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This essay is about Marriot hotels and resorts and Travelodge hotels and their similarities and differences in the hospitality industry.
Introduction 
Marriott hotels and resorts, A brand name on an international scale, with a touch of luxury providing a great standard. Chosen due to its vast global presence, innovative use of marketing, and approach to sustainability and the environment.
[bookmark: _Int_TjdeH2x3][bookmark: _Int_Z6ovPzIx][bookmark: _Int_7YDxGDOH][bookmark: _Int_F30GAAXe][bookmark: _Int_6jvBeo1V]Travelodge with over 590 hotels and a large presence in the Uk is a smart choice for a budget hotel committed to affordability for everyone. Allowing a simple luxury at an affordable price. Chosen because they are competitively priced, making them accessible to everyone, and for having a local presence.
History
[bookmark: _Int_4pTUZEpD]Marriott International based in the United States manages hotels and lodging facilities globally with many franchises. Founded by J Willard Marriott and his wife who began with a root beer stand in Washington D.C opening their “first hotel in Arlington Virginia in 1957”. The company has reached great strengths and since then to 2021 Marriott International hotels has grown globally and has nearly 8000 hotels worldwide. A significant amount of these hotels and lodgings are now based outside the United States. With the acquisitions of other large chains, Marriot goes from strength to strength (Statista).
In 1985 Travelodge became Britain's first value hotel brand with its first branch in Barton under Needwood and now has more than 590 hotels and 40000 guest rooms with its hotels in the UK, Ireland, Spain and all other major cities. Travelodge hotel does not operate like fancy hotel facilities, its main strength lies in providing cheap affordable prices (Travelodge our company).
Marketing strategies/choices made and S T P
Marriott, targets its segment demographic via its many advertising channels, using social media to bring them closer to a generation that doesn’t know them attracting millennials who are known to be spontaneous and use social media to make decisions at the last minute, and this is what influences most of its guests whether they are millennials or not there for business or leisure Marriott allows people to be seen enjoying themselves in Marriott hotels, this also allows Marriott to appeal to the psychographics influencing large groups of people with real experiences from customers on social media platforms enticing customers with a true experience, and with its positioning appealing to geographic and behavioural wants of guests with offers like luxury hotels, loyalty rewards from basic to elite members, Loyalty apps, M clubs and stunning locations and superb service is how Marriott goes about its attracting guests with its STP (Social tables) (Dimitrios Gogos 2018) Dan Virgilito (2018).
Whilst Travelodge also uses social media to reach its guests, they offer a different product, and this shows in their demographic and psychographics of segment, they target guests with reasonably priced accommodation including a variety of rooms. Travelodge has a limited range of services as a budget hotel, however by having a variety of promotions for guests and special offers for business customers, and by letting guests book early for an even lower price, this appeals to behavioural requirements of its guests, a range of digital media platforms, allows Travelodge to target its audience reaching users globally positioning themselves to meet the geographic needs. Unlike Marriott hotels, Travelodge has limited options when it comes to location. Areas along the main roads or near the entrance to a city are preferred, Travelodge has a different approach to its STP than Marriott but attracts a different type of guest altogether, (Travelodge) (Dimitri Gogos 2018) Dan Virgilito (2018). Targeting segments is essentially dividing the market, and targeting is about the practicalities of business making the two closely linked, positioning concentrates on the brand’s relations with other brands aimed at the same segment using these methods correctly is successful for any business (Blythe 2019 pg76).
Marketing strategies use now 

Marriott embraces competition uses technology and puts people first, this unique strategy of grabbing attention with user-generated content is a great concept to gain the attention of the current market where most guests are online, Barrett (2020) whilst Travelodge also uses social media to send its message to guests its main focus is the low pricing strategy matching off their competitors, HH (2022).
Digital vs traditional marketing 
Marriott’s use of technology to attract modern tech-savvy customers is great however the traditional approach for its older loyal customers is still needed, Barrett (2020).  Although online social media and mobile marketing offer huge potential most marketers are still learning how to use them effectively. The key is to blend the new digital approaches with traditional marketing to create a smooth integrated marketing strategy and mix (Kotler 2020 pg24). And in the online world, social media has redefined the way people interact with one another, relations are built without geographic and demographic barriers which the industry should capitalise on to change the way it also interacts with guests (Philip 2017 pg 9/10).
