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[bookmark: _Toc120532751]Introduction
The Purpose of the marketing plan is to identify the target audience of a firm and ensure at ensuring that they are effectively engaged and aligned with the marketing objectives. This will help an organisation attain a competitive advantage and will enhance profits (Stevens et al., 2021). Therefore, the report is being prepared for Travel Lodge to analyse the changing external and internal environment of business and prepare an appropriate marketing plan to target a new set of customers. For conducting situational analysis, SWOT, PESTLE, and Porter Five Forces will be conducted. In addition, for marketing tactics, a marketing mix will be used. 
[bookmark: _Toc120532752]Situation Analysis 5 'C's
[bookmark: _Toc120532753]Company: SWOT analysis 
	Strengths
-Travel Lodge is marked as UK’s first value-brand hotel.
-It comprises 590 hotels across UK, Spain and Ireland.
-The hotel is set in a prime location like the seaside and roadsides.

	Weakness
-A lack of focus on advanced technology.
-Strong brand with limited market share.
-Marketing activities are restricted. 
-Lack of engagement

	Opportunity
-Adherence to new technology.
-Focusing on digital marketing tactics.
-Targeting a new set of customers.
-Change with changing consumer trends.
	Threats
-Increasing competition.
-Consumer awareness.
-Knowledge available on the internet



[bookmark: _Toc120532754]Customers: Segmentation and Targeting
	Segmentation
	-The marketing plan will target customers of Luton.
-Both males and females will be targeted.
-Leisure and business traveller.
-The consumer looking for luxury and comfort

	Targeting
	Group of friends, business travellers and families.

	Positioning
	-The brand is positioned as a luxury brand in the UK. 



[bookmark: _Toc120532755]Competitors: Porter’s five forces
	Buyer Power
	The buyer power is relatively high due to the consumer’s ability to compare and contrast different hotels (Nobar and Rostamzadeh 2018). 

	Supplier Power
	Many suppliers for hotel resources are available. Thus, the power is low. 

	Threat of Substitute
	The threat is moderate due to the availability of cottages at a reasonable price (Simpson and Nevell, 2022). 

	The threat of New Entrant
	The threat is low due to the adequate investment required to manage the hotel (Hoang et al. 2021). 

	Competitive Rivalry
	High competition exists in the market. 
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Figure 1: Hotel Brands in the UK
(Source: Statista 2022)




[bookmark: _Toc120532756]Perceptual positioning maps
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[bookmark: _Toc120532757]Collaborators
The Hotel works with partners to ensure that customers are provided with great services. The hotel maintains a good relationship with franchisees and other businesses and provides full responsibility to the partner to maintain business needs. In 2018, the hotel partnered with Itsu to allow customers to enjoy delicious meals (H&C News 2018). 
[bookmark: _Toc120532758]Climate
	Political
	-Laws and regulations are favourable for the Hotels.
-After Brexit, Hotel suffered from staff shortages (Tiwasing 2021). 

	Economical
	-UK GDP increase by 2% in 2022 (ONS UK 2022).
-UK economic situation is now stable.

	Social
	-The pandemic changed people’s preferences.
-Use of social media has also elevated.

	Technological
	-Technology used has enhanced the hotel industry (Mellian-Alzola et al. 2020).
-AI, Big Data and blockchain technology are common. 

	Legal
	-Consumer protection law.
-Employee safety law.

