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Introduction
This marketing plan will focus on exploring the target market and current business of Travelodge business as well as its current business environment addressing contemporary strategies of the brand. This marketing plan will give a detailed insight into this hotel business so that potential guests for this business can be attracted. It is now being prepared for presenting a unique service to the customers. In the 4Ps, this business indulges in offering resort-based services to customers globally at value-based pricing.
Situation Analysis
Company: SWOT analysis is applied for exploring micro environmental factors. Like:
	Strength
	Weakness

	It has also a good brand image due to its resource wealth that helps ensure high-profit margins. 
It has a unique marketing style that combines high-quality services and the individual character of hotels and services (Chui, 2023). 
Recently, it has also started getting a high review count as compared to hotels. 
	This hotel business cannot ensure proper food quality in all resorts because of geographical restrictions. 
Besides, it requires high set-up costs and a high-cost structure. 
As it focuses on a single brand strategy, it has limited loyalty program opportunities. 

	Opportunities
	Threats

	It can explore Latin American and Oceanian countries as these continents have lots of natural and cultural spots.
It can dominate the sector through the maximization of market share and revenue volume. 
	Its single-brand strategy and the high price of goods and services in divergent countries can threaten the business



Customers: Its segmentation insists on targeting young people and travelers having low middle to high middle-income earners. It envisages three countries on Europe. 
Competitors: According to porter’s five forces, threats of new entrants are high because lots of entrepreneurs can initiate this type of hotel business with a small amount of money. The bargaining power of suppliers is medium because lots of suppliers exist in this sector who are ready to supply materials to the hotels. Customers cannot bargain as this business has placed itself in several natural and cultural heritage (Chui, 2023). Rivalry among the competitors in the UK’s hotel industry is quite high. Hostels, cottage, public-room services, etc. are substitutes for hotels. 
Collaborations: In B2B relationships and partnerships, Travelodge has dealt with several third parties and websites. It has several properties that are franchises resorts in Ireland and Spain countries. 
Climate: PESTEL analysis will help explore macro-environmental factors. Such as:
	Factors
	Description

	Political
	Global war and politics and pandemic situation. 

	Economic
	The high inflation.

	Social
	Getting relief from busy life.

	Technological 
	Digital booking, e-payment, and social media marketing. 

	Environmental
	Geographical proximity to other destinations, especially cultural and historical heritage.

	Legal
	Business contract law, health, and safety act, etc. 



Objectives
The marketing plan is to set up a new resort nearby Monteverde, popular for its cloud forest reserve and hiking trails located in Costa Rica, a mid-Latin American country by the end of June 2023 and the new resort will help gain a 3-5% increase in sales volume. because this natural tourist is visited by lots of tourists every year and it is quite eco-friendly as well as an environment-friendly country having lots of natural tourist spots, like Monteverde that can attract lots of global travelers. 

