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[bookmark: _Toc128255592]Introduction
A marketing plan is a plan or technique which can be used for increasing the market values of the organization. There has been taken a marketing plan for Travelodge Hotel. The marketing plan is to increase potential customers on Travelodge Hotel. Travelodge is one of the famous organizations in the UK which provide services in the tourism and hospitality management sector (Chaffey et al. 2017). SOSTAC is a framework which is the combination of Situation analysis, Objectives, Strategy, Tactics, Action, and Control. On the other hand, 4P’s includes the criteria of marketing mix which is the combination of Price, Product, Place, and Promotion. For taking a marketing plan, there needs to consider a situation analysis, objectives, strategy, tactics, action, control, etc. In this assignment, there has been considered all those activities. 
[bookmark: _Toc128255593][bookmark: _Toc128248542]Situation Analysis
There has been discussed situation analysis with 5C’s analysis model such as
[bookmark: _Toc128255594][bookmark: _Toc128248543]Company: SWOT analysis provides strengths, weaknesses, opportunities, and threats that are given below (GURL, 2017). 
	Strengths 
· Experienced employees
· Marketing channels
· Strong marketing
	Weaknesses
· Technology improvement
· World-wide marketing
· Researching marketing target

	Opportunities
· Marketing Expansion
· Search Engine Optimization
· Online customers increasing
	Threats
· Competitors
· Bargaining power of the customers
· Suppliers power



[bookmark: _Toc128248544][bookmark: _Toc128255595]Customers: Customer segmentation and targeting help in marketing. There has been taken segmentation and targeting of the customers for increasing marketing (Christy et al. 2021). The customer segmentation and targeting depend on-
Segmentation: Geographical segmentation, demographical segmentation, behavioral segmentation, and interest for marking tours. 
Targeting customers: Customer’s age needs to be considered 20-60 for increasing marketing. The gender of the customers may be both male and female for increasing the marketing value of Travelodge. All professionals can be considered. But targeting customers’ professions need to be travelers and visitors who love to visit or make tours. 
[bookmark: _Toc128248545][bookmark: _Toc128255596]Competitor analysis: There has been discussed competitor analysis with Porter’s Five Forces model according to Perceptual positioning maps. 

Figure 1: Porter's Five Forces model for competitor analysis of Travelodge
[bookmark: _Toc128255597][bookmark: _Toc128248546]Collaborators: There needs to be an analysis of collaborators for increasing the marketing of Travelodge Hotel. The collaborators can be considered as B2B relationships, partnerships, Franchises, etc. which help in the marketing. 
[bookmark: _Toc128248547][bookmark: _Toc128255598]Climate: The climate analysis needs to be considered with the PESTLE analysis model for Travelodge Hotel marketing (Perera, 2017). There has been given a table for discussion of PESTLE analysis. 
	Factors
	Related issues

	Political factors
	Rules & regulations, taxation policies, political stability, international business laws, etc.

	Economic factors
	Exchange rates, inflation rate, GDP growth, etc.

	Social factors
	Customer preferences, lifestyle, customer expectation, demographics, etc.

	Technological factors
	Online booking & payment, social media marketing, website, etc.

	Legal Factors
	Environment laws, safety regulations, data protection business laws, etc.

	Environmental factors
	Climate change, energy consumption, waste reduction, etc.


