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A comparison of the marketing methods of two multinational hotel chains.

Travelodge is a British hotel brand that debuted in 1985 as the country's first budget hotel brand. It is now the largest independent hotel brand in the United Kingdom, with over 590 hotels and 40,000 guest rooms in the United Kingdom, Ireland, and Spain. The hotels are situated in significant city centres and towns, in addition to seaside and roadside locations (Travelodge, n.d.). On the other hand, Holiday Inn is a hotel brand that was founded in Memphis, Tennessee, in 1952 by Kemmons Wilson. Wilson was inspired to create a hotel chain after a disappointing family vacation, during which he discovered that the quality of roadside motels was lacking. Nowadays, Holiday Inn is a subsidiary of InterContinental Hotels Group (IHG), one of the world's largest hotel companies, which also owns the InterContinental, Crowne Plaza, and Staybridge Suites hotel brands. Holiday Inn continues to grow, with more than 1,100 hotels in over 70 countries worldwide  (InterContinental Hotels Group PLC, 2019). In this essay, will be compared the two multinational hotel chains as Travelodge and Holiday Inn. Travelodge and Holiday Inn were chosen for comparison due to their global presence and well-known status as hotel brands. Both offer a variety of options to accommodate a variety of budgets and offer amenities like on-site restaurants, making them popular choices among travellers. 
Over the years, Travelodge has modified its marketing strategy significantly in order to remain competitive and relevant in the hospitality industry. The company initially marketed itself as a budget hotel chain to attract price-conscious travellers (Jobber and Ellis-Chadwick, 2020). In recent years, however, Travelodge has shifted its marketing strategy to target business travellers and families with its Travelodge PLUS and SuperRooms offerings, which provide additional comfort and amenities at a slightly higher price (Bowie et al., 2017). In addition, Travelodge has adopted digital marketing and technology to reach and interact with customers. The company has made substantial investments in its website and mobile app to facilitate reservation booking and management (Wu, 2021). In addition, Travelodge has utilised social media platforms and email marketing to reach customers and communicate with them (Ghauri, 2014). Similarly, Travelodge has focused its advertising efforts on targeted campaigns, such as "Sleep Tight," which promoted its newly renovated hotels (Luck and Lancaster, 2013).  Additionally, the company has utilised outdoor advertising, such as billboards and bus shelters, to increase brand recognition and promote the locations of its hotels (Jobber and Ellis-Chadwick, 2020). As  a result, these marketing decisions and adjustments have helped Travelodge maintain its competitiveness and success in the hospitality industry.
On the other hand, Holiday Inn has also made substantial marketing decisions and modifications to adapt to the changing hospitality industry. Holiday Inn was originally marketed as a budget-friendly hotel chain that provided travellers with consistent quality and service (Jobber and Ellis-Chadwick, 2020). As the hospitality industry expanded, Holiday Inn adapted its marketing strategy to meet customer demands. An important marketing decision made by Holiday Inn was to expand its brand internationally by opening hotels in numerous countries and continents. This expansion enabled the brand to reach a larger audience and become a globally recognised hospitality brand (Bowie et al., 2017). Holiday Inn has also adopted digital marketing and technology to engage with and reach customers. The brand has invested in its website and mobile app to improve the booking process for customers, as well as in social media and email marketing to communicate with customers (Chaffey and Ellis-Chadwick, 2019). In recent times, Holiday Inn's marketing strategy has also emphasised sustainability and social responsibility. The company has implemented eco-friendly initiatives and collaborated with multiple organisations to promote social responsibility and give back to communities (Stoyanova, 2021). Thus, the marketing decisions and adjustments made by Holiday Inn have allowed the brand to remain competitive and significant in the hospitality industry.
Currently, Travelodge is one of the largest budget hotel chains in the United Kingdom, with more than 590 hotels and 40,000 guest rooms in the United Kingdom, Ireland, and Spain (Travelodge, n.d.). The brand's strong presence in major city centres, towns, seaside locations, and roadside stops makes it an attractive option for budget-conscious travellers seeking lodging in a variety of locations. However, the recent financial performance of Travelodge has been negatively impacted by the COVID-19 pandemic, which has had a substantial impact on the travel and hospitality industry. In 2020, the company reported a loss of 60.9% to £284.4m (Travelodge Annual Report , 2021). However, Travelodge has taken steps to recover from the pandemic, such as implementing new cleaning protocols and safety measures to protect the health and safety of guests and employees (Travelodge, n.d.).  Similarly, the company also implemented a Creditor-Approved Company Voluntary Arrangement (CVA), which provided temporary rent reductions to assist with cost management during the difficult period. On the other hand, Travelodge faces competition from other budget hotel brands such as Premier Inn, Ibis, and Travelodge's parent company, AccorHotels, in terms of its competitive position (Bowie et al., 2017). To remain competitive, Travelodge has invested in its hotel offerings, such as by introducing the Travelodge PLUS and SuperRooms concepts, which offer additional comfort and amenities at a slightly higher price point (Travelodge Quarterly Statement , 2022). Despite the challenges posed by the COVID-19 pandemic, Travelodge remains a significant player in the budget hotel market, with a strong presence in the United Kingdom, Ireland, and Spain.

