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In this respective task, the focus has been accentuated towards the comparison of two multinational hotel brands Sheraton and Travel Lodge. The comparison of these two respective hotels will allows to comprehend the notions of marketing directions they attempted formerly and recently, along with their suitable approach during of COVID 19 in order to maintain their reputation of the brand. 
[bookmark: _Toc117688749]Marketing Choices 
In the respective notion of the marketing choices, it refers to the concept of which type of marketing approach has been employed by the two respective companies. Sheraton has been known as the finest luxurious hotel because of its expertise in the services of hospitality (Cunha, 2022). From the historical aspect, Sheraton employed conventional marketing choices to share its services. Traditional marketing choices of the Sheraton employed the utility of leaflets and advertisements through magazines. Through emails, text messages and websites, the respective notion of the hotel services is provided to the customers in order to gain attention (Lamberton, 2019). According to Tokue (2021), Sheraton is widely recognized as one of the classics in meeting the comfort of customers (Kolencik, 2018). 
On the other hand, Travel Lodge, in the notion of the marketing choices of Travel Lodge from the aspect of historical dimensions, focused on marketing the hotel services through a less convenient tech mode. Formerly, Travel Lodge was employed to circulate its hotel branding with the support of newspaper advertisements and billboards to display the range of services offered by the hotel. Also, Simon Grey, the marketing head of Travel Lodge, stated that currently, it has led many marketing outdoor campaigns which have helped the business (George, 2021). The marketing direction of the Travel Lodge is to help customers to book a hotel along with planned trips to help customers to expand their exposure in London with a guide (Hodari, 2022). 
[bookmark: _Toc117688750] Current Marketing Positions 
In this respective aspect, the Current marketing values will be explored on the basis of segmenting, targeting, and positioning of both hotels. STP (segmentation, targeting and positioning) is a model that defines the audience to which products or services are marketed. An effective strategy tends to make marketing communications effective, more focused and personalised. Segmentation is concerned with dividing the audience into small segments so that effective strategies can be developed (Huang and Rust, 2019). On the other hand, positioning is concerned with defining where a product or service actually stands when compared with similar offered by the competitors (Perenc, 2020). From the aspect of Demographic segmentation, Sheraton focuses on middle-class to upper-class communities by offering a range of promotional services and also targets people from the age group of young adults and adults. From the aspect of psychographic behaviour it focuses on approaching mainly couples from all age group to spend quality time, and from the dimension of the behavioural segmentation it focuses on meeting the perceptions of the customers in the desire to relax and enjoy weekends. In the notion of behavioural segmentation (Emelda, 2018). Hotel Sheraton has focused on providing customers with the utility of tree houses to invade a unique experience in their accommodation, rooms attached with swimming pools, and pool bars. In its current position, it is known as one of the best hotels in the UK. 
Whereas, in Travel lodge, from the aspects of segmentation, in demographic segmentation, the focus was given to medium-income people, which people from a young age and young adults are targeted for both genders. The notion of psychographics focuses on people who believe in living near to serene nature lifestyle that lodges can provide in exploring London (Lodge, 2014). From the aspect of targeting, Travel lodges target all age group members to explore nature life. In positioning, it focuses on covering the needs of the people by including a range of facilities in the lodges as well as restaurant services to the travellers (Gennie, 2019; George, 2021). 
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For analysing marketing strategies that have been adopted by the Sheraton and Travelodge, the concept of marketing mix has been considered. Lim (2021) has stated that marketing mix refers to the set of tactics or actions adopted by an organisation to promote its products or brand in the market.  Sheraton is offering its products under several broad categories, which makes it easier for the customers to select variety that suits them the best. From room to other amenities, such as restaurants, conference rooms and others, Sheraton is serving millions of customers, including businessmen and travellers. The hotel is following a competitive pricing strategy and is still preferred by the customers for its effective facilities. Competitive pricing strategy can be defined as the process of strategic selection of price, based on competitive price in the market (Gromer, 2021). With regards to place, Sheraton hotel is serving communities for eighty years and is located at some of the most promising locations in the UK, with rich heritage. Furthermore, booking facilities are also provided through website (Nimri, 2020). To expand its marketing Sheraton has employed the utility of social media platforms to expand its objective with the customers. According to Starcevic (2018), through its promotional offers, Sheraton has maintained to follow a marketing strategy. The strategy of email marketing is reported to be employed by Sheraton, in which promotional offers and greetings were shared with the customers (Rowson, 2018). Also, the slogan on the website communicates a notion of marketing in which services will prove more than just commitments (Gromer, 2021). Sheraton has achieved positive brand equity, which majorly supported Sheraton in marketing campaigns. 