	Environmental 
	-Increasing focus on sustainability.
-Hotel needs to adapt to clean practices. 
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SMART target: 
The aim of the marketing plan is to attract a new set of customers using social media and other digital media initiatives. To achieve this, SMART Targets are set to grab customer attention. 
· To focus on an influencer marketing strategy to create awareness about the brand by 30% within 3 months target period.
· To enhance consumer engagement activities within the first quarter of 2023 by focusing on Giveaways and other promotional activities.
· To market sustainable initiative taken by the hotel to create a responsible brand image and enhance sales by 10% by the 3rd quarter of 2023. 
[bookmark: _Toc120532760]Strategy
The focus of Travel Lodge is to provide value to the services extended to the customer. They consider customers as value seekers and therefore pay attention to minor details. The brand has positioned itself as a luxury yet affordable brand to provide a delightful experience to customers. The brand differentiates itself from the competitors based on the focus on aspiration and ensuring that the hotel suits every pocket. The consumer always seeks value for money, and therefore, the hotel will target friends, family and business travellers who are seeking to grab an affordable yet cosy experience. The value proposition of the company has enabled them to achieve a distinctive position in the market.
[image: ]
However, based on Bowman’s strategy, clock Travel Lodge focuses on low prices but with high-added value services. This ensures that the hotel will target its consumers with low prices, but the quality will not be compromised. 
[bookmark: _Toc120532761]Tactics
[bookmark: _Toc120532762]Marketing mix
-Product 
Travel Lodge offers all the great value that customers seek during travelling. Its remarkable interior is suitable for modern business travellers. Every room at Travel Lodge comprises of Dreamer Bed, en-suite bathroom, large desk areas, and phone charging sockets. For families with children, pull-out beds are also available. For added comfort, super rooms are also established, with TV, ironing board, hair dryer and all premium facilities. In addition, Travel Lodge Plus is thoughtfully designed for leisure and business traveller to meet their comfort needs (Gennie and Sulistyani 2019). 
-Place 
To ensure that customers are able to reach out to the hotel easily, the brand has positioned itself in some major towns and city centres alongside roadside stops and seaside locations. The brand is constantly looking for expansion in the UK and beyond, providing added value to the customers. Besides this, about 200 of the hotels of Travel Lodge comprise on-site Bar Cafe Restaurants, and other hotels also comprise a coffee house nearby to further serve as an ideal base for the hotel. Consumers can easily locate the hotel due to its availability on Google Maps and the popularity of the location. Furthermore, social media channels and official websites also provide information about the location (Ulfa et al., 2020). 
-Price 
Based on the marketing environmental analysis, the majority of the brands focus on a competitive pricing strategy. Gupta et al. (2021) provided that competitive pricing allows businesses to choose price points based on competitors’ pricing. However, at Travel Lodge, revolutionary pricing is offered. Rooms are offered cheaper if booked earlier. This provides an opportunity for people to take advantage of low-cost accommodation facilities. The price can be seen on booking websites or the official website of Travel Lodge (Travel Lodge 2022b). 
Promotion 
Travel Lodge has also focused on advertising using various channels. However, the brand needs to change its marketing approach and emphasise new trends and marketing patterns. This means that the use of social media channels needs to be focused on communicating with the target audience. The Hotel will make use of the RACE marketing framework to focus on marketing activities. The first stage is to plan the overall transformation plan or digital marketing strategy. For Travel Lodge, focusing on branded content is planned. Reach focus on enhancing website visits and increasing awareness. This will be achieved using paid, earned and owned media touchpoints. The consumer will Act by interacting with the brand. Social media presence must be enhanced to achieve this. The interaction will convert to sales, and to achieve long-term engagement, building customer loyalty will be the focus. 
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[bookmark: _Toc120532763]Action
Travel Lodge will formulate a separate marketing team that will focus on developing relevant content to keep the audience engaged. Innovative and creative measures are supposed to be taken using social media channels to enhance customer traffic. 
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[bookmark: _Toc120532764]Control
The Unique Selling Proposition for Travel Lodge is the low-cost choice provided to the customer, especially business and leisure travellers. It serves as an ideal location to stay and suits an individual travel budget and needs. Furthermore, the effective services of the hotel brand are exceptional. However, to increase profits and ensure that customer forms a positive brand image, a promotional strategy such as discount and loyalty programs must be offered. In addition, to measure the success of the marketing strategy, the number of clicks on a website, likes, shares, comments and the increasing number of followers must be evaluated (Li et al. 2021). 
[bookmark: _Toc120532765]Conclusion
Based on the overall analysis, it is evident that the marketing plan for Travel Lodge will envision success and will be able to acquire new customers post-pandemic and Brexit situation. Though many challenges are liable to be faced by the brand in terms of competitors’ strategies, fostering differentiation and innovativeness will serve as the key to success. It will also ensure that audience is constantly engaged with the brand. Therefore, a team will be formed to ensure regular efforts are made to enhance the digital marketing strategy. 
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INTRODUCTION
Purpose of the marketing plan is to identify the target
audience.

This will help an organisation attain a competitive advantage
and will enhance profits (Stevens et al., 2021).

Report is being prepared for Travel Lodge to analyse the
changing external and internal environment.

SWOT, PESTLE, and Porter Five Forces will be conducted.

For marketing tactics, a marketing mix will be used
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SITUATION ANALYSIS 5 'C'S
SWOT ANALYSIS

Strengths ‘Weakness
“Travel Lodge is marked as UK’s first value-brand hotel. -Alack of focus on advanced technology.
It comprises 590 hotels across UK, Spain and Ireland. -Strong brand with limited market share.

“The hotel is set in a prime location like the seaside and -Marketing activities are restricted.
roadsides.

“Lack of engagement
Opportunity Threats

-Adherence to new technology. -Increasing competition.

—Focusing on digital marketing tactics. ~Consumer awareness.

