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Introduction.
Over the years the marketplaces developed a lot and today, customers have lots of choices. So, the marketers always had to make sure that customers hear them. According to Kotler, Kartajaya and Setiawan (2017) now for getting success should be applied Marketing 4.0 strategy (Figure 1) and by using the SOSTAC planning system created by Smith (Figure 2) according with PR Smith (2023) were identified one big weakness and two opportunities of Travelodge hotels which will be discussed in the next sections. Also, there will be proposed strategies for improving, changing, and even introducing new ideas to provide a different direction for the business.

Situation Analysis.
Situation analysis or 5C’s of any business, according with Corporate finance institute (2022), includes an internal and an external part. 5C’s stands for: Company, Customer, Competitor, Collaborators and Climate analysis. The internal part of the situation analysis is the SWOT analysis of the company (Figure 3) (Tough Nickel, 2023). Last year Travelodge brand proposed to the world updated two strategies which opens new opportunities for the business. One of them is opening a budget luxe hotel in Hexham (Travelodge, 2023a) and the other one is launching a new sustainable plan (Travelodge, 2023b).

Forwards will be discussed 4 elements of external part of the situation analysis. One of the objectives of management was described by Tranter, Stuart-Hill, and Parker (2014) as “selling the right product to the right customer at the right time for the right price”. That means every business should learn its customers, their needs, how much they will be willing to pay, when where and why? There are lots of customers and all of them have different interests depending on their lifestyle. So, for sending clear and personalised messages customers are breaking down into groups. This process is known as customer segmentations. Customers segmentation of Travelodge, as a budget hotel, is most based on business and leisure travellers. Also, by using Similar web (2023) were identified demographic distribution of costumers of Travelodge hotel and its competitors for November 2022 – January 2023 (Figure 4). A geographic comparison of the hotels in the same period shows that in United Kingdom Travelodge takes second place after Premier Inn (Figure 5).

One of the ways to identify the competitors is to position the brand using the Bowman’s Strategy Clock.  This strategy was described first time in 1997 (Product Mindset, 2023). Bowman and Faulkner developed the strategy clock which is based on price and customer’s perceived value (Bowman and Faulkner, 1997). After doing the SWOT analysis which shows a clear imagine of the present situation of the hotel, Travelodge were positioned on Bowman’s clock under number 2 - low price (Figure 6). This is because Travelodge is an affordable brand for everyone, and its offers are exceptional. For February 2023 one of the deals was to sale family rooms with £34 or less. For a family of four that is £8.50 per person, incredibly cheap (Boyd, 2023). Besides, Figure 7 is showing the customers interests. Over 25% of Travelodge’s guests are also visited Premier Inn hotel for November 2022 – January 2023 (Similar web, 2023). 

One more strength of Travelodge marketing strategy to attract the audience is to collaborate with others for getting offers for the customers. For more details of the Travelodge’s partners see Figure 8 and visit Travelodge website (2023c). Franchises Travelodge hotels developed under parent company Wyndham Hotels and Resorts and the company is offering new franchises in US and Canada. For financial part of opening a Travelodge by Wyndham franchise go to Figure 9 (Entrepreneur, 2023). 

Climate analysis or PESTEL includes Political, Economic, Socio-cultural, Technological, Environmental, and Legal situation of the company (Figure 10) (Yuksel, 2012).




Objectives.
SWOT analysis projected a clear picture of one big weakness and two opportunities of the company. The overbooking in customers opinions is inconvenient because no one wish to be turned back from reception. The opportunities are expansion and ecotourism. For winning the customers loyalty is important, firstly, to set the objectives and after to take further actions. According to Kotler, Armstrong and Opresnik (2018) ‘the company’s objective must be to manage profitable growth’. Using a SMART method would help to quantify and timescale the objectives. For a wide explication of proposed objectives go to Figure 11.

Strategy.
The second S from SOSTAC Planning System stands for strategy which is about how will be achieved new objectives. What strategies will be applied to deliver the value of the product. According to Kotler and Armstrong (2012) “a value proposition is the full mix of benefits on which a product is differentiated and positioned”. It gives to customers an answer why they should buy the product. So, setting new objectives and strategies lead to a new marketing plan. Based on where the company is now and what objectives were set, the present marketing plan is proposing two strategies. First one is marketing penetration which will help to win customer’s loyalty by changing the way how the hotels are running and second one is marketing development by introducing already existing product such as budget luxe hotels in new areas. 
  
