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The two hotels chosen are Sheraton and Travelodge for this assignment. This assignment will include a comparison between two distinct brands. Hence, it will also highlight different hotel marketing choices and strategies. Sheraton and Travelodge's current market position in the domestic and international markets. Furthermore, it will discuss specific green strategies these two multi-national brands apply towards sustainability respectively. The situation of Sheraton and Travelodge during and after the pandemic with their message being forwarded to its customers. Also, Sheraton and Travelodge's different positions in the domestic and international markets will be seen. The analysis of the two hotels called Sheraton and Travelodge is explored.
[bookmark: _Toc118112900]Marketing Choices 
Sheraton hotel is all about customer satisfaction. The five-star hotel is an excellent destination for accommodation in a friendly style for its customers. Starwood Hotels and Resort Chain mainly own Sheraton. The hotel is known for its innovative designs and marketing, as people are most important to them (Sheraton). It works so that its customers do not forget the services of the hotels. The hotel takes care of its people. Hence, the marketing choices provide a good interior and design of the hotel. It has a strong brand image in the lodging industry. Hence, the ambience and quality of services are impeccable of Sheraton.
Travelodge is one of the famous hotels in the hospitality industry. Hence, it provides affordable prices with special deals on family and double rooms, allowing customers to book early on special occasions. Hence, many deals and promotions are promoted to attract and lure customers. Also, it runs Travelodge Business Account Card for its elite and premium customers (Travelodge, 2022). The hotel also provides restaurants and coffee shops ideal for any customer travelling. Furthermore, Travelodge has a good presence in the UK with 500 facilities to ensure customer loyalty and give them a suitable and appropriate place to stay.

[bookmark: _Toc118112901]Current Market Position 
The current market position of Travelodge is proud, with good ambitious growth plans and expectations. Hence, Travelodge stands on ethical standards of care, inclusivity and consciousness. The staff of Travelodge are proud to be called their employees. The current market position of Travelodge is excellent as it has made its way into many different countries and international markets. They target business travelers, leisure people, business people, and other small groups or individuals. Their current market position is inclusivity which makes the environment for the customers friendly and welcoming with warmth. The brand promotes a customer training program to complement the new focus on sleep. In other words, the current market position of Travelodge is good as it focuses on people and good quality of service provision. The current position is also hindered due to the company's overbooking (Haynes, & Egan, 2020), which makes customers furious at the hotel when they are denied the booking and rooms (Rutakirwa, 2018).
Hence, Sheraton is perceived as outdated old by travelers, but it is the world’s largest hotel chain that is adjusting to new and contemporary looks. Sheraton is spread its branched all over the world. After years Sheraton entered the family of Marriott International brands that is localizing the hotel to new rules, regulations, and ethos with new cultures and cuisines as it has been spread in different parts of the world. It is known for its diversity as it adapts to global identity (Sun et al., 2017). In the luxury lodging industry, the Sheraton brand is well-known among people. It cares for its people that are mainly from the elite class. The marketer of Sheraton likes to entertain and target a small group of customers; hence it allows them to focus and cater for their needs first. Applying this segmentation rule is challenging but allows customers to be satisfied with the services provided.
[bookmark: _Toc118112902]Marketing Strategies 
The marketing strategy adopted by Travelodge is product orientation. A product orientation is defined as the influence and impact of customer interests, needs and wants. It is the process dictated by consumer expectations; hence, consumers seek a more focused product marketing strategy. Hence, this strategy by Travelodge includes a marketing strategy on affordable available rooms with good promotions (Rutakirwa, 2018). The low rates make it place with its competitors in the market. It also promotes environmental sustainability that is more promoted among people or customers. It also is depended on technology for reservations, booking, and payments. It has advanced and created an app to make the customer process easier and quicker. Furthermore, the marketing strategies of Travelodge include last-minute changes with early check-ins and late check-outs (Horton, 2021). The hotel provides priced accommodation in all its branches. It has good hospitality with good career support and training initiatives. Travelodge also uses social media effectively as the brand knows that people are nowadays more technology-oriented. Additionally, Travelodge is not a fancy or sophisticated hotel but targets different classes of people. It provides excellent quality service at a reasonable cost, special deals and promotions for its customers. The hotel management has the expertise, working for three decades and has an established reputation in the market (Ulfa et al., 2020). 
