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Executive Summary

This overall research will identify Travelodge's marketing strategy and how the firm will respond to the competition. Enhancing company’s marketing strategy development through marketing methods and public relations performance will be presented to the company by the researcher, it will also examine the new proposed campaign that will be launched on TV, social media, and other forms of communication and marketing that will reach and win people's hearts. The goal of this report is to make Travelodge as to become the most popular hotel brand for value. Through the utilisation of the company new plan to modernize suites and new king size beds, this will be able to provide a unique experience for its guests and to upgrade the system into a marketing mix that will be able to compete in the market. The marketing task is to generate demand where there is none. Latent demand exists if a product or service to suit customer wants were accessible. 
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Introduction
[bookmark: _Int_Cf6PnnAx]This study will look at the many types of marketing management orientations, their advantages, and risks, as well as the specific orientation that Travelodge will apply in its marketing plan. The marketing environment is also evaluated, notably legal, technological, and other problems such as internal environmental factors and their influence on the organisation. Numerous marketing strategies, as well as marketing plan suggestions, will be provided to Travelodge marketing management. The panel will be given and explore the general notion of marketing strategy, as well as how the components of this mix connect to the organisation, with an emphasis on operations, commodities, and environmental issues. 
Travelodge was established in 1985 and is presently the Uk ’s leading hotel business. The first hotel opened by the company was at Barton-Under-Kneer wood, Staffordshire. With more than 40,000 rooms and 560 hotels spread across England, Spain, and Ireland, the brand has since gained strength and breadth, becoming the largest independent hotel brand in the UK. Prime locations are now accessible in well-known cities including London, Belfast, Madrid, Barcelona, Birmingham, and Manchester, among others. Over 11,000 people work in guest service, development, and management duties across the whole chain. The organisation takes pleasure in offering career assistance and training efforts for those interested in working in hospitality as well as other vocations. One of their main objectives is to offer affordable lodging at all Travelodge locations. (Travelodge, 2018). 


As can be seen, Travelodge takes pleasure in having ambitious expansion goals by their intentions to establish 150 new locations in the next eight years and invest more than £100 million in modernising its infrastructure and furnishings to current standards. (The Telegraph, 2018; Travelodge, 2018). The goal of Travelodge is to become the most popular hotel brand for value. By providing amazing bargains and services to both leisure and business customers. This is where the researcher will submit the new Marketing strategy to the operations of the companies as will be examined and analysed to satisfy the satisfaction and approval of the organization's top management. Marketing is employed in today's culture to build brand image and enable the sale of certain items or services. Making wise strategic marketing judgments concerning a product's positioning and market segmentation depends on brand image (Lee, James, and Kim, 2014).











Concept and Marketing Importance
The Travelodge marketing idea that will be presented is critical to attract reservations and optimising income. Marketing strategies that had been studied and analyse on how the clients become aware of the hotel as well as how they recognize the hotel's values and unique selling offer. The term "hotel marketing" refers to a broad range of marketing strategies and techniques that will be benefitted to advertise the business and make a good first impression on visitors. Making a hotel as inviting as you can is the key to drawing in as many guests as you can. In the digital age, hotel marketing takes place both offline and online, so hotel businesses need to maximise their visibility across a variety of channels including online traffic, social media, and email. (Revfine, 2022).
[bookmark: _Int_tr7IWcT8]The marketing responsibility is to generate demand and increase the popularity of the company to the public. Improved concerns through publicity and commercial will assist in educating customers and encouraging for them to test the goods. Long-term requirement exists if a product or service to suit customer wants were accessible. The objective is to reinvigorate demand in areas where demand is declining. This might happen when a product or service's appeal begins to wane. Marketers must investigate why the product no longer fits the demands, restructure the package, and reintroduce the product in pique consumers desire and increased the motivation (Bowie & Buttle, 2004).




The proposal to the company is to make a model that will allow to divide its current clientele into income groups. Since its start, Travelodge has been renowned as a discount hotel, striving to provide adequate service at a low cost. Customers on a restricted budget have gravitated toward this strategy. As a basis, the business's major target market is low-income customers. According to Srivastava, low-income clients (2012). Additionally, this clientele is budget conscious and react significantly to offers and discounts. Second, about age, with its present layout and amenities, the idea of this marketing strategy is for mature vacationers in early mid-20s to forties looking for a relaxing, traditional atmosphere that will meet their standards and satisfaction to visit the hotel. The project will also be more attractive to parents with children, Families require additional services and amenities to accommodate their children, including a baby station, extra beds, a children's playground, and so forth (ToughNickel, 2020).












