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Travelodge Hotel is a worldwide hospitality chain that provides affordable prices on stay options and services. The global giant mainly operates in the UK, US, and Spain. Working since 1985, the hotel chain has gained popularity for being a budget hotel company and has now used this strategy to gain customers and be the fastest-growing company (Travelodge, 2022). However, with Covid-19 declining business specifically in the hospitality business, and the lack of development in other countries, an assessment of the company and a marketing plan is essential to guide the company to global takeover and overall success. This report will therefore present a strategic marketing plan using the SOSTAC model (Stephenson, 2021). The components of this model discussed include situational analysis, objectives, strategy, tactics, actions, and control.

Situation analysis-The 5 C’s
a) Company- SWOT analysis
	Strengths
· Affordable deals and prices hence a go-to for many
· Runs programs for premium customers
· Extensive presence hence easily accessible for customers
	Weaknesses
· Does not have a vast range of products and services
· The policy of overbooking implemented by the company is highly frowned upon.


	Opportunities
· Ecofriendly companies are gaining popularity and since Travelodge is highly dedicated to sustainability, it is more likely to receive positive reviews and feedback. 
· Going global and establishing premises in other countries can expand Travelodge’s market and profits
	Threats
· The hotel industry is very competitive with Travelodge’s rivals offering competitive products at competitive prices.
· Limited international presence with a focus on the UK market hence not popular with customers outside the region.



b) Customers
The company mainly targets low-income customers by providing affordable services. This group is also sensitive to prices and are easily attracted by better deals and promotion (HH, 2022). On age, the company is appropriate for mature 20-50-year-olds who prefer a stay of quiet and relaxation. Parents and families are also targeted as they require amenities provided by the hotel such as children’s playrooms and beds.
c) Competitors
The main competitors include Macdonald, Premier Inn, Jury’s Inn, and not limited to Clayton hotels (Travelodge, n. d). 
d) Collaborators
As a global company, Travelodge has had to rely on many collaborators to run its business. According to Travelodge Archives (Russel, 2018), some of these include its offering Asian-inspired snacks, Arcadia constructing rooms in Edinburgh, NCPA to improve sustainability, and Lindner to expand London Hotel portfolio.
e) [bookmark: _gjdgxs]Climate- Pestel Framework 
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	• In 2010, a Digital Economy act was passed to decrease file sharing and copy infringements in the digital society and Travelodge had to decide whether to charge customers for internet connectivity.
•	post covid, the hotel has had to abide by the laws which has led to financial constraints as room charges were reduced.
	• Covid affected UK’s economy which led to a decline in Travelodge’s sales.
•A quick recovery of the blip from uplifted restrictions highlighted a pick-up in demand in business and leisure
•	The pandemic period and Brexit outcomes allowed the company to recognize the unstable and uncertain economies post the pandemic hence necessitating the development of a resilient framework to act as an immunity.
	• Travelodge offers online and mobile reservation application services to keep up with the web-based trends. 
•	The company also has an easier-to-use website which gives customers direct access to services and products.
	• Travelodge has acquired an online booking system with multiple ads to capture customers’ interest and maximize profit production.
	· Travelodge must abide by Innkeeper laws which ensure the safety of customers and their properties. This law also implies that Travelodge has to pay a certain fee if guests’ properties are stolen or damaged while on the premises.
	• Travelodge is located in a good climate which enables customers when vacationing to enjoy a relaxing and warm climate. The weather is a contributing factor that has led customers to choose Travelodge.






Objectives

As asserted by Indeed (2020) every business needs a marketing plan to support its success. The objectives of this marketing plan are guided by the SMART method of goal creation to clearly outline the purpose, guide the marketing, and inform decisions on reaching the target audience. The objectives are therefore as follows:
· Increasing brand awareness
· Lead generation
· Increasing sales
· Build and enhance customer trust and confidence in the company
· Successfully launch new establishments in other countries
· Increase customer loyalty
Strategy

Travelodge’s value is propositioned on offering the best experience to guests for competitive prices. The company differentiates itself from the competition by offering customers attractive deals and promotions and quality services at affordable prices. To establish the guest value proposition for Travelodge, a conference will be necessary to communicate to the general managers on tools and information to attract franchises whose values complement those of Travelodge. The conference will also cover the improvement of quality through the elimination of low-quality infrastructure, quality assurance inspections, and following global food and service standards. Guided by the Bowman’s strategy clock, the strategies mentioned above will enhance the company’s ability to deliver an upscale guest experience, a fresh look that will resonate with the modern traveler, and adequate fulfillment of travelers’ needs.
Tactics

As corroborated by Fahy and Jobber (2018), the 4Ps will demonstrate the tactics employed.
Product- Travelodge currently offers accommodation and related services for travelers and guests. Some of Travelodge’s products include fully furnished double rooms with wi-fi, reception and room services, and family rooms with limited services. As a budget hotel, these products are suitable but advancements in the offered services would ensure diversity in the products and services. Travelodge should also expand the portfolio to cater to the needs of businesspeople as they travel often too.
Price-The hotel is committed to offering its services at the lowest prices. The deals and promotions the company offers through the website allow an attraction of customers hence giving a boost to its guests’ demands.
Promotion- To attract and capture customers in new territories, the advertising channel ought to be appropriate. Digital marketing and advertising through social media is the best approach as it will allow the message to reach many users globally.
Place- As Travelodge Hotel is a budget rather than a luxury hotel, its location is limited and neither strategic nor expensive. Some hotels are located close to the road or at the entrance of major towns and cities to allow them to be more accessible to customers. The proximity to roads also allows customers to reach the hotels on foot after being dropped off by cabs or other public transport means. 

