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[bookmark: _Toc155526705]Introduction 
The purpose of this report is to develop a marketing plan for the Trailfinders ltd which is one of the leading tourism organisations in the UK that sells holidays to different destinations. The Trailfinders was founded in 1970 by Mike Goole. The company is a private company. It has made travel arrangements for over 16 million clients (Trailfinders,2023). The company is specialised in tailor-making ternaries across the global destination. The company offers unbeatable value and high quality services. The company has over 43 travel centres. With worldwide reputation, trail finder has wide range of flights, tours, hotels and cars and other services for the people travelling to certain destination (Trailfinders,2023). This report will present marketing plan for the Trailfinders. 
[bookmark: _Toc155526706]Marketing plan
According to Jam, A,K et al (1999), a marketing plan provide a blue print for identifying and targeting opportunities for cost effective supply of specific products and services to the identified target market. Marketing plan can be prepared with number of steps which include Identify Organisational Goals, conduct environmental analysis, positioning and competitive strategy, marketing objectives and implementation plans, controlling, budgets.  However, the marketing plan for the Trailfinders limited planned with the following steps of planning as follows (Figure1). 
Figure 1. Steps to develop marketing plan.
[image: f11-11-9781856178181]
Source: (Adopted from the Lecture Note UW2023)

[bookmark: _Toc155526707]Mission statement 
The mission of the Trailfinders limited is  to always exceed the expectations of clients, staff and suppliers. That means in a time when customer service is deteriorating, the business is aiming to offer best possible holiday making service for its clints in as many destinations as it might be possible (Trailfinders,2023).
[bookmark: _Toc155526708]Environmental analysis 
This also known as situational analysis. However, in term of environmental audits both external and internal environments needs to be audited (Jam, A,K et al,1999). The external environment is mainly macroenvironmental factors and their influence on the business which can be analysed using PESTLE framework. And internal environment is the internal affairs of the business which can be analysed using the SWOT framework. 
· External environmental analysis 
The external environment of the Trailfinders limited is analysed using the PESTLE frameworks as follows. The PESTLE is acroama of Political, Economic, social, Technological, legal and environmental factors. 
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· Internal environmental analysis (SWOT)
Internal analysis is an important analysis for marketing plan that gives an understanding of the resources available to the organisations and how that can be utilise for the benefit of the marketing plan. 
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[bookmark: _Toc155526709]Competitors 
Competitors analysis gives an understanding of what other competitors in the market and what are their position against the company and find out of what needs to be done to compete in the market. There are man different model for competitors’ analysis but a matrix structure is well suited for this analysis as follows (Figure 2). 
Fire 2. List of competitors with competition variables in the market
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Source:  (Adopted from Hobbs,2023).
The market competition is fond to be highly intense where all four major competitors are competing with price, accommodation quality, customer services and value for money. The value for money for the Trailfinders and price needs to match to compete with the top performer which is Jet2holidays. 
[bookmark: _Toc155526710]Target market 
Target market is the group of potential customers that the company target to sell their products and services. however, the target market for the Trailfinders is based on eh following segmentations as follows. 
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[bookmark: _Toc155526711]Positioning and competitive strategy 
The positioning and competitive strategy is the capacity of an organisation to make it better and stand out from other competitors. The competitive positioning largely depends on value for products and services, prices, and services that the business provides to customers. However, the following positioning map shows the positioning strategy of the Trailfinders private limited (Figure 3).  
Figure 3. The competitive positioning of the Trailfinders
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Based on the market research (Which?2023; Forbs 2023), the Company Trailfinders is positioned as high quality services with high value for money. There is only one company ahead of the Trailfinders that provide the similar strategic approach for positioning in the market out of all close competitors as presented on figure 2. Therefore, the positioning strategy of the company shall be high customer services with high value for money which is the key search for holiday makers in the UK. 
[bookmark: _Toc155526712]Marketing objectives 
Marketing objectives are the set of well defined, specific, measurable and achievable goals. Marketing objectives provides guidance and specific target for the company to met with the marketing plan (Chaffey,2022). However, the marketing objectives of the Trailfinders for the marketing plan is as follows. 
· To increase customers booking with trail finder by 20% by December 2024
· To increase company profit by 10% by the quarter of the year 2024.
· To increase customer satisfaction rating from current 82% to 90% in next 12 month time. 
[bookmark: _Toc155526713]Implementation Action plans 
In this part the marketing mix is applied with the mixture of  4ps. The marketing mix is an important element that is used for access to the mind of customers and implement the marketing plan with set up of products,  prices, strategy for place and promotions (Kotler et al,2007). There are 7ps of Marketing mix, however, for this  purpose only 4Ps is applied as follows. 
Products: Products is anything that business offers to sell to customers and it can be tangible and intangible. The Trailfinders products are as follows.
	· Honeymoon 
· Package holidays 
· Celebration events 
· Corporate trips 
· School trips 
	· Visa services
· Airport package and hotels 
· Travel insurance 
· Travel clinics 



