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This essay is an essay structured writing about a constructive comparison between two companies. The two companies belong to the same industry- the hotel and travel industry. Crowne Plaza and Travelodge are two famous hotel chains in the UK. The essay has several parts describing the marketing choices the companies have been adopting in recent years. The segmentation, targeted customers and positioning strategies are described. Then the current comparative marketing mix strategies are included. The sustainability plans for the future of the companies are also written here.   
In the hotel and travel industry, the quality of services is considered the most important element. (Bowie et al., 2017). Then the marketing strategies of the company and pricing model join the list. The selected companies have gone through many changes over the years as the business’s external and internal environments affect their strategic decisions. 
Crowne Plaza gives emphasises customer satisfaction the most. They have been trying to increase their customer retention by providing more elements of guest choices. (Shakya and Tamang, 2020). The incentives are given to increase satisfaction levels. On the other hand, Travelodge focuses on consistency. Creating the same experiences for all guests as per their expectations is their biggest marketing strategy. The customers are given the idea of having the best room available with top-quality services and facilities.   
Elliott et al (2021) mentioned that market segmentation refers to the process of dividing the customer market into several groups based on four criteria- geographical, demographical, psychological, and behavioural. Crowne plaza segments its customer markets based on geographic areas. It is a multinational company, so the operating area covers many Asian, European, and some other western countries. According to HU et al (2020), Travelodge also follows this as the company operates in the UK, US, Canada, Asia, Australia, etc. countries. The target market of Crowne Plaza is middle-aged people and young ones also. So there includes business executives, job-holders, women maintaining professional and family life balance, etc. The customer social classes include lower middle-class to high-class people. The targeted market also includes families, and couples who go on vacation and travel occasionally and on holidays. Those who prefer inexpensive packages, and comfortable stays, are targeted by Crowne Plaza hotels. Their adopted strategy is a differentiated segmentation strategy. People of all ages and professions are included. 

Travelodge targets mostly business class and premium customers. The business executives, who do international business, and go on business trips, are the first target of the company. (Paul and Paul, 2020). Additionally, tourists, visitors, and people spending vacations are also targeted just like Crowne Plaza hotels. The hotel industry in the UK has diversified customer bases. To match the market trends, both hotels have been updating their services and segmentation processes. 
Swaminathan et al (2020) stated that branding refers to distinguishing a product from its competitors in the market through specific unique selling points, and competitive advantages highlighting the best features. The brand mission of Travelodge is to provide affordable leisure and business travel at a low cost for everyone. Crowne Plaza also does brand with the motto of blending relaxation and the work of the customers. Both companies promote themselves prioritising the balance of work and personal relaxation of the customers.   
According to Saqib (2020), market position is defined in terms of several components. Some companies are in a leading position in terms of the number of hotels or rooms, and then some companies are leading in popularity and revenue-generating rates. The gross revenue of Crowne Plaza is $2.3 billion in 2021. It has increased by 25.7% than the pandemic year 2020. (Zeaiter and Al Sheidi, 2021). On the other hand, Travelodge generated £560 million in the UK in 2021 alone. It has increased by £284 million to the previous year. In the most popular brand list, Travelodge places second with 56% positive reviewers in the UK. Unfortunately, Crowne Plaza is not on the list. In that case, Travelodge is ahead of Crowne Plaza in terms of popularity. On the other hand, Crown Plaza is in the leading position, with the most brand awareness among the customers with 68% votes approximately (Tan and Despotis, 2021). However, Travelodge is more popular among millennials. On their top choice list, Crowne Plaza does not exist. Despite the market position difference, both companies have created a significant perception of easily found, affordable, and comfortable hotel chain companies. 