On the other hand, Travelodge is also a private company operating with 560 hotels across the UK. The speciality of the organisation is concerned with its upgraded rooms, new welcoming receptions and stylish bar cafes. However, as far as prices are concerned, the organisation focuses on offering the best prices or, lowest rates, when compared with others. Rates are even cheaper when bookings are made earlier through online channels. Travelodge is also situated at fantastic locations, such as holiday destinations at amazing values, including major city centres, towns, seaside and other vital roadside locations. It also adopted the marketing strategy through emails in which promotional offers were given to the customers (Santos, 2019). It also provided guest loyalty to the customers, which is another approach to marketing the ideology to the customers. Moreover, Travelodge initiated a new strategy that made it stand out from the market of competitors in which stuff toys will be given to customers which toys are reported to have different personalities (Qin, 2020). 
[bookmark: _Toc117688752]Consideration towards Sustainability
Sustainability for hotels can be broadly defined as the efforts directed towards reduction in environmental impact while focusing on incorporating best green practices in different operations. The core elements of sustainability for hotels revolve around saving energy, reducing waste and water usage (Lim, 2021).  According to the environmental policy of Sheraton (2021), it has been examined that recycling all plastic and paper. On the top of the roofs of the hotel, solar panel systems are installed so that more natural energy can be used. The utility of plastic straws and disposable glasses has been banned from the Sheraton hotel. Many areas of the hotel are fitted with low-energy LED lights so that energy can be saved. At the same time, Travelodge has commenced a plan in the notion of sustainability which is known as a "better plan" (Travelodge, 2021). According to this plan, Charity will be given to the British heart foundation. Travelodge has joined hands with carbon reduction movements to secure the environment. Travelodge has utilized about 21% of the energy for the overall 2020 and 2021. By the end of the year 2022, Travelodge has assured to reduce the emission of carbon gasses into the environment (Travelodge, 2021). 
[bookmark: _Toc117688753] Impacts of COVID-19
In this dimension of the study, the focus is given to the aspect of COVID-19 and how it has impacted the performances of the Sheraton and the Travelodge. Both hotels have been through several challenges in the emergence of the Pandemic. It has been reported that the hospitality industry of the UK faced a downfall in 2019 of 3% (Brown, 2020). Safety measures were taken in the services of the hotel, and announcements were made regarding the utility of the masks. In Sheraton, bars were shut off, which impacted the traffic of the customers and sales of the hotel. Employers left the positions due to less engagement in the hotel. With regards to customers, Sheraton specifically emphasised to be in direct communication with the customers through its website and social media platform. The hotel has claimed that guest experience at Sheraton is carefully and thoughtfully curated, emphasising minimal contact so that the safety can be ensured (Kim, 2022). The accommodation sector faced a hit. Travelodge fell into the sector of crisis during the Pandemic. In response to the Covid-19 pandemic, Travelodge has claimed that it has always been and will remain committed to help customers with their travel plans by providing as much flexibility as they can (Bolton, 2022). 
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The comparison made between the two popular hotels of the UK, Sheraton and Travelodge, revealed the ideology that how marketing as the main unit plays a dynamic role in bringing prosperity towards a business. The effective digital marketing strategies employed by both hotels allowed them to resist their name in the industry of hospitality. The marketing direction of Sheraton made it stand out as a classic 5-star hotel, and the direction of Travelodge made it the second most utilized hotel in the UK. 
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