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The term "strategy" can be historically identified in the sixth century BC in the city of Athens, where it emerged to refer to a new role in political and military leadership. Since then, other different meanings of the term strategy have emerged, especially within military contexts. However, in the 1960s, Alfred Chandler, considered the founder thinker of strategy, officially introduced strategy into the context of business (Whittington, et al. 2019). To define strategy as the long-term direction of an organisation, a broader perspective is needed than in other influential definitions. Leading strategy theorists describe the strategy and highlight key features. For instance, Alfred Chandler stresses a logical flow from goal setting to resource allocation. Michael Porter emphasises choice, distinction, and competitiveness. Peter Drucker proposes strategy as a theory on firm success. On the other hand, Henry Mintzberg argues that strategy lacks certainty and utilises the word "pattern" to allow for the fact that strategies do not always follow a deliberately chosen and logical plan but can emerge in more ad hoc ways (Lynch, 2018). Another way in which corporate-level strategy is illustrated is through the definition of strategic management: Strategic management includes a framework of primary objectives, purposes, or goals, along with critical policies or plans to achieve those goals. It is expressed in a manner that establishes the nature and business sector of the organisation, as well as its intended course of action (Wiraeus and James, 2018). The term "agile" was initially defined in the business context in 1982 as the ability to respond fast to circumstances that are undergoing rapid change. In other words Organisational agility relates to the set of capabilities that an organisation has in order to succeed and survive in a turbulent and fast changing environment. Agile transformation involves rethinking the organisation as a network of high-performing teams backed by a solid strategy, structure, procedures, people, and technology. Consider working on a team with the appropriate individuals, all with diverse skills, enables organisations rapidly move. Customer satisfaction and operational performance may improve as well. It can offer organisations with the safety and encouraging innovation. Agile improves organisation efficiency by prioritising and reducing overhead responsibilities (Aghina, W. et al. 2021). According to McKinsey’s project The Care of One: Hyperpersonalization of Customer Care, by 2025, organisations should prioritise hyperpersonalized customer care. The time frame emphasises urgency and allows companies to work towards the goal if they act quickly. Organisations across industries started this approach and it depends on them to follow their lead (Agarwal et al 2020). 
In this report, the following objectives have been formulated to reshape the Travelodge Swansea Central Hotel (Travelodge) strategic direction in order to find new methods ahead for providing innovative customer care, making sure a long-term resilience and lasting competitive advantage: 
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· To analyse Travelodge Hotel Swansea external and internal environments and their influence on strategy. 
· To critically evaluate competitive and development strategies. 
· To assess essential components in developing and implementing innovative strategies. 
· To critically examine management's ethical responses to challenges. 





[bookmark: _Toc162610888]Main Body

Strategic management relates to a three-step method involving formulation, implementation, and evaluation of the strategy. During the formulation of a strategy, three components are created. These consist of the following: (1) mission and vision, (2) opportunities and threats, and (3) strengths and weaknesses. The organization's mission outlines the operations of the business, while its vision addresses the question, "What do we want to become?" In contrast, strengths and weaknesses are related to manageable processes executed either exceptionally well or not effectively within an organisation. Finally, threats and opportunities are those that have the potential to cause the organisation to gain or loss (Leonardo, 2024). 
Travelodge's purpose is to offer cost-effective travel options to all people. Their objective is to provide customers with an optimal combination of location, price, and quality that matches to their travel needs.
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SWOT analysis 




	Strengths 

	Weaknesses 

	Central Location: Just a few minutes away from the heart of the city and short walk to Swansea beach and west pier. The hotel has a location that is both easily accessible and convenient (Travelodge, 2024a). 
Low-cost budget hotel: The focus of Travelodge is to make travel accessible and affordable to all customers (Travelodge, 2024b). 
New design: The hotel undertook renovations of the rooms and its amenities to improve the quality in order to meet and exceed to the requirements customers typically prioritise (Graziano 2024). 
Complimentary services: Travelodge offers free Wi-Fi, coffee and free meals for children. 

	Poor staff training and customer care: As a result of having workforce that is both inexperienced and untrained, the functioning of the hotel will be significantly impacted. Ensuring that high-quality services are consistently provided at all times. Problems with maintenance, customer service, and staff training are all potential causes of unsatisfactory experiences for guests (TripAdvisor, 2024). 
Addressing negative feedback: Management at the hotel lacks to respond to reviews or feedback from customers (TripAdvisor, 2024b). 
Limited loyalty programs: It may lead to a failure to retain existing customers, which in turn may result in a loss of income over the long run (Gavin, 2022). 
Reviews below average: Having online reviews that are below average on the hotel's page may have an impact on the hotel's reputation and discourage new customers from staying there (Browning and Sparks, 2013). 
Limited services offerings: Travelodge can only provide a limited service to customers staying at the hotel compared to another budget hotel such as Premier Inn (Best Book Direct, 2024). 