Strategy
Unlike other hotel businesses, Travelodge differentiates itself through the presentation of a combination of quality services and resorts at natural and cultural heritage sites in popular tourist spots across the world. So, this hotel indulges in offering exceptional guest experiences, especially in majestic mountains, valleys, bays, city districts, and so on (Travelodge's UK website, 2023). Targeted customers are young travelers who look for affordable hotel rooms located in nearby natural and cultural heritage. The value proposition of Travelodge always prioritizes the targeted customers and its market segmentation so that quality can match its focused customers. 
According to Bowman’s clock strategy, this hotel business envisages a focused differentiation strategy where its unique combination always attracts customers significantly. In this case, this resort-based hotel needs to focus on the high perceived value to the consumers and high pricing, like value-based pricing strategies. 
Tactics
Marketing mix: It includes four major issues of the business. Like-
Product/Services: Travelodge indulges in offering its unique combo in different countries. In this case, this hotel envisages offering quality resort-based hotel services to targeted market segments so that people can get relief from monotonous work and busy life. Besides, customers enjoy a sound and calm natural environment with proper pleasure and safety (Chaffey, D. et al.,2019). In the hotel sector, this is quite interesting to see such a combination. Sustainability is part of its quality services where each resort keeps promoting sustainable acts for protecting the environment significantly. 
Place: This business is now operating in 3 different countries on three distinct continents. In those countries, it focuses on operating its hotel service operation in different natural sites including mountains, rivers, villages, forests, bays, valleys, and so on. This placement is done via proper market research and campaign because it also knows that it is quite essential for this hotel to know whether it will gain the desired response from the target market. 
Pricing: Pricing is also an essential marketing mix that can help gain customers’ responses significantly. From this perspective, value-based pricing is introduced by Travelodge Resorts and Spa. It is value-based pricing that envisages the services’ benefits perceived by the targeted customers instead of the genuine cost. Basically, it is the estimation of customer perception that is adopted considering the feedback of targeted customers. Besides, differentiated features also impact the price range of services and for this, it is required to check how much customers value the product or services. For example, the price range of Travelodge in Spain starts from $1,700 (Chui, 2023). If the customers intend to pay the value of the services, it can be either a high-price or a low-price service.
Promotion: Promotions mixes are now categorized into traditional and digital promotional mixes. Travelodge is placed on natural and cultural heritage sites (Chaffey, D. et al.,2019). So, traditional marketing approaches will work efficiently. Like, billboard ads, newspapers, TV, radio, etc. can be used in the local areas. According to RACE’s digital marketing approach, Travelodge has a lucrative brand image that can help utilize SEO, social media platforms, etc. It has a distinct website. Besides, people can book rooms via third-party websites or links. 
Gantt chart
[image: ] 
Control
Its USP is in its unique combination of quality services in guest rooms and natural or cultural sites (Chaffey, D. et al.,2019). People can find a beautiful moment by staying at the rooms of Travelodge offered to them in different natural sites where it is quite unavailable. This unique selling will help attract lots of targeted customers significantly which can also aid in aligning sales and marketing expenditures simultaneously. This hotel will ensure both assertiveness and defensibility. In terms of competing services, Travelodge will ensure high-quality services in the market. 
It will measure success through the observation of the average daily rate that is estimated through the division of the number of guest rooms by the sales revenues from the rooms. 
Conclusion
Its major challenges will be its single-brand strategy and the high price. Traveling has become restricted due to global politics, especially the war raised between Russia and Ukraine. Trade restrictions, new immigration laws in Europe, and an increasing inflation rate will be the major challenging issues for this new business. In this field, it will be difficult for this business to expand its new resort in a new country or continent. The price hike is everywhere. That is why this business should conduct market research appropriately. The most important thing is that Travelodge must conduct a cost-benefit analysis before executing the plan. 
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Note
These issues will be covered in today’s presentation. 
[image: ]
This presentation will represent the marketing plan of Travelodge Resorts and Spa. For this, the 5C’s of marketing, SMART objectives, strategies, tactics, action, and control will be highlighted as part of the marketing plan for Travelodge.
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Note
Strength: Its strengths include its brand image, unique marketing style, and high review.
Weaknesses: It sometimes provides inefficient food quality. Besides, set-up and structure require high costs. 
Opportunities: It has a high chance of expanding its business in Latin America, like Mexico, Brazil, and Bolivia, and in Oceania, like Australia, and New Zealand. 
Threats: It has a single brand identity and a high price of goods and services. 
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Note
Its customer profile focuses on demographic, social, and geographical issues. For collaborations, it has established 21 properties in 17 countries and dealt with third party websites. 
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Note:
Here are the macro-environmental factors that can have significant impacts on this business. 
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Note
Considering these SMART objectives, this marketing plan will be executed. 
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Note
Its strategies include developing winning strategies to keep ahead of the competition, and combining high-quality services and beautiful natural sites, and visualizing customer-directed convergence. 
According to Bowman Clock strategy, it has envisaged focused differentiation. 
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Note
It provides quality room services in natural and cultural heritage sites. Based on customers’ feedback, it specifies its price range. That is why it established itself in 17 different countries. Billboards, newspaper, websites, social media, email marketing, etc. are considered by this hotel business. 
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Note
Business opportunities are unique facilities and quality services. This is the USP of Travelodge. It will measure its success through the observation of the average daily rate of room services. 
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This presentation has represented the entire marketing
plan of Travelodge. This marketing plan has upheld both
micro and macro factors; based on which, it is decided to
expand the business in Monteverde, Costa Rica. It is
expected that this business will increase sales volume by
3-5% by the end of June 2023.

This business should envisage both market research and cost-benefit analysis.
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Communications Plan

Company Name

Six Senses  hotel

Project Lead

Six Senses    Project Start:

TASK Metrics START END

Advertising 

Social media 1000 views November January

Radio Promotional code November January

PPC Click rate NovemberNovember

Website December April

Bounce rate November January

Personal selling

Stand in the town Talk to 50 people January February

Activity/Channel  Month Month

Activity/Channel  Month Month

Activity/Channel  Month Month

Activity/Channel  Month Month

Sales promotion

Discount Coupon March April

Activity/Channel  Month Month

Activity/Channel  Month Month

Activity/Channel  Month Month

Activity/Channel  Month Month

Public relations

Viewers in pages Per page visitors January February

Activity/Channel  Month Month

Activity/Channel  Month Month

Activity/Channel  Month Month

Activity/Channel  Month Month

Direct marketing

Staff's behavior Customers' satisfaction January June

Activity/Channel  Month Month



September October
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July August



June May
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