Action

To give a clear representation of the marketing activities to be carried out, the below Gantt Chart will be useful (Ramos, n.d).
	
	Week 1
	Week 2
	Week 3
	Week 4
	Week 5
	Week 6
	Week 7
	Week 8

	Conducting market research
	
	
	
	
	
	
	
	

	Segmenting customers
	 

	
	
	
	
	
	
	

	Creating engaging and informative content
	
	
	
	
	
	
	
	

	Developing an effective pricing system
	
	
	
	
	
	
	
	

	Distributing emails
	
	
	
	
	
	
	
	

	Lead generation
	
	
	
	
	
	
	
	

	Budgeting more ads
	
	
	
	
	
	
	
	


The marketing channel to be used will be social media and digital advertising (ThinkwithGoogle, 2020). The activities, as illustrated above will take eight weeks, enough time to plan, implement and gather feedback from the activities (Founder, 2022). The tasks also include deliverables such as distributing emails and recurring activities such as lead generation hence the short period. Also, the channels used will allow the message to reach many people within a short period.
Control

This market plan gives Travelodge three main unique selling points (USP). To begin with, the company products are priced lower than the competitors, making it the most preferred choice by customers. The competitive pricing strategy allows for maximizing revenue production by matching prices with seasons. In addition, diversifying the portfolio will enhance the differentiation of products and allow the company to place different prices on products and sell for more money.
The success of this plan will be measured by the number of new customers acquired, the success of new hotels, and the revenue generated. 
Conclusion

The growth of market share and customer loyalty by Travelodge will require a strategic plan and innovative operations. First, the company will need to research the hospitality industry, different forces that apply, and effective channels to educate and attract customers. Customer segmentation, positioning, and digital marketing will give the company unique selling points and hence differentiate it from the competitors. 
Enhancing customer loyalty however requires an assessment of current and future trends hence Travelodge needs a detailed analysis of current limiting operations such as overbooking and work to eradicate them. This marketing plan will be beneficial for the company as it is a well-detailed illustration of things that needs to be done.
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                      Executive Summary  Travelodge is a chain of several hotels operating around the world. The corporation operating in the hotel and hospitality industry has over 570 limited service hotels across UK.  Among the top hotel brands in London, Travelodge prides themselves in having hotels with next generation rooms, exquisite receptions and stylish bar cafes that provide customers with comfort and stylish travel experiences at affordable prices.  The hotels offered delicious meals and are close to top attraction sites making them the go to for anyone wanting to explore.  They have managed to offer all the services, but it is insufficient to chase some of them to their competitors. Travelodge rooms from: https://www.travelodge.co.uk/    
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                                              The five C’s a) Company - SWOT analysis b) Customers  low - income customers Parents and families  mature 20 - 50 year old who prefer a stay of quiet C) Competitors  Macdonald Clayton hotels  Premier Inn Jury’s Inn d) Collaborators  Itsu Arcadia NCPA Lidner               Strengths  • Affordable hence highly preferred  • Easily accessible  Weaknesses  • Limited products and services  • Overbooking leading to customer frustration  Opportunities  • Ecofriendly - likely to be popular  • Going global can increase profits  Threats  • Competitive hotel industry  • Unpopular due to limited international presence
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                                                                                                                                                                                                                                            The five C’s continuation e) Pestel framework                           P  E  S  T  L  E  Digital  econo  my act  2010  impact  ed how  the  hotel  change  d  custom  ers for  interne  t  connec  tivity.  Covid  laws  reduce  d  revenu  The  pandem  ic and  Brexit  brought  uncerta  in  econom  ies  which  led to  the  develop  ment of  a  resilient  framew  ork to  act as  an  immunit  Travelodg  e uses  mobile  and online  reservatio  ns to keep  up with  trends.  Customers  are given  direct  access to  the  services  through  easier  website.  Travelodge  captures  customers’  interests and  maximizes  profits  through  online  booking with  ads.  Abiding  with  innkeep  ers’  laws to  ensure  custom  er  safety  and the  propert  ies.  Also  abiding  with  law to  pay  incase  any  custom  er  Travelodg  e located  at a good  climate  that  ensures  customer  s are  warm  and  relaxed.
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                 Objectives  Increasing brand awareness  Lead generation  Increasing sales  Build and enhance customer trust and confidence in the company  Successfully launch new establishment to other countries  Increase customer loyalty  Attractive deals and promotions  Quality service at affordable prices  Competitive pricing  A conference as communication media Strategies
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                                         Tactics - The 4P’s  Product - Diversify product portfolio to cater for customers’ needs and services  Price - Low prices to attract targeted customers  Promotion - Digital marketing and social media advertising to effectively reach target audience  Place - close proximity to roads and major towns to be accessible to customers                                                                                             Week 1  Week 2  Week 3  Week 4  Week 5  Week 6  Week 7  Week 8 Conducting  market research Segmenting customers Creating  engaging and informative content  Developing an  effective pricing system Distributing emails Lead generation Budgeting more ads Action - Gantt Chart of activities
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                 Control  This market plan gives Travelodge three main unique selling points: i. Lower prices than competitors ii. Diversified portfolio iii. Differentiation of products allows differentiated pricing  Evaluation of plan’s success a) number of new customers acquired b) success of new hotels c) revenue generated  The growth of market share and customer loyalty by Travelodge will require a strategic plan and innovative operations i.e. industry research, effective communication channels and understanding of forces applicable.  Travelodge needs a detailed analysis of current limiting operations such as overbooking and work to eradicate them.  This marketing plan will be beneficial for the company as it is a well detailed illustration of things that needs to be done. Conclusion
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