

This marketing plan is a strategic road map in relation to Travelodge-Newcastle-Quayside, part of the budget hotel chain Travelodge ltd. The aim is to generate new customers in the current financial crisis including the political impacts of the war between Russia and Ukraine, post Covid-19 and Brexit.  It will employ SOSTAC to explore different marketing framework including the product specific SWOT Analysis, Pestel and STP, combined with theories and statistics. 
Situation Analysis
Situation analysis is a methodical analysis of the internal and external factors influencing a business, product or service and should be conducted periodically in order to ensure businesses stay on trend with the current climate. These factors might include customers, competitors, the market environment, and the firm's capabilities. 
[image: ]Travelodge-Newcastle-Quayside, overlooking the famous River Tyne, is situated in an ‘excellent’ location, only 0.4miles from the train station (Google maps), which has a direct metro into the airport (ibid). Newcastle city centre itself is a diverse and vibrant visitor destination in the Northeast of England, boasting friendly ‘Geordie’ people, bursting with attractions, cultural museums, thriving nightlife, with theatres, clubs and restaurant scenes to suit all budgets and ages. Just outside of the city centre are rugged countryside and scenic coastlines. (Newcastlegateshead, 2022). 
















Swot Analysis
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Pestle Analysis
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Porters Five Forces Model (2008) is a highly regarded business strategy tool which looks at the permanent competitions faced by businesses.
1. Competitive Rivalry Travelodge is in an industry where competition is extremely high. There are 198 hotels in Newcastle City Centre (TripAdvisor, 2022). There are two Premier Inns, -Travelodge's main competitor located 0.3 and 0.6 miles away (Google Map, 2022). Nestled in between Copthorne and Innside Hotels (Ibid).10 Travelodge's in Newcastle postcode (Ibid).
[bookmark: _Int_Epdm1KOd]2. Supplier Power Being a fuss-free, no-frills hotel, they do not have to rely on any particular suppliers. In fact, it may seem they monopolise the buyer power here from the suppliers.
3. Buyer Power This is considered high in this industry, especially in the low budget sector (Pride and Ferrell, 2010). With the emerging rise of technology where information and comparison sites are at the consumers fingertips it is easy for buyers to switch.
4. Threat of Substitution Airbnb are becoming popular due to Travelodge's low budget target audience looking for cheaper alternatives.
5. Threat of New Entry Due to low start-up costs of hotels, competitors can quickly enter this market and weaken Travelodge's position. 
Considering Porters Five Forces, it would seem ‘the threat of substitution’, ‘new entry’ and ‘supplier power’ are low for Travelodge-Newcastle-Quayside due to their long-standing brand and reputation. However, ‘Competitive rivalry’ and ‘buyer power’ is the area where they must concentrate their marketing plan on.
Objective
[image: ]The aim of this marketing plan is to return to 2019 (before pandemic) RevPAR levels in 2023 by expanding on current social media platforms as well as branching out onto new ones to target new customers. 
Strategy
Travelodge offer various types of room across their hotels, standard rooms consisting of family, twin and accessible rooms as well as premium economy SuperRooms. This places them securely at number 3, ‘Hybrid’ on Bowman's strategy clock. (Lucidity, 2022). They function in the midscale and economy (“MS&E”) sector of the hospitality industry and positioning themselves as a low-cost operator, offering standardised, modern guest rooms at affordable prices to both leisure and business customers (Travelodge, 2022). This has been Travelodge’s mission statement since its birth and has guided them faithfully and successfully to target, segment and position their business to this day. Travelodge’s new Sustainability Committee have designed “Better Future” to mark a greener future, based on the three pinpoints of valuing their colleagues, customers and planet (Travelodge Strategic Report, 2022). Inclusive: Ensuring Travelodge is accessible, inclusive, and affordable to its colleagues and customers - Caring: Creating a safe and healthy environment for our colleagues and customers, and ensuring their wellbeing - Conscious: Being conscious of the waste we produce, the energy and resources we consume, and our carbon emissions. This would be on par with Premier Inn’s wellbeing program, (see appendix 4) (Whitbread, 2022).
[image: ]Tactics                                                                                                   
In line with Kotler's (2014) STP framework, Travelodge-Newcastle-Quayside have successfully ‘segmented’ their market, know who their ‘target’ audience is and have consistently ‘positioned’ themselves as low-cost operators in busy city centres (Travelodge, 2022).  Rai (2012), points out low-earning customers are more loyal in general because they have access to less sources of information to weigh choices.  Furthermore, this group can be sensitive to costs and respond well to promotions and discounts. The four P’s of Travelodge's marketing further demonstrates how it has STP’d their customer base (See Appendix 1). Travelodge's bookings offer a choice of both fully flexible and saver rates, including bed and breakfast and bed, breakfast and Wi-Fi bundles. They also release early booking promotions every so often. These tactics can also be linked to Blythe’s (2014) positioning, where companies must offer extras to stand out from their competitors.  To reflect the pricing strategy of Northeast England, Travelodge-Newcastle-Quayside site offer distinguishably lower rates to its counterparts in London, though a marginally higher rate to its closest franchise, who are situated a little ‘inland’ as opposed to overlooking the river (Travelodge, 2022).
Travelodge showcase the RACE framework by Chaffey (2022), almost identical to Bhargava’s (2010) “Rules of Social Media Optimization”. They are regularly active within their digital marketing platforms Facebook, Twitter and YouTube to “reach” their audience. All platforms which are familiar to the mass consumers and easy to “act” upon and “engage” in two-way communications. To reach a more segmented audience (Kotler 2014), the budget chain also utilises Blogs (Travelodge, 2022). In order to reach a younger market, Travelodge can use Snapchat and TikTok which are the newest releases in the world of social media.
[bookmark: _Int_TatWHz6P]Travelodge's main competitor Premier Inn use Lenny Henry to advertise their rooms on television. This would be very expensive for Travelodge. But they still need to remind consumers they are still around, still keeping their visitors safe, and to spread the word about their “Better Future” campaign (Travelodge, 2022). This campaign can be followed through on social media which would also reach the younger eco conscious travellers.
Action
1. [bookmark: _Int_K0jX5Kp1]Partner with the 3 universities.  Travelodge-Newcastle-Quayside can take advantage of the three high ranking universities nearby (Complete University Guide, 2022), two of which within walking distance. Universities have regular open days every year to attract new students. Travelodge can target prospective students who arrive with family and friends, by liaising with the universities and offering discounts. Also parents who visit their offspring’s during term time would require somewhere to stay, again Travelodge would be perfect.
2. Also partner with St James Park Football Stadium, for the away fans and the nightclubs/event organisers for stag/hen parties: Offer discounts for their users/members.
3. Use Snapchat and TikTok.
4. Train the front of house staff on how to effectively engage with customers to ‘help’ them upgrade. They should also be well acquainted with Newcastle area so they can help customers plan an itinerary.
5. Offer free Wi-Fi included with room bookings. 
6. Create a holistic wellbeing plan for employees. Happy staff means happy guests.