Alternatively, Holiday Inn is a well-known and reputable global hotel brand with a presence in more than 100 countries (InterContinental Hotels Group, 2019. To appeal to various customer segments, the brand provides a variety of accommodation options, ranging from economical to upscale. Furthermore, InterContinental Hotels Group (IHG), the parent company of Holiday Inn, reported a pre-tax profit of $233 million in 2020, despite the challenges posed by the COVID-19 pandemic (Aripaka, 2021). This demonstrates that the brand has successfully adapted to changing market conditions and consumer tastes. Holiday Inn contends with global hotel brands including Hilton, Marriott, and AccorHotels (Bowie et al., 2017). To remain competitive, Holiday Inn has invested in technology and digital marketing to enhance customer experience and engagement, such as with its IHG Rewards Club loyalty programme and mobile app (InterContinental Hotels Group, 2019).
Also, according to Similarweb (2022), there are differences in Travelodge and Holiday Inn's global, national, and industry rankings. Travelodge has a higher global rank than Holiday Inn, with travelodge.co.uk ranked at number 11,514 and holidayinn.com ranked at number 155,672. This indicates that Travelodge has a greater global presence and reach than Holiday Inn. At the same time, Travelodge has a higher country rank than Holiday Inn in the United Kingdom, with travelodge.co.uk ranked at 379 and holidayinn.com ranked at 117,938. This indicates that Travelodge has a stronger market position and presence in the United Kingdom than Holiday Inn. Equally, Travelodge ranks higher than Holiday Inn in the accommodation and hotels industry, with travelodge.co.uk ranked at 54 and holidayinn.com ranked at 773. This indicates that Travelodge is more prominent and successful than Holiday Inn in the industry.
In terms of sustainability, Travelodge and Holiday Inn are two global hotel brands with distinctive marketing approaches to sustainability and green messaging. For instance, to reduce its environmental impact, Travelodge has implemented a variety of eco-friendly initiatives across its hotels, including water conservation, energy efficiency, and waste reduction (Travelodge, n.d.). However, it does not appear that the brand has placed a significant emphasis on sustainability in its marketing communications. In contrast, Holiday Inn, has made sustainability and green messaging central to its marketing strategy. The hotel chain has implemented numerous eco-friendly initiatives, such as reducing water consumption and waste, and has partnered with organisations to recycle soap and distribute it to underprivileged communities (IHG, n.d.). Additionally, Holiday Inn has incorporated sustainability messaging into its marketing campaigns and communication, such as promoting its eco-friendly initiatives on its website and through social media channels. In addition, Holiday Inn has received recognition and awards for its sustainability efforts, including ten consecutive years as one of the "World's Most Ethical Companies" by the Ethisphere Institute (InterContinental Hotels Group, 2019). Additionally, the brand sustainability initiatives have been highlighted in industry publications and the media, which can help to enhance the brand reputation. Thus, while both Travelodge and Holiday Inn have implemented sustainability initiatives throughout their hotels, Holiday Inn has prioritised sustainability and green messaging in its marketing strategy. Holiday Inn has been able to improve its brand reputation and appeal to customers who prioritise sustainability and eco-friendliness by incorporating sustainability messaging into its marketing communications and campaigns and receiving recognition for its sustainability efforts.
To conclude, Travelodge and Holiday Inn are two major players in the hospitality industry with distinct marketing and sustainability strategies. To remain competitive in the industry, Travelodge has modified its marketing strategy over the years by targeting business travellers and families with additional amenities at slightly higher prices, adopting digital marketing and technology, and implementing targeted advertising campaigns. However, its sustainability and green messaging marketing efforts have been limited. In contrast, Holiday Inn has adapted to shifting consumer preferences and expanded its global presence by incorporating technology and digital marketing, providing a variety of lodging options, and emphasising sustainability and green messaging in its marketing strategy. Holiday Inn has implemented numerous eco-friendly initiatives throughout its hotels, received recognition and awards for its sustainability efforts, and integrated sustainability messaging into its marketing communications and campaigns, thereby enhancing its brand reputation and appealing to customers who value sustainability and eco-friendliness.
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