According to Kotler et al. (2020), Marketing is the process of reaching the targeted customers with a finished product or service. Crowne Plaza provides several services to their customers with accommodation. They are open 24/7 with their premium quality services. The rooms are spacious, clean, and hygienic in the hotels; there are Wi-Fi, TV, DVD players, sound system, etc. equipment for entertainment purposes. The beddings are luxurious and comfortable. There are suits available for the customers. Free parking, swimming pools, fitness centres, massage club, business centres, etc. The company also provides in-house restaurant facilities. The customers can enjoy the coffee shop vibe and there are bars for age-appropriate customers in the hotel. The company uses a differentiated pricing model for its hotel rooms. (Whitfield et al., 2022). The price varies based on the room numbers, facilities, and class. Generally, the price range starts at around $75/80 per night for a room. The standard rooms are $134-$165. In marketing, place refers to the distribution channel of a company. Crowne Plaza has both direct and third-party direct distribution channels. People can easily book a room from the official website of the company in their region. In the UK, one can rent rooms from several online platforms. There are more than 400 hotels of Crowne Plaza hotels around the world. Constant communication and promotion make a company more profitable. (Smith and Zook, 2020). The company mostly uses digital strategy to promote itself through several social media accounts such as Twitter, Instagram, Facebook, etc. 
Just like Crowne Plaza, Travelodge also provides medium and premium-cost hotel rooms. The company give a guarantee of the best rooms that will satisfy the customers. The staffs are friendly and the services are comfortable. The brand is always in high demand. They use the demand pricing method to set the rent. The higher the demand, the higher the prices of the rooms. (George, 2021). It is a dynamic process. Because of this, a customer needs to book for low-cost room weeks or months prior to stay as those are sold out the most. Eventually, the company use a premium-pricing model, unlike Crowne Plaza hotel. It is the largest independent hotel in the UK with 590 hotels. The places are mostly in the centres of cities, roadsides, and sea-sides also. Travelodge also promotes digitally like other companies in the industry. They also provide offers, discounts, coupons, monthly deals, vouchers, etc. to their customers. The offers are mostly seasonal and have expiration dates. However, customers can save a large amount using these discounts and promo codes. 

Sustainability strategies can ensure a long journey for a company for many years. (Jobber and Ellis-Chadwick, 2020)). Travelodge has been adopting sustainability strategies and green management of tier business. The company use natural solar energy and an air source pump to heat water. Their initiative to stay green is to minimise wastage and is operating efficiently. Reducing carbon emissions and energy-saving plans are their sustainability plans. 
Like Travelodge, Crowne Plaza also gives emphasises reducing wastages they produce and encourages the guests in the hotels to follow the instructions. (Bas and Sivaprasad, 2021). The company measure their water usage monthly basis and tries to reduce it to save energy and resources. They also take part in CSR activities to serve better the community and society. 
The pandemic has had huge effects on all industries and companies in every country in the world. The travel industry and hotel management industries had the biggest blow to overcome, as there was a travel ban in the UK as well as in the whole world. Travelodge had a 60% fall in its revenue rate. (Shari et al., 2020). The company offered at the rate of £25 per night for 1 million rooms in their hotels. Now they are ensuring their customers a better and healthy vacation after vaccination and increasing economic state. Crowne Plaza had to shut down several hotels to maintain their profitability during the pandemic. Now customers are being encouraged to meet face to face after the pandemic with necessary measures and social distances. 
In conclusion, Crowne Plaza targets middle-aged and young people, couples, families, business executives, etc. The age distribution varies. Their differentiated segmentation strategy includes people preferring inexpensive packages, and comfortable stays. Travelodge also has similar market segmentation. In a comparison of popularity, Travelodge is more popular and in terms of brand recognition, Crowne Plaza is leading. Their service strategies are slightly similar but Travelodge has a premium-pricing model based on demand and Crowne Plaza is cheaper than that. Travelodge has a sustainability plan through energy saving and using renewable energy, and Crowne Plaza has CSR planning to serve better.  Both companies have been adopting strategies to minimise wastage and power saving. As for the post-pandemic situation, they are encouraging their customers to travel more.  
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