Price: Price is the amount that the customers wish to pay in exchange of products and services. There are many different pricing strategies followed by businesses. The pricing strategy of the Trailfinders is as follows. 
	· Competitive pricing with average low cost holiday is £135 and average high cost holiday package is at £214.


	· The company also do not charge additional fees for processing and only require 10% refundable deposit for holiday bookings. 




Place:  Places refer to the accessibility of products and services of the company where customers can purchase or experience the products and services (Kotler et al,2007). However, the Trailfinders services can be accessed from 43 office/shops across the country and these shops are situated in high street, within shopping malls and  in partnership with retail stores which is easily visible and accessible for customers. Moreover, customers can access to Trailfinders services via its interactive website where customers are able to book, pay and request refund for holiday and can speak to customer services assistant for any issues while they are on holiday. 
Promotional strategies: Promotional strategies is one of the important techniques to access to the  mind of customers with products and services and there are different strategies that companies follow to take services and products to customers (Kotler et al,2007). However, the Trailfinders follow the following promotional strategies. 
	


Traditional 
	· Billboard advertisement 
· Advertise on the local travel magazines.
· advertise with retail stores magazines. 
· advertise on local radios. 
· advertise with national TV (Good Morning Britain, ITV, BBC)

	




Digital 
	Use social media platforms to promote offer and services with customers. And the following social medias shall be used.
· Facebook: regular posting of offers, holiday experience, and customer content creation facilities, comments, post of videos, and interactions with customers. 
· Instagram: customers generated contents with holiday package photos, sharing and content generation by customers. 
· Twitter (X): News feeding and short videos posts. 
· Pinterest: Allow customers content creation and share media posts with customers and interact with customers with offers and facilities and services and offers. 
· TalkTalk: use only for shot customer created content and promote such to others to attract customers attention. 




[bookmark: _Toc155526714]Responsibilities of marketing plan & implementation
In terms of responsibility of the marketing plan the following people are allocated with the following responsibilities for planning, organising, research and development of plan and implementation of the plan with controlling of the plan. 
	Marketing department 
	Conduct market research, draft the plan, Prepare the marketing plan, approve and allocate budget and organise strategies 

	Marketing manager 
	Check, verify, the plan, allocate resources (budget, staff) and finalise the plan 

	Sales representatives 
	Support marketing department and manger with the implementation of plans 



Timeline of the  plan implementation 
The timeline is 12 months starting from 15th January 2024 to 15th January 2025.
Budget for the marketing plan 
The proposed budget of the marketing plan is £500,000 and the breakdown of the budget is as follows.
	Market research 
	£100,000

	Staff costs 
	£200,000

	Advertisement and promotion 
	£250,000

	Others 
	£50,000



Monitoring of performance 
The monitoring of performance of the implementation of the marketing plan shall bye done during the KPI (Key Performance Indicators) and these are as follows (Figure 4)
Figure 4. KPI of marketing  plan of Trailfinders.
	KPI
	Quarterly
	Annually

	Company booking by website 
	· Expected/Targeted: 10%
· Actual:--
	· Expected/Targeted: 20%
· Actual:--

	Customers footfall in the high street shops 
	· Expected/Targeted: 15%
· Actual:--
	· Expected/Targeted: 15%
· Actual:--

	Percentage of sales increase 
	· Expected/Targeted: 10%
· Actual: --
	· Expected/Targeted: 20%
· Actual: --

	Customers satisfaction rate 
	· Expected/Targeted: 90%
· Actual:--
	· Expected/Targeted:90%
· Actual:--

	Percentage change in bookings 
	· Expected/Targeted: 20%
· Actual:--
	· Expected/Targeted: 25%
· Actual: --

	Revenue generated by the company 
	· Expected/Targeted: 10%
· Actual:--
	· Expected/Targeted:  20%
· Actual:--



