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Marriott Hotels & Resorts is Marriott’s international brand that has served its hospitality services worldwide with a brand value of 23 billion USD approx. (Marriott.com, 2022). This hotel is based in Bethesda, Maryland. On the other hand, Travelodge Hotels Limited is a private limited company that mainly serves its hospitality sector in the UK, Spain and Ireland, with a brand value of 66.8 million USD approx. Following this information, this study compares these companies' marketing methods to collect business achievements in the post-pandemic period. This study mainly aims to make the job of the project manager of these firms easier so that he can supervise all the necessary areas of the project.  
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In order to describe the marketing strategies of both Hotel Marriott International and Travelodge, the systematic approach of 4P has been carried forward. 
	Factor
	The Marriot Hotel
	Travelodge

	Product
	The Marriott hotel & resorts currently offer hotel reservations, special discounts for foreign customers, hotel packages, timeshare vacations and car rental services. It also operates loyalty programs for its customers, such as Marriott rewards, Marriot Bonvoy and other facilities (McCartney and McCartney, 2020). 
	On the other hand, Travelodge hotels offer flexible rates for accommodation. The friendly services and comfortable hotel rooms satisfy customers with their choice. It does not provide any flight facilities for its foreign tourists, and its accommodation plans are not as well established as the other hotels in the UK. 

	Price 
	Marriott hotels always attempt to meet the needs of their customers. Customers can contact through its websites and book their vacations. It also provides an app where customers can share their experiences in the hotel. The Vanguard Group Inc and BlackRock Fund advisors constantly invest in Marriott's well-being (Belanche et al. 2021). Thus, Marriott can lead 3700 franchises around the world. 
	With the similarities, Travelodge also contacted their customers via their official website. GoldenTree Asset Management and Avenue Capital Group are the only investors in these companies. With these limited assets, Travelodge made 592 franchises around the UK. 


	Placement 
	Marriott's pricing strategy has focused on offering its consumers a suitable product at affordable prices. This company also follows the demand and supply pricing strategy. It charges 100 dollars per day for incidentals and provides the lowest rates through official Marriott reservation channels (Tuomi et al. 2021). For its affordable and decorative accommodation, Marriot has ranked 3.6 out of 5 stars in its overall customer service score. 
	Though Travelodge is strict with its low pricing strategy, its pricing strategy often changes with the demands of peak and off-peak seasons. From the view of the Tourist accommodation quality standard, Travelodge has ranked 2 out of 5 stars in customer service reviews. 

	Promotion
	Marriot often arranged several advertisings campaigns for its brand image. They appointed several enterprises, such as Love Travels and Cooperation with Braden Summer, who helped the brand to have its pictures on the streets of San Francisco, Washington and New York. That's how they try to attract people to their hotel. 
	On the other hand, Travelodge has launched 26 billion pounds for multimedia campaigns through tv advertisements featuring its accommodation plans. They only try to attract customers on a low budget with their advertisements. 


