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[bookmark: _Toc128998857]Component A- Marketing Plan
[bookmark: _Toc128998858]Introduction 
The key purpose of the marketing plan presented here is to improve the promotional activities of Travelodge in the advertisement of its Travelodge plus brand. The budget-friendly form is mostly known for pocket-friendly hotel rooms. Therefore, promoting the Travelodge Plus brand that offers premium quality rooms and services in the flagship hotels might support attracting customers with higher disposable income and premium buying attitudes. A SOSTAC model is followed in the overall project that includes situation analysis, Objectives, Strategy, Tactics, Actions, and control-related planning. 5C model is used in situation analysis, including SWOT for company analysis, Bowman's strategic clock for competitors, and PESTLE for climate analysis. The 4Ps of the marketing mix are used in the tactics section, and a Gantt chart is used in the action section.
[bookmark: _Toc128998859]Situation analysis 
Company analysis 
SWOT
	Strengths
· 590 hotels in the UK, Ireland, and Spain, along with 40,000 rooms (Travelodge, 2023)
· The room occupancy rate of 79.2% in 2022
· Revenue of £391.2m in 2022 (Statista, 2023)
· Affordable rooms
	Weaknesses
· Less popular in the premium segment 
· Less suitable for large parties

	Opportunities 
· Increasing business presence in different other countries
· Using high revenue for adding new business segments 
	Threats
· Not attracting customers with premium buying preferences
· Not attracting large groups of visitors



Customer analysis
Following the STP model, customer analysis has been done, which supports the identification of the key customer segment and the selected ones.
[image: A Beginner's Guide to STP Marketing Model: Segmentation, Targeting &  Positioning]
Figure 1: STP model, Source: (Wang, 2021)
The key customer segment is the middle-class people with limited expense capacity in the tourism sector. Therefore Travelodge has positioned the hotel service in a cost-efficient way.
Competitors
Perceptual positioning map
This model supports analysis of the positing of the companies and their competitors based on the quality and prices offered to ascertain a competitive edge.
[image: ]
Figure 2: Perceptual positioning map, Source: Author.
Bowman’s strategic clock
[image: AQA | Teaching guide: Bowman's strategic clock]
Figure 3: Bowman's strategic clock, Source: (Villagrasa, et al., 2022)
From the analysis of the Bowman’s clock, it is analyzed that the position of the firm is at the Hybrid stage. As the firm offers multiple brands, especially at fewer prices, but also includes premium services like Travelodge Plus, the business positioning is hybrid (Travelodge, 2023).
Collaborators
[image: ]
Figure 4: Partners of Travelodge, Source: (Travelodge, 2023)
The key partners of Travelodge are Tenpin, Tastecatd, Gourmet society; I Love Theater.com, Sleeepezee, etc., renowned names in the UK market (Travelodge, 2023).
Climate
PESTLE analysis
	Political factors
	Between 2016-2020 the British government funded the British Tourist Authority with £26.5 million per year (OECD, 2023). £19.5 million allocated to VisitBritain and an additional 7 million to VisitEngland was allocated (OECD, 2023). This shows the high opportunity for tourism companies like Travelodge in the UK.

	Economic factors
	The high inflation rate in the UK at the present time (8.8%) is a barrier to major purchases the tourists. Therefore, it might trouble Travelodge to attain customers in Travelodge Plus rooms (ONS. Gov. UK, 2023).

	Social factors
	The demand for premium quality hotel services like Travelodge Plus is high among British people, which might develop a scope.

	Technical factors 
	The British national government pledged funding of 743.5 million for improving technical infrastructure across the country. This might develop opportunities for seamless promotion (Gov. UK, 2023).

	Legal factors
	Following the  Consumer Rights Act (2015) has created scope for Travelodge to ensure customer satisfaction (Gov.UK, 2023).

