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[bookmark: _Toc120713050]Introduction
The marketing plan is important to lay out a business strategy for attaining attracting new clients and selling services and products. The key purpose of the marketing plan is to recognise the target audience of the company and develop a reasonable budget. This report aimed at creating an accurate marketing plan and evaluating the external and internal environment with the help of PESTEL and SWOT to gain new customers. To evaluate the competitors of the company, Porter's Five Forces will be used in this report. Further, the report will use a marketing mix to integrate marketing strategy. 
[bookmark: _Toc120713051]Situation Analysis: 5 'C's 
[bookmark: _Toc120713052]Company: SWOT analysis 
	Strength
· Travel Lodge has a positive brand image in the marketplace. 
· They are well-known for providing the best quality services to customers 
· Run program for premium clients like Travelodge Business Account Card 

	Weaknesses
· It has a limited market share. 
· It does not integrate advanced technology. 
· Don’t have much space for larger families. 
· Limited marketing activities 

	Threats
· Limited international presence 
· High competition 
· Government instability 
	Opportunities
· Possibility to expand the business 
· Adopt digital marketing strategies 
· They can adopt IT technology to provide high-quality services to clients. 







[bookmark: _Toc120713053]Customers: Segmentation and Targeting/ Customer profiles'
	Segmentation
	· The company target the leisure-class clients
· Business people who need accommodation services 
· People who love travelling and need comfort 

	Targeting
	· The key target people of this hotel are corporate people and business class.

	Positioning
	· Offer services in the UK and position itself through the "Super Room" name. 
· They are positioned as leisure classes in the UK. 



[bookmark: _Toc120713054]Competitors: Porter's five forces
	Buyer Power
	· Bargaining power is higher in the Hotel industry. Travelodge needed to undertake various strategies to maintain its clients. 
· The higher competition level in terms of low budget in the UK also improves buyer power (Aroul et al. 2022). 

	Supplier power 
	· Supplier power is lower due to the availability of a large number of suppliers providing low-cost dining and accommodation services in the UK.
· Hence, this will lower the bargaining power of suppliers like Travelodge in providing for its clients (George, 2021). 

	Threat of Substitute
	· It is lower because accommodations are important to tourists. 
· Hotels are available at affordable costs. 

	The threat of New Entrant
	· Threats to new entrants are lower because they have insufficient investment. 
· Thus the company must target lower to medium customer groups. 

	Competitive Rivalry
	· Competitive rivalry is high in the hospitality industry. 
· The company like Travelodge must consider extra strategies to attract new customers (Singal, 2015). 



[bookmark: _Toc120713055]Collaborators
To offer great services to the customers, Travelodge collaborates with collaborators. Travelodge believes that the great value of the services is more than great rooms. This is the reason the hotel provides great services with its partners such as itsu, holiday extras, tenpin and others. 
[bookmark: _Toc120713056]Positioning Map  
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[bookmark: _Toc120713057]Climate: PESTLE (Macro analysis) 
	Political Factor
	· Rules and regulations, taxation policies, and preservation of historical and cultural monuments impact the hospitality sector in the UK. 
· Financial support from the government encourages the industry 
· Government make sure that the company operates in the legal context (George, 2021) 


	Economic Factor
	· The interest rate is raised from 1.75% to 2.25%
· In 2022, the inflation rate for the hospitality sector in the UK is 9.6% (Statista, 2022)
[image: ]
· The revenue of the Hotel industry in the UK will be raised to US$17.12bn in 2022 (Statista, a. 2022).

	Social Factor
	· People have diverse perceptions related to the hotel industry after covid-19.
· The use of social media platforms also exchange their experience and make peer pressure to travel. 

	Technology Factor
	· The hospitality industry is becoming advanced in technology 
· Online apps enable people to book rooms and order food (Bowie et al. 2016). 

	Legal Factor
	· The hotel industry follows laws to assure guests and their belongings
· Various countries regulate hotels to stop data breaching and leaking. 

