookmark: _Int_HWG5xKb6]Keeping on top of market research means having a lead on the competition, Research can also help identify the customer needs. Using a wide range of marketing strategies will help both hotels to promote the business to a wider range of audience. Both hotels use different forms of marketing strategies and they both have a different approach and target. Travelodge are working their way up by introducing luxury upgrades, it shows they are listening to customer needs. The current economy is fluctuating and due to inflation and energy prices more people will look to save money where they can. This will also impact on the hospitality industry because the cost of running the business will also increase, and a decline in revenue may occur if customers cannot afford to go out and stay out. Marriott Hotel needs to change tactics and instead of selling premium products, they should resource to more sustainable products at an affordable price. 
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