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One of the essential responsibilities of a company is to maintain a strong presence in the marketplace. It makes it possible for companies to communicate with clients efficiently and meaningfully and present their products and services to those customers. Because of this, organizations can close any knowledge gaps that may exist between themselves and their consumers. Hotels often utilize this capability to advertise their various offerings to patrons. The Crowne Plaza is an international hotel chain established in the United Kingdom. This hotel chain's headquarters are located in the United Kingdom of Great Britain and Northern Ireland. The hotel and hospitality organization is enormous and operates more than 431 properties in 67 countries (Abedin, 2017). This company makes moderate to substantial use of several marketing strategies. Most of Travelodge's business is conducted in the United Kingdom, Ireland, and Spain. Travelodge is a private hospitality corporation. The corporation operates more than 570 properties in the United Kingdom. In addition to that, it owns eleven hotels located in Ireland and five hotels located in Spain. Both hotel companies serve distinct groups of clients and, as a result, use distinctive marketing approaches and promotional events to attract those clients (Iqbal, 2017). They can compete healthily as a result. In this essay, we willclosely examine these two companies' marketing tactics and strategies and compare them side by side. In addition, the report will go through their positions both during and after the COVID-19 epidemic.
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To begin, it is helpful to compare the two hotel chains' positioning to comprehend their respective marketing aims and priorities. For example, Crowne Plaza is a luxury hotel chain that serves wealthy clients. On the other hand, Travelodge offers services at reasonable prices and aims to attract customers from middle- to lower-income backgrounds. 
Promotional media and activities are used to spread the word about the Crowne Plaza's amenities. The hotel company must have a significant footprint in the media and consumers' thoughts to retain its affluent clientele (Jackoob, 2019). The wealthy prefer superior service and are less concerned about value for money. As a result, the Crowne Plaza is constantly launching advertisements aimed at affluent individuals to disseminate information about the hotel's offerings. To put it another way, this helps the business keep its core customer base.
On the other hand, Travelodge caters to consumers from the middle class and below, and the company uses cutting-edge techniques to attract them. The organization has concluded that social media is its most effective marketing strategy. Nowadays, virtually everyone has access to the web and participates in social media. Therefore, Travelodge has begun producing a wide variety of short content to promote its hotels and services over the web (Jamal& Camargo, 2022). People enjoy their material because of this, which has established them as a viable vacation alternative. Because of its targeted and informative social media marketing, Travelodge is frequently the hotel of choice for budget-minded travelers.
When advertising, Crowne Plaza emphasizes that it is a luxury hotel. The hotel group is customer service-focused; thus, it recruits and manages experts in several fields. That way, they may advertise themselves as a high-end service provider. All of the hotels in the chain only hire the most qualified candidates. Furthermore, as previously discussed, the hotel chain needs some specialty to attract high-end clients. The hotel will swiftly lose guests if it cannot meet its unique needs. Travelodge markets itself as a low-cost alternative, making it accessible to many customers (Adrian et al., 2021). This hotel group does not need a lot of capital and does not waste much money on service (Kreutzer, 2018). They offer fundamental support that can enable the hotel to save money and give guests an essential experience with few extras. Because of this, the hotel can quickly advertise itself and attract more guests than the Crowne Plaza could ever hope to.
Crowne Plaza meticulously plans its strategies using marketing variables. They employ the seven variables in various ways to draw in clients and encourage them to utilize their services. To begin, the hotel's product—its service—is excellent. They only hire the most qualified individuals to service their clientele. The hotels have premium prices, which is understandable given their offerings' great quality. The hotel business has done an excellent advertising job and established a positive reputation among its clientele. The worship facility is just magnificent. The hotel chain's administration is putting a lot of effort into creating stunning properties that guests will like, ultimately increasing the chain's revenue (Tomal, 2021). From a financial point of view, the corporation is quite successful, expanding in all markets worldwide. Crown Plaza Hotels' many different brands and widespread international presence are two more of its many selling points. Hotel chains with well-recognized names among their clientele, such as InterContinental, Hotel Indigo, Holiday Inn, and others, have positively impacted profitability in New Zealand (Makhlouf, 2022). This hotel company offers remarkable service in addition to excellent packaging. The staff pays close attention to the customer's needs and is very thorough. Customers are consistently impressed by how well this paves the way for better service.This chain markets itself to high-end travelers for reasons we've already established. The staff at this hotel are experts in their fields and among the finest in the business. As compared to other hotels, Travelodge's rates are more reasonable without sacrificing quality. In general, guests at this hotel chain is neither looking for luxury amenities nor willing to pay more.  So they can decide quickly and easily. There is a lot of thought and care put into Travelodge hotel rates, and they are set with the client in mind. The hotel chain does everything possible to save money without compromising service. This indicates that the hotel chain's rates correspond to the value provided (Collin, 2016). The hotel company has found that online and social media advertising is relatively cost-effective. Thus, they can save money on advertising while effectively reaching their target audience.
The hotel is well-kept and orderly, although it doesn't have fancy decor. As a result, clients may be confident that they will get essential maintenance at their buildings at a satisfactory standard. Travelodge has been favored by several events, mainly in the 2012 Olympics, when they have done perfect business. The hotel's commitment to tidiness and orderliness is one of how it conveys its value to guests. The staff at the hotel is kind and hardworking. They are not the finest in the business but are competent and perform well. To attract business, the hotel promotes itself as a cheap alternative. The hotel's staff is accommodating and kind to guests.
To reduce its environmental impact, the Crowne Plaza and the Travelodge have instituted green policies and procedures (Mol, 2018). Both hotel groups are making efforts to reduce their effects on the environment and improve their communities. Both establishments actively look for novel, environmentally friendly ways to offer their guests. Both chains are actively working to reduce plastic consumption, for instance. The administration of both companies believes this will have a beneficial effect on the natural world.
Despite the widespread devastation caused by the Covid-19 epidemic, the hotels have maintained their locations. Crowne Plaza continues to cater to the affluent by offering specialized services in its hotels, which they market as free of infections and other harmful (Spychalska-Wojtkiewicz,2017).They advertise that their facilities are always spotless and their visitors are secure. Even though they charge less, Travelodge offers similar services to their customers. Each hotel company has taken unique actions to combat the epidemic, and they have both shown to be effective in drawing in new business.

[bookmark: _Toc115880246]Conclusion
To forestall the spread of the disease outbreak, all service providers in the hospitality industry are placing a significant amount of emphasis on the safety and security of their clients, and they are striving to keep their attributes clean and organized. The type of placement of the hotel is irrelevant in this regard. While the Crowne Plaza hotel devotes a significant amount of resources to providing service to its guests, the Travelodge hotel makes an effort to reduce the number of resources it employs to provide services to the most significant number of people possible. Even though the two chains have distinct goals, they always strive to deliver their patrons the highest level of service possible.
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