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The hospitality industry is one of the largest economic sectors of the world. According to EHL Insights (2022), since the end of the financial crisis, the global hotel industry has had a burst of huge expansion along with the entire economy. This essay will compare the marketing methods of two very contrasting brands: Ritz-Carlton Hotel and Travelodge. They have been chosen to show the differences in selling strategies of a luxury hotel versus a value hotel, analysing their marketing choices, their current market position and what marketing strategies they use now, their approach regarding sustainability and green messaging and finally, how the COVID-19 pandemic has affected their positioning on the market and what marketing messages are being given to their customers now.
Ritz-Carlton is luxury brand providing the best services, so they have included extra touches in their rooms and going the extra mile to make their customer’s visit a never-forgetting experience. The guests can expect more than a good night sleep , but a personalised stay which can include designer fabrics, luxurious decorations, Michelin-Starred meals and most important staff which will meet the their “unexpressed wishes and needs” (Ritz-Carlton, 2022). 
The hotel chain which has an international presence across “30 countries” welcomes their guests in one of their “29,158 rooms” (Pravin, 2021) with the finest personalised experience at the same standard of hospitality. 
Ritz-Carlton developed as a brand over the years and they are now well established and recognised worldwide as the Gold Standard in hospitality and “it has mastered the art of branding and brand management as evidenced by its obsession to anticipate and cater to the wishes of its guests” (Addis, 2022). This is Ritz-Carlton’s way of creating guests for life and future stays are almost guaranteed because guests know that every stay is tailored to their needs and memories are created just by booking a room at one of Ritz-Carlton’s places. 
In contrast with Ritz-Carlton, Travelodge addresses the basic needs of accommodation and they have low cost prices. When booking with Travelodge, customers know that what they get is a standard guest room at an affordable price. Guest don’t expect a personalised experience or any luxurious in their rooms or lobbies. Travelodge guarantees a standard through their brand and this is why is popular amongst “ families travelling with children” and “adults sharing for a quick overnight trip” (Travelodge, 2022) for business purposes. The targeted audience is at the very opposite of Ritz-Carlton’s which is considered a glamours and according to Hitesh Bhasin (2019) Travelodge has targeted families from top and middle class, tourists and corporations.
At the same time, Travelodge provides the customer with flexibility through their “range of options to suit every budget” (Travelodge, 2022). Travelodge has on offering standard rooms in which the guests will have the minimum required for a good sleep,  Premium economy rooms so called Super Rooms which include “modern 'residential' décor, more USB charging points, ironing board and hairdryer, Lavazza fresh capsule coffee machine” (Gee, 2017). Travelodge also offers a more superior stay in recently modernised rooms in their Travelodge Plus hotels. According to Caswell, (2022), along with a modern Café-Bar idea, the remodel includes a classic styled reception with leather seats and wooden flooring.
Travelodge business is mainly focused on the UK market but they also have a good presences in Ireland and Spain. “With more than 590 hotels and 40,000 guest bedrooms” (Travelodge, 2022), Travelodge is present everywhere in UK, from big cities to important UK landmarks and British popular points of interest.  
In comparison with Ritz-Carlton, where a guest can have a full personalised experience which starts before the check-in and can include bespoke rooms, staff availability at every step ready to provide an exceptional service and one of the finest A-la-carte dining menu, Travelodge has none of these on offering, but instead they promote their hotels by offering lodging to both leisure and business customers at affordable prices. Travelodge sites will make a good base when travelling as most of them are situated in close proximity to “other restaurants and coffee shops” (Travelodge, 2022).
Ritz-Carlton has a premium pricing marketing strategy. It is suitable to those who are willing to spend extra money for luxury. As a result, the company has been successful in maintaining its market presence and aims to constantly upgrading services. The hotel advertises through YouTube, travel agencies, social media, and its own website to increase brand visibility (MBA Skool Team, 2019).
According to Cvelbar and Dwyer (2013), in order to achieve a competitive advantage and gain wider public reputation, hotels must be environmentally sustainable. Thus, it is crucial for hotels to consider environmental issues while developing their plans and strategies. To stimulate employee participation in ecologically friendly activities, hotels can promote green strategies. They should also encourage staff to engage in eco-friendly activities to develop their abilities and increase the performance of their green operations, according to Irani et al., (2022). An analysis conducted by Elkhwesky et al., (2022) has shown that in the years 2020 and 2021, environmental research techniques in the hotel industry have advanced a lot compared to previous years. Regarding sustainability and green messaging, Travelodge prioritises safety, security and the environment, developing a plan called ‘Better Future’. Being aware of the waste hotels are producing, the resources they consume, and carbon emissions, Travelodge is aiming to reduce all of this. They have installed LED lighting with motion controls, LED lighting in rooms and smart heating and cooling systems, carpets are made from recycled fishing nets, they also use motion sensing controls, low energy lighting, and dual-flush toilets. Similarly, the three guiding concepts of Ritz-Carlton's responsibility plan are sustain, protect, and experience. By forming ties with local producers, they hope to cut back on energy and water usage while boosting the amount of local and organic food served. 
According to Tan (2022), prior to the COVID-19, the travel and tourism sector had grown to be one of the greatest in the world, contributing to almost 10% of the world’s GDP. In response to the COVID-19 pandemic, Ritz-Carlton implemented new protocols and practices, keeping their high standards of cleanliness and luxury service. They have enhanced cleaning procedures to meet Government guidelines, throughout the hotels there are hand sanitiser dispensers, all the employees must wash their hands before and after breaks. They also have PPE equipment which is Government approved. All the staff has received COVID-19 training and they also take lateral flow tests regularly. In the kitchen, thorough cleaning procedures take place every day. Chefs are working from set stations using their own utensils and when they need to share equipment, these will be sanitised before and after each use. In a similar way, Travelodge’s  number one priority is the safety and security of customers and teams, so they implemented Travelodge Protect+, a programme of measures designed to keep everyone safe. To support this, the cleaning team is using antiviral disinfectant effective against Coronavirus, they are also frequently cleaning high touch points and doing post clean room checks with digital tracking. All linen and towels are thermally disinfected, there are hand sanitiser stations in may locations and they have also implemented contact free check out and contactless payments. 
In conclusion, both Travelodge and Ritz-Carlton have the same goal in mind and that is to sell rooms to make a profit. And even if they use different marketing strategies and have different audiences to target they do it successfully as both Ritz-Carlton and Travelodge are well-known brands and people trust them and use their services. Travelodge targets quantity to make their profit while Ritz-Carlton aspires for quality above all, one represents value and standard lodging and the other an all-inclusive luxury and extravagance in all they offer.  Ritz-Carlton puts the people at the centre of their selling strategy and they encourage their staff to create a bond with their guests and in this way the guests feel like they are at their second home. Travelodge, on the other hand, uses nationwide presence and affordability to attract their guests and use their hotels. If they will continue to follow the same marketing strategies and maintain the same standards, both Travelodge and Ritz-Carlton should get the same results as before and maintain their position within the market. 
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