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The objective of this report is to compare the approach of financial management of Travelodge and Marriott Hotel, taking in consideration their financial factors such as total revenue, their financial resources to achieve their goals, their market position highlighting what strategies have been followed in order to grow as a business and also their sustainability position.
At the end of the report there will be recommendations for both organisations.


It is essential for any business to understand some vital economic concepts such as price elasticity which allow businesses to succeed in what they are doing by setting up effective price strategies (Harrison, 2000).

There are three types of price elasticity:
· Elastic
· Inelastic 
· Unit elastic
Elastic products are mainly products or services that are not necessities or vital, they can be easily substitute by other items or brands (Symson University).
Inelastic products are considered to be necessary without many other options on the market which make that product or service “unique”; therefore, the demand for those products remains unchanged even if the price increases (Symson University).

A unit elastic product changes the price and the demand by the same percentage (Symson University).

The price is clearly one of the most important criteria that makes a customer choose a specific service or product (Rateboard, 2019).

This report is going to highlight the fact that the two brands, very different from each other, have been able to succeed within the hospitality industry by setting up the right price to their own target group (Rateboard, 2019).


Travelodge versus Marriott Hotel is the story of an affordable travel for everyone versus a unique product strategy that is targeting primarily luxury travellers.
The two hotel brands are targeting different types of customers however, both are considered to be successful; they followed right business strategies by selling their products at the right price for each target segment (Rateboard, 2019).
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Marriott International Hotel, one of the most aggressive and successful company in the hospitality industry, very rapidly grew internationally by expanding the numbers of brands that it represents and by spreading them around the world (Hotel Tech Report, 2022).

In 2022, Marriott international generated approximately 20.77 billion U.S dollars in revenue (Statista, 2023).
Looking at the Marriott balance sheet it is possible to get an overview of what resources the company owns “assets” and what it owes “liabilities” (Wilkin,2023).
According to the latest balance sheet (Macrotrends), Marriott total assets, for the quarter ending March 2023 were 24.863B dollars.

In terms of strategies that Marriott had followed in order to grow it is worth to mention the brand portfolio which offers an incredible range of brands and hotels categorized by style (Hotel Tech Report, 2022).
The Classic style targets modern travellers while Distinctive brand style offers a unique and personalized experience (Hotel Tech Report, 2022).
Marriott used different strategies to expand worldwide in order to maximize the profit and market (Marriott gcs web, 2023).
The acquisition of Starwood Hotels and Resorts worldwide, made Marriott International the world’s largest hotel group, with 30 brands under its umbrella, 5,800 properties, in nearly 70 countries (CNBC,2023).
By implementing a Group Pricing Optimizer, Marriott international has been able to increase revenue (Hormby et al, 2010, p.47-57).
Price – elasticity models have been used by Marriot’s systems, they recommend the ideal rate depending on the market segment (Hormby et al, 2010, p.47-57).
This model explains how the price influences the demand and supply of the product (Hormby et al, 2010, p.47-57).
It is fundamental for the hotel industry to know how price elasticity changes depending on the target group, time of the year and strategic location of the hotel (Hormby et al, 2010, p.47-57).
The price elasticity of the demand measures how many customers will continue to come if the hotel increases or decreases the price (Symson University).
At the core of GPO there is the estimation of the pricing curves which is a part of the major technology investment that Marriott has made to successfully improve sales process, profitable revenue, and service associates (Hormby et al, 2010, p.47-57).
Marriott international is very well committed to these innovations which through a wise application of research techniques has been able to go through challenging times of the hospitality industry (Hormby et al, 2010, p.47-57).
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Travelodge, on the other hand, founded in 1985 is the second largest hotel brand in UK (Travelodge, our Company).
The aim of the brand is to provide affordable products and services for those who travel for leisure or business (Travelodge, our Company).
The budget hotel has performed strongly within the hotel industry and has reported record results for the 2022 (The business magazine, 2022)

On the latest annual report 2022, Travelodge declared a total revenue of £910m and an EBITDA of £212.9m (Travelodge, Investor site).

Travelodge leased, franchised, and managed 595 hotels (Business Traveller, 2022) throughout Spain, United Kingdom, and Ireland however the company is primarily a UK leasehold business which represents the 98% of the total revenue (Travelodge, Investor site).

By creating Travelodge Plus hotels, the brand has also been able to provide a range of options to every customers’ needs (Travelodge, our Company).
Their strategic location allows the guest to find restaurants and bars nearby and more than 200 Travelodge hotels have their own onsite restaurants and coffee shops (Traveloge UK).

As for any other hotel, today’s economic and political factors as well as inflationary pressures are affecting Travelodge performance.
However, thanks to its insourced housekeeping model and its strong relationship with suppliers, Travelodge has well managed the supply chain pressures and costs (Travelodge delivers record financial records).

As already mentioned, the model of price elasticity has a huge impact on the demand of the products.
In 2004 Travelodge has confirmed to be the only low- cost hotel chain in the United Kingdom by introducing a year -round rates from just £25 in more than 200 Travelodge sites (Travelodge UK pricing revolution).
This revolutionary pricing model has increased the demand by providing hundreds of thousands of rooms at lower prices (Travelodge amazing value prices).
People have been able to enjoy low -cost accommodation that many other competitors haven’t been able to offer (Travelodge UK pricing revolution).

