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Brand & Industry Information 
 

Hotel & Motel Industry 
 
The secondary research gathered emphasizes the importance of brand perception by consumers 
because how they speak of the brand experience they received is one of the biggest driving 
factors to whether or not the people they speak to are inclined to engage with the brand.  
 
IBISWorld’s Hotels & Motels in the US report’s competitive landscape section emphasizes that 
“good word-of-mouth recommendations are quite often the most successful promotional tool in 
the hospitality industry,” (Hyland). The same report’s competitive landscape section indicates 
that competition in the hotel and motel industry is high, and “most consumers are price sensitive 
and will search around for locations with the lowest daily prices,” (Hyland). It is important to 
keep in mind the focus on price in hospitality-related decision making. This is supported in the 
survey that I conducted, as 62.9% of participants said that price was one of the most important 
factors in considering vacation lodging. 
 
Super 8 Motel Brand Information 
 
Super 8 Motels are a part of Wyndham Hotels & Resorts. Amenities include free WiFi and hot 
breakfast when staying in a room or suite at a Super 8 motel. Guests are encouraged to share 
their experience with Super 8 using the hashtag #storiesfromtheroad. Since Super 8 belongs to 
Wyndham, guests can make usage of the Wyndham rewards program (Super 8 By Wyndham).  
 
Super 8 Motel Brand Perceptions 
 
Words used to describe Super 8 Motels in the survey I conducted included, “cheap, convenient, 
inexpensive, shady, sufficient, and average.” According to Urban Dictionary, these perceptions 
are pretty standard. The user-run site stated that Super 8 Motels are “mainly a motel for midnight 
by passers (tired truckers and long distance travelers), the economy suite crowd (chasers), and 
casual-discreet (sex and/or drug) encounters,” as well as, “usually, not too fancy or too run 
down (depends on locations, though) more of a come and go place, unlike a resort or higher-end 
hotel,”  (Moribonzojori). An article on Skift discusses how Super 8 has been trying to improve 
its design in the past few years in order to create a positive consistency that could draw visitors 
in because they’ll know exactly what they’re getting, verus a potential hit or miss of a popular, 
new rental experience like Airbnb (Ting). Overall, the perceptions on my survey of the brand 
were negative or indifferent, emphasizing that the brand is viewed as unclean and undesirable 
unless it is in a last minute situation. 
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Competition 
 
According to the “Travel Industry Satisfaction Climbs Which Companies Are Leading the 
Field?” Report, Super 8 is the lowest-rated brand (Travel). According to Hoovers, Super 8’s top 
competitors are Best Western, Choice Hotels, Motel 6 (Super 8 Worldwide, Inc.) Travel Agent 
Central provides good insight on the competition in the motel and non-luxury hotel field, stating 
that “Marriott rules the top of the charts among non-luxury hotels. Both Courtyard by Marriott 
and the Marriott flagship chain itself are seen by consumers as the best value, followed very 
closely by Comfort Inn and Holiday Inn. Consumers perceive the worst values as Motel 6 and 
Super 8 Motels. The most positive buzz goes to Holiday Inn, Marriott, and Courtyard by 
Marriott, while the most negative is generated from Motel 6 and Econo Lodge,” (Leposa). This is 
consistent with my survey findings, although many of the people who took my survey said that 
they were familiar with La Quinta Inn, and Red Roof Inn, in addition to the competing brands 
mentioned above. Many people on my survey seemed to prefer other motel brands over Super 8. 
 
Millennial and Gen-Z Travel Habits and Preferences 
 
Expedia Media indicates that, “Gen Z is Open-Minded, Bucket-List Oriented and Looking for Off 
the Beaten Path Locations,” (U.S.). They also seek “cheaper accomodations than previous 
generations, and are more likely to consider alternative accommodations.” The same is true of 
millennials.  
 
Millennials and Gen-Z members are taking more road trips, according to Lucky Attitude, 
because “going on a road trip is in itself like going on an adventure, a journey. [...] And 
Millennials are pushing this trend as they seek convenience, adventure and affordability.” 
(Korobka). Versatility in the customization of the experience is something that draws millennials 
to the road trip vacation because they “can bring their pets, make multiple stops to experience a 
wider variety of vacation activities and attractions,” (Korobka). 
 