	  Opportunities 
	Threats 


	 
More services offerings: Connect with larger target markets, such as conferences. 
Customer loyalty and Loyalty programmes: Increase customer loyalty by providing excellent services. Implementing customer loyalty programmes may encourage repeat business and build lasting relationships with customers (Gavin, 2022). 
Monitoring online reputation: The Hotel could enhance their credibility and attract new customers by carefully monitoring their online reputation and highlighting positive feedback from previous guests (Gartner, 2023). 
Post-sale customer service: Deliver exceptional post-sale customer service by collecting feedback and using it to improve the business's operations (Mutabazi, 2024). 
 
	 
Increased competition: Competition from hotels in nearby areas that provide the same services and facilities (Best Book Direct, 2024). The hotel faces several strong competitors such as Premier Inn and Delta Hotels by Marriott. 
Government and political changes: Changes in government or political unpredictability that could have an effect on tourism policies and regulations (Travel and climate, 2024). 
Negative feedback: Negative feedback on social media platforms. 




PESTLE analysis 
 
	P 
Political 
 
	Visa regulations: Travelodge's operations might be impacted by government policies and regulations related to the hospitality sector. In the United Kingdom, a significant proportion of the workforce in the hospitality sector, which is 27%, are workers who have migrated from other countries (Malyarov, 2020). According to The Restaurant website, there are upcoming visa regulations which are expected to be implemented in UK in the Spring of this year. These regulations would result in a 50% increase in the minimum income requirement for obtaining a skilled worker visa. This increase represents a significant challenging change for the hotel sector such as staff shortages (Smith, 2023). 
 


 

	E 
Economical 
	Inflationary pressures: The economy as a whole may be negatively impacted by unfavourable occurrences that, in an unexpected manner, lower the demand for Travelodge rooms and cause a rise in their expenses. These events may include pandemics, terrorist attacks, wars, rises in inflation or interest rates, and Brexit. For instance, inflation has been on the rise in recent times, and there have been significant rises in unit costs of both gas and electricity. In the event that the crisis in Ukraine is not resolved in the near future, it has had an influence that has contributed to this situation and has the potential to produce broader inflationary pressures (Travelodge, 2022b). 
 


 
 
	S 
Social 
 
	Internet ratings: Within the context of corporate settings, social factors can have a considerable impact on Travelodge. Consumer behaviour and preferences are collectively created by the attitudes, beliefs, values, and lifestyles of individuals, which in turn influence businesses. Furthermore, demographics play a significant role in the current digital market since they are linked to customer demands, wants, trends, and brand preferences. Hence, there is a strong and significant connection between demography, internet ratings, and consumer decision-making (Tran et al. 2019). Social media has been identified as a highly effective platform for developing personalised connections with customers. The comments and ratings expressed by customers help the organisation in understanding their requirements, appreciation, and concerns. As a result, the hotel is obligated to implement the required actions and properly inform its guests in a respectful manner, or otherwise the reputation of the organisation may be harmed by social media. Hence, it is essential for organisations to consistently provide customers with updates and address their issues (Samuel, 2022). 
 


 

	T 
Technological 
 
	Technological advancements: Technological advancements, including online booking platforms, smartphone applications, and automation systems, have a significant influence on Travelodge's distribution channels and the experience of its customers. In today's hotel business, particularly in the post-pandemic period, digital transformation and the utilisation of technology play an essential role in the industry. In order to maintain their competitive advantage in the face of challenges such as a lack of available employees, an increase in the cost of operations, and changes in the requirements and behaviours of customers, organisations in the hospitality industry need to adapt their services and products to include the most recent technological advancements. In order for hotels to successfully grow, it is essential for them to be current on the latest industry trends and to innovate with the assistance of technology (School of Hospitality Administration, 2023). 
 