	Environmental Factor
	· Take measures to low energy, food, and water wastage
· Focus on the sustainable environment (Wang et al. 2019) 



[bookmark: _Toc120713058]Objectives: SMART target
Specific 
The specific goal of Travelodge is to make a profit and develop a better sustainable future for the planet, customers, and employees within 3 months in 2023. 
Measurable 
Executives of the company will measure the feedback of customers and employees to achieve their goals. 
Attainable 
This will be attainable because, nowadays, the target people of Travelodge are more conscious of a sustainable environment. Therefore the company will achieve this goal as soon as possible.  
Realistic 
The goals can align with overall goals to enhance a sustainable environment and improve profits within 3 months in 2023. 
Time-bound 
This goal will take 3 months to achieve. 
[bookmark: _Toc120713059]Strategy
The services of Travelodge are positioned to be valuable in the market. Their value proposition is to assist the strong profit development, such as beverage and food sales. Their investments in the online website endure providing an enhancement to the customer journey. However, targeted client offers have assisted in enhancing outperformance, website conversion, and improving occupancy. It has been noted that clients are looking for affordable hotel services, and the value proposition of Travelodge allows customers to attain a different position in the market. 
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Figure 1: Bowman's Strategy Clock
(Source: Radut, 2015)
Further, Bowman’s strategy is a very helpful model to assist in understanding how firms compete in the market. Therefore, Travelodge emphasises providing premium quality services at low cost. The company never compromises on its quality and always focus on low price so that people of low to medium class can avail of the service. 
[bookmark: _Toc120713060]Tactics: Marketing mix 
[bookmark: _Toc120713061]Product
The main product of Travelodge is the restaurant and accommodation services. These services attract the attention of their clients. The accommodation provides effective features for a corporate level individual that are accommodated with features like internet services, Wi-Fi, and conference rooms. These services are provided to customers for 24 hours. Further, their focus is on providing rooms for internet service, TV, and network connectivity to reduce disturbance. 
[bookmark: _Toc120713062]Place 
The place strategy for Travelodge is important, and it demonstrates that they are capable of providing its services all over 200 countries that are owned by the firm. The firm has positioned itself in the main cities near the seaside and airport. They are consistent in providing added value to their guests. The most important price strategy that is used by Travelodge is to consider the development of more properties in the UK. Further, it could enter into tie-ups with worldwide tourism and travel consultancy service workers (Haynes and Egan, 2020). 

[bookmark: _Toc120713063]Price 
To effectively target the people place strategy is important. Travelodge is needed to maintain an average pricing strategy so that lower to middle-end customers can be targeted and they could be motivated to travel to Travelodge and attain its services. Hence, Travelodge pride itself on delivering low price and fresh and clean rooms to its guests. This policy allows customers to take advantage of low-cost services. Further information about the price is available on the website and the official website of Travelodge. Hence the focus of Travelodge must be on delivering value to the clients for the money they spend (El Haddad et al. 2015). 
[bookmark: _Toc120713064]Promotion 
The purpose of promotion is to attract customers. The emphasis of Travelodge is to attract and target domestic and international clients. They come up with innovative promotion ideas to motivate target customers, such as they offer a 10% discount instead of booking directly over the desk or coupons intended at motivating clients to attain its services are important. However, they promote their services through vouchers, TV advertisements, social media, and magazines. In addition to this, the brand focuses on social media to improve sales. This interaction will assist in converting to long-term involvement, and establishing customer loyalty. 
[bookmark: _Toc120713065]Action
Travelodge Hotel emphasises establishing relevant content to engage the target customers. Below is the Gantt chart that reflects the activities required for the marketing plan in Travelodge. 
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[bookmark: _Toc120713066]Control
The unique Selling point is the secret ingredient behind the effective and successful brand marketing policy (Mohd et al. 2019)). The unique selling point of Travelodge is to provide a reasonable travel experience to everyone. They are intended to deliver low-cost choices for business and leisure travel. The feature of Travelodge includes a contemporary room with an en-suite bathroom, a huge desk area, phone charging, and reading lights. The company mainly use a promotional strategy to enhance sales and revenue to enhance the positive image of the brand. The company reported a profit of £93.8 million at the end of September 2022 as compared to 2019 (Caswell, 2022). 
[bookmark: _Toc120713067]Conclusion
It is concluded from the above report that Travelodge is well-known for providing premium services at low cost. However, a marketing plan with innovation will allow the company to flourish in the competitive industry. Thus, a team will be formed to assess the activities in a given time frame. 
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