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A Comparison of The Marketing Methods of Two Multinational Hotel Chains 

Introduction 

Marketing is a vital aspect of any business, including the hospitality industry. It 

includes promoting products and services to the target audience to generate sales and 

profits (Amini, 2012). Hotel marketing strategies involve a combination of different 

methods used to reach and engage with the target market, creating brand awareness, 

and persuading potential customers to book accommodation. 

To effectively understand and apply hotel marketing strategies, it is important to 

have knowledge of the underlying concepts and principles associated with this area of 

study. This includes an understanding of the marketing mix, which involves the four Ps 

which are; product, price, place, and promotion (Morgan et al., 2019, p. 12). The 

product refers to the hotel's services and amenities, while the price is the cost of the 

hotel's services. Place refers to the hotel's location and distribution channels, while 

promotion involves the methods used to promote the hotel's services to the target 

audience (Irbo and Mohammed, 2020). 

In addition to the marketing mix, it is important to consider other tools and models 

that can be used to develop effective hotel marketing strategies (Morgan et al., 2019, p. 

17). These include SWOT analysis, which involves assessing the hotel's strengths, 

weaknesses, opportunities, and threats, and PESTEL analysis, which involves 

analyzing the political, economic, social, technological, environmental, and legal factors 

that may affect the hotel's marketing strategies (Nalley and Gregory, 2021). 

This essay will compare the marketing methods and strategies of two 

multinational hotel chains;  Crowne Plaza and Travelodge (IHG Hotels and Resorts, 
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2023, Travelodge, 2022). The focus will be on how these hotels have applied marketing 

essentials and hotel marketing strategies, such as the marketing mix, SWOT analysis, 

PESTEL analysis, and stakeholder analysis, to promote their services and products to 

their target audience (Salvioni, 2016). The analysis will identify similarities and 

differences in their respective marketing strategies, and provide recommendations to 

enhance their marketing activities for potential future growth, while also considering any 

relevant contemporary concerns in the hospitality market. 

 

Current Market Position of the Hotels  

Crowne Plaza is a luxury hotel brand owned by InterContinental Hotels Group 

(IHG), with over 400 hotels located in more than 60 countries worldwide (IHG Hotels 

and Resorts, 2023). Crowne Plaza hotels are designed for business and leisure 

travelers who demand high-quality service and amenities, with a focus on providing a 

productive and comfortable environment for guests to work and relax. 

On the other hand, Travelodge is a budget hotel chain with over 500 hotels in the 

UK, Ireland, Spain and other seven countries (Travelodge, 2022). The brand targets 

price-sensitive travelers seeking affordable accommodation without compromising on 

quality. Travelodge's marketing strategy focuses on offering great value for money, with 

a range of amenities and services tailored to meet the needs of budget-conscious 

customers. 

The reason for choosing Crowne Plaza and Travelodge is that they represent two 

opposite ends of the hotel industry spectrum, with vastly different marketing strategies 

and target audiences (Tarigan et al., 2021, p. 6558). By comparing and contrasting 
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these two brands' approaches to marketing, we can gain insights into the different 

strategies employed by luxury and budget hotel chains and how they position 

themselves in the market. 

 

Marketing Strategies 

Crown Plaza's marketing strategy is focused on creating personalized 

experiences for their guests through their "True Hospitality for Good" campaign (IHG 

Hotels and Resorts, 2023). The campaign focuses on delivering exceptional service to 

guests by understanding their needs, preferences, and motivations (Sánchez-Casado, 

Artal-Tur and Tomaseti-Solano, 2019). Crown Plaza has also implemented a loyalty 

program, "IHG Rewards Club," which offers benefits and rewards to frequent guests. 

Travelodge's marketing strategy focuses on value for money, offering budget-

conscious travelers a comfortable stay at an affordable price. Travelodge also offers a 

loyalty program, "Travelodge Business," which offers discounts and benefits to business 

travelers (Travelodge, 2022). They also have a mobile app that allows customers to 

book and manage their reservations, as well as access hotel information and deals. 

Considerations for Sustainability and Green Messaging 

Crown Plaza has made several considerations within their marketing regarding 

sustainability and green messaging. In 2020, Crown Plaza launched their "True 

Hospitality for Good" sustainability program, which focuses on reducing their 

environmental footprint, improving the communities where they operate, and enhancing 

their guests' well-being (IHG Hotels and Resorts, 2023). As part of the program, Crown 
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Plaza has committed to reducing their carbon emissions, eliminating single-use plastics, 

and sourcing more sustainable products (Grimmer and Woolley, 2012). 

Similarly, Travelodge has made several considerations within their marketing 

regarding sustainability and green messaging. In 2021, Travelodge launched their "Go 

Green" sustainability program, which focuses on reducing their environmental impact 

and promoting sustainable practices (Travelodge, 2022). As part of the program, 

Travelodge has committed to reducing their carbon footprint, reducing their waste, and 

sourcing more sustainable products (Keelson and Johnson, 2021). They also 

encourage guests to participate in sustainable practices, such as reusing towels and 

reducing water usage. 