 
 
	L 
Legal 
 
	Regulatory system changes: Legal factors involve those that emerge as a consequence of changes made to the regulatory system. These changes may have an impact on Travelodge and its operations. Employment and consumer protection, industrial control, operational licences and permissions, and intellectual property protection are some of the areas that are among those covered but are not restricted to (Leonardo, 2024). 
Within the hospitality sector, the hotel has the duty of ensuring the security and wellbeing of its guests, and staff. If an individual experiences injury while present on the grounds of the company, the business may be held legally responsible for any resulting damages or injuries. To mitigate any legal responsibility, it is essential for the hotel to implement measures that guarantee the safety and protection of their premises. Employment regulations are another crucial legal part of hotel management. Given the large number of workforce employed by hospitality organisations, it is important to have an in-depth understanding of the many rules and regulations that govern hiring procedures within this sector. Regulations are a crucial legal part of hospitality management. The hotel is obligated to adhere to a large number of rules and requirements in order to function legally. These include regulations pertaining to health and safety, food safety, and licencing (Britts Imperial University College, 2023). 
 


 
	E 
Environmental 
 
	Climate change: There is a lot of criticism directed at the hotel business since it is a significant contributor to environmental pollution. There is a big obstacle that the Travelodge hotel must overcome in order protect the environment, and that obstacle is the consequences of climate change. Companies that dedicate themselves to ensuring the sustainability of the earth's natural resources are viewed in very high respect in today's society. Along with to this outcome, the company's reputation is enhanced, which, in the long run, may prove to be of considerable importance to the organisation (Rajak, 2023). 
 








Porter’s five forces 
Michael Porter, a recognised professor at Harvard Business School, introduced the five forces framework. The five forces framework is a straightforward and effective method for identifying specific forces relevant to a given business situation through the application of an outside-in perspective. The framework defines five microenvironmental forces that have influence over competition and represent a threat to the profitability of an organisation. Furthermore, the application of the five forces framework could be considered a valuable tool in the process of conducting an industry analysis (Bruijl, 2018). They consist of: 
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Description automatically generated]However, Porter's five forces framework has faced criticism from several sources. According to Aktouf (2004), "Porter's five forces theory justifies and legitimises three common trends fundamental to the dominant financial capitalism, (a) dominance by large organisations, (b) the concentration of capital, and (c) excessive hierarchical centralization". Moreover, organisations who want to use the skills and practical knowledge of their employees in formulating strategies, as well as small players in a specific industry, receive no support from Porter (Aktouf, 2004). 
 
· Competitive Rivalry:  
Profitability in an industry is negatively impacted by intense competition among established businesses; in response, organisations may implement strategic initiatives such as price reductions, product launches, advertising campaigns, and improvements to services. Nevertheless, the occurrence of the mentioned will be dependent upon the level of competition, the industry's susceptibility to factors such as storage and fixed costs, the amount of competitor organisations, differentiation, exit barriers, and switching costs, as well as the intensity of competition (Bruijl, 2018). 
Travelodge faces several strong competitors in the same area such as Delta Hotels by Marriott and Premier Inn. However, Travelodge offers the cheapest price compared to its competitors. 
 
· Supplier Power: 
This can significantly impact an industry's profitability, as suppliers may threaten to raise prices on products and services; if businesses are unable to recover, the cost is reflected in their own pricing. For example, sector focus may result in a smaller number of organisations controlling industry dominance compared to the industry they sell to, or the sector may not be the supplier group's most significant customer (Porter, 1979). 
Travelodge is not much affected because hotels do not face significant challenges in terms of supplier power, compared to other industries. That being said, hotel management must always seek cost advantages over their competition. They should collaborate with suppliers that help to achieve a cost advantage while also creating products and services that diversity within their strategic groups (Göral, 2015). 
· Buyer Power. 
In monopolistic market conditions, buyers employ the most power when they are many and able to readily move to alternative suppliers in small numbers. When buyers hold significant power, sellers can develop strategies that encourage buyers to pay a premium for particular products. For example, sellers must acknowledge the existence of a power imbalance and the potential for decreased profitability. They may also be required to accept a rate of return that is nearly equivalent to the cost of capital (Bruijl,  2018). 
Hospitality organisations often aim to reduce consumer's power by implementing loyalty programmes that reward repeat purchases and by distinguishing their product and service offerings from competitors. By effectively managing customer bargaining power, Travelodge can establish and maintain competitive advantages that maximise their business profitability (Tavitiyaman et al. 2011) 
. 
· Threat of Substitution. 
The process of identifying substitutes involves the search for products or services that can serve the same function as those of the industry under consideration. The threat posed by substitute products and services may be affected by (a) the switching changing costs between industry products or substitute products or services, or (b) the buyer's addiction to purchasing substitutes. In contrast to the customer's need for substitutes to be high, the threat of substitutes must be low from an industry and profitability standpoint (Bruijl, 2018). 
There are not any notable substitute products or services that could be a threat to the company's offerings in the hotel sector. However, Travelodge might face challenges when shifting from domestic travel to international travel or when modifying locations to ones that provide more cost-effective options (Göral, 2015). 
 