Tactics.
“Marketing Mix – the set of tactical marketing tools- Product, Price, Place and Promotion that the firm blends to produce the response it wants in the target market” (Kotler et al, 2019, p 51). Speaking of Travelodge’s product there are no biases. Today, the cheap hotel is well-known across the UK and as marked earlier last year a budget luxe hotel of this brand was opened.
Place. According to Similar Web (2023) Figure 12 the marketing channels used by Travelodge are not successful compared with its competitors. Firstly, it will be necessary to improve some of the existing channels such as email and social media (Facebook, twitter, YouTube). Secondly, the company needs to invest in advertises (posters and videos) which will give customers a clear idea that ‘’Travelodge takes care of its customers” by assuring them that after booking a room they will surely get it. Plus, Travelodge is the one of the companies what offers the best ratio between quality and price.
For maintain the status of a budget luxury hotel of course the prices must be, at least, on the same level of the biggest competitor which in UK seems to be Premier Inn according to results from Similar Web (2023), see appendix.
Overall, it was concluded the company is on the right track considering promotions as was marked above about its offers and collaborators. In here it is important to mention that advertising, personal selling, sales promotion, public relations, and direct marketing are the elements that companies are using to achieve their targets and all these components determine marketing communication mix (Todorova, 2015). 
 
Action.
Firstly, Gannt Chart was introduced as a production planning tool in 1903. Today it is well-known as a complimentary method of project planning and control (Ong, Wang, and Zainon, 2016). The visual image given by chart helps to focuses more when and what tasks must be done. First year of the proposed plan for Travelodge was planed with Gannt chart (Figure 13).

Control.
Having a great marketing plan is a bit more than halfway because every single step must be controlled end analyse for understanding what are the strongest actions which are bringing the success to company. So, the metrics side of all actions in Gannt chart is to find out how many visits, views, clicks are getting Travelodge brand on online world. 

Conclusion.
Now, being so complex, a marketing plan is a wide part of any business plan. Travelodge can get a big success and be the top budget luxury hotel in UK and aboard, but it should take in consideration the customer’s digital engagement and to improve existing marketing channels and maybe to start advertising on TikTok which is a very popular now.
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Figure 2.

	Strengths
	· Affordable prices
· Special deals on special occasions
· Running programs for premium customers (Travelodge business account card)
· Very extended in UK (more than 500 facilities)

	Weaknesses
	· Poor services for customers (often customers are disappointed)
· Running the hotel to its full capacity (overbooking, the guests have risk to be turned down even after paying deposits)
· More competitors 

	Opportunities
	· Travelodge was branded as eco-friendly hotel
· To expand globally 
· Opening new luxury hotels

	Threats
	· Limited international presence (the tourists coming in UK do not know about this hotel)
· Current situation in UK may influences the business (strikes)
· Overbooking can ruin hotel’s reputation


Figure 3. Travelodge SWOT analysis.
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Figure 4. Demographic comparison of Travelodge and its competitors. 
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Figure 5. Geography comparison of Travelodge and its competitors.
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Figure 6. The positioning of Travelodge using the Bowman’s Strategy Clock.
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Figure 7. Audience interests of compared hotels.
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Figure 8. Travelodge’s partners.
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Figure 9. Financial requirements for opening a Travelodge by Wyndham franchise.

	PESTEL analysis of Travelodge brand 

	Politic
	The political factors are supporting the business. No matter what changes are applied the employees are loyal to the customers.  

	Economic
	Even in the crisis, Travelodge will resist because it is an affordable for everyone. 

	Social
	Being an affordable hotel, it is well-known among ordinary people.

	Technologic
	Are used the modern technologies such as websites, social media, press…

	Environmental
	In the past the company was penalised more times for being non environmentally friendly. In present the business focuses a lot more on sustainability.

	Legal
	Running the hotel to its full capacity makes customers to fell that their rights are neglected. 


Figure 10. Climate analysis. 

