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The purpose of this essay is to presents and compare the marketing strategies of two hotel brands, Ritz Carlton and Travelodge. The Ritz-Carlton it is a luxury hotel chain, present in most exclusive locations all around the world, winner of many awards for being the gold standard of hospitality (Luxury Hotels and Resorts | The Ritz-Carlton (ritzcarlton.com). Brand was acquired in1998 by Marriott, being a challenge in the brand-extension strategy, as The Ritz-Carlton already was a luxury brand (Muller, 1998). Travelodge it is one of the 22 brands, part of Wyndham Hotels & Resorts (Locations | Wyndham Hotels & Resorts). From 1985, when the first hotel was opened, Travelodge became the UK’s largest independent hotel brand (Our company - Travelodge (wpengine.com).
Kotler and Armstrong (2009, pp. 28-29) in their book explain in clear words the definition of marketing is “Marketing is managing profitable customer relationship” or with other words “Marketing is defined as the process by which companies create value for customers and build strong customer relationship in order to capture value from customer in return.”
Still from the beginning, the vision of the founder of first hotel in 1898 Ritz-Carlton, Cesar Ritz, was to offer excellent personalized service that satisfied the most sophisticated guest (Sucher and McManus, 2005). Furthermore, all the hotel employee, are involved in observing customer preferences, trying to improve the everyday service to maximize their satisfaction. In 90% the customers are pleased to return. The Credo of the company declares: "The Ritz-Carlton is a place where the genuine care and comfort of our guests is our highest mission ", "We pledge to provide the finest personal service and facilities for our guests, who will always enjoy a warm, relaxed, yet refined environment" and "The Ritz-Carlton experience enlivens the senses, instills wellbeing and fulfills even the unexpressed wishes and needs of our guests" (Kotler and Armstrong, 2009, p.39). One of the marketing tools that Ritz-Carlton Hotel Company is using to offer memorable experience is marketing mix, with interconnected components.  “In order to understand its guests and create superior customer value, the American luxury hotel chain has succeeded in designing and implementing a proper and profitable marketing mix.” (Toma and Gradinariu, 2018, p.5). 
Depending on personal needs for travel, The Ritz-Carlton, has hotels, resorts and reserves across the USA and Canada, Mexico, Caribbean and Latin America, Europe, Asia Pacific and Middle East and Africa. Browsing the site, inspiration and advice for memorably journeys can be found, regardless of the purpose of the trip, from weddings, family trips, culinary adventures, meetings, discovery or solo trips. The remarkable facilities including first-class spas, restaurants, children's clubs and a higher number of leisure options have their role to make the vacation unforgettable. The motto of the company it is "We are Ladies and Gentlemen serving Ladies and Gentlemen" shows staff involvement for an excellence service (Luxury Hotels and Resorts | The Ritz-Carlton (ritzcarlton.com). Furthermore, depending on chosen offer, "bed and breakfast", "reconnect", "treat you" and "discover with you" (Offers (ritzcarlton.com)), a booking can be made at special rates with possibility of purchase of gifts or credit cards ( Book Here, Benefit Now (marriott.com)). Due to good experience offered to customer and its profitability, the brand is growing, next luxury property it is scheduled for opening in the end of next year in Arizona with 215 guest rooms and suites, 7,400 square feet six-bedroom Presidential Casita, 400-foot swimming pool and two-story luxury spa with 11 treatment rooms (Dobson, 2022).