· Threat of New Entry. 
According to Porter (1985), the entry of new entrants into an industry is accompanied by the introduction of new capabilities and a competitive drive for market share, which dictates competitive pricing, cost, and investment rates (p. 8). However, the threat of entrance will depend heavily on the number of organisations in the industry and the level of entry barriers. In addition, new entrants have the potential to disrupt established market players and have a direct impact on their competitive advantages. 
Due to the significant financial commitment required for constructing facilities and establishing a supply chain, the hotel business is characterised by major obstacles to entry. In addition, chain hotel managements such as Travelodge use aggressive strategies to enhance brand awareness. This might potentially lead to the development of brand familiarity and addiction, which could provide a barrier to entrance (Göral, 2015). 
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After conducting a PESTLE and SWOT analysis for the Travelodge Hotel Swansea, the following big issues were identified: 
 
Micro Analysis 
 
· Poor staff training and customer care 
· Lack of addressing negative feedback and reviews below average 
· Limited loyalty programs 
· Limited services offerings 
 
Macro Analysis 
 
· Competition 
· Staff shortages due to visa pressures 
· Inflationary pressures 
 
 
 
Lack of addressing negative feedback and reviews below average 
 
Everyone lives in unpredictable and turbulent times. Continuous disruption has become the new status-quo. Organisations must become more customer-focused. The digital economy is transforming everything; people live in a world centred around digital technology, where information and concepts change at the speed of light and with the click of a button (George, 2021). Recent research from Global Web Index indicates that as of the beginning of 2023, consumers are spending a record level of time on social media - over two and a half hours per day (Kemp, 2023). Furthermore, in today's digital age, the impact of word-of-mouth marketing is multifaceted. Travel and tourist product reviews are shared online, and viewpoints are spread on websites such as TripAdvisor. Electronic word-of-mouth (EWOM) refers to any good or bad communication expressed by future, present, or previous customers about a brand or organisation. Numerous studies have highlighted the significance of a variety of factors in determining customer loyalty and retention. EWOM is among the most influential determinants in a customer's final purchasing choice. Tran and Strutton (2020) claim that reviews function as a marketing tool, allowing the obtaining of new consumers and the retention of existing ones (Belhadi et al. 2023). The content of EWOM can reach millions of people and organisations on the Internet (Habib, 2021). Negative feedback can quickly create a viral storm, resulting in a damaged image and customer losses (The Strategy Coach, 2023). 
Since organisations such as hotels have a very limited control over what customers say about their services and products in online reviews, they must concentrate on the things that they can control (Zinko, 2021). For example, Travelodge Swansea Central can incorporate comprehensive social media monitoring tools to trace EWOM such as AI-powered technologies. Consistently monitor influential review websites, social media platforms, and forums in order to remain updated on feedback from customers (Cooper, 2022). Travelodge Swansea Central also can handle negative reviews by being proactive and customer-focused. Addressing negative feedback professionally and empathetically may protect the organisation‘s reputation and show appreciation to customers (Guest Delight International, 2023). For example, the management at Delta Hotel by Marriott Swansea is addressing their negative feedback on TripAdvisor website (Tripadvisor. 2024c). Furthermore, leading organisations are distinguishing themselves by adopting a comprehensive approach to enhancing the customer experience and then choosing the technology that can provide certain capabilities (Agarwal, 2020) 
 
 
Poor staff training and customer care 
 
The rise of technology, particularly computer technology, has made it necessary for organisations to adapt. This requires Travelodge to constantly reengineer their structural and strategic processes and design regular training and development programmes for their employees, especially front-line workers, to teach them new skills and techniques for effective and efficient customer service. Service companies rely on employees who interact with consumers to provide their services. As service is delivered throughout the service encounter, that suggests contact employees’ attitudes and behaviours may considerably impact customer’s opinions of the service. Because of the significance of the service encounter, service organisations such as Travelodge must discover strategies to efficiently manage their customer contact employees to assure high-quality service. Any customer-focused organisation values the abilities and principles that allow employees to be professional and provide rapid, reliable service. The relationship between customers and employees is hypothesised to rely on job satisfaction, self-efficacy, flexibility, and employee empowerment. Conger and Kanungo define empowerment as allowing employees to make daily decisions about job-related tasks. However, for effective employee-customer service, managers must also train employees to adapt to new industry situations. In many service companies, contact employees provide strategic distinction and competitive advantage (Timothy, 2020). 
 