Directions taken within marketing 
The integration of Starwood hotels and resorts helped make Marriott a formidable competitor, Marriott announced its three-year growth plan in 2019 of opening more than 1700 hotels around the world, (Global news 2019). Travelodge, in the same year as Marriott, having success in 2018 announced a growth plan of opening a further 17 new budget chic hotels to provide more facilities to guests, (Travelodge 2019)
 Sustainability and green messaging 
Marriott, a global presence, works to reduce its impact on the environment by building sustainable hotels and sourcing responsibly to minimise its impact on the planet. Whilst using innovative technology to see how it operates responsibly. Helping reduce its carbon and waste emissions whilst increasing the use of renewable energy. Marriott implements its sustainability from hotel design to the guest experience. By collaborating with its franchisees, suppliers and other partners in the chain it actively seeks to reduce the environmental impact it has. Aiming to source locally allows a positive impact on local businesses and communities, (Ecolab 2023). Marriott has a long-term plan for sustainability over its global properties and ambitiously aims to reduce its water, carbon and landfill waste by 2025 whilst ensuring guests have a great experience whilst maintaining its high standards, (Marriott 360). Travelodge has always placed a strong emphasis on safety, security, the environment and social responsibilities to try and become a more responsible business and help create a better future shaping Travelodge as a sustainable business, by helping be an affordable venture for everyone. Outlining the group’s sustainability agenda with stretching KPIs helps them be a sustainable business helping achieve the goal of becoming a net-zero hotel operator (hopitality.net 2022)
Messaging for Covid-19 and current marketing positions 
When Marriott welcomed guests back into its hotels worldwide, they committed to cleanliness. Marriot cleanliness council aligned with expert protocols to defeat covid19 redefining its cleaning and safety standards. Putting guest and associate’s safety and health as a priority whilst monitoring and evolving their standards as required. Marriott implemented changes like face covering in its hotels, also adding to its detailed cleaning practice of room surfaces with hospital-grade disinfectant with wipes available on request and air purifying systems. Overall Marriott implemented several changes from enhanced sanitation guidelines to hygiene practices for food and safety with increased contactless options for checking in and out of the hotel as well as having apps to order room service and dinner (Marriott). Marriot responded to covid by implementing a 24-hour cancellation policy providing certainty to its loyal customers by extending the expiration on loyalty rewards (Pinedo 2020). Marriott, like other hotels, leaned on technology to focus on cleanliness and having reminders around the hotels about social distancing since it was so easy for the disease to spread, (Ellis 2020). Travelodge also implemented changes due to covid as most legal restrictions were lifted Travelodge protect+ programme was designed to keep customers and teams safe. Developed by a hygiene strategy team and implemented across its UK hotels (Sherlock 2021) Travelodge responded to boost business after covid by offering reduced rooms which were great for those wanting to be close to family when the tier system was in place (Mcguiness 2020). Also, to attract the staycation market it offered rooms at a reduced price (Bennett 2020). And due to people opting to holiday in the Uk due to overseas covid regulations, Travelodge saw an increase in demand in 2021 outperforming the market segment (Price 2021). Travelodge had record trading in the first half of 2022 exceeding its profits from 2019. Trading remained strong due to leisurely, and business demands from its customers. All be it with the current macroemanic environment and market uncertainty with inflation putting pressure on its costs, Travelodge looks to its large network of hotels and focuses on domestic travel (Travelodge 2022). Marriott also saw demand picking up after covid (Incombent investments 2021) be it a seesaw of booking due to different covid variants emerging (Reuters).
Conclusion 
Satisfying the guest’s needs is the basis of hospitality, understanding the behaviour, motivations, typologies and purchasing process to understand guest’s needs, yet most hospitality organisations have an imperfect picture of their customer, some do not monitor behaviour at a level that is required to be competitive, whether it be due to budgets or research that is needed, and most rely on secondary data which can become obsolete in a short period of time. (Hudson 2017 pg36). However, Marriott and Travelodge both are in tune with what customers need and keep up with trends and the market but could benefit from dealing with the ageing market needs whether it’s digital advertising or quieter areas for those guests.
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