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Successful hospitality marketing strategies involve utilising different methods such as the Segmentation, Targeting and Positioning (STP) marketing tool, Bowman’s Strategy Clock and digital communication approaches to achieve international level of success. This essay a comparison of marketing methods will discuss the Ritz-Carlton and Travelodge hotel Company. It will compare and contrast their marketing strategies and the theories that support their approaches. These discussions will include the use of segmentation targeting, positioning along with digital marketing communications with the target audiences (Dibb & Simkin, 1991). Towards the end of the essay recommendation will be made to suggest how each brand can develop and enhance their marketing activities that will help potential future growth, alongside considering relevant contemporary concerns in the hospitality market.
The Ritz-Carlton Hotel company is a well-recognised American brand that began in the early 1900s by Albert Keller, it has historical value which has paved way and pioneered the hospitality industry. It is a 5-star premium hotel which now has over 108 luxury hotels and resorts in 30 different countries. (Solomon, 2015). It is famous due to providing exceptional customer service and is equipped with the finest infrastructure and top ranged services which are not seen by any other hospitality company or brand (Crawford Bowie, 2020). Whereas, the Travelodge Hotels Limited is a known brand throughout the United Kingdom, Ireland and Spain. When it was first established it became well known for being an affordable brand for low income customers but still at a competitive rate compared to its competition. This company is now known to be one of the largest independent brands in the UK and as displayed on Facebook it has over 550 hotels and 10,000 team member representing their brand.
The Ritz-Carlton most famous location was in Boston, this location and landmark is what had influenced the brands service and served as a point of reference for all other Ritz-Carlton Hotels and Resorts. This location brought about the finest luxury experience tailored for customers and influenced the employee language and social etiquette. Following the success, the company first began to market on the idea of providing exceptional ‘Customer Service’ (Kotler, et al., 2005). Their services and products were tailor to suit the customer and to fulfil a luxury experience, this in effect gained customer loyalty as well as financial benefits.
Their historic values have greatly influenced the product that is promoted to the audience online and offline. As per the ‘RACE’ planning framework, Ritz-Carlton have built awareness of their brand through the digital marketing in order to reach their audience. Through their recently improved website, mobile app and social media platforms, the company have both paid and owned media touchpoints to promote and publicise their brand to their target customers (Chaffey, 2022). Their recent Facebook post of the Mexico City Location and Mexico City Grand Prix highlights their use of paid media to create affiliated marketing and ads. Through the use of different digital platforms, they have been able to generate awareness which has translated into increased online and offline sales transactions (Chaffey, et al., 2006). Similarly, the Travelodge have recently adopted a digital communications approach to further their brand and create new customers. (Damian, 2014).  Due to the impact of lifting COVID-19 restrictions in 2021, the company saw an influx of customers, to maintain this change the brand hired ‘Splendid Communications’ to build their social accounts (Douglas, 2022). By digitally showcasing their brand it further appeals to their target market and allows them to flex their ‘pricing strategies’ based upon the response from theses digital promotions (Buruiana, 2017). 
Both hotel brands have utilised an STP marketing plans. (Blythe & Martin, 2019). The Ritz-Carlton have used many of the difference bases of segmentation but have efficiently used ‘Demographic Segmentation’ and ‘Behavioural Segmentation’ (Egan, 2011). It is common that the customer needs and wants in relations to a product are based on difference demographic variables, as the Ritz-Carlton is a premium brand their target customers come from a particular lifestyle, occupation and income e.g. High earning individuals from affluent backgrounds. As their lifestyle pertains to a particular level of luxury they are willing to spend the premium price to have their experiences suited towards their needs. The Ritz-Carlton utilised this idea and have built their establishments and infrastructures to represent this particular demographic. (Solomon, 2015). Following this the Ritz-Carlton have been able to established strong ‘Behavioural Segmentation’. As the company have commercialised their brand to be premium and are ‘focus differentiation’ as stated in Bowman Strategy clock, (Radut, 2015) it has allowed then to focus on supporting good customer relationships and created strong loyalty and positive attitude towards their brand and products and in effect generates higher usage i.e. a form of behavioural segmentation as customers are able to benefit and this allows customers to distinguish why their products and services are of higher value compared to its competition. (Kotler, et al., 2005). 