Travelodge created the base of the original better-quality, low-cost accommodation concept that has been developed for the first time in 1980 (Bowie et al. 2016, p. 55). A guest-loyalty program was developed to be more approachable for the critical segments-leisure guests and seniors, which made Travelodge a best-practice champion. The program was created to join easy,\ by completing the membership form that contains a detachable plastic ID card that could be used as per customer’s needs (Siguaw and Enz, 1999). The Travelodge strategy it is "Our mission is to deliver affordable travel for everyone. We are the low-cost choice for leisure and business travel". The hotels are placed in most important city centers and towns as well close to the seaside and essential roadside stops, close to other facilities as restaurants and coffee shops, across the UK, Ireland and Spain. Special offers like "Best for business" for business that suits the travel needs and the budget and "Travelodge Plus" that gives extra style and comforts, super rooms and a Bar Café, in every 14 available locations. The rooms have been redesigned, based on the feedback from customers preferences, with luxury king size bed with a 952 individual pocket spring mattress, a fashionable white contemporary en-suite bathroom with shower, a better space for desk area, close reading lights and a phone charging socket built into the bed frame The ‘Aspire’ management development program, its target it is to support the candidates to acquire a recognized qualifications as well as practical management skills, therefore the employee are fully supported to get better achievements (Our company - Travelodge (wpengine.com). 
Calisto et all. (2012) research indicates that the decisions of purchasing of the customer can be influenced by a good marketing of green cause. Social media has been used to communicate the sustainability practices, as clients are more interested in the subject, making decision influenced by the issue. The concept of sustainability can be seen as a paradox in hospitality industry. The hotel companies try to implement sustainability using marketing messages and customer experience, but on the other side, the consumption is still one of the interest (Jones, Hillier and Comfort, 2016). The Ritz-Carlton can be a good example for working to implement green practices, as the company won twice the Baldrige Award, first time in 1992, due to a better administration of the waste and still reported sales more than $1 billion (McDonald, Zairi and Mohd, 2002). In 2007, Travelodge hired first director of environment and sustainability, investing £1m in environment improvements. Part of their marketing promotion of the green cause, an official declaration was made: „Saving energy and improving efficiency fits really well with Travelodge's low-cost model as we will be able to realize financial benefit as well as having a more positive impact on the environment and local communities we operate in" (Anonymous, 2007, p. 8) 
The whole world was affected due to the Covid-19 pandemic, impacting the hotel industry indeed. The restriction of traveling and home staying regulations ordered by authorities, reduced the number of bookings and the income. After restrictions have been lifted, the hotel industry is still facing challenges, prioritizing the guest safety (Gursoy and Chi, 2020). Travelodge UK, update the website with safety methods used to combat Covid-19, for the good of customer and employee (Travelodge Protect Plus). No information about the measurements taken to protect the clients or the employee against Covid-19 on Ritz-Carlton website. 
Analyzing the two institutional definition of marketing “Marketing is the activity, set of institutions, and processes for creating, communicating, delivering, and exchanging offerings that have value for customers, clients, partners and society at large” by American Marketing Association (AMA) and “Marketing is the management process responsible for identifying, anticipating and satisfying customer requirements profitably” by UK based Chartered Institute of Marketing (CIM),  a business needs to integrate the customer opinion in the process of “monitor markets, customers and competitors for shifts in customer requirements and expectations, and continually adapt offerings to ensure that customers experience value” (Bowie et al. 2016, pp. 5-6). 
For example, the results of a good marketing practices and excellent products and personal values, can be seen in the results of the survey initiated by J.D. Power and Associate based on 53,000 guests where Ritz-Carlton, was voted the best luxury hotel in America in 2010 (A.B., 2010). Another good example of original marketing strategies can be assumed by Travelodge, which in 2001 was the price leader in the budget sector. They placed an advertise of the special price “rooms for just £39.95”, on over 60 lorries (Luck and Lancaster, 2013).
In conclusion, in the hospitality industry a marketing strategy, focused on understanding the customers' needs in order to create the best quality products and valuable services is essential. These practices can create a long-term relationship between the client and the hotel company, where both parts can take advantages, the client can have an experience as he expected, and the hotel can benefit from client satisfaction (Ying-Yen, 2022). Both Ritz-Carlton, which offers luxury products and services and Travelodge, which offers low-cost services, use good marketing practices for the category of they address, in order to meet the customer's needs in a profitable way.
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