“Targeting a new set of customers. ~Kaowledge available on the internet

~Change with changing consumer frends.
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SITUATION ANALYSIS 5 'C'S

Customers: Segmentation and Targeting

[———

The markefing plan will target

customers of Luton.

Both males and females will be
targeted.
“Leisure and business traveller:

“The consumer looking for luxury
and comfort

Targeting,

Group of friends, business travelers

and famities.

Positioning.

“The brand is positioned as a fuxury
brand in the UK.
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SITUATION ANALYSIS 5 'C'S

Competitors: Porter’s five forces

Buyer Power

The buyer power is relatively high due to the
consumer’s ability to compare and contrast
different hotels (Nobar and Rostamzadeh 2018).

‘Supplier Power.

Many suppliers for hotel resources are available.
Ths, the powwer s low.

Threat of Substitute

The dhreat of New
Entrant

The threat is moderate due to the availabilfy of
coftages at a reasonable price (Simpson and Nevell,
2022).

The threat i low due to the adequate investment
sequired to manage the hotel (Foang et al. 2021).

Competitive Rivalry

‘High compeition exists in the market.
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SITUATION ANALYSIS 5 'C'S

Collaborators

The Hotel works with partners to ensure that
customers are provided with great services.

Good relationship with franchisees and other
businesses.

In 2018, the hotel partnered with Itsu to
allow customers to enjoy delicious meals
(H&C News 2018).
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SITUATION ANALYSIS5'C'S

Climate

Political Laws and regulations are favourable for the Hotels.
-After Brexit, Hotel suffered from staff shortages (Tiswasing 2021).
jo— UK GDP increase by 2% in 2022 (ONS UK 2022).
UK econoic situation i now stabe.
Social ~The pandemic changed people’s preferences.
~Use of social media has also elevated.
Technological ~Technology used has enhanced the hotel indusiry (Mellian-Alzola et al
2020).
-AL Big Data and blockchain technology are common.
Legal ~Consumer protection faw.
~Employee safety law.
I ——1 “Increasing focus on sustainability.

~Hotel needs to adapt to clean practices.
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OBJECTIVES

. To focus on an influencer marketing strategy to create awareness

about the brand by 30% within 3 months target period.

- To enhance consumer engagement activities within the first
quarter of 2023 by focusing on Giveaways and other promotional activities.

. To market a sustainable initiative taken by the hotel to create a

responsible brand image and enhance sales by 10% by the 3rd quarter of
2023.
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STRATEGY

- The focus of Travel Lodge is to provide value to the services
extended to the customer.

- They consider customers as valuc seckers.

- The brand differentiates itself from the competitors based on the
focus on aspiration.

- The value proposition of the company has cnabled them to
achicve a distinctive position in the market.

- Based on Bowman’s strategy, clock Travel Lodge focuscs on low
prices but with high-added valuc services.
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MARKETING MIX

Product

« Its remarkable interior is suitable for
‘modern business travellers.

- . Every room at Travel Lodge comprises of
Dreamer Bed, en-suitc bathroom, large
desk arcas, and phone charging sockets.

- Super Rooms and Ultra rooms arc also
available

m é‘i

Place

+ The brand has positioned itsclf in some
‘major towns and city centres alongside
roadside stops and scaside locations.

Besides this, about 200 of the hotels of
Travel Lodge comprise on-site Bar Cafe
Restaurants.

- Consumers can casily locate the hotel due
to its availability on Google Maps
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MARKETING MIX

Price

Majority of the brands focus on a competitive
pricing strategy.

However, at Travel Lodge, revolutionary pricing
s offered.

Rooms are offered cheaper if booked earlier.

We price check our
competitors
s0 you don't have to.

J e
&
:

Promotion

‘Travel Lodge has also focused on advertising
using various channels.

‘The Hotel will make use of the RACE
marketing framework.
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CONTROL

The Unique Selling Proposition for Travel Lodge is the low-
cost choice provided to the customer, cspecially business and
Ieisure travellers.

It serves as an ideal location to stay and suits an individual
travel budget and needs.

However, to increase profits and ensure that customer forms a
positive brand image, a promotional strategy such as discount
and loyalty programs must be offered.

To measure the success of the marketing strategy, the number
of clicks on a website, likes, shares, comments and the
increasing number of followers must be evaluated.

supR L
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CONCLUSION

- Based on the overall analysis, it is cvident that the marketing
plan for Travel Lodge will envision success.

Tt will be able to acquire new customers post-pandemic and
Brexit situation.

Though many challenges are liable to be faced by the brand in
terms of competitors’ strategies.

Fostering differentiation and innovativeness will serve as the
key to success.

A team will be formed to cnsure regular cfforts are made o
enhance the digital marketing strategy.
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