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[bookmark: _Toc64818523][bookmark: _Toc64828889]Executive Summary 
Change is the greatest concern of operators and administrators in an ever-changing travel and hotel industry. The shift is a necessity and it is an integral part of the industry. Previous industry approaches do not apply today. How various companies have performed successfully yesterday may very well be a well-developed premise for the elimination of those strategies today. The reality is that the cycle of transformation is continually evolving and hospitality owners who are unable to change must either be satisfied with poor results or with moderate adjustments because competitiveness will quickly get over them. The trust of either clients or corporate partners is no longer rapid and is subject to new business rules. So, today's hotel owners and travel professionals benefit immensely from its ability to successfully handle and welcome transition. 
Hotels require clear approaches and expertise to visualise, to predict and will allow them to execute the eventual transition and to prepare for this inevitable change, to effectively face and resolve the changes and understanding the up-coming transition, authorities need to know how efficiently to convey this transformation to staff, consumers and suppliers and potential opportunities to remain on the board. Intelligent hotel technology, ranging from guest experience to marketing, provides a range of savings and revenue prospects. The hotels need to understand the current trends in the market and analyse the approaches adopted by the market competitors. 
It provides the authority with a clear understanding of the desired demand and helps in curating adequate services for better customer engagement. Most importantly hotels are facing an immense challenge to keep up with their previous customer strength as the global pandemic has created a significant restriction on the free movement of tourists. It has been a significant issue for the growth of the hospitality industry. Especially customers are concerned with the safety of their accommodation. Although the lockdown period has ended partially yet the risk of sudden spread of the virus is still high. The hotels are therefore extremely conscious about the safety measures and are taking the required steps to address this concern by adopting smart technological features. Technology is the key aspect that will help the hospitality industry to reshape after the slowdown of the industrial operational growth. 
The hospitality industry struggles to inspire customer trust, while trying hard to shield both visitors and workers from COVID-19, in the global climate dominated by health issues it is perhaps the primary issue of the industrial giants to deal with. In an age where certain people are afraid of even going outside their doors, technical features, which may originally be meant as inventions and extra conveniences has unexpectedly become essentials. Almost every component of the hospitality experience can now be reached from the guest's smartphones, if hotels use the right apps, including the removal of the tangible menu boards and paper compendiums in the room with scannable QR codes to contactless hotel check-in functionality, digital key, touchless transactions, and in-app booking and reservation schedule. The present report has been developed to identify the key areas of the strategic operations which must be addressed by the Travelodge hotel authority to increase its existing brand image by facilitating the customers with diverse requirements. 
The entire report has been structured in a proper manner that allows understanding the probable lacking in the hotel and how these issues can be resolved through probable implementations and strategic adaptation. Travelodge has been operating its business across the UK for a long time. It provides comparatively inexpensive accommodation to its customers. Though the company has a good reputation among its customers yet the company has not been evolved completely and lacks a lot of new features which must be adopted by the company like Travelodge to inspire and attract its customers for a better-staying experience at their hotels. Travelodge has bot invested much in its technological advancements which can be considered as a significant drawback of the company. Especially after the covid-19 outbreak, the hotel authorities have become more concerned about their expertise in providing safe services during their customer stay. Providing digitalized services will curb the risks of the virus spread by reducing excessive human contact at the hotel premise. 
Despite that, another key benefit of having advanced technology is to increase customer preference in the highly competitive market. Travelodge can introduce high tech features and installations to increase customer preference and adaptability. International promotion is also not highly strategized by the hotel authority yet. It can be a significant aspect for the consistent growth of the company which will allow the hotel to spread its operational presence across the globe for a better customer reach. A thorough analysis of the company background is presented in this report and the probable scops of future possibilities have also been rationalized in this report. A proper micro and macro environmental analysis have been executed to recognize the positive as well as the negative aspects of the hotel. Based on these two analyses, a precise evaluation is being carried out to justify a set of recommended measures to meet the desired aim of the hotel. 
After the presentation of the rationalization, a proper finding section has been provided to deconstruct the previous evaluation again to summarize the findings precisely. A specific action plan has also been provided to give proper justification on the probable improvements which can be taken by the company to accomplish its growth scale. Finally, few recommendations are also suggested to help the company navigate its way forward. 
[bookmark: _Toc64818524]

