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Introduction
The purpose of this marketing plan is to makes changes to attract more customers. With a well-designed marketing plan, we can design more effective promotions and impactful campaigns, reach customers with targeted advertising and track the business success with analytics (Hogarty, 2022). This plan is for Travelodge Hotel in Tamworth Central. Travelodge is budget friendly hotel, we will be analysing the current situation of the hotel and how we can make changes for a better future. With the use of the marketing model SOSTAC (Situation, Objective, Strategy, Tactics, Action and Control) we can identify the changes required, assess the current market requirement and discuss how to imply these changes. 


Situation Analysis
[bookmark: _Int_xtuM6Ccu]The current situation of Travelodge was analysed using the SWOT analysis as seen on Appendix 1. It currently holds a very strong position in the market due to its competitive prices and brand name. The weaknesses of this branch are the facilities provided. They don’t offer food service or upgraded technology such as smart tv. There are many opportunities to make it better such as Restaurant in the hotel and upgraded rooms deluxe rooms with upgraded technology. Unfortunately, the hotels also face threats such as high competition, with competitors being only within a mile of distance, government instability and the pandemic. As said by Leonard (2022) "Your customers and their needs are always evolving. And, so should your product and service offerings". Customers are always looking for something better at a lower price. The competition is extremely high in the hotel industry, especially between the budget hotels. Keeping up with the trend allows you to compete better and keep the threats low as seen on Appendix 2- Porters 5 Forces. 

[bookmark: _Int_liO0vXkh][bookmark: _Int_SjM5IDHO][bookmark: _Int_Dk5cR3g3][bookmark: _Int_4T0ZoWD6][bookmark: _Int_lMxmDqnp][bookmark: _Int_3qoHKhDt][bookmark: _Int_fELYEduP][bookmark: _Int_pEn6k68J][bookmark: _Int_lfhuljZB][bookmark: _Int_1AmViZ9x]Travelodge is part of an exceptionally large franchise, and they are required to follow guidelines set by the business. More than 200 branches have already introduced a restaurant inside the hotel so get the necessary permissions will not be difficult. "Everything from governmental changes to high stake competitors and the uncontrollable weather impedes the hospitality and tourism industry” (Frue, 2019). I have carried out a PESTEL analysis for Travelodge as seen on Appendix 3. Political factors such as when the government imposed a travel ban, it shut down the entire hospitality industry. Economic factors such as changes in currencies can also affect the hares of the business. Social factors such as customers choices and wanting cheaper stays like Air BnB and guest houses also affect Travelodge because they must stay competitive. Technological factors like modern technology, social media and press can also tarnish their reputations. Legal factors such as crime rates in the area, building regulations. Environmental factors are also a concern because it is particularly important for the hotels to reduce their carbon emissions. All these factors are threats to Travelodge, which they must keep an eye on all the time. 



Objectives
[bookmark: _Int_SWXyQrCS]The current objective is to introduce a restaurant inside the hotel serving homely food at affordable price. The restaurant will serve a buffet, three times a day, Breakfast, Lunch and Dinner. The restaurant will be located on the ground floor. We will measure the success with the increase in revenue each month and make sure we are working as per schedule. It is achievable as many of the other branches within the franchise have already got this facility. It is relevant to the hotel in order to expand business. The restaurant can be up and running within a month as we already have the location required. Refer to SMART (Specific, Measurable, Achievable, Realistic, Timely) Table on Appendix 3. “These “little somethings” will be at little cost to your hotel, but will do wonders for your hotel’s image in the minds of your guests” (Lacalle, 2021)


Strategy
[bookmark: _Int_Kqu81XoB][bookmark: _Int_WuwHYhb2][bookmark: _Int_GKGFVOla][bookmark: _Int_KLPSDW1Q]Our strategy is to provide a better service at a competitive pricing. One of our competitors next to us is Premier Inn, they are offering meal deals and breakfast already but do not offer a buffet for lunch or dinner. Our targets are to gain more customers after covid, people want to still stay safe, avoid dragging children out and reduce contact. We can source ingredients locally to help our local community. It will put us in a better position with our competitors. Their value proposition continues to support their strong revenue growth, including record food and beverage sales. Their investments in the website continue to advertise improvements to the customer journey. Targeted customer offers have helped to improve website conversion, driving increased occupancy and outperformance. (Travelodge, 2019). With the use of the website, we can continue to promote our new idea. 

