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[bookmark: _Toc128703822]Introduction 
This marketing plan is intended to explain the strategies and methods that will be implemented to fulfil Travelodge’s marketing objectives. This plan is being developed for Travelodge's business customers, as well as the marketing team and important stakeholders. The plan will address major areas of concentration, such as situation analysis, objectives, strategy, tactics, action, and control. The strategy will incorporate multiple frameworks, such as SOSTAC, 4 Ps, SWOT and PESTLE analysis, to give a thorough road map for attaining the marketing objectives. Using these principles and performing focused marketing initiatives, the company intend to grow its income, market share, and brand recognition (Peterdy, 2023). 
[bookmark: _Toc128703823]Situation Analysis 
The strength of Travelodge has always been its price guarantee and the best achievable level of customer satisfaction. A SWOT (Kenton, 2022) being used, such as, 
Strengths: Strong brand reputation and recognition, Cost-effective pricing strategy, Extensive network of hotels across the UK and internationally. 
Weaknesses: Perceived as a budget hotel chain, which may limit appeal to certain market segments, The hotels are often described as plain looking and boring, not well equipped range of products and services. 
Opportunities: Introduction of new services and amenities to attract different customer segments, Development of loyalty programs to increase repeat business. 
Threats: Intense competition from other hotel chains and alternative accommodations, such as Airbnb, Economic downturns and fluctuations in consumer spending. 
Customers of Travelodge are largely budget-conscious business and leisure travellers who place an importance on cost and convenience. The company caters to families, solitary travellers, and groups of friends looking for a comfortable, no-frills stay at a reasonable price. 
The research of Porter's Five Forces demonstrates the fierce competition in the hospitality business, which includes budget hotel companies such as Travelodge. Although it is simple to imitate the low-cost approach, the threat of new entrants is rather significant. Due to the availability of other budget hotel companies and alternative lodging options such as Airbnb, customers have considerable negotiating leverage. Lastly, the competition among existing firms is strong, with competitors fighting for market share and consumer focus (Fleming, 2019).
Travelodge has created a variety of B2B collaborations and partnerships to expand its market presence and reach (Travelodge, 2023). For instance, the company has partnered with major travel and booking platforms, such as Booking.com and Expedia, to increase its online presence and access more prospective clients. Moreover, Travelodge has developed franchise partnerships with independent hotel owners, allowing them to operate under the Travelodge brand and profit from the advantages of the company's reputation, marketing, and operational support (Whyte, 2021). Through these relationships, and partnerships, Travelodge has expanded its network, enhanced its brand reputation, and increased its revenue potential.  
	Factors
	Analysis

	Political
	Government rules and regulations, such as tax policies, labour laws, and safety standards, can have an impact on the hotel sector. Moreover, political instability in particular locations can influence Travelodge's operations.

	Economic
	Travelodge's pricing strategy and income can be affected by economic issues such as inflation, unemployment, and currency exchange rates. Economic downturns can also impact travel and lodging demand.

	Social
	Travelodge's target market and client preferences may be affected by social variables such shifting demographics, travel trends, and consumer behaviour. Consideration should also be given to the influence of social media on the reputation and marketing efforts of Travelodge.

	Technological
	Travelodge's operations and customer experience may be affected by technological advances, such as the introduction of mobile apps for reservations and digital check-in. Cybersecurity concerns must also be handled in order to safeguard client data.

	Legal
	Travelodge's operations and responsibility may be affected by legal factors such as labour laws, health and safety standards, and data protection legislation. Contracts, intellectual property, and competition present further legal obstacles for the hotel sector.

	Environmental
	Travel patterns and demand for lodging can be affected by environmental variables such as climate change and natural catastrophes. Also, Travelodge must evaluate its environmental impact and sustainability initiatives.