	Specific – Stop overbooking. To open more budget luxe hotels. To extend more aboard and to become popular in big cities of Europe and to do step by step in adopting a well laid ecotourism plan. In the end to be awarded being the best eco-friendly budget luxe brand across Europe.
Measurable – Travelodge hotels will get customers loyalty. It will become well-known aboard. It will win the millennials. It will start to collaborate with new partners. 
Attainable – This is real because everyone would like to take a luxury break but not anyone can afford it in a luxury hotel such as Six Senses. Opening hotels in Europe in important cities like Parise, Rome, Madrid, Berlin will give a big chance to Travelodge chain to attract the tourists those who like visit the big cities.
Realistic – Getting many new customers, partners, and enormous profit. 
Timely– To stop overbooking by the end of 2023. To extend in Europe in the next 10 years and in parallel to improve sustainable plan for a better future. 


Figure 11. Objectives of marketing plan.
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Figure 12. Marketing channels of Travelodge and its competitors. 
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Figure 13. Gannt Chart for the first year of the project.
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Information for Franchisees

Here's what you need to know if you're interested in opening a Travelodge by Wyndham
franchise.

Financial Requirements & Ongoing Fees

Here's what you can expect to spend to start the business and what ongoing fees the franchisor
charges throughout the life of the business.

Initial Franchise Fee @ $35,000
Initial Investment @ $174,952 - $9,282,506
Veteran Incentives @ 50% off application/franchise fees; development incentive of up

to $4,000/room
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Ad Royalty Fee @ 4%
Term of Agreement @ 15 years/20 years

Is franchise term renewable? Yes
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(PR Smith, 2023)



SOSTAC  - planning system.
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Situation analysis or 5C’s (Company, Customer, Competitor, Collaborators and Climate analysis )



(Corporate finance institute, 2022)



Strengths - Affordable prices
- Special deals on special occasions
- Running programs for premium customers (Travelodge business account 



card)
- Very extended in UK (more than 500 facilities)



Weaknesses - Poor services for customers (often customers are disappointed)
- Running the hotel to its full capacity (overbooking, the guests have risk to be 



turned down even after paying deposits)
- More competitors 



Opportunities - Travelodge was branded as eco-friendly hotel (Travelodge, 2023b)
- To expand globally 
- Opening new luxury hotels (Travelodge, 2023a)



Threats - Limited international presence (the tourists coming in UK do not know about 
this hotel)



- Current situation in UK may influences the business (strikes)
- Overbooking can ruin hotel’s reputation



(Tough Nickel, 2023)



Company SWOT analysis
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Travelodge’s customers – business and leisure travellers.



(Similar Web, 2023)










Travelodge’s customers –business and leisure travellers.

(Similar Web, 2023)


image17.emf



(Similar Web, 2023)










(Similar Web, 2023)
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(Bowman and Faulkner, 1997) 



Competitors.
Over 25% of Travelodge’s guests 
are also visited Premier Inn hotel 
for November 2022 – January 
2023.



(Similar web, 2023)
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Collaborators.



(Travelodge, 2023)










Collaborators.
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Environmental
In the past the company was penalised more times 
for being non environmentally friendly. In present 
the business focuses a lot more on sustainability.



Legal Running the hotel to its full capacity makes 
customers to fell that their rights are neglected. 



Climate analysis or PESTEL
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Objectives.
According to Kotler, Armstrong and Opresnik (2018) ‘the company’s objective must be 
to manage profitable growth’. 



Specific – Stop overbooking. To open more budget luxe hotels. To extend more aboard 
and to be awarded being the best eco-friendly budget luxe brand across Europe.
Measurable – Travelodge hotels will get customers loyalty and new partners. . It will 
become well-known aboard. 
Attainable – This is real because everyone would like to take a luxury break but not 
anyone can afford it in a luxury hotel such as Six Senses. Opening hotels in Europe in 
important cities like Parise, Rome, Madrid, Berlin will give a big chance to Travelodge 
chain to attract the tourists those who like visit the big cities.
Realistic – Getting many new customers, partners, and enormous profit. 
Timely– To stop overbooking by the end of 2023. To extend in Europe in the next 10 
years and in parallel to improve sustainable plan for a better future. 
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Strategies.



Ømarketing penetration
Ømarketing development



“Marketing Mix – the set of tactical marketing tools-
Product, Price, Place and Promotion that the firm blends 
to produce the response it wants in the target market” 
(Kotler et al, 2019, p 51). 



Tactics.



Marketing channels of Travelodge and its competitors (Similar Web,2023).
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Gannt Chart for the first year of the project.



Actions. 



Control.
The metrics side of all actions in Gannt chart
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Conclusion.



There should be taking in consideration the customer’s digital engagement. 
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