  
Tactics

[bookmark: _Int_lkrabwVQ][bookmark: _Int_eQq9XLz7][bookmark: _Int_01vbWQl7][bookmark: _Int_XD87T7Tr]For Travelodge to develop its strength and weaknesses, become more competitive and be adapt to the market, they must identify the elements of marketing mix. It will also help improve profitable collaborations between departments and partners (Lake, 2021). To understand the current situation, we have carried out a marketing mix below. 

Marketing mix: 
[bookmark: _Int_70pxqRwh][bookmark: _Int_xRlPIE4p]Product- They are currently offering different styles of rooms, from standard double rooms to family rooms with extra beds for kids. What they do not offer is food. A restaurant selling continental and homely food. Give our customers a choice​
[bookmark: _Int_bva4tU9C]Price- Currently Travelodge has Competitive pricing. They offer different rates for bookings such as Flexi rates and advance bookings. One of the competitors, Premier Inn charge £10.50pp for breakfast, also offer meal deal discounts. "Pricing strategies are becoming more dynamic to keep up with highly educated consumers" (Kareh, 2018)​ Our restaurant must also be priced competently. “Travelodge runs programs for its premium customers such as Travelodge Business Account Card.” (ToughNickel, 2022)
[bookmark: _Int_JDJrr01O][bookmark: _Int_DeVH74hs]Place- The hotel is situated in the heart of Tamworth, which attracts a lot of customers. ​They are currently available on popular accommodation sites such as Booking.com and google. Various marketing channels are currently used to advertise the hotel such as Facebook, Twitter, TV, and email marketing.
[bookmark: _Int_a2voN6ud]Promotion- They currently offer discounts and promotional offer using various channels such as advertising, sales promotion, and email marketing​. We can continue to use these platforms to promote the restaurant. 



Action

[bookmark: _Int_wIwvthcI][bookmark: _Int_vmPj9ulH][bookmark: _Int_nMSu1ddF][bookmark: _Int_gEMSaU2e]By carrying out market research we can identify the needs of customers. To prepare for this we can use several channels such as social media and direct marketing. These will allow us to gather feedback from our customer regarding the service provided. Below if a Gannt chart of our communication plan. We can advertise through TV because all age groups watch the television, it is more likely to reach a high number of audiences. This can be measured through the number of views received on our adverts. Social media is also a great form of communication, it reaches people throughout the globe within seconds.
[image: ]
Control
[bookmark: _Int_Tng3U6sR][bookmark: _Int_2XnNTcaL][bookmark: _Int_ApSJtovy][bookmark: _Int_X6963Y2A]"The unique selling proposition, distinguishes your company (small business or big corporation), your brand, product or service from everyone else in your market." (Wehr, 2019) Travelodge's USP (Unique Selling Proposition) is their competitive prices. The restaurant will sell itself via the menu offered and images on social media and website. We can measure our success by checking to see if there is a sudden increase in booking, number of clicks on promotional offers, vouchers and coupons used during bookings and increase in revenue. 


Conclusion
[bookmark: _Int_WeaMek4k][bookmark: _Int_yXbvTnBN]A restaurant will not only increase our revenue but also attract more customers. This new venture will be a hit for all, we could offer room service in the future to give our valued customers more luxurious treatment on a budget. “When you target your ideal customer in a smarter way, you reduce the costs of marketing and increase your chances of converting leads into sales” (Leonard, 2018). A restaurant will not only increase the value of our hotel but also put us in a better position with our competitors.
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Appendices

Appendix 1: SWOT Analysis
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Appendix 2: Porters 5 Forces

[image: ]


Appendix 3: PESTLE Analysis- Macro Environmental Factors

	Political
	Economic
	Social 
	Technological
	Legal
	Environmental

	Government Instability

Lockdown
	Inflation

Recession
	Customer expectations

Hotel competition
	[bookmark: _Int_diev5IeG]Modern Technology

Social Media
	Location- in a safe area

Inn Keepers Law
	Carbon emissions

Reduce Chemicals




Appendix 3- SMART Objective
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Conclusion

A restaurant will not only increase our revenue but also attract more
customers. This new venture will be a hit for all we could offer room
service in the future to give our valued customers a more luxury
treatment at a budget.

‘Who doesn't want to enjoy a lttle VIP treatment without breaking their
bank?

\
~

Thank you for listening
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