[image: ]The Gantt Chart

Control
Travelodge's value proposition and its USP in line with Kotler’s (2014) product positioning, is consistent with its brand. To offer comfort and convenience at affordable prices. Travelodge will lay out the success of its marketing plan in its annual report.

Conclusion
[bookmark: _GoBack]Whilst the macro-economic environment remains unstable, Travelodge continues to be well positioned, ranking high in the UK hotel industry. Their micro-environment, strong brand, domestic travel focus, large diversified network of hotels, value proposition, customer mix all play contribute a part. However, businesses are finding it increasingly difficult to retain their customers along with managing to be profitable, due to unceasing competition, intensified expectations and entry of new business concepts and formats. Travelodge must continue to evolve and engage with technology, whilst adapting and catering for a more sustainable generation of travellers. 


image4.png
@ H S o - Document] - Word ? @ x
Rl foME | NSET  DESGN  PAGELAYOUT  REFERENCES  MALNGS  REVEW VW
cu o B . Hoind -
ﬁ - (Caliri M M LA S 2L T nagbcede Aseboede AaBbC( AssbCel AQBI asebcer assbeeoe aasbeed acsbccor fece
paste - c A-W-A- Sm- jormal | TNoSpac.. Heading1 Headin e Subtile SubtleEm.. Emphasis Intense N
S o pame B 1 U A% A O~ | INormal | TNoSpac.. Headingl Heading?  Ttle  Subtile SubtleEm.. Emphasis Intensek. N sote
Gipboard 5 Font 5 Paragraph 5 syies 5 ety A

Gupta (2018] believes changing customer profile and developing technology are the main competition in
this industry. Being the era of technology, hoteliers have no choice but to invest in mobile friendly and
internet led visitor engagement and retention strategies. RACE framework by Chaffey (2022). “Rules of
Social Media Optimization” by hargava (2010). Kotler (2014).

Travelodge are currently active on Facebook, Twitter, YouTube and Blog. Offer discounts on cashback site,
Quidco and Student Bean.

The advancement of technology has affected mankind, but younger cohorts have had their entire life
shaped by technology in a way that older cohorts have not.

Net zero. The government has outlined s plans to become net zero by 2050 {Quinio & Rodrigues, 2021).

Another trend and customer expectations reflective of the modern and fast-moving hospitality market is
sustainabilty. Hoteliers are witnessing a change in the demographic and psychographic profiles of viitors
With the increasing dominance of the Millennial and Generation  demographic cohorts who have hugely
different expectations and lifestyle to what the industry is accustomed to, the hospitality industry is
continually faced with many challenges.