Table of Contents
Executive Summary	2
1. Introduction	6
1.1 Research Purpose	6
1.2 Analysis of the Key Issues	6
2. Scope and Analysis	6
2.1 Background of the Hotel	6
2.2 SWOT	7
2.3 PESTEL	9
3. Literature Review	10
3.1 Rationalization of the Company’s Positive and Negative Features	10
3.2 Probable Ways to Improve the Present Services of the Hotel	12
3.3 Suggestions on the Future Actions that Might be Taken to Increase Growth of the Company	14
4. Findings	15
5. Action Plan	18
6. Recommendations	19
7. Conclusion	20
References	22



[bookmark: _Toc64828890]1. Introduction 
[bookmark: _Toc64818525][bookmark: _Toc64828891]1.1 Research Purpose 
Hotel activities include monitoring the organizational, operational and commercial activities of organizations such as hotels and various other related entities.  They are all part of the hospitality business, from the luxury hotels to the simplest restaurants all the entities require the proper and sequential accomplishment of the tasks (Jiang and Wen, 2020). The hotel industry is constantly evolving. Hotel businesses are conscious of their consumer convenience and focus on the adaptation of new and advanced service methods which provide the customers with appropriate and quality services. The report will evaluate the operational procedures of the hotel Travelodge and the features of the current operational sequence of the company. The report will produce a systematic analysis of the company operations and what are the current features of the hotels (Rutherford, 2021). The report will also discuss the probable measures to take to enhance the current operational qualities to increase customer satisfaction and organizational growth. 
[bookmark: _Toc64818526][bookmark: _Toc64828892]1.2 Analysis of the Key Issues 
The hotel industry is a versatile and consumer-centric business. It requires intense growth through the involvement of various customers (Fu et al., 2020). The hotels need to find the right measures to increase their customer base by providing advanced services with excellent service quality. Service quality is the fundamental factor that influences the customer preference for the particular hotel and to assure that the service quality remains consistent and advanced the hotel authority needs to align its operational practices to fulfil customer requirement (Chibili, 2017). The current report is based on the operational practices and alignment of hotel Travelodge based in the UK. A SWOT and PESTEL analysis will be carried out to understand both the internal as well as the external influencing factors of the company (Vives, Jacob and Payeras, 2018). It will provide a clear image of the operational strength and weakening factors of the company and will give scope for further enhancement of the current practices to upgrade the service quality. 
[bookmark: _Toc64818527][bookmark: _Toc64828893]2. Scope and Analysis 
[bookmark: _Toc64818528][bookmark: _Toc64828894]2.1 Background of the Hotel
Travelodge Hotels Limited is a private enterprise operating its business activities throughout the UK, Ireland, and Spain in the hotel and hospitality sectors (Hodari, Balla and Aroul, 2017).  The UK's biggest independent hotel brand with over 570 properties in the UK is known as Travelodge. Establish in the year 1985, The hotel chain has a strong employee base of almost 11000 people (Robin, Pedroche and Astorga, 2017). The current state of Travelodge hotel is equally vulnerable as the other hotels operating across the world as the pandemic has brought an immense and probably persistent after effect on the tourist industry which has a massive impact on the operational growth of the hotels. Staff strength has been hindered as the hotels had to restrict their employees from getting involved in the regular operations due to the lockdown state. Travelodge being a budget-friendly hotel has faced a lot of issues throughout the lockdown period (Molina-Azorín et al., 2015). Another aspect that has been a challenge for the development of Travelodge is the lack of advanced facilities which other rivals provide. Travelodge has a dull hotel architecture which has become a significant issue in the progress and market reputation of the company (Zaitseva et al., 2016). Travelodge is currently involved in a Company Voluntary Arrangement (CVA) to allow the company to reconstruct its business while keeping the hotels open. Though currently the majority of the hotels are closed due to the covid-19 yet the goal of the hotel group is to remain consistent with its services after the restrictive measures are withdrawn. The company needs to increase its operational quality by providing adequate and advanced services to attract prospective customers. 
[bookmark: _Toc64818529][bookmark: _Toc64828895]2.2 SWOT 
	Strength
	Weakness

	Travelodge provides highly reasonable rates including family room rates and double accommodation with regular exclusive offers, such as exclusive early reservation packages (Jones, Hillier and Comfort, 2014). In a budget hotel, the easiest ways to draw clients and boost income are good offers and discounts. Travelodge also runs luxury customer services such as the Travelodge business Account Card (Tarí, Heras-Saizarbitoria and Dick, 2014). Since this practice is already common in the hospitality industry, Travelodge will rely on its programs to remain relevant in the market. In comparison, Travelodge has over 500 facility hotels throughout the UK, making a convenient way to find appropriate accommodation somewhere for its customer base (AbuKhalifeh and Som, 2012).
	Travelodge does not provide its clients with a whole variety of goods and facilities, like most other budget hotels (Alonso-Almeida, Rodríguez-Antón and Rubio-Andrada, 2012). It does not, for example, have room service, porter or concierge. Hotels are frequently characterized as simple and uninteresting. Since travellers appreciate even more experience and variety of options to explore, these problems hinder Travelodge and make the customers feel disappointed because the authority fails to meet their presumed standards (Pereira-Moliner et al., 2012). In comparison, Travelodge discreetly imposes rebooking strategies to operate the hotels as fully as possible. Subsequently, visitors fear being denied even after spending deposits on entry (Molina-Azorín et al., 2015).