 
Limited loyalty programs 
 
Several researchers claim that implementing a loyalty programme may significantly increase customer retention by providing increased satisfaction and value to programme participants. They also claim that loyalty programmes are effective in boosting the customer repurchase intentions. Hence, Travelodge may consider loyalty programme as it plays a crucial function in encouraging customer loyalty. However, several researchers have raised concerns about the efficiency of the loyalty programme and argued that just implementing the programme is insufficient to achieve a high level of customer loyalty (Koo et al. 2020). For example, research showed that managers struggle to create customer loyalty using loyalty programmes. Management believes financial awards will encourage repeat purchases and brand loyalty, thus it just gives financial rewards. Repurchase behaviour does not ensure company loyalty. As many customers make repeat purchases, the loyalty programme may boost sales for the term of the programme, but they do it to earn points, not because they care about the brand. Once customers earn rewards, they may stop buying and move to other companies. Most research participants said they will not repeatedly stay at the hotel or dine at the other hotel's restaurant or bar if their loyalty programme expires (Wijaya 2005). 
 
Staff shortages due to visa pressures 
As mentioned, in the UK a significant number of hotel employees are migrants and Travelodge may experience staff shortages due to new visa rules. The Bristol Hoteliers Association (BHA), an organisation representing 40 hotels in the city, has said that the hospitality industry has been severely affected by the consequences of Brexit and the Covid-19 lockdowns. As a result, several companies are facing difficulties in hiring employees to reach the levels seen before the pandemic began. The government is now engaged in discussions over the implementation of new short-term visa schemes for young workers from certain EU nations. The schemes aim to address the shortages in the UK's hospitality industry (Arthur 2023) and Travelodge may benefit from the scheme. However, according to the Prime Minister’s official spokesman, organisations should hire more British workers (Burford and Joshi, 2024). 
 
Limited services offerings 
 
It is believed that budget hotels offer poor service as the price charged is reflective of the quality of service offered. Yet it is in fact wrong. Budget hotels can in fact provide better service to their guests compared to upscale hotels due to the closer relationship that exists between the service provider and the guest. Given that the definition of a budget hotel is that of a limited-service hotel, management should not allow definitional points influence people's opinions. Therefore, they have to improve and seek to develop something unique and distinct from other budget hotels in order to attract guest's attention and encourage them to focus on budget hotel improvement (Alias, 2020).  
Travelodge can implement Growth Strategies for its limited service offerings such as more food and beverage menu options; making the hotel tech friendly by installing charging stations for plugs and usb cords near the lobby, laptop-friendly areas, accessible outlets near a desk in guest rooms and having power banks that guests can rent; attracting groups as is an integral part of a hotel’s sales strategy and also have larger budgets compared to transient business. Exceptional customer service should not be limited to the manager alone. Providing education, training, and empowerment to all staff members to provide excellent customer service and resolve customer issues or queries will result in a smooth and uninterrupted experience for the hotel's guests (Event temple, 2024). 
 
 
 
 
 
Inflationary pressures 
 
Increasing energy and labour costs are just one component of inflation that affects the hotel sector. Changes in customer behaviour, attributed to the need to be more careful with their travel expenditures, are causing shifts in seasonality. These shifts are impacting hotel income by reducing occupancy and rates, as well as potential spending in areas such as food and beverage, events, spas, and other facilities and services. Energy costs continue to present the biggest challenge to a hotel's profitability. A number of hotels in the United Kingdom are uniting to start legal actions against energy companies, thereby demonstrating the widespread dissatisfaction regarding costly energy bills. This is only a temporary, not a permanent remedy for the expected increase in energy costs. Similarly, incorporating the additional expense into the cost of a hotel room or increasing menu pricing at a time when customers' finances are already limited will not effectively address the issue (Revfine, 2023). However, according to Hotelier Academy Educational blog hotel managers who strategically upsell and prioritise customer satisfaction may reduce inflation, increase revenue, and build loyalty. Therefore, it is crucial to strategically increase prices and implement changes to increase revenue. When done right, customers will feel valued, satisfied, and willing to spend more for greater satisfaction (Hotelier Academy, 2023).  
Additionally, data from Hotstats revealed that guests of ultra-luxury and luxury hotels are not as severely affected by the cost of living crisis compared to mid-range and budget hotels. Inflationary pressures can be reduced with the summer energy savings. Still, F&B and labour expenditures can impact a hotel's bottom line. 
Target market knowledge is crucial and reassessing the hotel's market and find low-cost tactics to attract them. Make guests feel appreciated and loyal to encourage repeat visits and higher spending. Loyal, repeat customers lower selling costs, helping the hotel stretch their sales and marketing budget (Revfine, 2023). 