Source: (KPI  Format adopted from Lobel,2022).
[bookmark: _Toc155526715]Conclusion 
This report has successfully developed marketing plan for the selected organisation which is a tourism organisation in the UK. The marketing plan has used step-by step process marketing plan. Based on the above plan in can be understood that Trailfinders is facing number of challenges and opportunities. The challenges are cost of living and high interest rate that is making customers price conscious and care for value for money and that is maki the market very competitive. The Brexit issue is also coming heavy with new regulations for short haul travel and with the constant pressure the company is facing resource shortage and the sales and satisfaction rates is falling against the competitors .However, the marketing plan has been designed to overcome these challenges  with market research and taking into the market competitiveness as well as the gaps in the market where, there is high possibility of focusing on value for money and targeting young and fun loving customers with price conscious travel. 
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Factors Descriptions Impact on the
business
Political Brexit is having a negative impact on the business as new rules
would require visa to travel to many EU destination for many | Largely
people from UK (Steiner,2017). negative
Economic The economic condition in the UK is not good. High inflation and | Largely
cost of living and increase interest rate by the BOE is making it | negative

hard to borrow for travellers to travel (Steiner,2017).

Social factors

The number of millennial travellers is rising, and in 2022, they
account for 45% of Airbnb's clientele.

In 2022, millennials were 71% more likely to plan more or the
same number of trips (Condor Ferries,2023).

The current societal trends are in 2024, travellers will prioritise

cultural exploration more than ever (Skeyscabner,2023).

Very positive

Technological

Online booking, online search, online check in checkout
services and automation has been common for Travelling
industry. For instance, globally, 44% of travellers are using Al to

help plan and research travel (Skeyscabner,2023).

Very positive

Legal factors

New travelling regulations in EU countries, data protection, and

other labour laws and health and safety is being enforced in

Mix impact

(Positive  and

many destinations (The Gurdian,2024). Negative)
Environmental | environmental factors are also key to travellers’ plans. While
64% of travellers globally believe sustainable travel is important, | Positive

18% would be reluctant to pay for more sustainable options
(ONS,2023 & Skeyscabner,2023).
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Strengths

Weaknesses

Well known brand

Has over 1000 staff and offices in 43 locations

Has long lasting partnerships with hotels,

resorts, airlines and other tourist facilities in

many destinations

Good at marketing and promotion

Offer package and individual tours with

budget.

Offers first-hand, expert advice to customers.
(Trailfinder,2024)

There is high employee turnover in the
company.

High level of customer complaints and poor
dealing with customer issues

The Holiday sales are falling in European
countries (Steiner,2017).

Poor level of technology use as the website
is not fast enough.

Company is in dispute with employee with
payments (Which,2023)

Company resources are shrinking owing to
economic downfall (Which,2023)

Opportunities

Threats

Number of environmentally friendly travel is
increasing.

Technology can be used to fasten services
and for effective customer services (use of VR
for destinations)

More and more low cost destinations are
offering safe travelling opportunities.

(White& Bottorff,2022).

There are also increase of many different
tourisms such as sports tourism, astro tourism,
fun events and travels. (Allard,2023).

Increase of cost of living with high interest
rate is making travelling expensive for many
people.
There is increase in Airbnb travellers due to
cost saving which is a thereat for
Trailfinders.
Global political unrest including war in
Ukraine, Gaza and political unrest can
making it difficult for the travelling industry
with increase jet fuel prices.

(Allard,2023).
There are many new online companies that
is offering package torus in low coasts. High
competitions.
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Customer Average | Average Customer Accommodation Organisation of | Transport to | Value
rating price for | price for | service holidays and from | for
short haul | long haul destinations money
Jet2Holidays 84% £104 N/A 5 stars 4 stars 5 stars 5 stars 5 stars
Kuoni 84% £153 £214 5 stars 5 stars 5 stars 5 stars 4 stars
Ingham 81% £150 N/A 5 stars 5 stars 5 stars 5 stars 4 stars
Hays Travel 80% £98 £150 5 stars 4 stars 5 stars 5 stars 4 stars
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Demographic segment

Age: 18-65
Income: 18500 to 150,000

Profession: Teachers, Bankers, IT specialist,

medical professionals, self-employed, students
Gender: Male, Female and transgenders

Location: UK, Ireland and Norther Ireland

Geographic segment

UK, Ireland, France, Germany

Psychographic segments

People like to make frequent short travels.
People who are fashionable and use social media
and like to share photo on social medias.

People who are price sensitive and often budget
their travels
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