Macro Analysis of Travelodge Hotel
[bookmark: _Int_F2RfjKEf]Despite the overall moderate industrial prosperity in parts of Europe and the United Kingdom, a low-cost hotel is ideal for many visitors, who climbed by 5%. and residents. Customers will choose budget hotels since with right to buy of money has decreased, Additionally, since demand for lodging is flexible, clients would favour cheap hotels. When we talk about economic elements, we are talking about growth rates, asset prices, exchange rates, inflation rates, and the government's monetary policies are all examples of monetary policies. Instead of sending letters, the Travelodge hotel will be upgraded to the new development of artificial intelligence (AI) that will be used to reach out and communicate to the customers. Security systems will be also added as to benefited from the advancement of technology. This will allow the deployment of fire and burglar alarms, as well as CCTV cameras, to assist safeguard employees as well as customers Protection has also let hotels use credit card transactions for rooms and vendors. There is now enhanced protection to decrease the likelihood of fraud when a guest rents a room online (Macro analysis of Travelodge, 2014).






Micro Analysis of Travelodge Hotel
The word "microenvironment" refers to the environment that is in direct range to a corporation and can have an instant influence on business operations. It is connected to a small area where the firm operates. The microenvironment of the company is dreamed up of all the influences that encircle it. These elements are critical to the organization in issue. They have a short-term influence on the business's future and day-to-day operations. Suppliers, competitors, marketing agents, customers, and the firm itself are all aspects to consider. (Surbhi, 2020).
Travelodge goal is to make travel cheap for everyone. The researcher will assess and analyse the company's goal to improve its public image by providing the ideal mix of location, price, and quality for their travel needs. The marketing strategy that will be presented aims to enhance Travelodge key stakeholders, including customers, colleagues, and investors such as shareholders, lenders, proprietors, and other creditors such as key operational suppliers, local governments, and communities, as well as for the future, as outlined in our new "Better Future" sustainability strategy (Travelodge, 2021).
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Target Market
United Kingdon “become a nation of value seekers” especially in this Covid-19 pandemic. The researcher will propose and launched a campaign to encourage customers to save money and experience the brand's new warm beds. Following a £100 million overhaul and the firm will launch a £25 million campaign to highlight its revitalised value proposition (Tesseras, 2015).
It is vital for a business to select the best network for promoting its identity, products, and services. In the case of Travelodge, the intention on proposal is to use digital platforms such as social media to raise awareness about its products and services. This marketing tactic will be presented to the company which we believe that this promotion plans certainly contribute to the establishment of solid customer ties It will help a company's primary relations, which is important. critical for increasing sales and profitability. In addition, Travelodge plans to start a marketing activity to convince its products and services. (Desklib, 2014).
Travelers, particularly those employed in various institutions, are the target market. People are becoming more mobile these days. Organizations send their employees to other regions of the world to learn new skills and tactics for coping with market issues. These folks will need to stay somewhere. As a result, hotels step in to fill the need by providing acceptable and high-quality services. This element has enhanced the brand's reputation, boosting the number of guests that use the facilities. Another target group is leisure-time families. With the increased need for jobs, more families are seeking for locations to spend their time together. 




The Travelodge will offer the essential setting for these guests by maintaining high product standards and a family-friendly environment (Freestudyhelp, 2022). Through the propose marketing mix the company will update the customer service kind of accommodation, service strives to suit the needs of the general population and budget travellers - it is distinguished by providing basic services at a reasonable cost. In other ways, a low-cost hotel puts simplicity and comfort ahead of complexity. (Bezerra & Melo, 2003).
















Methods of Marketing
The method that will be utilised to the corporation is to find first its target clients is segmentation, targeting, and positioning (STP). STP consists of three fundamental stages: segmentation, which classifies existing clients and the market based on shared characteristics, targeting, which identifies the group that the corporation's target users belong to, and positioning, which describes how the company's goods evaluate to those of competitors and its potential benefits. (Dibb & Simkin, 1991). This marketing strategy will be implemented to fulfil the purpose and maintain an important level of service for its customers. 
The researcher will redesign and upgrade the marketing to tell the public about hotel's most recent renovations and advancements, attracting more consumers and encouraging and motivating individuals to visit the site and experience the company's most recent modifications. The projected budget of £26 million will also be used to promote the company's image and to refresh and update the newest technologies on advertising and social media platforms through the current marketing strategy to be presented to the public. This will also allow to display their new room styles and demonstrate that the company are improving their brand. To encourage additional business audience to the company and show off the new offerings in order to make a profit from the current affinity for discount brands. 



Furthermore, the campaign will be utilised and analyse to eliminate the motorway picture and replace it with the phrase "excellent central places." The campaign will be named Travelodgicals and will be presented to the Travelodge management and will make positive feedback from the public and helping to carry out the plan to become the best-value hotel in Britain. The objective of the new comprehensive advertising strategy is to convey that the corporation has improved the quality and service standards in UK hotels. The 'Travelodgical' choice for customers is New Travelodge, which reflects what today's sophisticated hotel guests want: a high-quality accommodation at a reasonable price." (Faull, 2016).
The company's £100 million will be invested to update the chain's lodging and dining establishments with the idea that the hotels will also be offered to the public via the unique marketing approach that will be presented. It will send a word about lodgings that start at a modest and inexpensive price.