[bookmark: _Toc128703824]Objectives, SMART target 
The aim of this marketing plan is to introduce new premium category rooms at the remaining low prices to increase awareness and generate demand among business customers by leveraging the company’s affordable and convenient lodging options, highlight it’s competitive advantages, and target key segments through targeted marketing campaigns and partnerships with business travel agencies and organisations.  
[bookmark: _Toc128703825]Strategy 
Travelodge’s value proposition centres around providing affordable and convenient lodging options that meet the needs of budget-conscious travellers (Travelodge, 2022). Travelodge differentiates itself from competitors by offering a high level of cleanliness and comfort in all its hotels, while still maintaining low prices. To communicate this value proposition, Travelodge utilizes a variety of marketing channels, including digital and print advertising, email marketing, and social media. The company also invests in partnerships with travel agencies and online booking platforms to reach a broader audience of potential customers. When linking the value proposition to customer segments, Travelodge targets budget-conscious travellers, families, and business travellers who prioritize convenience and affordability over luxury (Lavanchy, 2018). This affects the organization’s targeting and positioning by emphasizing the benefits of staying at a Travelodge, such as free breakfast, flexible check in and out times, and easy access to popular attractions and transportation. In terms of Bowman’s strategy clock, Travelodge value proposition aligns with the low-price/ low-value strategy, which positions the organization as a low-cost provider with a basic level of quality and service.   
[bookmark: _Toc128703826]Tactics 
Travelodge provides a variety of budget-friendly hotel options in several cities. 
Typically, the company's hotels offer pleasant rooms with amenities such as free Wi-Fi, flat-screen televisions, and coffee and tea makers. In addition, Travelodge provides its customers with a complimentary breakfast and flexible check-in and check-out options to make their stay as comfortable and enjoyable as possible. The hotels are ideally positioned in city centres and suburbs, allowing guests convenient access to popular attractions and transit connections. Generally, Travelodge's offering focuses on providing guests with clean, pleasant, and economical lodging. 
 The hotels of Travelodge are strategically positioned in handy and accessible regions, such as city centres, suburbs, and important transit hubs like airports and train stations. This facilitates clients' ability to locate and access hotels. Travelodge reaches its consumers through a range of distribution methods, including its own website, online travel agencies (OTAs) like Booking.com and Expedia, and traditional travel agencies (Tjoe, 2014). Also, the organisation has connections with other companies, such as car rental agencies and airlines, to offer packages. Generally, Travelodge's distribution methods are designed to facilitate client access and convenience. 
Travelodge employs a value pricing approach in which it provides consumers with cheap rates for great lodgings and amenities (Baldwin, 2020). The pricing strategy is based on market research and customer perceptions of value. Depending on parameters such as location, season, and duration of stay, the organisation offers a range of pricing options to tourists. Several channels, including the company's website, OTA partners, and other distribution channels, are utilised to show and distribute prices. During slower seasons, Travelodge often offers promotional pricing and discounts to attract customers and enhance occupancy. The company's pricing strategy is centred on offering competitive prices that appeal to a broad spectrum of clients. 
The company uses a mix of traditional and digital advertising channels to promote its hotels, including television, print, outdoor advertising, radio and online advertising. It also leverages social media and email marketing to communicate with its customers and drive bookings. The company’s promotional strategies include loyalty programs, special offers and discounts, and partnerships with other travel brands. The company’s overall promotional strategy will be based on RACE (Reach, Act, Convert, Engage) model (Chaffey, 2023).
	4 Ps
	Description

	Product
	Affordable, comfortable and convenient accommodation for business travellers, Room options with amenities such as Wi-Fi and breakfast, 

	Price
	Competitive pricing relative to local and other accommodation options, Price points for various room types to appeal to different customer segments.

	Place
	Hotels located in strategic areas such as near airport, city centres and major highways. Online booking system on Travelodge website and third-party platforms.

	Promotion
	Online advertising through search engines and social media platforms, Partnership with airlines and car rental companies to offer package deals. Promotional offers such as discounts and loyalty programs for repeat customers.



