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Introduction 
The purpose of this paper is to provide an in-depth analysis of two leading companies in the hospitality industry – Marriott International Hotels and Travelodge Hotels. The aim of this analysis is to identify the major factors affecting their strategic direction and predict their future performances and possibility of existence in a rapidly developing and highly dynamic industry, and also identify their segmentation, targeting, positioning. Without forgetting their strategies during pandemic 
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Marriott Hotels consider that the hotel and hospitality industries must be focused on the social media strategy . Marriott uses twitter too much to solve the queries of customers and share the news and data about their hotel using many other social networking sites .in each country, the Marriott Hotels concentrate on the marketing depending on the customers and culture of the country, the marketing approach for this hotel industry is “one size fits all” in which they conduct this approach to all the operations (Ritchie, sun Tung,& Ritchie,2011). 
There are diverse types of marketing activities that take place in Marriott Hotels that feel like advertising, marketing, branding, etc. On a national or international level. This hotel industry uses flexible techniques for the management of customers depending on the nature and demand of them. According to the competition and change in the needs and wants of the customers, they also use to change their strategies and policies. The uniqueness of Marriott Hotels is that they use distinct and customized services to attract customers and to create a competitive advantage over the competitors (Agarwal,2003) .
Marriott Hotels use the latest technology and implement these technologies all over the organization of Marriott. These technologies help to update the entire marketing strategies of the various targeted audience. The management of the hotel is done through the latest technological applications that allow the hotel to create a positive customized piece that can be supported in diverse types of languages (Dief, &Font,2010)
They are also concentrating on the diverse types of social media for the unique branding and advertisement of the brand and brand positioning .it will help Marriott Hotels to research the destinations , travelling plans for the tourist, lodging options, etc. There are many other applications used by Marriott Hotels for the brand works .
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 Like Marriott hotels, Travelodge has a marketing plan is developed in relation which has been a growing company in UK providing accommodation services to tourists and business segment people. Travelodge Hotels marketing is aimed at creating awareness of Travelodge by focusing on the digital communication media Facebook, twitter etc. 
To the difference of Marriott, Travelodge has an extremely limited international presence .it focuses on the Uk and Ireland markets. Therefore, most foreign tourists might never hear about Travelodge, hence choose a more familiar brand name which has established their reputation in their home country .
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Marriott hotels process of segmentation advise to the division of the clients according to the needs and wants of the clients, their purchasing power, and the expectations of them. They believe in providing hosting services to their clients and catering to all sorts of segments of the market. This is the reason the policies and strategies are flexible and comfortable.
The first segment is the customers who want luxury and demand high comfort.They have rich expectations and the policies encased for this segment are the most expensive services. The second segment is also extremely rich and luxurious customers who want luxurious suites, private portions, exotic food, beautiful views, etc. The local communities who are the customers who do not look for accommodation. Instead of accommodation, they look forward to the other types of services provided by the Marriott hotel.
In respect to Travelodge segmentation, segmentation of the market is essential so that it is clear to the marketer which market is required to be served by them. segmentation is the classification of the entire market, or it indicates the division of entire market into submarket so that they can be targeted efficiently. Travelodge provides accommodation, so the market can be segmented into business class customers. Business class customers could be those who come to a country to attend their business purposes and requires accommodation services. The leisure class customer includes those customers who come to a country with the purpose of relaxation and spending their time in leisure. These are the two types of customers that cover up the entire tourism and accommodation industry (Sengupta.2005).

About Targeting Marriott hotels has a particular criterion according to which Marriott hotels to target the audience of them. They use certain criterion to identify and target their audience. These may include accessible, measurable, actionable, substantial, and many types of personal and demographic characteristics of the population. They find it suitable to group their target customers according to their target customers according to the geographical and personal characters .
There are two groups of customers who belong to Marriott hotels that are the potential customers and current customers. The current is the one who are already taking services from Marriott hotel and the potential customers who or may take services from this hotel. 
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Positioning: for (Enz, Canin's, and Walsh,2001) According to each segment and targeted customers, there is a requirement to position the brand image in the mind of customers .it takes place through identifying the demand and desires of the customers and adds the features and characteristics to each of the business meetings ,Marriott hotel target business people and the professionals .for the travelers and tourist ,they positioned the sites, locations, etc.,

in respect to Travelodge is mainly to promote it as the best quality provider of accommodation and restaurant services to Travellers from  UK and outside the world .by positioning it as the best provider of quality accommodation services to business class and leisure class customers, it could be possible to achieve higher growth and success to Travelodge in attracting more and more customers . The positioning as the best provider of accommodation services should be performed by Travelodge over digital mediums such Facebook, Twitter, internet Marketing etc. To cover up its intended target audience (Sengupta,2005)

Marketing strategy during pandemic of Marriott hotels and Travelodge Hotels 

The spread of coronavirus in 2020 tore up demand in the travel industry Marriott witnessed its revenue drop 72% to $1.5 billion in the April-June period as global hotel occupancy sank, forcing its corporate offices to lay off 17% of its workforce in September 2020 after having furloughed two-thirds of the corporate staff in March of that year. However, it continued to forge ahead with hotel openings, a welcoming signal that hoteliers embraced the opportunities arising from the crisis. some hospitality leaders speculated that guests may feel safer in a new hotel, as they were unveiled with enhanced safety and cleaning protocols.

During the pandemic Travelodge recorded a 60.9% fall in revenue to £284.4m, during 2020 the covid –19 pandemic forced all its 586-Strong portfolio to close its doors to guests. 

statutory loss before tax increased to £307m in 2019, according to the annual report for Thame and London, Travelodge’s parent company, lodged at Companies House  

Conclusion 
Marriott hotels and Travelodge Hotels has a point of similarity, they all use digital marketing which is the social networks Twitter and Facebook etc. But Marriott hotels use too much Twitter .
Marriott Hotel internationals has the most powerful in the industry, they have 30 brands and 8000+properties across 139 countries and territories give people more ways to connect experience and expand their world .

And Travelodge is the UK’s largest independent hotel brand with more than 590 hotels and 40000 guest bedrooms across the UK, Ireland, and Spain you will finds us in major city centers and towns as well as seaside locations and vital roadside stops   .
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