[bookmark: _Toc128255599][bookmark: _Toc128248548]Objectives
The organization aims to increase customers of Travelodge Hotel increasing new customers, positive attitudes, branding, marketing trends, profits, etc. by providing tourism and hospitality which will be helpful in sustainability, achieving goals & targets, and providing the best services (Hanssens et al. 2016). 
[bookmark: _Toc128255600][bookmark: _Toc128248549]Strategy
Strategy is the set of actions that can help take a plan or making-decision for organizational development. The strategy can be helpful for the marketing position of the organization. On the other hand, the marketing plan is to market position in the marketplace of Travelodge (Grant et al. 2021). There has been taken some decision for Travelodge Hotel which is known as the marketing strategy of the organization. Expending marketing is one of the marketing strategy. It needs to increase marketing through social media, email, advertising, campaign, etc. Providing customer service is another marketing strategy. For increasing the marketing of the organization is to be successful and the services need to be continued for the sustainability of the organization. Branding includes on marketing strategy. There needs to increase branding of the organization which depends on the marketing strategy of the organization. Mission, vision, and value are the marketing strategy of the organization. The company’s mission, vision, and value depend on the marketing strategy which can be taken for increasing and developing the organization. Sustainability is another marketing strategy. Travelodge sustainability depends on the organizational development and marketing plan. 
[bookmark: _Toc128248550][bookmark: _Toc128255601]Tactics
The marketing mix is the tools or techniques that can be used for developing organizations in the business sector (Thabit et al. 2018). The Travelodge follows a marketing mix for improving traveling and hospitality management systems such as- 
· Price: Various types of offers, discounts, flexible prices, couple offers, token systems, etc. The price needs to be controlled and marking offers to target the customers. And Travelodge Hotel maintains its services and product prices. 
· Place: It is operated by the United Kingdom, It has many branches in the UK, Ireland, and Spain. Travelodge increases facilities to reach travelers in the expected location. 
· Product: High-quality bedroom, premium-quality bathroom, Wi-Fi, various food, etc. The product and services of the organization are high-quality and expected of the customer according to their budget. 
· Promotion: Social media, online, website, offline, etc. The marketing plan is to increase the marketing value of the organization for the promotion of the organization. 
[bookmark: _Toc128248551][bookmark: _Toc128255602]Action
Gantt chart is one kind of project management tool/chart that is commonly used to visually represent the project schedule (Sharon et al. 2017). In this marketing plan, there has taken 5 weeks for increasing the potential customers of Travelodge Hotel. 
[image: ]
Figure 2: Gantt chart for marketing plan of Travelodge
Social media marketing, in the 1st week, there has been social media marketing. Social media marketing depends on Facebook marketing, Instagram marketing, Twitter marketing, etc. Email, in the 2nd week, there has been taken another popular marketing system is email marketing. Email marketing is the easiest way to market to targeted customers. Influencer Marketing, in the 3rd week, there has been taken influencer marketing. Influencer marketing is the best way to get customer attention individually (Jin et al. 2019). SEO, in fourth week, SEO means Search Engine Optimization which is used for improving the website ranking on Google, Bing, and the other search engine. In the 4th week, there has been taken SEO for getting more visitors and customers to the official website. Advertising, in the 5th week, there has been taken advertising for better marketing. Advertising can be online or offline it is very helpful for marketing.
[bookmark: _Toc128255603][bookmark: _Toc128248552]Control
The organizational marketing plan’s success depends on the new customers, positive attitudes, brandings, increasing profits, customer satisfaction, etc. and the plan can be measured successfully with these characteristics according to the development of the organization (Ferrell et al. 2021). The Travelodge Hotel has taken a marketing plan for increasing the value of the organization according to increasing customers and their satisfaction. Increasing new customers can be helpful for the measurement of the organizational marketing plan. The positive attitudes of the customers can be helpful for measuring the success of the organization. The positive attitudes are known reviews of the customers which help to increase new customers of Travelodge. Increasing profit is another way to measure a successful organization. If Travelodge Hotel can show increasing profit it can be measured as a successful marketing plan. 
[bookmark: _Toc128255604][bookmark: _Toc128248553]Conclusion
A marketing plan can be helpful for increasing the market value and branding of the organization. There has been taken a marketing plan for increasing potential customers of the organization. For marketing a marketing plan, there has been considered situation analysis with 5C’s as SWOT analysis, Customers segmentation and targeting, competitors with Perceptual positioning map, collaboration, climate with PESTLE analysis, objectives, strategy, tactics with marketing mix as product, place, price, and promotion, action with Gantt chart, control, etc. In this way, a marketing plan can be taken in the future and becoming successful. 
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[bookmark: _Toc128255606]Appendices
Use this space to support your work, you may include tables, diagrams and secondary data to support your discussion which can be referred to in your marketing plan. 
(Text here does not contribute to word count)
(Similarity here does not affect your score)

E.g.  
"The threat of substitutes is high in the budget hotel market as illustrated by Porters 5 forces analysis table (Please see Appendix 1) which has meant that the organisation will need to focus on emphasising the value proposition and differentiation strategies"  

Appendices
[image: See the source image]
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Porter's Five Forces for Competitor analysis


Bargaining poer of the buyer
* Numbers of customers
*Price sensitivity
*Switching costs



Threat of New Entrants
*Brand loyalty
*Enough capital
*High economic scale 


Bargaining power of the suppliers
*A lot of suppliers
*Switching costs
*Buyer property 


Threats of substitutes
*A lot of new substitutes
*Substitures of the organization


Industry rivalry
*A lot of Rival competitors
*Industry growth
*Brand loyalty
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Introduction

A business plan helps to achieve the aims and objectives of the business. There has been
taken a business plan for improving the business sector of Travelodge Hotel (Massa et al
2017). Travelodge is one of the famous hotels in the UK that provides tourism and
hospitality services to customers who make travel in the UK, Ireland, and Spain. In this
presentation, there has been told about the following:-

Marketing mix
Macro-environment by SWOT analysis
Microenvironment PESTLE analysis

Customer values for discussion of Travelodge Hotels business plan.
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Marketing mix of Travelodge

- Marketing mis is the tools or techniques that can be used for developing organization in business sector. The Travelodge
follows marketing mix for improving in travelling and hospitality management system such as (Thabit et al 2018)-
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Micro Environment (PESTLE) of Travelodge Hotel

The organizational development depends on the micro environmental issues. There has been taken PESTLE.
analysis for Travelodge Hotel which is contributing continuously such as:-

“*Political factors: Rules & regulations, taxation policies, political stability,
international business laws, efc. g

+%* Economic factors: Exchange rates. inflation rate. GDP growth, etc.
A PESTLE
**Social factors: Customer preferences, lifestyle, customer’s expectation, Analysis

demographics, etc.

#* Technological factors: Online booking & payment, social media marketing,
websie, etc.

%% Legal Factors: Environment laws, safety regulations, data protection business

laws, etc.

%* Environmental factors: Climate change. energy consumption, waste reducing, (Perera et al. 2017)

etc.
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Creating customer’s value of Travelodge Hotel

Travelodge Hotel focuses on marketing strategy to create customer values such as (Payne et al. 2017)-

Flexible pricing
Quality of services
Loyal to customer
Personalization
Convenience

Sustainability

(Payne éeall 2017)
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A business plan helps the organization to reduce weaknesses and take action for

improving strengths. For improvement in the business sector, there needs to take
proper analysis and make decisions according to the analysis data and information
like Travelodge Hotel. For the analysis, there needs to follow the SWOT analysis
model, PESTLE analysis model, Marketing mix, Customer value, etc. in the future to

improve in the business sector like Travelodge Hotel
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