[bookmark: _Toc128703827]Action 
Travelodge's marketing channels schedule is influenced by the company's target consumer profile, marketing objectives, and budget. The blend of online and offline marketing channels includes search engine marketing, social media advertising, email marketing, direct mail, and outdoor advertising. The schedule is intended to reach customers at various points of the customer journey, from generating awareness to generating bookings. In addition, market research and customer feedback are used to determine the most effective ways for reaching Travelodge's target demographic. 

 
[bookmark: _Toc128703828]Control 
Determining the Unique Selling Proposition (USP) is essential for gauging the performance of a hotel marketing approach (Lorincz, 2023). The hotel's USP might be its reasonable rates, comfortable accommodations, and handy locations. These features and services could entice prospective consumers and set Travelodge apart from its rivals. Many measures may be used to evaluate the effectiveness of the marketing plan. They include the number of new customers, the level of customer satisfaction, brand recognition, and earnings. An increase in the number of new customers and favourable brand perceptions show that the marketing approach is effective (Barbier, 2016). Profit growth can also be utilised to determine the marketing plan's performance. Customers' responses to surveys or reviews can provide insight into areas requiring development, which can be used to enhance the marketing plan. 


 
[bookmark: _Toc128703829]Conclusion 
Travelodge faces the problem of standing out in a highly competitive sector. To counteract this, the marketing approach focuses on defining and presenting Travelodge's distinctive value proposition to customers. Increasing brand awareness and attracting more guests to its hotels is a further obstacle. This will be addressed through the marketing mix by promoting Travelodge through numerous channels and providing competitive prices. Metrics such as new client acquisition, customer happiness, and revenue growth will be monitored to determine the plan's effectiveness. Among the suggestions include leveraging alliances, investing in digital marketing, and improving the customer experience.


References
Baldwin, G. (2020) What is a value based pricing strategy?, Omnia Retail. Available at: https://www.omniaretail.com/blog/what-is-a-value-based-pricing-strategy (Accessed: March 2, 2023).
Barbier, L. (2016) How to measure customer satisfaction, and why it's so important, Aircall. Available at: https://aircall.io/blog/customer-happiness/how-to-measure-customer-satisfaction/ (Accessed: March 1, 2023).
Best Book Direct (2022) Premier Inn v travelodge: What's the difference and which is best?, Premier Inn | Travelodge | book direct offers, discounts and Information. Available at: https://www.bestbookdirect.com/premier-inn-vs-travelodge.html (Accessed: March 1, 2022).
Chaffey, D. (2022) SOSTAC® Marketing Plan Model Definition - what is? - digital marketing glossary, Dr Dave Chaffey : Digital Insights. Available at: https://www.davechaffey.com/digital-marketing-glossary/sostac-marketing-plan-model/ (Accessed: March 1, 2023).
Chaffey, D. (2023) The race framework: A practical digital marketing strategy framework, Smart Insights. Available at: https://www.smartinsights.com/digital-marketing-strategy/race-a-practical framework-to-improve-your-digital-marketing/ (Accessed: March 1, 2023).
Fleming, E. (2019) Home, BioSidmartin. Available at: https://biosidmartin.com/who-are-travelodge-competitors/ (Accessed: March 2, 2023).
Kenton, W. (2022) SWOT analysis: How to with table and example, Investopedia. Investopedia. Available at: https://www.investopedia.com/terms/s/swot.asp (Accessed: March 1, 2023).
Lavanchy, D. (2018) Understanding the difference between business and Leisure Travellers, Geneva Business News | Actualités: Emploi, RH, économie, entreprises, Genève, Suisse. Available at: https://www.gbnews.ch/understanding-the-difference-between-business-and-leisure-travellers/ (Accessed: March 1, 2023).
Lorincz, N. (2023) What is a unique selling proposition? with 15 USP examples (2023), OptiMonk. Available at: https://www.optimonk.com/what-is-your-unique-selling-proposition-usp-examples/ (Accessed: March 2, 2023).
Peterdy, K. (2023) Pestel analysis, Corporate Finance Institute. Available at: https://corporatefinanceinstitute.com/resources/management/pestel-analysis/ (Accessed: March 1, 2023).
Property, T. (2023) Approved Contractors & Suppliers, Travelodge Property Development. Available at: https://www.travelodgeproperty.co.uk/design-construction/approved-contractors/ (Accessed: March 1, 2023).
Tesseras, L. (2015) Travelodge CEO on its £25m push to target 'value seekers', Marketing Week. Marketing Week. Available at: https://www.marketingweek.com/travelodge-ceo-on-its-25m-push-to-target-value-seekers/ (Accessed: March 1, 2023)
Tjoe, K. (2014) What is an OTA in the travel industry, Rezdy. Available at: https://rezdy.com/blog/what-is-ota/ (Accessed: March 2, 2023).
Travelodge (2022) Our company, Travelodge. Available at: https://www.travelodge.co.uk/about/our-company/ (Accessed: March 1, 2022).
Trustpilot (2012) Travelodge is rated "poor" with 2.1 / 5 on Trustpilot, Trustpilot. Available at: https://uk.trustpilot.com/review/www.travelodge.co.uk (Accessed: March 2, 2023).
Whyte, P. (2021) New Travelodge CEO wants to rebuild relationships with landlords, Hospitality Investor. Available at: https://www.hospitalityinvestor.com/content/new-travelodge-ceo-wants-to-rebuild-relationships-landlords (Accessed: March 1, 2023).