Both of these generations are extremely influenced by social media when making travel-related 
decisions. Forbes indicated the importance of transparent communication from the brand side to 
these generations because, “this sincerity [creates benefits from extending] to being empathetic 
and supportive in all stages of the consumer journey as well, meaning before, during and after 
the sale is made,” (Fromm). In terms of planning travel, Huffington post emphasizes from a 
millennial perspective that, “the Internet, technology, and social media has turned our 
generation upside down. No longer do we plan as far ahead for travel. If we see a deal, we jump 
on it. With more people booking travel through mobile phones, this spontaneity will only 
increase over the next few years,” (Fung). Millennials and Gen Z travel in a very different 
way than previous generations, from the booking process, to the travel experience itself.  
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Key Insight 
 

Young people will only stay at Super 8 Motels when looking for a lodging arrangement that 
provides just the essentials at the lowest price. 
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Creative Strategy For Super 8 Motels (March 5, 2019) 
 
1. Who is our target?  
Thrifty Adventurers 

● Age 18-27, Millennials and Gen-Z members  
● Not a lot of disposable income  
● Thrifty and always looking for a bargain 
● Spontaneous, adventurous, and have a lot of FOMO (fear of missing out) 
● Enjoy road trips with friends 

 
2. Where are we now in the mind of this person?  
Super 8 is not a desirable option to this target market. Viewed as: 

● Dirty 
● Sketchy 
● Of inferior quality to competition 

 
3. Where is our competition in the mind of this person?  

● Bargain Motels: viewed as the same in quality and similar price (Motel 6, Red Roof Inn) 
● Nicer Motels: although a bit more expensive, viewed as cleaner and more reliable 

(Holiday Inn, Best Western, Courtyard Marriott) 
● Upscale Hotels: too expensive (Radisson, Sheraton, Four Seasons) 
● Non-Traditional Rentals: viewed as a good option to seek out deals, although you never 

know what you’re really going to get until you get there (Airbnb)  
 
4. Where would we like to be in the mind of this person?  

● The most price-efficient motel that provides the basic needs (clean room and bathroom, 
free WiFi) so that they can recharge and get on with their fun trip 

● A minimal-planning option that does the job at an inexpensive price 
 
5. What is the consumer promise? 
An affordable experience that successfully meets the basic needs of spontaneous roadtrippers.  
 
6. What is the supporting evidence?  

● Offering is basic at an affordable price without extra spending on glamour or luxury 
● Super 8 is a part of Wyndham hotels, and must uphold a certain standard of quality 

upheld by Wyndham 
 
7. What is the tone for this advertising? 

● Adventurous and fun 
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Brand Manifesto  
 
This is a call to all you spontaneous, adventure-seeking, road-trip lovers. We have just the place 
for you to rest your head without breaking the bank. 
 
At Super 8 Motels, we believe that on vacation your money is best spent on what you do while 
you’re awake. Super 8 offers unbeatable lodging prices so that you can spend the big bucks 
doing memorable activities and eating well with your friends; things that you’ll remember doing. 
Nobody talks about that really luxurious sleep they got on vacation; it’s all about the crazy things 
they did and saw with the people that they love.  
 
Amidst all of the spontaneity and adventure, there always needs to be a dependable factor. At 
Super 8, we’d like to be that for you. When you’re ready to hit the hay after an exciting day, we 
have everything you need, nothing less and nothing more. We believe that simplicity does the 
job best, and dependability is priceless. 
 
A comfortable bed to rest in, a clean bathroom to wash up in, strong WiFi to share your 
#storiesfromtheroad, and a complimentary hot breakfast to refuel with. These are the things that 
you need in order to enjoy your fun road trip with friends. We are here to provide them for you 
without having to pay for the unnecessary frills and ruffles that thin out your wallet.  
 
Tom Cochrane says, “life is a highway,” but when you don’t want to “ride it all night long,” we 
are always right there waiting for you.  
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