	Opportunity
	Threat

	The green and eco-tourism have been a modern phenomenon as environmental conservation campaign has gone up in the last few years (Tarí et al., 2017). The hotel brands are more sensitive to gain positive reviews from the guests and retain a strong public profile than others or who have widely respected long-term sustainable programs, such as Travelodge (Al-Ababneh, 2012). Travelodge should expect to grow its business internationally, improve its brand and make more profit. The biggest strength of the company in future will be to design its strategic moves to facilitate millennial customers as these customers are most likely to travel and spend on budget hotels (Al-Tit, 2015). Designing and providing amenities to attract these customers will allow the hotel to increases its scalability rapidly. 
	Hospitality is a diverse market with a wide variety of players selling goods from 1 to 5-star hotels (Tarí et al., 2010). Hostels are very competitive. Along with a meagre world economic growth outlook of 2.7 per cent, visitors could be less optimistic of their anticipated future returns and settle for cheaper lodging than tourist accommodations, including hostels, sleeping areas, etc. The foreign reach of the Travelodge is quite restricted.  It primarily concentrates on the regions in the UK and Ireland (Tajvidi and Karami, 2017). 
Thus, most international visitors will never learn about Travelodge, so prefer a better-known brand name that has built its popularity in their country of origin (Almohaimmeed, 2017). Another notable threat for the hospitality industry is the recent outbreak of the Coronavirus pandemic which has been affecting the globally spread and interconnected tourism and hospitality industry (Namkung and Jang, 2007). The hotel industry has been facing a tremendous decline in profit margin and also losing a loyal customer base. 



The given table has represented and measured the four key areas of concern associated with the Travelodge hotels to provide a proper analysis of the optimistic and negative aspects of the company to better strategize its future implementation (Shariff et al., 2015). 
[bookmark: _Toc64818530][bookmark: _Toc64828896]2.3 PESTEL 
	Political 
	Consideration of political factors is a major attempt in understanding the potential of the business (Nunkoo, 2020). Especially the hospitality industry is more prone to vulnerability and uncertainty due to certain alteration in political dimensions. The UK government has been emphasizing its development of the hospitality industry as this is considered as one of the key professional sectors for optimistic and constant growth. It is a great sector for rising employment percentage for the youth. 
The UK government has become about the employability rate of the hospitality industry thus takes a keen interest in the development of the hospitality industry and therefore invests more in the hospitality sector (González, Comesaña and Brea, 2007). The government invests 2.76million in the sector for its improvisation and constant progression. 

	Economic 
	economic instability across the globe has a significant impact on hospitality industrial operations and growth (McIlroy and Barnett, 2000). The global recession has affected the market dimension in the UK significantly. It has impacted the expense capacity of the population and restricted the growth of multiple industries including the hospitality sector. Especially the Covid-19 outbreak at the start of 2020 has emerged as one of the most critical factors that have destabilized the entire global economic structure (Secchi, Roth and Verma, 2019). Millions of people have lost their jobs and became financially weak which has impacted their buying and expense intensions. 
The lockdown across the globe has impacted the tourism and hospitality industry specifically which hampered the profit scale of the hospitality businesses. 

	Social 
	Customer demands have transformed in the last few years (Tepeci, 1999). People are now more concerned about their expense habits and their preferences have also increased due to the availability of various options at comparatively lower prices. Just like Travelodge, many other companies offer similar services at the same or lower price range. It has increased the variety of options for the customers in the UK (Pizam and Ellis, 1999). This factor has provided a wide range of choices for people with low economic expenditure capacity to select according to their choices. 

	Technological 
	The technological advancements have boosted the growth of Travelodge and other similar hotels that provide services at a cheaper price rate (Ristova and Dimitrov, 2019). An increase in the usage of social media and advanced connectivity have contributed heavily to the growth of Travelodge. Travelodge has its official website to address the requirements of the customers properly. It also helps to get connected with prospective customers. 

