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In the modern age, a company needs to stay on its toes if it wants customers and revenue generation; the same applies in the hotel sector. One way to do this is by building an effective marketing strategy to tap into the right audience. Therefore, this essay aims to compare two hotels by the means of their marketing methods. The chosen hotels are Raffles and Travelodge. These international hotels originated in the U.K., but their businesses quickly expanded overseas. Raffles is a luxury brand of hotels that offers rich experiences and the fondest splendor in its lodges located in Singapore, Dubai, Paris, Maldives, Moscow, etc. (Raffles, 2022). On the contrary, Travelodge was created in 1985 and focused on affordable services and an excellent customer experience at its 590 hotels across the UK, Ireland, and Spain (Travelodge, 2022). Hence, these two hotels were chosen because they have prominent names in the global hotel industry, so their marketing methods would be prominent as well.
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Firstly, marketing is defined as the company's actions towards attracting an audience for its products and services through messaging and communication. This is why a company achieves success if it markets its products right (Baker, 2016). The long-term goals of marketing are to increase product value, brand loyalty, and numbers in sales (Hanssen and Pauwels, 2016). Since this can be applied to every operating business, the same can be said for Raffles and Travelodge hotels. The businesses started in a similar manner – in the U.K. and as a single hotel, after which their expansion occurred. Raffles started in 1887 and grew into luxurious hotels that promise an adventurous spirit, rich taste, and elegance (Raffles, 2022). On the other hand, Travelodge began in 1985, therefore much later than Raffles, and its business strategy is based on affordable services but in prestigious locations around the world with a sense of comfort and stylish stays (Travelodge, 2022). Other than the expenses and displayed wealth, both hotels offer the same set of services and guest experiences to their clients, except for Raffles being more towards premium pricing and Travelodge focusing on every budget. As a result, Raffles’ marketing strategy concentrates on attracting wealthy and elite clients, or people hoping to catch that ‘expensive experience’, while Travelodge markets its services for clients belonging to every class and who value comfort over richness. Hence, marketing can be looked into now. Although it is believed that every hotel might have similar marketing strategies, the case is not the same for Raffles and Travelodge, mainly because of the vast differences between their business models. For starters, despite its appearance, Raffles markets its hotels and resorts in a slow and steady manner, meaning it does not rush with its campaigns or promotional advertisements and shove them down the clients' throats. It takes everything calmly to reflect the brand image it is trying to display – a lifestyle swimming with peace yet unimaginable luxury with beautiful gardens and elite services. As a result, the brand has not changed its marketing approaches even after the pandemic. However, Travelodge is the exact opposite. It greatly changes its marketing strategies because it realizes how quickly customers and their preferences can change. Recently, its marketing approaches revolved around advertising on television to showcase comfort and its ability to be kid-friendly, so parents can find worth in its services.
Secondly, the hotels' current market position can be scrutinized in these terms. Raffles is a clear market leader because of its 19th-century hotels, luxurious experiences, and excellent guest services, which is why it is often regarded as one of the best international hotels in the world (Pourabedin et al., 2022). On the contrary, Travelodge may not be a global market leader like Raffles, but its position is prominent because of its resilient approaches. In retrospect, it can be said that Raffles has reached such a status because of its marketing stances, all of which are steady and well-designed and boast its luxurious guesthouses, resorts, and hotels, so the customers would know what they would get if they chose Raffles for their stay in a foreign country. Besides it, Travelodge is noted to be more determined to get its business out in the public eye, which is why its position is driven by flexibility, dedication, and resilience so it could show its customers that it is a brand that can overcome any challenges that come its way (Wu, 2021).
Thirdly, the marketing strategies of these companies can be compared, too. However, it is essential to understand that even if these marketing strategies differ, the frameworks they use are the same. Both Raffles and Travelodge utilize segmentation to target their customers, and market penetration is determined by the same pool of options. To be more specific, Raffles employs a differentiated strategy, where it targets its upscale customers by tapping into their richness factor and promising good growth potential (Kimes and Ho, 2018). These customers are usually the ones who are extremely rich, can afford the hotel’s services, and will not consider substitute brands, which is why this diversification and differentiation strategy is pinpointed. Furthermore, for its distribution channels, Raffles has an extended one, namely using internet channels. It understands that the internet has become a major part of people's lives and customers, especially the wealthy ones, rely on it more than ever now. As a result, the company markets through its websites in different countries, social media platforms, and other digital communication stands. On the other hand, Travelodge has a different approach. Even though it also uses segmentation and targeting like Raffles, no matter how the distinction is present in their sizes, Travelodge’s strategy is unique. It divides its customers as per their income, which is why it refers to itself as a budget hotel that provides services at affordable prices. Therefore, its current marketing strategy is to attract customers who are conscious about their budget, earn a low income, and cannot afford to switch places once the deal has been settled (Ulfa et al., 2020). Travelodge also markets itself towards children – a stance that is largely missing from Raffles’ approach – which is why its campaigns are often kid-friendly and showcase its services in playgrounds, beds, baby stations, etc. On the other hand, Raffles is more sophisticated in its message and gives off a rich adult aura.
	STP Analysis