Marketing plan powerpoint slides














image2.emf
Marketing plan for 

Travelodge hotels

Presented by 

Dominik 

David


Microsoft_PowerPoint_Slide.sldx
Marketing plan for Travelodge hotels


Presented by Dominik David













image1.jpeg







image2.png







image3.png









Marketing plan for
Travelodge hotels






image3.emf
Introduction

Travelodge is currently one of the most well-known 

budget-based hotel chains in England, but this is no 

longer sufficient to maintain growth and develop 

further into the future. This marketing plan will be 

the key to Travelodge's long-term success; it will 

target mostly recurring and business guests with 

premium-category rooms at low prices and loyalty 

bonuses (Chaffey, 2022).
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Primary goals

-RETURNING CUSTOMERS

-PREMIUM CATEGORIZED ROOMS

-LOYALTY BONUSES


Microsoft_PowerPoint_Slide2.sldx
Primary goals

-Returning customers

-premium categorized rooms

-Loyalty bonuses









image1.jpeg







image2.jpg









primary goals






image5.emf
As one of the biggest budget-based hotel chain, 

Travelodge seeking for new opportunities to increase 

their sale, business and returning customers (Travelodge, 

2022).
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Situation Analysis

Situation

Currently serving 

customers with the 

standard rooms.

Objectives, 

Strategy

Main objective to 

introduce premium 

category rooms. 

Sold at reasonable 

prices.

Tactics

The rooms are of a 

higher quality than 

those found in 

ordinary hotels, but 

they cost less.

Action

Launch the 

premium category 

rooms near busy 

locations at first.

Control

Customer feedback

Annual KPI’s

Reporting and actions.
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Situation



Currently serving customers with the standard rooms.



Objectives, Strategy



Main objective to introduce premium category rooms. Sold at reasonable prices.



Tactics



The rooms are of a higher quality than those found in ordinary hotels, but they cost less.



Action



Launch the premium category rooms near busy locations at first.



Control



Customer feedback

Annual KPI’s

Reporting and actions.
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Plan for product launch

Product

Premium categorised 

rooms with extras.

