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[bookmark: _Toc120909534]Component A
[bookmark: _Toc120909535]1. Introduction
The report below revolves around the company Travelodge and its various elements. The report highlights the internal as well as the external factors which play a major role in influencing the company, the competitor's analysis, its objectives and its marketing plan.
[bookmark: _Toc120909536]2. SOSTAC Framework
The various schemes, strategies and methods which help a business or a company in developing its marketing activities and planning its marketing process properly are known as the SOSTAC framework (Chaffey and Bosomworth, 2020).
[bookmark: _Toc120909537]2.1 Macro Analysis 
Political Factors
The political scenario that exists in the country as well as globally also affects the business. Political events such as Brexit, which led to strict immigration laws and various new policies result in a decline in tourists which leads to a loss of sales for the company Travelodge (Barron & Maxwell, 2021). This has also led to hindrances in the expansion process of the company in various European countries. 
Social Factors
The growing trends in society such as the use of various online sites to purchase tickets and make bookings online also take a toll on companies such as Travelodge. This forces various companies to lay focus on developing their online presence and spending more resources on maintaining and creating interactive websites, digital platforms and many more (SiteMinder, 2021).
Economic Factors 
Various factors such as the GDP, inflation rate, and employment rate have a huge impact on businesses. The inflation rate in the UK is 9.2% which indicates that the prices for various goods and services are high (Partington and Mason, 2022). This leads to a decline in sales due to the inability of the masses to avail the services and products provided by the hotel.
Technological factors
The advancement in technologies such as the use of various automated systems and AI technologies in the hotel industry makes it susceptible to numerous problems such as data theft, malicious use of such technologies, hacks and many more which have a huge effect on the growth as well as the success of the company (Zhou, 2019). It also forces companies to incorporate such technologies within their working structure to gain a competitive edge in the market which requires a huge amount of financial as well as other resources.
Environmental Factors
The rising concerns in regard to preserving the environment and eliminating various processes and activities which lead to environmental degradation have acted as a driving force which has led companies such as Travelodge to focus more on fulfilling its corporate social responsibilities and introducing eco-friendly and sustainable products and services throughout its chain (Brotherton, 2022).
Legal Factors
Various political events such as Brexit and many more led to the creation of numerous policies and laws such as immigration laws, laws concerning the conduction of business activities and many more forcing companies to hire legal services to align their activities with the new laws to avoid lawsuits which hamper the image as well as the activities of the company as a whole (Hales, 2022).
[bookmark: _Toc120909538]2.2 Micro Analysis
SWOT Analysis

[bookmark: _Toc120909571]Figure 1: SWOT Analysis

[bookmark: _Toc120909539]2.3 Porter’s Five Forces
Competition in the market industry is very steep in the hotel industry. The major competitors of the company are premier Inn, Trivago, Ritz and many more (Nunkoo et al., 2022). The threat of new and emerging competition is very high for the company as it does not have the sufficient resources and aid that it needs to blitz the market and dominate the emerging competition. The company Travelodge has a small yet integrated number of suppliers that it relies on to procure various raw materials and to distribute its products to its customers (Slattery, 2021). Since the market has tough competition and many businesses sell similar types of products and services the company needs to devote itself to pleasing the customer with their demands. Since there is a high chance of substitution, the company is actively promoting the various health advantages of its products and services that it offers to eliminate the various alternatives (Brotherton, 2022).
[bookmark: _Toc120909540]3. Market Segmentation, Target and Positioning (STP) 
The company segments its market under two brief categories which include the business and leisure classes of consumers. 
The company targets those individuals who fall within the low and medium end category and have average financial income and are not looking for pure luxury (HH, 2019).
The company positions itself as the best service provider in regard to accommodation and other services at a more than affordable price point (Nunkoo et al., 2022).
[bookmark: _Toc120909541]4. Objectives
[bookmark: _Toc120909542]4.1 SMART Table
	Specific 
	Measurable
	Achievable  
	Relevant 
	Time-bound 

	To renovate the interior of the hotel 
	Its progress can be measured by assessing the sales generated after its completion
	It is achievable by hiring help from designers and construction workers
	It is relevant as it would help attract more younger generations
	5 months