Marketing Strategy Comparison Based on Marketing Mix Tool  

Crown Plaza focuses on high-end customers and provides premium services and 

facilities to cater to their needs (IHG Hotels and Resorts, 2023). They offer a range of 

services such as restaurants, bars, conference rooms, and fitness centres to ensure 

their guests have an exceptional experience. Travelodge, on the other hand, targets 

budget-conscious travellers and offers basic services such as comfortable rooms, free 

Wi-Fi, and 24-hour reception services. Their focus is on providing affordable 

accommodation to their guests (Travelodge, 2022). 

 

SWOT Analysis Comparison  

Crown Plaza has a strong brand image and reputation, with a loyal customer 

base. However, they may struggle to attract budget-conscious travellers due to their 

higher prices (IHG Hotels and Resorts, 2023). Travelodge, on the other hand, has a 
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broad customer base due to their affordable pricing, but their services may be perceived 

as basic or less desirable (Travelodge, 2022). They have an opportunity to expand their 

market by offering additional services to attract a wider range of customers. Both hotels 

face threats from external factors such as changing consumer preferences, increased 

competition, and economic conditions (Landman, 2010). 

PESTEL Analysis Comparison  

The PESTEL analysis of Crown Plaza and Travelodge shows that both hotels 

face various external factors that influence their operations and performance (Frue, 

2019). In terms of political factors, both hotels operate in countries with stable political 

environments. However, Crown Plaza operates in more countries, and thus, it may be 

exposed to more political risks in certain regions. Both hotels are also affected by 

economic factors such as changes in exchange rates and inflation rates. Crown Plaza 

targets the high-end market, and thus, may be more vulnerable to economic downturns 

(IHG Hotels and Resorts, 2023). 

Both hotels also face social factors such as changing consumer preferences, 

demographics, and lifestyles (Wang, Hu and Zhang, 2020, p. 102). Crown Plaza caters 

to business and luxury travelers, and it has to constantly adapt to changing consumer 

preferences and behaviors (Wymer, 2011, p. 30). On the other hand, Travelodge caters 

to budget-conscious travelers, and it has to ensure that its services and amenities 

remain affordable and accessible to its target market. 

Technological factors also play a significant role in the operations of both hotels. 

Crown Plaza has invested in technology to improve its operations, such as mobile 

check-in and keyless room access (Stephen, 2016, p. 17). Travelodge has also 
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embraced technology, for example, by offering free Wi-Fi and digital check-in 

(Travelodge, 2022). However, both hotels face the challenge of keeping up with new 

technologies and maintaining their competitiveness. 

Environmental factors also affect the performance of both hotels. Crown Plaza 

has a sustainability program that aims to reduce its environmental impact, such as 

reducing energy consumption and waste (Keelson and Johnson, 2021). Travelodge has 

also implemented various measures to reduce its carbon footprint, such as using LED 

lighting and eco-friendly cleaning products. 

Finally, legal factors such as employment laws, health and safety regulations, 

and data protection laws affect both hotels. Crown Plaza has to comply with various 

laws and regulations in the different countries where it operates (Gray, 2012). 

Travelodge also has to ensure that it complies with relevant laws and regulations to 

protect its customers and employees. 

 

Stakeholder Analysis Comparison  

The stakeholders for Crown Plaza may include high-end customers, investors, 

employees, and the surrounding community. The stakeholders for Travelodge may 

include budget-conscious travellers, investors, employees, and the local community 

(Peres, Muller and Mahajan, 2010, p. 95). Understanding the needs and expectations of 

these stakeholders can help the hotels develop marketing strategies that meet their 

needs and interests. 

 

 



8 
 

Conclusion 

Hotel marketing strategies play a crucial role in the success of any hospitality 

business. The comparison between Crown Plaza and Travelodge's marketing strategies 

has highlighted that while both hotels have different target audiences and price points, 

they have implemented effective strategies tailored to their respective markets (Jatt, 

2012). The analysis has shown that Crown Plaza focuses on personalized experiences 

and offers premium services to high-end customers, while Travelodge offers basic 

services at an affordable price to price-sensitive travellers (Travelodge, 2022). Both 

hotels have implemented sustainability programs and offer loyalty programs to 

encourage repeat business. It is important for hotels to consider external factors such 

as changing consumer preferences, competition, and economic conditions when 

developing marketing strategies (Karthikeyan and P Rajan Chinna, 2019). By using 

tools such as the marketing mix, SWOT analysis, and PESTEL analysis, hotels can 

develop effective marketing strategies to promote their services to their target audience 

and remain competitive in the market. 
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