Price

The average rooms 

starting from £34per 

night with a planned ROI 

of %50 the premium 

rooms could start from 

just as low as £51 per 

night

Design

To complement the 

premium 

accommodations, 

Travelodge is renovating 

its bars and leisure 

facilities to accommodate 

customers' desires for 

more workplace and 

places. These include 

additional USB ports and 

more comfortable chairs 

(Gee, 2017)

Place

Firstly, going to be 

launched near busy 

locations, such as 

airports and big citys

Promotion

As the world evolves 

quicker than ever, it is 

crucial to advertise on 

social media and other 

online channels. 

(Leonard,2013).
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Product

Premium categorised rooms with extras.

Price

The average rooms starting from £34per night with a planned ROI of %50 the premium rooms could start from just as low as £51 per night

Design

To complement the premium accommodations, Travelodge is renovating its bars and leisure facilities to accommodate customers' desires for more workplace and places. These include additional USB ports and more comfortable chairs (Gee, 2017)

Place

Firstly, going to be launched near busy locations, such as airports and big citys



Promotion

As the world evolves quicker than ever, it is crucial to advertise on social media and other online channels. (Leonard,2013).
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Communications Plan

Enter Company Name in cell B2.

Company Name

Travelodge

Enter the name of the Project Lead in cell B3. Enter the Project Start date in cell E3. Pooject Start: label is in cell C3.

Project Lead 
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TASK Metrics START END

Sample phase title block

Advertising 

Tv 5M  March August

Radio 2021TV-2022TV Novemeber November

PPC 75% November November

Newspaper 20k November November

Online 8M November November

This is an empty row

Online

Th

is 

ro

Website 950k November November

Booking.com 700k November November

Mobile App 450k November November

Website Sales promotion

Product Bundles 75% November November

Coupons/vouchers 65% November November

Partnership promotions 70% November November

Development 95% January November

Pay Per Click Marketing 45% November November

Public relations

Sponsorhips 65% May November

Press Releases 2K April September

Public Events 1.5K April August

Direct marketing

E-mail 800K November November

Online adverts 10K November November

SMS Text 8K November November

Post 20K November November

Facebook 1.5M November November



September October November



July August



June May



Dominik Csaba David                                           



March April



Project start: November

November December January February
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ProjectSchedule

		Create a Project Schedule in this worksheet.
Enter title of this project in cell B1. 
Information about how to use this worksheet, including instructions for screen readers and the author of this workbook is in the About worksheet.
Continue navigating down column A to hear further instructions.		Communications Plan

		Enter Company Name in cell B2.		Company Name		Travelodge

		Enter the name of the Project Lead in cell B3. Enter the Project Start date in cell E3. Pooject Start: label is in cell C3.		Project Lead 		Dominik Csaba David                                           				Project start: November

		The Display Week in cell E4  represents the starting week to display in the project schedule in cell I4. The project start date is considered Week 1. To change the display week, simply enter a new week number in cell E4.
The starting date for each week, starting with the display week from cell E4, starts in cell I4 and is auto calculated. There are 8 weeks represented in this view from cell I4 through cell BF4.
You should not modify these cells.
Display Week: label is in cell C4.																November														December														January														February														March														April														May														June														July														August														September														October														November

		This row contains headers for the project schedule that follows below them. 
Navigate from B6 through BL 6 to hear the content. The first letter of each day of the week for the date above that heading, starts in cell I6 and continues through cell BL6.
All project timeline charting is auto generated based on the start and end dates entered, using conditional formats.
Do not modify content in cells within columns after column I starting with cell I7.		TASK		Metrics				START		END

		Do not delete this row. This row is hidden to preserve a formula that is used to highlight the curren day within the project schedule. 														

		Sample phase title block		Advertising 												

				Tv		5M 				March		August				ERROR:#VALUE!

				Radio		2021TV-2022TV				Novemeber		November				ERROR:#VALUE!

				PPC		75%				November		November				ERROR:#VALUE!

				Newspaper		20k				November		November				ERROR:#VALUE!

