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Introduction



     The following marketing plan aims to attract new customers to Travelodge, the hotels based in London, after an extended lockdown where the travel and tourism industry lost a large number of visitors. Travelodge is the first value hotel brand in Britain, offering more than 590 hotels across the UK, Spain and Ireland. For the chosen location of London, the company has 80 hotels that are waiting for new visitors (Travelodge, 2022). London is the capital city and one of the most visited cities in the world, with 21 million visitors in 2019, before the Covid-19 (City of London, 2021). 










































	
1. Marketing Mix 



Product 

     According to Travelodge’s website, the company is recognised for offering good services at reasonable prices, trying to create a more luxurious experience at low cost. The main target market of the company includes people from the low and middle class, between the ages of 30 and 50, with a focus on couples and families. 


Price 

     The hotel is considered low cost, with prices ranging from 60£ to 200£ per night based on the proximity to the city centre of London (Travelodge, 2022). With the effects of the pandemic still in place, the hotels are also offering a number of discounts and great safety measures in order to motivate people to visit. 


Place 

     Affordable and comfortable hotels are the favourite for many types of tourists, while the physical location of the hotel is usually based on the needs of the customer. With over 80 hotels in London, the visitors have a wide variety of choices without having to use too much of the common transportation system.



Promotion 

     The hotel has a wide presence across the social media pages and could use a little more traditional marketing. The company also needs to focus their marketing efforts on their target market by mixing traditional marketing with digital campaigns.
















2. The Marketing Environment (Micro) - SWOT 


     The internal factors that could influence the organisation are represented by the strengths and the weaknesses of the SWOT matrix. 

Strengths:
· Affordable prices for the rooms
· Frequent deals will be available on the website of the company
· More than 500 hotels, so loyal customers can find a facility almost anywhere in the UK
· Account card for the business travellers to have a quicker and more convenient booking
· An excellent sustainable policy that aims to create an inclusive environment for colleagues and customers, lower the impact on the environment and create social responsibility (Travelodge Sustainability, 2022)
· Safety and security through the Travelodge Protect+ will continue after the end of the pandemic (Travelodge, 2022)

Weaknesses:
· Basic services and products across the hotel
· Lack of certain services such as room service, porter or concierge (Travelodge, 2022)
· Small rooms that are not suitable for bigger families
· Simple and not creative design of the hotels
· Based on the shift of customers towards experiences and innovations, the Travelodge hotels have a disadvantage through their minimal offering
· The hotel implements an overbooking policy, and some customers might be turned down at check-in






















3. The Marketing environment (Macro) PESTEL 

      
     Related to the macro environment, there are a couple of factors that might affect the hotel and influence the number of new bookings. The hotel has a limited international presence, making the brand hard to recognise by travellers. Related to the political factors, the main issues identified are related to the immigration policy controversies, the Brexit and the lack of stability, especially for the European visitors. Related to the economic problems, the Covid 19 has put most of the people in a struggling state, through losing jobs, and increased prices, but also after the Brexit, the pound – euro rate has increased, making it more expensive to travel in the UK (BBC, 2021). The social issues include the behaviour that travellers have now after the pandemic, when people are still trying to keep the distance and avoid some interactions. The environmental problems are becoming more important than ever for travellers, especially for eco-tourists, and hotels that are involved and apply a good sustainability policy will increase their brand image and attraction to visitors (Ecotourism, 2022). The legal issues include the new regulations that are different for each country and are constantly changing since the beginning of the pandemic and all the travellers need to take them in consideration before travelling. 































4. Creating Customer Value & Engagement 

     In order to identify what the visitor wants and to create customer value and engagement, the company will:
· Analyse the engagement through social media by offering promotions, giveaways and competitions
· Use email marketing in order to ask customers what they want to see more in the hotels, create surveys and ask for feedback (RedEye, 2022)
· Add feedback surveys at the end of their stays, physical or via the email
· Analyse the engagement of the social media posts and see what people react to
· Use analytics in order to analyse the behaviour of people on the website and Google (Analytics, 2022)
     By analysing all the statistics mentioned above, the hotel can improve both its operations and the customer service. Also, engaging with the customers outside of the hotel improves the brand image and creates loyalty amongst the visitors. 



































5.  Effective Use of digital Marketing 


     The digital marketing and communication channels that are going to be used in the campaign include:
· Social media channels through Facebook, Instagram and Twitter (best channels for the target market of people between 30 to 50), offering promotions, giveaways and other competitions
· Email marketing campaigns for old customers, in order to give them discounts to return and invite their friends
· Creating a new video campaign that will be featured both on social media and on television
· Search engine optimisation for the website to appear on the top of the page on Google when people are looking for accommodation in London (Hudson, 2022)
· Facebook and Google Ads to suggest the hotels in London to people interested in booking a room
· Invite bloggers to write about their experiences and offer discounts to the new customers
· Collaborate with micro-influencers across the UK to promote the brand and even do a giveaway to their own followers
     The success of the campaign will be analysed through the engagement on social media and the number of new followers, the replies to the emails sent the number of bookings from the ads, the number of new visitors on the website and the engagement from the collaborators’ pages. 


























Conclusion 



     In conclusion, a digital marketing campaign is useful because it uses multiple channels, it has a wide range of tools, it has a bigger reach than classic marketing, multiple ways of analysing the success of the campaign and it is cheaper. Some of the challenges that can be encountered during the campaign include reaching an audience that may not be interested in the product, creating consistent branding even when working with collaborators, creating the right content, finding the right team for the company, the time span of seeing results and keeping up with the trends (Inquivix, 2021). The main recommendations include having a marketing team that is fully trained and compatible with the brand, collaborating with people that are going to promote and keep the brand image and align with that image, for the campaign to have success, it also needs to appeal to the autonomous traveller, consider increasing the amenities and promote the cleaning and safety protocols (Forbes, 2020). 
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