	STP
	Raffles Hotel
	Travelodge Hotel

	Segmentation
	Rich people, can afford expensive services, are not looking for kid-friendly facilities, value leisure over cost.
	People on a budget, looking for affordable options, searching for kid-friendly hotels, cannot afford to change guesthouses.

	Targeting
	People from elite class or wanting a luxurious hotel experience.
	People who prefer comfort over luxury.

	Positioning
	Premium pricing but excellent guest services
	Promising services with affordable prices.



Moreover, sustainability is a major marketing component for both hotel brands. To begin with, Raffles has an entire section on its website dedicated to sustainability, which thus acts as its marketing strategy to tell its customers how responsible it is in its approaches, aware of the adverse environmental impacts it might have, and how green messaging is being conveyed (Raffles Singapore, 2021). Hence, this green message states that the company partners up with organizations like the Eco SPIRITS program to manage its waste produced in making cocktails and other food items (Raffles, 2022). Due to its endeavors, it is regarded as one of the most sustainable hotels in the world, which acts as a green marketing approach for the brand. However, despite its indulgence in sustainability, Raffles does not come anywhere near Travelodge in making customers aware about their sustainable practices. This is because Travelodge has a sustainability report, separate from its annual report, that lets stakeholders know how far it has come into this aspect and what is being done to be greener in practice (Travelodge Sustainability, 2022). Therefore, the company’s message is spread through its communication channels, but the sustainability report is the significant one. Here, the hotel reports what it has done to be responsible and what new additions were added in these duties in the year being documented. For instance, Travelodge emphasized on its knowledge on how it has to reduce carbon footprint, and in order to do that, it established an Energy Governance Group that monitored the energy landscape, noted the carbon emissions being released into the air, and what recommendations should be taken into effect for maximum sustainability.
Moving on, when it comes to green practices, the aftermath of the COVID-19 pandemic is significant to understand, too, and how the targeted companies coped with it and what their marketing message looked like. First of all, Raffles was quick to inform its customers when it reopened its hotels, specifically the one in Singapore, and ensured them how the proper hygienic protocols were being followed, cleanliness was guaranteed, and certification by the local authorities was achieved (Raffles Singapore, 2022). This message was marketed via its digital platforms and website so anyone wanting to book a room can see the hotel has been reopened and they do not need to worry about contracting the new virus (Raffles, 2021). On the contrary, Travelodge was quick to act, too, and spread the word when it reopened. Just like Raffles, it also resumed its operations in 2021, and restrictions, like Raffles, were ensured in the earlier half of the year. The company also used its digital channels to communicate with existing and potential customers and assure them that their travels would not be in vain and that they did not need to fear the new virus during their stay (Travelodge – COVID Response, 2022). Hence, in this case, the hotels were similar, mainly because the pandemic affected them in the same way (Bonfanti et al., 2021).
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In conclusion, this essay compared and contrasted two well-known international hotel brands with each other. The brands – Raffles and Travelodge – were scrutinized based on their marketing approaches and what strategies they implemented as a part of their communication aims. Clear differences were observed, but similarities were noted, too, indicating that even if hotels are unique, their marketing strategy would be the same in one way or another.
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