This long -term strategy has clearly been successful.
Travelodge has been able to attract more guests by offering them low- cost accommodations at low rates instead of having fewer guests, offering them items they don’t even need and charging them extortionate room rates like many other competitors normally do (Travelodge UK pricing revolution).
Travelodge pricing strategy has been set depending on the level of demand which means that the price increases when the demand of the room gets higher (Travelodge UK pricing revolution).
Travelodge offers lowest price rooms and the best value stay when the rooms are booked well in advance (Travelodge UK pricing revolution).
In some cases, in the market the demand drops and consequently the price needs to drop too (Travelodge UK pricing revolution).
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Based on the price and perceived value of the product or service, the hotel brand can be positioned in the market by using a very useful strategic tool called Bowman’s Strategy Clock (Ghassan, 2014).
On Bowman’s Clock there are eight positions, each one of them shows technics and strategies for a business to succeed (Ghassan, 2014).
Bowman’s clock is a very useful tool that can be used as a starting guide. It allows the business to take right strategic direction, however, unlike other frameworks, it is not regularly updated (Ghassan, 2014).

By understanding the basic eight position we are able to evaluate and analyse the current strategic plan that both Travelodge and Marriott are following in order to achieve their goals (Business Strategy Hub).

As a cheaper market leader, we can certainly identify Travelodge on the second and third position of the clock (Mind tools).
Travelodge offers large quantity of rooms at low price rates which enables the company to still produce hight profits (Business Strategy Hub).

Travelodge can also be identified as a hybrid model which offers accommodations at lower prices with some differentiation that other brands are not able to offer (Business Strategy Hub).
The hybrid strategy that the budget hotel uses combines low prices and details added to their products and services which make Travelodge a good example of higher perceived value at low and reasonable prices (Business Strategy Hub).

On the other hand, Marriott International provides its guests with top quality product and services therefore it can be placed on the fourth and fifth position of the Bowman’s Strategy Clock (Business Strategy Hub).

Marriott international as a worldwide recognized leading brand has based its success on the strategic commitment to build a unique connection with its guests by delivering an original experience (Marriott, worldwide business research).
With different hotel brands and hotel types, Marriott is able today to satisfy different needs of a guest; obviously room rates vary according to the brand (Hotel Tech Report, 2022).
People choose Marriott luxury collection, and those target guests are willing to pay high rates because of the high perceived value (Business Strategy Hub).
Due to its differentiation, customers are willing to pay premium prices and by using this successful strategy Marriott achieved the utmost profit margin (Business Strategy Hub).

Marriott Bonvoy, which is the Marriott loyalty program has strategically been able to offer to their most loyal customers more than 100,000 travel experiences across 1,000 destinations worldwide (Marriott, worldwide business research).

Today, more than 100 million members have accessed to the brand portfolio at the best accommodation rates and membership benefits (Marriott, worldwide business research).
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Many businesses are currently struggling to manage their finances.
Creating and following a business cost structure is vital to ensure the success of the business.
Based on what has already been said it is possible to say that Travelodge has followed a cost-driven business model (Wilkin,2023).
The mission statement of the budget hotel is “to become the favourite hotel for value” (Visionary BusinessPerson).
Its goal is to create a product and service that matches with many people’s needs and wants by minimizing the costs using low price value preposition.

On the other hand, Marriott has followed a value-driven business model, here the biggest concern has been creating value, emotional connection with their guests, personalised services, and unique experiences rather than costs concerns (Wilkin,2023).
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In terms of sustainability both hotels are very focused on their impact on the environment and their social responsibility.

In order to become a more sustainable business, Travelodge has implemented many sustainable initiatives such as led lighting with motion sensing controls in many areas of the hotel, low energy lighting, dual flush toilets, solar panels and other features to save and monitor energy, water and waste (Travelodge, Better Future,2022).

Marriott has also taken environment initiatives such as the zero-emissions initiative (Hotel Management, 2021).
Future plans and social impact goals have already been set by using the Ecolab’s technology in order to reduce water and carbon intensity as well as waste to landfill by 45%.
The biggest challenge for Marriott is to deliver the best experience possible, exceeding guest expectations by following the highest standards of cleanliness while driving and promoting efficient sustainability goals (Ecolab).
The aim is to integrate sustainability and going green across the globe by managing energy and water use as well as reducing carbon emissions and waste (Serve360 Marriott).
In order to do that Marriott has implemented innovative technologies which in the long run will benefit the business as well as the communities in which the company operates.
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Hotel businesses have become one of the most competitive markets in the world, therefore in order to remain successful, it is essential to be focused on guests needs and interests by regularly checking on the latest trends in the hotel business and marketing.
Constant and regular research allows business to analyse their current position in the market and allows them to identify areas where improvements are required (Institute of Hospitality, finance management, 2021).
By having a clear view of their current situation and the latest trends, businesses are able to develop effective plans to remain profitable.
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Most of the guests nowadays are looking for hotel options tailored for their desires and needs.
Therefore, it is vital to create strategies to strengthen financial situation in order to be able to maintain and renovate hotel’s premises.
By providing guests with quality products and services, hotels are able to enhance guest experience.
In other words, evaluating guest feedbacks, recruiting and training the right team as well as building effective future plans are all fundamental factors required for a hotel business to succeed ((Institute of Hospitality, finance management, 2021).
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