[bookmark: _Int_mP4guFVL]This research will present and assess what customers do not need or desire in terms of the extra frills that they unexpectedly spend with in a standard hotel. The fresh conversation approach underscores the concept that Travelodge offers a simple, inconvenience encounter, providing everything the consumer requires and nothing they do not. The marketing strategist will use the term "Travelodgic" to describe a campaign that will be focusing on considerable marketing studies, a new consumption model described as "the New Pragmatists" has been established. This group of wealthy customers is rising and is noted for their becoming more cautious when buying specific services, other than a potential power for less expensive budget flights over more expensive typical or business flights. This study will discover that consumers staying in hotels are being increasingly recognised of the concealed fees within the cost of their hotel stay and as a result, many are choosing for a more simplified, budget-friendly choice. Travelodge will convince that this campaign will push it reach the next phase, cementing their status as the top lodging brand in the UK and its role in establishing the way for the growth of the lodging industry. (Travelodge, 2013).









Travelodge New Mobile Apps 
As part of the company's current technology development and campaign launch, Travelodge will also offer new mobile applications. The biggest independent hotel chain in the UK has more than 500 hotels, will be partnered with Monscierge, a hotel software provider situated in Oklahoma City, to create numerous technological platforms to assist guests throughout their journey, from planning to checking out and reviewing their hotel experience on social media. The first launch is a mobile booking app for Android and iOS that will allows customers to effortlessly find and reserve Travelodge accommodations while on the road (Travelodge Technology Strategy. 2015). Mobile apps will be expected to double the average booking conversion rate of the Travelodge website innovative approaches and will helped to boost web sales (Revenue. Hub, 2014). To complement the modernization drive, Travelodge must emphasise more on internal environmental aspects, including technology capabilities, particularly the iOS mobile app. (Kotler, P., Armstrong, G., and M. O. Opresnik, 2018; The Telegraph, 2018; Apple, 2018)
[image: ]Travelodge Hotels – Apps on Google Play, 2016



Marketing Strategies Effectiveness
The Travelodge marketing approach has been analysed and carefully investigated by researchers as the organization's reputation grows. That's Travelodgical' will be launched and a £100 million modernization effort, according to the plan of the company's agreement to the presenter, which will be expected to increased brand image in the UK as expected.
To ensure that the company are optimising both the customer experience and revenue potential available at each stage of the customer journey, Travelodge will be required a clear image of their customer paired with a better grasp of the customer journey. The company will be intended to concentrate on boosting client lifetime value while also improving customer happiness and retention. In, addition to continue boosting customer awareness more information the marketing strategist will present and to collaborate with RedEye on in-depth path mapping, resulting in actionable data to boost revenue throughout all customer engagements. This expertise will integrate with RedEye's data-driven digital marketing, which will hit the heart of Travelodge's customer experience efforts. A gap in client communications during reservations and arrival at the hotel will be noted as one part of the company marketing plan for improvement. To address this, RedEye and Travelodge created a totally personalised pre-stay campaign that incorporates information from the customer's booking as well as information about the hotel and area (Redeye, 2018).





With the extensive assistance of Redeye and as part of the company's marketing strategy, Travelodge will make significant strategic progress toward the company's goal of being the most popular hotel for value by offering its guests a combination of location, affordability, and quality that meets their travel criteria. Travelodge's remarkable expansion continues to benefit not just customers but also employees who benefit greatly from working for the firm. It also adds to the economic growth of the United Kingdom (Travelodge, 2019). 



Conclusion
The study will provide a successful marketing strategy campaign for the firm. It will be straightforward and easy to understand, informing the public about the company's development and providing a specific transformation using modern technology to attract client attention. By executing a marketing strategy, the company's marketing mix responds to the competition's desire to improve the company's offering through marketing promotion. The main objective of marketing strategy was to establish long-lasting competitive advantages (Barney, 1991; Porter, 1996). The company opted to participate in order to evaluate the industry and raise awareness of Travelodge's developments. Marketing is now utilised to improve a brand's reputation and assist the sale of items and services. Methods and strategies boost the organisation to new heights of achievement. Travelodge will continue to grow and thrive in the future by closely monitoring the business, developing original innovations, staying ahead of the competition, and analysing the company's marketing strategy plan. 












Recommendation
Marketing techniques have a significant impact, and in order to be aware, marketing consistency must support in investors, employees, the community, and customers (Lerner & Fryxell, 1994). Annual training and the introduction of a new level of customer service among workers must be formed and incorporated to the Travelodge's programme to minimise complaints and misconceptions among tourists. In order to monitor the business's development and continue to observe the competition and not be left behind by the other competitor through marketing strategy plan, the firm must be correctly understood and developed through competent and flexible management. The firm must be informed of and constantly update on market developments; in this way, the competitiveness nature should always be used to the company's development and success. The improvements of current technology must be appropriately utilised in order to prevent any complaints and negative remarks from visitors via online comments; in this manner, the company's development will continue to progress and become a successful budget hotel in the UK. Additional things and services, such as a spa, will help the company's reputation as a vacation for people who want to spend time away from home. Marketing communication, according to Madhavaram et al., is among the most crucial elements of a brand building plan. Madhavaram and colleagues (2005)
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