				Online		8M				November		November				ERROR:#VALUE!

		This is an empty row		Online												

		This row marks the end of the Project Schedule. DO NOT enter anything in this row. 
Insert new rows ABOVE this one to continue building out your Project Schedule.		Website		950k				November		November				ERROR:#VALUE!

				Booking.com		700k				November		November				ERROR:#VALUE!

				Mobile App		450k				November		November				ERROR:#VALUE!

				Website Sales promotion												

				Product Bundles		75%				November		November				ERROR:#VALUE!

				Coupons/vouchers		65%				November		November				ERROR:#VALUE!

				Partnership promotions		70%				November		November				ERROR:#VALUE!

				Development		95%				January		November				ERROR:#VALUE!

				Pay Per Click Marketing		45%				November		November				ERROR:#VALUE!

				Public relations												

				Sponsorhips		65%				May		November				ERROR:#VALUE!

				Press Releases		2K				April		September				ERROR:#VALUE!

				Public Events		1.5K				April		August				ERROR:#VALUE!

				Direct marketing												

				E-mail		800K				November		November				ERROR:#VALUE!

				Online adverts		10K				November		November				ERROR:#VALUE!

				SMS Text		8K				November		November				ERROR:#VALUE!

				Post		20K				November		November				ERROR:#VALUE!

				Facebook		1.5M				November		November				ERROR:#VALUE!
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		SIMPLE GANTT CHART by Vertex42.com

		https://www.vertex42.com/ExcelTemplates/simple-gantt-chart.html

		About This Template

		This template provides a simple way to create a Gantt chart to help visualise and track your project. Simply enter your tasks and start and end dates - no formulae required. The bars in the Gantt chart represent the duration of the task and are displayed using conditional formatting. Insert new tasks by inserting new rows.

		Guide for Screen Readers

		There are 2 worksheets in this workbook. 

TimeSheet
About

The instructions for each worksheet are in the A column starting in cell A1 of each worksheet. They are written with hidden text. Each step guides you through the information in that row. Each subsequent step continues in cell A2, A3, and so on, unless otherwise explicitly directed. For example, instruction text might say "continue to cell A6" for the next step. 

This hidden text will not print.

To remove these instructions from the worksheet, simply delete column A.

		Additional Help

		Click on the link below to visit vertex42.com and learn more about how to use this template, such as how to calculate days and work days, create task dependencies, change the colours of the bars, add a scroll bar to make it easier to change the display week, extend the date range displayed in the chart, etc.

		How to Use the Simple Gantt Chart

		More Project Management Templates

		Visit Vertex42.com to download other project management templates, including different types of project schedules, Gantt charts, tasks lists, etc.

		Project Management Templates

		About Vertex42

		Vertex42.com provides over 300 professionally designed spreadsheet templates for business, home, and education - most of which are free to download. Their collection includes a variety of calendars, planners, and schedules as well as personal finance spreadsheets for budgeting, debt reduction, and loan amortisation.

		Businesses will find invoices, time sheets, inventory trackers, financial statements, and project planning templates. Teachers and students will find resources such as class schedules, grade books, and attendance sheets. Organise your family life with meal planners, checklists, and exercise logs. Each template is thoroughly researched, refined, and improved over time through feedback from thousands of users.



https://www.vertex42.com/ExcelTemplates/excel-project-management.html?utm_source=ms&utm_medium=file&utm_campaign=office&utm_content=texthttps://www.vertex42.com/ExcelTemplates/simple-gantt-chart.html?utm_source=ms&utm_medium=file&utm_campaign=office&utm_content=helphttps://www.vertex42.com/ExcelTemplates/simple-gantt-chart.html?utm_source=ms&utm_medium=file&utm_campaign=office&utm_content=urlhttps://www.vertex42.com/ExcelTemplates/simple-gantt-chart.html?utm_source=ms&utm_medium=file&utm_campaign=office&utm_content=text
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