In comparison, the Travelodge Hotel Limited have made use of ‘Geographic Segmentation’. (Kotler, et al., 2005) They have focused on geographical units, they have many hotels within the United Kingdom, Ireland and Spain but have been strategic in where each hotel is located to support the geographical needs and wants. Majority of the hotels are located near busy UK landmarks which are close by to public transport, restaurants and cafes. This is to support the income of the geographical area but also to provide easy accessibility for customers. Although the Travelodge Hotel Limited are able to use the bases of geographic segment they lack the benefits of behavioural segments, as they are not a premium brand and promote their products at affordable rates and prices it generates less customer loyalty and thus in affect creates less knowledge of the brand (Blythe & Martin, 2019). 
Furthermore, as part of their marketing plan the Ritz-Carlton have used concentrated targeting also known as niche marketing. They have a particular target marking which is business travellers, upper and middle class (high income individuals) and corporate businesses needed function and meeting spaces. (Solomon, 2015). As the brand have a premium rate this means that it will attract high income customers who can afford their products and services. By focusing on this niche group of audience the brand can continue to have their products tailored and suited toward them which again builds customer loyalty and increases publicity amongst that target audience (Dibb & Simkin, 1991).
Conversely, the Travelodge Hotel Limited have utilised differentiated targeting also known as segmented marketing (Kotler, et al., 2005). As they are a budget hotel within the United Kingdom, Ireland and Spain, it appeals to a number of customers for example, families, business travellers, tourists, couples and a high range of age groups. Majority of the hotels are fitted with the basic form of infrastructure to meet the needs of these groups and coupled with the affordable pricing and promotions its increases the appeal of the brand. 
Furthermore, as part of their marketing plan, the Ritz-Carlton are strategically positioned their product as ‘premium’. They are known to be a 5-star hotel which creates a particular image on position to the customers as well as to their competitors. Their brand has the finest and most luxury products available to customers (for example, sea viewing hotel rooms in certain locations, gourmet cuisines, ballrooms and much more (Solomon, 2015) (Jobber & Ellis-Chadwick, 2019). This sets them apart from other hospitality brands as they are able to market on their premium position. Also because of this pricing strategy is gains the popularity from very wealthy and elite customers i.e. celebrities and international businesses and executives which further increases brand recognition and ability to use ‘paid media’ to execute their digital goals (Egan, 2011). 
Moving along, the Travelodge have a different marketing position when compared to the Ritz-Carlton. They promote their ‘affordability’ position. As they are a 2-star hotel they are known as a budget hotel, this allows them to easily change their rates to suit demands of the customers that utilise their establishment. This imitates the ‘hybrid hospitality’ model discussed in Bowman’s Strategy Clock. A customer will recognise their product to be of good value and will most like reuse their brand which hence builds financial revenue and convert into sales transactions. (Kotler, et al., 2005) (Blythe & Martin, 2019). 
To support their marketing plans and brand success both companies have established sustainability plans. The Travelodge Hotel Limited have recently launched their new sustainability plan called ‘Better Future’ on their website. They aim to align their businesses with newer contemporary ideas to become more ‘Green’. Likewise, the Ritz-Carlton have also engaged with building their business to be sustainable. All Ritz-Carlton Hotels utilise Green Hotels Global tool and the company’s sustainability policy can be found on www.theritzlondon.com website which also highlights their ‘Green’ achievements for instance in recent times the Ritz-Carlton donated over 2 tonnes of Soap to ‘CleanConscience’.  
To conclude, the Ritz-Carlton have a robust and strategic marketing plan which has worked for them since they have been established, they remained consistent with their premium branding and have continued to focus on maintaining niche market (Kotler & Keller, 2012).This has allowed them to become the top tier company in the hospitality industry on an international level. In comparison, the Travelodge Hotel Limited have a much smaller scaled marketing plan that works for the geographical area that they have targeting. They are a profitably company but on a smaller scale. A recommendation for the Travelodge Hotel is to invest a higher budget into their digital marketing plan and further utilise the various paid media tools to build their brand on an international scale. Through online media they can generate new customers, but they must respond to customer feedback and reviews and through customer data they can establish a data-driven marketing approach which will support analysis of KPIs and long term goals. A recommendation for the Ritz-Carlton is to review their ‘premium pricing strategy’ and ‘focused differentiation’. In response to COVID-19 pandemic, due to the disuse of the hospitality industry during that lockdown period it then generated the rise of ‘Hybrid Hospitality’. (Radut, 2015) Higher prices may mean higher value but in the face of changing economics and inflation it can impact on revenue and sales and conforming to Hybrid model many benefit the brand. 
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