	Environmental
	Currently, the trend of ecological consciousness has increased and especially the hospitality sector has become aware of the probable actions which might decrease the negative impact on the environment by taking positive measures (Lew et al., 2020). Travelodge has been concerned about their measures to have a positive influence on the environment through adopting steps regarding their usual operational activities and while establishing new hotels. Travelodge has been working with its business partners and motivating them to decrease their carbon footprint effectually.

	Legal
	The most recent legal restriction in the UK arose from the emergency lockdown regulations by the government to curb the risk of the spread of coronavirus pandemic (Jones, 1999). The hospitality industry has been heavily impacted by the lockdown and is going through a massive loss.




PESTLE analysis provides a clear insight into the probable market and environmental dimensions regarding the industry and how it affects or regulate the entire business approaches of the company (WANG and Jing, 2009). 
[bookmark: _Toc64818531][bookmark: _Toc64828897]3. Literature Review 
[bookmark: _Toc64818532][bookmark: _Toc64828898]3.1 Rationalization of the Company’s Positive and Negative Features 
Hospitality for customers evokes memories of luxurious hotels and charming accommodation, healthy meals, tourism, and relaxation (Wang et al., 2014). As a company owner, one might think of an irregular time frame, a constant rivalry, and the fact that everything from the bookkeeping and the management of social media pages is protected by their work description. It is a famously tough crack in the hospitality industry. But there is a positive thing for every negative one, and Travelodge can profit well along the way.
The insistent competitive atmosphere from existing and new businesses
Just as the number of hotel chain units is rising year after year, the number of independent businesses is dropping at an alarming pace. It seems that consumers enjoy the lure of their established dining experience. On the other hand, as per SEMENOVA  et al. (2018), the preferences of customers alter. Customers are constantly searching for an ‘experience’ rather than a meal or a stay, and this allows independent small businesses to demonstrate their distinction in comparison to the consistent chain operations.
Customer expectations and reputation management
Bad experiences result in two to four times more bad reviews compared to good customer experiences. A negative Online Review can outweigh other decision-making factors, including price, as Mmutle (2017) has stated. Travelodge should, for example, apologize directly if the guest complains that the noise from a wedding party keeps him alert. Hospitality works in an environment where they experience one customer can be extended to thousands. Small companies that handle their image well are more likely to impress.
Staff retention and recruitment
The unsociable hours, frequent call times, restricted career growth, and low pay are just some of the drawbacks of working in the hospitality sector, and why it is difficult to hire and retain good people. In particular, sales are damaging to small companies. An unsatisfied employee can provide an ineffective service to clients that will have a dramatic impact on the reputations and loyalty among consumers. Besides, according to Baharin and Hanafi (2018), there must be no issue with recruitment, orientation, and training. The heart of the hospitality sector is the people. Regardless of what service or niche a hotel provides, it needs a smart, friendly team of dream workers committed to the customer coming back for more.
Sustainability and the social impact of the hospitality industry
In the “International Year of Sustainable Tourism for Development” in 2017, the United Nations proclaimed ethical to travel to be placed at the front of customers. Tourism is a significant source of revenue for many nations. At the same time, unsustainable tourism, where resources are exhausted, may harm local communities and the environment. It means there’s a vast opportunity to think morally and responsibly in terms of travelling for individual firms who need not concern themselves with preserving continuity over a chain of establishments. Travelodge has more freedom to become green than chain owners, minimize waste and have a positive effect on the environment.
Technological implication
Most sectors are still disrupted by technology, and hospitality is no exception. Travelodge has a poor hold on this ground. Although a client needs to visit a hotel personally once to make an opinion, today clients can monitor feedback and ratings to compare room rates and take a buying decision, which is all achieved with a smartphone swipe. Besides, Ruel and Njoku (2020) stated that artificial intelligence (AI) is taking over every industry, where Travelodge is still lacking the proper utilization of technology in both operations and promotion of the business. Until purchasing, the client needs to virtually try. Travelodge is skipping this opportunity as it does not empower them much to do this.
[bookmark: _Toc64818533][bookmark: _Toc64828899]3.2 Probable Ways to Improve the Present Services of the Hotel 
Being a competitive industry, the hospitality sector is tough to be cracked. With so many choices, customers may become very confused with what is available and whether the business can meet their needs. This is why online review platforms are so daunting and why they can create or break a small operator in this sector, according to Nikolskaya et al. (2018). However, there is hope for any challenge. Travelodge can develop a sustainable, profitable hotel business that takes its place in the economy with a customer-centred business model, a steady and friendly team, technological support, and the ethical impact of your business.
Being the best in class