The marketing strategy of Sheraton is based of fulfilling customers' needs and requirements. It has been based on quality service and customer value and concentrates or focuses on building a good customer experience. Hence, it is consumer-oriented and uses research to explore consumers' influence and then react to specific marketing strategies. Sheraton has made itself a brand with a broad product framework that promises and delivers quality work and services. It uses influential marketing strategy with a global customer base with customer loyalty and engagement. When a business focuses on its consumers, that business grows, and the Sheraton brand has used the same marketing strategy. Sheraton hotel uses online hotel reservations as its website is considered a supplier site that works for hotels all around the globe. Therefore, in the tourism and hospitality organization, Sheraton's marketing strategy is providing luxury services to gain an advantage over competitors (Perenc, 2020). With the usage of tremendous and advanced technologies, their marketing strategies are spread worldwide, showing authenticity and its services to its people. In other words, Sheraton has a well-researched plan to determine customers' needs and loyalty to the hotel with an in-depth understanding, views, and expectations of customers throughout (Ula et al., 2020).
[bookmark: _Toc118112903]Green Marketing and Sustainability 
Travelodge promotes green marketing in the hotel. It has launched a sustainability plan that integrates best with the hotel's marketing strategy. Thus, the agenda they carry is long profitable growth with inclusivity, care, and consciousness of the customers. Furthermore, it has lessened the activity that can bring harm to the environment (Usher, 2022). Hence, the hotel is in the process of being eco-friendly with soap dispenser solutions to reduce plastic. The hotel owners have analyzed less waste when given optional housekeeping and Grab + Go breakfast, reducing the cost. The owners want to make the hotel more efficient with also environmentally friendly. 
Sheraton has brought out initiatives of sustainability of recycling solid waste. Also, reusing the water for different purposes, especially laundry. Hence, to make a sustainable hotel by using different green choices and marketing to people (Sheraton). Hence, also food and beverages based on sustainability while supporting and promoting local food. It has also promised to opt for paper usage with low shower heads and toilets. Sheraton is leading its way towards sustainability as clients lean more towards green strategies. Sheraton is developing ways to lessen the environmental impact at the individual level (Artajaya, 2022) (Marriot).
[bookmark: _Toc118112904]Pandemic, Positioning and Message to Customers 
The pandemic and post-pandemic were challenging as the businesses had to recover and restore their business with new strategies. Furthermore, Travelodge showed resilience during the 2021 pandemic. Nevertheless, the hotel performed well in the pandemic and post-pandemic events. Hence, being budget-friendly helped them amid the restrictions imposed (Habib et al., 2019). The hotel also focused on its customers' needs and wants, and the leisure demand grew. Although Travelodge does not work best under pressures in COVID-19, the hotel worked well, influencing the hospitality industry overall. The strong supplier from Travelodge’s side to its people increased efficiently (Hutomo et al., 2021).
During and post-pandemic situation of Sheraton's hotel, it promoted to its customers based on advertisements where people and their needs are focused upon. Also, e-marketing is mainly used to express the changes during the pandemic (Putra et al., 2018). It sold the consumer prospect with more heightened buying interest. In the middle of the crisis, the people's purchasing power declined immensely, which also affected the company's sales. The hotel did not oppose the guidelines given by the government and remained neutral on its message to people. Thus, the hotel maintained the government's appeal on social and physical distancing (Nata et al., 2020). 
[bookmark: _Toc118112905]Conclusion 
In conclusion, when analyzed, Sheraton and Travelodge hotels used different marketing positions but had the same marketing platform. Marketing plays a vital role in interacting with its customers, helping them decide whether the hotel focuses on people and services or profit. Sheraton uses influential marketing; on the other hand, Travelodge uses social media marketing with other sales, promotions, and discounts. Hence, Travelodge targets all groups of people, whereas Sheraton is a luxury brand. Altogether, the marketing strategies of the brand should attract individuals. Especially in the hospitality industry, where competition is tough, different hotels need good marketing messages.
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