Table 1: Marketing Mix 
After analysing the marketing mix of both organisations, it can be stated that Hotel Marriott is using a sustainable marketing strategy. More specifically, they have developed a unique trick and technique by analysing their operating market (Marriott.com, 2022). They realised that millennials are not comfortable with old-fashioned norms. They recorded that 49% of travel bookings were registered at the last minute, and 58% were booked in the traditional style (Kavoura, 2021). Among the overall booking, 80% of people are influenced by the social media posts of others. After analysing this, they upgraded their websites and booking norms to attract more customers, especially young travellers. 
After discussing a marketing strategy, evaluating their current market position with their strategic approaches is necessary. Marriott International partnered with Snapchat to develop episodes. With these attractive episodes, they used to attract customers towards their business. Marriott internally maintains an excellent brand position in the international market. Hotel Marriott International competitively beats its significant competitors such as Hyatt, Hilton, Carlson and others. Besides that, Travelodge expanded its business in three countries: the UK, Spain and Ireland (Lin et al. 2020). They are available in every major city in the three countries. Travelodge generated 185.1 million pounds in the financial year 2021 to 2022. On the other hand, Hotel Marriott International generated 5.39 billion pounds from their international business in the financial year of 2021 to 2022, which is up to 69.51% approx as compared with the past financial year (Hao, 2021). From this increment, it can be stated that Marriott Hotel has a strong market position in its international market. 
Sustainable considerations
Marriott hotel has targeted to reduce its food wastage by 50% by 2025, which will help reduce the significant issue of climate change. Along with this, Marriott Hotel is also targeted for building and operating sustainable hotels. This hotel authority has focused on recyclable materials for the customer's comfort. It has been found that effective energy sources from renewable energy have allowed hotels to adopt an effective policy for energy conservation (Hao et al., 2022). This indicates the energy consideration of the hotel and enhances its sustainability by reducing the environmental impact. It has been found that since 2007, Marriott has had a 10-member Global Green Council in-house that is focused on minimising the company's ecological footprint.  
Travelodge have initiated a new sustainable plan named "Better Future". It has been found that modern LED lighting with motion-sensing controls has been installed in public hotel areas as a measure of sustainable practice. The latest hotel of the company, "London Docklands Travelodge”, has been designed with a BREEAM rating and has an Energy Performance Certificate (Guan et al. 2022). It utilises Air Source Heat Pumps for heating water, has solar panels on the roof, and 50% of all car parking spaces offer electric vehicle charging.
Positioning since the COVID-9 pandemic
Marriott hotel reduced the salary of its staff by 50% for the balance of 2020. They have adopted the cost-cutting measures currently in place, which will reduce the cost by at least $140 million by 2020. It has been found that Marriott and other hotel companies and organisations have been lobbying Washington for aid and emergency assistance (Marriott.com, 2022). Therefore, hotel authority is given servicing the endemic situation without reducing its market share. Thai provides influential revenue proponents to the company, allowing them to retain sustainability measures. Hence, it has been said that the hotel has placed itself in a survival approach for sustaining this emergency period.
Travelodge, on the other hand, as per the report of Mckinsey, leisure travellers, though transient business travel and groups, are reduced by 5 to 10%. This indicates that the hotel has deteriorated during this pandemic situation. It has recorded a revenue fall of 60.9% to £284.4m during 2020 as the Covid-19 pandemic forced. It has also been found that occupancy dropped 39.1 percentage points to 41.3% (Travelodge.co.uk, 2022). Therefore, it has been found that companies have focussed on cutting the executives' salaries by 25%. This wage cutting has provided temporary conformity to the hotel but requires adopting an effective marketing policy for better results. 
Relevant contemporary events
Relevant contemporary events for Marriott hotel is the Growth Across Africa, with more than 30 hotel openings by the end of 2024, signing of an agreement to Bring The Ritz- Carlton to the gold of cost of Australia (Marriott.com, 2022). These two views are prominent as they depict the effective market share of the company both in the domestic and remote locations of the world, such as African nations. 
Some significant events of Travelodge are the achievement of accompanying IDeaS RMS Trainer Certification Programs which allow the trainers with practical skills and knowledge of customer service. Travelodge begins construction on a new Bermondsey hotel, effectively attracting new customers in hotels (Travelodge.co.uk, 2022). Therefore, the scope for revenue has been increasing for the company. 
Marketing messages to their customers now.
Marriott hotel has adopted a compelling message of low-cost room offering to its customer by adopting effective marketing policies. It has been found that its low level of pricing indeed attracts customers. One compelling marketing message of the hotels is 30 Stays, 300 Days (Marriott.com, 2022).
Travelogue has adopted effective marketing campaigns using the internet and social media (Travelodge.co.uk, 2022). It has recently adopted low-cost hotels in the UK for better reach to the customer where it provides low cost for more extended stays in the hotel. 
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It has been found from the above analysis that effective marketing policy enacted the scope for revenue for both hotels. It has also been found that products, price, promotion and place analysis of both hotels allow the study brings a practical way forward for them. It has also been found that role of responses against the covid-19 pandemic has enhanced the scope for revenue generation without compromising the market share of the same. Both hotels' customer reach is adequate for regular alternation of slogans and approaches to the customer. Therefore, it can be concluded that both hotels effectively retain their market share. Only the path to the customers is different based on their situation. 
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