Competition 
 
The appearance of a more competitive business environment has resulted in significant changes in various aspects, including human resource management, production, marketing, interactions between companies and customers, and transactions between businesses. Therefore, organisations must promptly and effectively adapt to and respond to a variety of changes in order to maintain optimal company performance (Farida and Setiawan, 2022). 
As Travelodge is a budget hotel that is characterised by their focus on affordability and a predominantly standardised range of basic services, they confront intense competition and it results in significant challenges (Su et al. 2024), thus the ability to innovate is crucial for the company's performance, as it has significant effects on both product quality and operational performance. Although the ability to innovate does not have an impact directly on a company's financial performance, it does have an indirect effect on its operational performance. However, Travelodge can still enhance their overall performance by taking advantage of this opportunity. Innovation plays a crucial role of improving the hotel's competitiveness and overall performance (Farida and Setiawan, 2022). In the service industry, the ability to develop innovative capabilities depends heavily on the use of inbound open innovation (OI) strategies and the involvement of multiple stakeholders.  The OI model incorporates the concept of organisations being open to ideas from diverse sources, both internal and external, such as suppliers, customers, and co-creators. Through the process of engaging in partnerships with external organisations, Travelodge can improve their capability for innovation and their abilities for generating creative ideas, therefore resulting in better overall performance of the business. To enable the effective implementation of OI, the organisation must establish a culture that prioritises shared knowledge and collaboration with external partners (Chandran et al. 2023). 
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Managers have to cope with the complex and constantly shifting framework of social, organisational, and individual factors that influence socially responsible performance. Examples of these drivers involve policies, laws, and regulations; organisational ethics and organisational factors; and individual preferences of customers, employees, and investors. Furthermore, these drivers are continuously developing at all three levels in response to the effects of globalisation. For instance, the absence of ethics in management was one of the main contributors to the financial crisis of 2007–2009. 
When organisations reach crucial points that are favourable for implementing ethical practices, they must choose whether to integrate new concepts or values to strengthen their organisational ethics. These crucial times might arise from external factors, such as the influence of key stakeholders, severe economic circumstances, or changes in laws and regulations. Also, they may arise from internal factors, such as shifts in leadership, high staff turnover, resolution of conflicts, or bad economic performance (Martínez et al. 2021).  

[bookmark: _Toc162610892]Conclusion and Recommendations
Strategic management involves effectively using an organization's resources to accomplish its objectives, including financial and operational goals. It involves identifying and understanding both internal and external factors and their impact on an organisation. It refers to the procedure by which an organisation identifies and selects the choices to be made. Implementing systematic procedures is necessary to have a significant impact. The objective of this study was to provide in-depth analysis and create strategies for Travelodge Swansea Central Hotel. These factors are essential to strategic management and guarantee the future success of Travelodge. 
Travelodge must become more customer focused by implementing monitoring tools to trace EWOM such as AI-powered technologies as it may protect the hotel‘s reputation and show appreciation to customers. Furthermore, Travelodge must continually rethink its structural and strategic processes and build regular training and development programmes for its employees, particularly front-line workers, to teach them new customer service skills in order to improve and also can implement Growth Strategies for its limited service offerings including loyalty programs. Additionally, in order to reduce inflation, managers need to strategically upsell and prioritise customer satisfaction, increase revenue, and build loyalty. Finally, as Travelodge faces intense competition, needs to improve its capability for innovation and its ability to develop creative ideas to be ahead of its competitors.  
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Case study of Travelodge Swansea Central Hotel 
Travelodge is a brand that has the greatest performance in the most buoyant area of the hotel sector in the United Kingdom. Travelodge's mission is to provide affordable travel choices for all people. The goal of their business is to provide customers with the best possible location, price, and quality that meets their specific travel needs. Travelodge Swansea Central Hotel is located few minutes away from the heart of the city and short walk to Swansea beach and west pier and the location is easily accessible and convenient for the customers. The hotel recently carried out renovations of the rooms and its facilities in order to increase the quality to meet the needs of its guests.
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