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[bookmark: _Toc121426783]Introduction
The marketing plan is intended to propose a marketing plan for Travelodge at Edinburgh UK to attract for new customers in a post Covid period so that they can imply for best of amenities and hospitality services being entitled so that it can help in getting visitor’s attention (Page, and Connell, 2020). In fact, in post Covid era, the marketing plan is to create value for customers of hotel so that they can offer best price services than their competitors to see maximum visitor’s inclusion. 
[bookmark: _Toc121426784]Analysis through SOSTAC Model
[bookmark: _Toc121426785]Situation Analysis
SWOT
The situational analysis first starts with SWOT analysis of Travelodge Hotel in Edinburgh in terms of assessing their micro-environmental analysis. 
	Strengths
· Affordable price offerings inclusive of family room rates
· Runs program for premium customers with Business account Card (Filimonau, and Magklaropoulou, 2020)
· Committed towards sustainability program
	Weakness
· Luxury amenities of product unavailable
· Absence of wide range of hospitality facilities

	Opportunities 
· Eco-tourism has gained prominence in hotel industry (Hay, 2021)
· Opportunity for global expansion 
	Threats
· Growing competition in hotel star ratings (George, 2021)
· Limited international presence



Customer Segmentation and targeting 
Demographic 
· Age (25-55 years), 
· Gender – both male & female (Children and families)
· Occupation – Business Travellers, Tourists, Professionals
· Income – Low-income group € 10,000-25000 per month
Psychographic
· Leisure travel for tourists
· Like to get premium hotel amenities at premium cost (George, 2021)
Behavioural Segment
· Convenient booking conditions and preferences
· Individuals booking hotels based on lifestyle choices
Target market
The target market for Travelodge is mainly low-income group people aging between 20-50 years and casual travellers who like to stay in hotels with moderate hospitality services offered at convenience and premium rate (Page, 2019). 
Competitive forces through Porter and perceptual positioning map
Bargaining power of suppliers (Moderate)- After Covid 19 pandemic, supplier’s contacts for most hoteliers has lost and Travelodge is not a exception to that that has caused for loss of hospitality services being provided to customers. 
Bargaining power of customers (High) – With propensity of low-cost hotels after pandemic, customers try to switch hotel brands for travelling. Use of booking sites make customers more ease to check price distinction for hotels of different brands and select brand of their choice (George, 2021). 
Threat of substitutes (High) – With continuum of technology and options for stayacation, home stay, and demand for premium hotel brands are decreasing in UK creating a substitute threat for hotel like Travelodge. 
Threat of new entrants (Low) – A new hotel business to set up in post-Covid period is not easy and thereby keeps new entrants business possibilities low. 
Competitive rivalry (High) – Travelodge face lash of heavy competition from low-cost hotel brands like Millennium & Copthorne Hotels Ltd, Jurrys Inn, Premier Inn etc (Freeman, 2020). 
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Awareness of organization’s B2B relationships
Travelodge in terms of maintaining 2B relationship is maintaining on partnerships with various tech brands and small tech based companies to make their digital service system strong and make customer service alluring. For example Kute Microsoft is an integral partner of Travelodge looking after their smart operating systems for customer booking through their websites (Doggrell, 2020). 
Macro climate PESTLE
	Political 
	· Post Covid situation has resulted for 65% employee layoffs in hotel industry in UK
· New immigration policies for employees at hotel compensating labour shortages (Alwi et al., 2020)

	Economical 
	· Rising inflation rate of UK (10.1%) in past quarter influencing consumer spending status (DeWees, 2020)
· Customer’s are seeking for low cost hotels provided by hotels like Travelodge
·  Rate of employment in post Covid has increased by 5.2% in hotel sector

	Social 
	· Changing behaviour of customers in hotel industry
· Rate of satisfaction is shared through room amenities and quality of hospitality of services (Jones, and Comfort, 2022)

	Technological
	· Use of smart phone booking for hotel services
· Social media usage for sharing of customer feedbacks

	Environmental 
	· Sustainability provision through CO2 emission reduction at local areas of operation

	Legal 
	· Implication of Digital Economy Act 2010 against illegal sharing of files and infringements of copyrights against customer data in hotel database (Haynes, and Egan, 2020). 



[bookmark: _Toc121426786]Objectives 
The objectives are as follows:-
· To create brand awareness of being a low-cost provider in an economically volatile situation of UK. 
· To measure hotel’s convenient locations being enacted through different promotional sites
· To achieve 15% organic search references by customers in booking their services
· To procure realistic dimensions of social media promotions for getting customer’s feedbacks
· To reach a sales target of 15% more than previous year in a post pandemic period
[bookmark: _Toc121426787]Strategy 
It can be seen that Travelodge is procuring to “premium economy” concept where their main aim is to create value for the customers in a new way in a pandemic struck economy where traveller’s note of travelling will be achieved at affordable price (López-Andreu et al.,  2019). Moreover, for meeting low-income group customers, Travelodge is supporting community based employee recruitment process so that they can reflect overall British culture of hospitality being presented to customers and rank to a higher profit margin. 
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The marketing mix of Travelodge Hotel at Birmingham can be assessed through 4Ps of marketing. 
	Product
	· Offering accommodation with 32 rooms at location
· 12 wide range furnished family rooms (double bed), lounge facility, pick-up drop service
· Use of smart key system for standardized and premium suits (Chithradevi, and Nadda, 2022)

	Place
	· Travelodge at Birmingham destination is equipped with volunteering services by local people
· Even their own transportation network favours traveller’s travelling choices

	Price
	· Offering price ranging between 3000-5000 GBP
· Offers sales promotion for travellers at 10-15% discounts
·  Price hike by 2-3% during festive seasons (Yeung, 2022)

	Promotion
	· Use of online websites and organic paid search
· Social media blogs and posting of videos and pictures of their rooms (DeWees, 2020)
· Sharing customer reviews and comments in social media and online links of hotel
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The action plan for marketing activities of Travelodge hotel is illustrated below:-
	Marketing activities
	                   Weeks timeline

	
	1
	2
	3
	4
	5
	6

	Preparation for plan
	
	
	
	
	
	

	Conducting market research
	
	
	
	
	
	

	Finding marketing channels
	
	
	
	
	
	

	Scheduling of marketing channels
	
	
	
	
	
	

	Positing videos and comments
	
	
	
	
	
	

	Gathering feedback
	
	
	
	
	
	



It can be seen that scheduling of marketing channels for Travelodge has been done in 4th week in order to get an eminent insight about which marketing channels can incur for more customer’s visits and attention for drawing them to their extended services in post pandemic period. 
[bookmark: _Toc121426790]Control 
It can be seen that USP for Travelodge Hotel has been their low cost quality accommodation services for leisure travellers as well as business travellers. In fact, making Travelodge as best choice for travelling while controlling over their costs of operation and yielding maximum revenue through utilizing their promotional channels (Hay, 2021). Moreover, their use of paid search ads, social media content has been controlling their way of doing business at a low-cost provider. It is necessary to measure the online media interference by assessing customer reviews that can yield positive attitude being showed by customers towards brad. 
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It can be seen that the marketing plan for Travelodge can face challenges regarding budget as the ongoing inflation rate has been marking down the operational budget of every hoteliers in UK hospitality context (Alwi et al., 2020). Moreover, negative reviews and comments by customers can also be a big marketing challenge for Travelodge in contemporary time. It is recommended for Travelodge that they fulfil guest expectations fulfilled with knowing their changing demands in contemporary time. 
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