Aglobal survey in 2020 revealed that Gen Z and millennial travellers are the generations that are the most
concerned with the importance of choosing an environmentally friendy travel option. (Lock, 2021)
Martin Robinson Chairman of Travelodge 22 April 2022 writes ‘This year will also mark the launch of the
Travelodge Sustainability Report, which lays out a ‘Better Future’ for the business, valuing our colleagues,
customers and planet under the three pillars of Inclusive, Caring and Conscious (see Appendix 2)

Data protection Law. Data management and security are real challenges for the hospitality sector. Djatsa
(2019) reports Cybersecurity firms reported that in 2016, there were 1209 total breaches with 1.1 billion
identities exposed. To secure the trust of ts visitors, proof of secure storage, data maintenance, data
access and easy deletion, if the customer opts out at any time, must be ensured.

The hospitality service must comply with the Gas Safety (installation and Use) Regulations 1998 to protect
the health of their guests (National Archives, 2022). As well as the Health and Safety at Work Act 1974
which ensures they take notice of substances potentially causing harm to their workforce (Ibid).
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Brand.

* Location,

 Overlooking famous River Tyne.

« et friendly.

* Air conditioning

 Has an on-site restaurant and bar that serves
breakfast and evening meals

* Wheelchair frendly.

* Smoke free.

« 24 front desk.

« Energy-efficient lighting.

» Water-efficient toflets and showers.

« Towel reuse programme.

 Has good online presence. Active on Facebook,
YouTube and Twitter.

 Use discount promotion sites, Quidco and Student
Bean.

1037 reviews on TripAdvisor. #8 of 92 hotels in
Newcastle. Whereas Premier Inn s #53.

« Staycations have become popular due to recent
fiight restrictions. Staycation bookings rose 18%
Between 2020 and 2021, (Thomasell, 2021).

‘» Newcastle hosts 3 renowned universties as well
a5 a famous football stadium.

 Partner with local businesses that offer activites.
Local museums, shows, restaurants, etc to offer
anallin-one dea.

 Partner with hotels next-door. Le. use the spa in
Copthorne hotel

 Contact the 3 Universities and offer discounts for
students and parents who come to visit on open
Gays. Also, when parents visit their offsoring
during term times.

 Reinforce its reputation on social media

 To target a younger travellers branch out into.
TikTok and snapchat.

‘« Employ influencers to advertise the historical
culture and famous nightlife in Newcastle.

« Starta ‘story’. Think AlGi's Kevin the Carrot.

« Keep employees training up to date.

 Offer government funded apprenticeships. The.
North South divide indicates Newcastle have less
people who go into higher education and
‘apprenticeship are a better alternative.

 Offer a more holistic wellbeing programme for
their employees ke their ivals Premier Inn. (see.
appendixa)

Limited parking for extra charge.

© Wi-Fi free for 30mins, pay for extra

 Noisy due to the location.

 No fitness or wellness provisions.

 No Minibars.

« No other services such as laundry, currency.
‘exchange, baggage storage, bicycl hire, boutiaue
shopping which their next-door neighbours, -
Innside and Copthorne offers.

» 2xPremier Inns, (Travelodge's main competitor)
are 0.3 and 0.6 miles away.

 Another Travelodge 0.5miles distance. Though ths.
can be both a strength and a weakness

» Predominately based in UK means global visitors:
are not familiar with Travelodge.
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Election times can be an anxious time for this industry. Sian (2009) reminds us that government actions
and ideologies can trigger a range of crises and political instability. The recent lockdown due to Covid-19
was a major blow (Dube et al, 2020). However, as restrictions began easing, Travelodge being
predominantly based in UK, were able to benefit from staycation visitor a5 opposed to the luxurious chains
abroad due to flight restriction and laws of different countries (Index Digital Tear, (2022),

Emergencies can occur with varying depths of severity, from publicised environmental, economic and
political disasters (Beeton, 2001). The current war between Ukraine and Russia and recent Brexit has
impacted the UK which is currently considered in a fragle financial living crisis. This cost of living has also
meant that cost of running hotels have rocketed.

Operating costs were impacted by general inflationary increases, energy prices and supplier price
increases.

Cost of living has risen exponentially (Centre for Cities, 2022). Asylum and Migration has added to the
housing crises, rendering more people homeless (Ibid).

‘The ongoing crisis between Ukraine and Russia contributed to the rising inflation.

Post Brexit meant a lot of staff had to return to their home countries.

Post Covid meant a ot of staff had to find employment elsewhere as the hospitality business had to remain
closed for  longer period than other areas of economic activity (Travelodge Strategic Report p.5, 2021).

Travelodge appeals to families in the lower- middle and working class (Rai & Srivastava, 2012). There are
numerous museums and events in Newcastle, There are numerous businesses as well for the professionals,
Newcastle with its vibrant nightife will also appeal to groups, such as stag and hen parties

Hoteliers are witnessing a change in the demographic and psychographic profiles of visitors. With the
increasing dominance of the Millennial and Generation Z demographic cohorts who have hugely different
expectations and lfestyle to what the industry is accustomed to, the hospitality industry is continually
faced with many challenges.

Aglobal survey in 2020 revealed that Gen Z and millennial travellers (See Appendix 5) are the generations
that are the most concerned with the importance of choosing an environmentally friendly travel option
(Lock, 2021).
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