	Environmental factors
	Following the Environmental Act (2021) has supported Travelodge to become efficient in waste management resulting in the development of an ethical brand image (Gov.UK, 2023)



[bookmark: _Toc128998860]Objectives
The objectives of the marketing plan are delivered below
· To increase the sales of the Travelodge Plus rooms (s) by 30% (M) with effective social media marketing strategies (A) using promotional activities like using celebrities and social media influencers (R) within 4 months
· To increase the room occupancy rate in the Travelodge Plus rooms (s) by 20% (M) with effective social media marketing strategies (A) using promotional activities like using celebrities and social media influencers (R) within 3 months
[bookmark: _Toc128998861]Strategy 
Value proposition refers to the worth a company ensures against the payment of the customers. The key value proposition of Travelodge is delivering cost-efficient hotel room services to people so that people with limited capacity can also stay at Travelodge. However, Travelodge also includes a hybrid offering in the business operations to ensure delivering value proposition to a maximum number of customers. Therefore it has introduced premium brands like Travelodge Plus, which might attract customers with a premium buying attitude too (Travelodge, 2023). Therefore, on the social media campaign, the promotional activities will include communication planning to promote the value proposition of form to deliver satisfaction to clients with differentiated needs and buying patterns. Moreover, the strategy will be to promote that the inclusion of this brand has been done based on the customer requirement for premium services along with cost-efficient services.
[bookmark: _Toc128998862]Tactics 
4P’s marketing mix model has been selected in the paper to develop the marketing plan for the brand promotion of Travelodge plus (Sudari, et al., 2019).
Product
Travelodge is presently the largest independent hotel chain in the UK. It delivers a hybrid hotel service, including motel cost-efficient services as well as premium services. However, the premium brand, Travelodge Plus is available at the 11 flagship hotels only, which shows that the main focus of the firm is on the cost-efficient model of business.
Place
In order to ensure the success of the promotional activities, a range of social media channels will be used, like Instagram, Twitter, and Facebook. Broadcasting promotional videos of satisfactory stays of the celebrities at the Travelodge Plus hotels, along with promotional messages directly from them, will support influencing the buying pattern of the customers.
Price
The pricing strategy to be followed in the promotional activities will be a hybrid model. The inclusion of celebrities like film actors in the promotions will be of a high cost that will be borrowed by the firm as this might create a great influence on customers' buying preferences. On the other hand, using the social media promotion option will be a cost-effective way of marketing as it would take less cost than the conventional media channels.
Promotion
The promotion will be done on various channels like Facebook, Instagram, Twitter, and YouTube. All these channels will be used to post promotional videos where the celebrities will be featured to have a relaxed stay at Travelodge Plus hotels. Moreover, they will advocate the target customers to opt for and prefer Travelodge plus over other premium hotels for their visit and stay to great a great staying experience with a guaranteed value proposition.
[bookmark: _Toc128998863]Action 
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Figure 5: Gantt chart, Source: Author.
The selection of the marketing channels is justified as the social media marketing operations will allow completing the promotional activities in the most cost-efficient manner. In addition, social media channels, as well as celebrities, are highly popular among the target customers. 
[bookmark: _Toc128998864]Control 
In order to enhance control over a project, the measurement of the progress of the project is necessary. KPIs will be set to ascertain the success of the project of promotional activities. Those are as follows
· To increase the number of followers on each social media platform by at least 10% within 15 days
· To enhance the number of customer queries regarding the Travelodge Plus brand by at least 20% before one month
· To increase the room occupancy rate by at least 10% before one month. 
[bookmark: _Toc128998865]Conclusion 
The key challenge identified in the marketing plan will be the competitive position in the market. As the industry is highly competitive, it will be tough for the marketing team of Travelodge to encourage people to opt for the Premium services as it is mainly known for cost-efficient services.  In order to avoid this concern, along with the marketing promotion, the business might include an offer of a discount of 10% on the first stay and repeated stay for the customers in the Travelodge Plus Hotels. 
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