[bookmark: _Toc120909588]Table 1: Objectives of Travelodge  (Source: Created by the learner)
[bookmark: _Toc120909543]5. Strategy
The company’s value proposition is its price point which it promotes through various online digital platforms by running numerous advertisements, posting in social media platforms, running marketing campaigns such as e-mail marketing, influencer marketing and many more (Romero, 2022). This serves as the company’s most significant differentiating factor.
[bookmark: _Toc120909544]6. Tactics
[bookmark: _Toc120909545]6.1 Marketing Mix (4Ps)
Product
The company provides fully furnished rooms for single individuals, couples as well as families with various services such as room service, wireless networks and many more (Scott et al., 2019).
Price
The company provides a comparatively lower price point on all its products and services with the aim of targeting individuals who have a low standard of income and travel on a regular basis (Slattery, 2021).
Place
The hotel is usually situated in places which are close to major roads and highways and which are not in premium locations. In addition to that, the company also sells its various products and services through its websites and other digital platforms (Hales, 2022). 
Promotion
The company promotes its various products and services by running advertisements on social media platforms, setting up various hoarding and handing out pamphlets highlighting its various services and products (Lashley, 2022).
[bookmark: _Toc120909546]7. Action
[bookmark: _Toc120909547]7.1 Work Breakdown Structure 

	Activity
	Start date
	Duration (in days)
	End date

	Preparation
	02-Nov
	4
	05-Nov

	Research of market 
	06-Nov
	7
	12-Nov

	Scheduling marketing channels 
	13-Nov
	4
	16-Nov

	Collection of feedback
	17-Nov
	5
	21-Nov


[bookmark: _Toc120909589]Table 2: Work breakdown structure (Source: Created by the learner)
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[bookmark: _Toc120909572]Figure 2: Gantt Chart (Source: Created by the learner)


[bookmark: _Toc120909548]7.2 Marketing Tactics
	MARKETING TACTIC 
	PURPOSE 

	Use of company’s own website 
	To promote its various products and services as well as highlight its discounts and offers.

	Use of various social media platforms 
	To reach a wider and diverse section of masses and gain necessary exposure.


[bookmark: _Toc120909590]Table 3: Marketing tactics (Source: created by the learner)
[bookmark: _Toc120909549]7.3 Marketing Budget
	Campaign type 
	Budget 
	Start date-2022
	Duration (in days)
	End date-2022

	Web Advertisements
	500 £
	12-Nov
	10
	21-Nov

	Social media posts
	350£
	23-Nov
	7
	29-Nov


[bookmark: _Toc120909591]Table 4: Budget plan (Source: Created by the learner)
[bookmark: _Toc120909550]8. Control
The unique selling point of the company can be identified as the price point it has set for its various products and services which is low and affordable for all yet loaded with basic services (Lashley, 2022).
The company can make use of various KPIs such as traffic on its websites and social media platforms, feedback collected in its online as well as offline places of distribution, the total sales generated and many more (Law, 2021).
[bookmark: _Toc120909551]9. Conclusion
The report sheds light on the company Travelodge and the various micro and macro factors that affect the workings of the company (Nailon, 2022). It also contains the objectives and marketing strategies as well as the segmentation and target market of the company. The report also contains the 4Ps of the marketing mix of the company upon which the marketing plan is constructed around.
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[bookmark: _Toc120909554]1. Introduction
[image: ]
Information on Travelodge and its components may be found in the following report. The report analyses the company's performance in light of both internal and external issues (Brotherton, 2022). As an added bonus, the study also provides some basic information on the company's target market, market position, and other relevant factors. The study also includes analysis of the company's SWOT (strengths, weaknesses, threats, opportunities).

[bookmark: _Toc120909555]2. Market Audit & Competitors Analysis
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Premier Inn, Trivago, Ritz, Ibis, and a plethora of others are the company's main rivals. The company's value proposition is the low price, which it advertises on a number of digital channels (Brotherton, 2022). Even though the company's suppliers are relatively few in number, they have a streamlined operation upon which the distribution of the company's products depends. The company can evaluate the efficacy of its marketing strategies by monitoring key performance indicators (KPIs) like website and social media traffic (Hales, 2022).

[bookmark: _Toc120909556]3. Internal Analysis of Travelodge
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It offers discounts, special deals, and easy online booking with its own accounting card. The business fails to attract young people because its interior design and offerings are out of step with current trends (Lashley, 2022). The company can grow internationally through partnerships with various other hotel chains and service providers. The company faces the greatest risk from the proliferation of similar hotels that offer comparable services at lower prices (Law, 2021).

[bookmark: _Toc120909557]4. External Analysis of Travelodge
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Politically motivated events, like Brexit, that result in stricter immigration regulations and the adoption of new policies contribute to a decrease in tourism. With an inflation rate of 9.2 percent, it's clear that consumers in the United Kingdom are paying more for less (Nailon, 2022). When hotels use automated systems and AI technology, they open themselves up to a host of risks, including data theft, misuse of data, and malfunctions. Companies are spending more money and resources to fulfil their CSR and develop more eco-friendly products in response to increased concerns about conserving the environment (Nunkoo et al., 2022). Companies like Travelodge are feeling the pinch as a result of societal shifts, such as the increasing popularity of using the internet to do anything from shop for clothes to book hotel rooms (Slattery, 2021).
[bookmark: _Toc120909558]5. Segmentation, targeting and positioning of Travelodge
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The corporation divides the market into two key subsets, business and leisure travellers. People with low and middle incomes are the company's major focus. The firm promotes itself as the most cost-effective service provider in the industry with regards to lodging and other amenities (Romero, 2022). These strategies help the organisation dominate the industry and stay ahead of the competition.
[bookmark: _Toc120909559]6. Marketing Mix of Travelodge
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Accommodations provided by the organisation are complete with a host of extras, including room service, wireless internet access, and more. Its services are priced such that they are reasonable for the vast majority of people (Scott et al., 2019). The hotel is typically situated at the gateway to a city or near a major thoroughfare. It also offers its wares and services for sale on several digital marketplaces. Advertising campaigns on social media sites are used to spread the word about the company's wares (Scott et al., 2019).
[bookmark: _Toc120909560]7. Conclusion
[image: ]
In conclusion, this research provides insight into Travelodge and its operations. The primary emphasis of the report is on the company's marketing initiatives and promotional strategies. The study details the company's internal and external environments, as well as an examination of the market the business works in from the perspective of its competitors. The research also details the specific demographics of its ideal clientele and how they differ from the market at large.
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SWOT


Strengths
Among the various strengths of the company, the main factor is the price point of the products and services that it offers. The company also provides its own account card which provides various benefits such as quick bookings, discounts and many more (Brotherton, 2022).


Weakness
Among its major weakness, the company does not appeal to the younger generation as it is not fashionable with its decor and trendy with its products and services. The company also has a limited amount of customer services that it offers to the masses (Lashley, 2022). 


Opportunity 
The company has the opportunity to expand overseas and also partner with various other hotel chains or transportation services which would help in gaining more customers and give the company some exposure (Law, 2021).


Threats
The biggest threat to the company is the rising competition of various hotels which provides similar price point to its customer but is loaded with various additional services which drive in more customers (Nailon, 2022).
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Introduction

The report below revolves around the company Travelodge
and its various elements

The report highlights the micro and macro factors which
affect the company

The report also gives a brief insight on the companies target
market, position in the market and many more.

The report also sheds light in the strengths, weakness,

threats and opportunities of the company
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Market Audit & Competitors Analysis

+ The major competitors of the company are premier Inn, Trivago, Ritz, Tbis and many
more.

+ The price point is the company's value proposition which it highlights through various
online digital platforms.

* The company’s suppliers are small in number yet they have an integrated process upon
which it company relies on to to distribute its products.

+ The company can make use of various KPIs such as traffic on its websites and social media

platforms to assess its marketing plans success
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Internal Analysis of Travelodge

It has its own accounting card which gives customers discounts, offers and access to quick
booking of its services

‘The company is not fashionable with its decor and trendy with its products and services, thus it
does not bring in more young customers

The company has the opportunity to partner with numerous other hotel chains or other

services and expand overseas

The biggest threat to the company is the rising competition of various hotels which provides
similar price point to its customer but with additional services
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Segmentation, targeting and positioning of
Travelodge

+ The company segments the market under two major categories which includes the business
and leisure classes of customers.

+ The company’s primary targets are those individuals who fall within the low as well as
medium category, whose financial income is average

+ The company positions itself in the market as the best service provider in regard to
accommodation and other services at a price point which is highly affordable.

+ The company uses these methods in order to blitz the market and gain a competitive edge

over its competitors.
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+ The company has fully furnished rooms for its customers with various services such as room

service, wireless networks and ma

v more

+ The price point of the company on its services are very low and affordable to majority of
individuals

+ The hotel is usually located near important roads or on the entrance of towns and cities. It
also sells its products and services via online platforms as well

- The company promotes its various products and services by running advertisements on

social media platforms
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Conclusion

To conclude, the report sheds light on the company travelodge and its
various activities and processes.

The report primarily focuses on the company's marketing activities
and plans to promote its products and services

The report outlines the internal as well as the external factors along
with the competition analysis of the market the company operates in
The report also highlights ist target customers that it segments from

the general masses and ist position in the market itself
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