Davras and Caber (2019) have opined that customer service is part of the competitive edge of a hotel and hospitality operators will find it difficult without a best-of-the-art attitude to earn repeated customers. The quality of goods and services offered to guests depends on the fulfilment of customer demands at affordable prices. The guest experience also includes security, accessibility, hygiene and transparency. If there are similar facilities in tourist attractions, better services will differentiate them.
Experience optimization
Hotel and tourist attractions inefficiency will increase operational costs while damaging experiences of vacation, as opined by Zhou et al. (2014). Therefore, quality assurance as well as system optimization is crucial because they help organisations produce high-quality goods and services more efficiently than their competitor businesses. They also allow hotels to increase room income and per guest income. The more successful an organisation works, the more it generates experience.
Facilitation of travelling
It may be uncomfortable to travel to exotic locations if it concerns government constraints, inadequate infrastructure or political turmoil. Therefore, hotels and tourist attraction operators should make travel convenient, which can mean supporting visas or providing a chartered transpiration system (Nikolskaya et al., 2018). There is a more probable trip for visitors who do not need to think about paperwork. The simpler it is, the more enticing this destination becomes for them.
Sustainable tourism
Socially responsible is the preservation of the environment and the communities around tourist destinations. According to dos Santos et al. (2020), a goal as the number of passengers grows is to minimize noise emissions, food waste and garbage. To distinguish between sustainable tourism and competitiveness is an important selling point for companies. Hotel and tourism managers should collaborate with their group to enhance the environmental quality of visitors' stays.
Marketing and promotions
Several businesses in the hospitality sector have started to deliver deals and exclusive offers via social media platforms to customers. By enhancing customers with their social media accounts, hotels and airlines allow them to continue to provide free advertising on social media platforms and to start creating customer loyalty to their brands (Nikolskaya et al., 2018).
Consumer service
Numerous hospitality firms use social media platforms for customizing and updating. Davras and Caber (2019) have further suggested that Twitter also helps hotelier workers to interact with guests; even a basic tweet, like “Hope you have enjoyed your stay here!” will offer some guests a personalized contact.
Reviews from consumers
The increasing value and proliferation of customer feedback are some of the big effects that online platforms have. Whereas a good review can attract business, a poor rating can also lead customers away with ease. Resourceful hospitality companies appoint a minimum of one staff to track and respond to blogs and social networking sites (Zhou et al., 2014). Hotels must take negative feedback with gratitude to the reviewers, apologize to them, explain the measures taken to fix them and prevent any defence presence.
[bookmark: _Toc64818534][bookmark: _Toc64828900]3.3 Suggestions on the Future Actions that Might be Taken to Increase Growth of the Company 
Hotels and visitor attraction operators' management is an art that combines key business practices and leisure activities to create memorable experiences. Nevertheless, such facilities cannot always satisfy the needs or desires of their guests, as per Camilleri (2018). Stays infamous destinations are more memorable if companies reach their goals.
Combine staff action with the overall performance of the hotel
Amin et al. (2017) have stated that inspiring the workers to prove they have a huge effect on what they do every day in the office is important, for example, the guest experience and the income of the hotel. Hotels offer their workers a sense of how essential it is to provide high-quality service every day by connecting individual actions with a larger structure.
Regards every guest as VIP
Every guest should be regarded as a VIP to ensure that their stay will be a memorably positive experience (Lewis and Mitchell, 1990). Training the workers, regardless of their “status,” to be attentive, responsive and own a sense of urgency for everyone. Guests are compensated in exchange for their sponsorship, loyalty and references. An additional bonus is when guests feel wonderful and unique, secondary factors, such as a small room and mediocre locations etc. are substantially less pop-up.
Measurement of performance for customer service
Ensure that the hotel can comply with their visitors’ inquiries and problems quickly. A huge percentage of customers describe “good” customer service as being easily and efficiently handled with their issue of concern as per customer service surveys. As per Oh and Kim (2017), hotel managers can be confident by introducing performance support solutions that their workers have the necessary information at the fingertip. With process feedback that adapts to the actual conversation, receptionists who use performance support will easily provide the best solution.
Training on a regular priority basis
The advantages of mixing conventional staff preparation with just-in-time training methods are seen in hotels. The Performance Support Systems (PSS) uses visual recognition technology to display the property management system (PMS) screen just as a user would. It tracks the actions of the agent continuously to provide feedback in real-time, as stated by Geng and Chu (2012).  
Update of the technology tools
According to Naumov (2019), hotels are increasingly introducing hotel management software like PMS to streamline the check-in and check-out process. PMS can also produce financial reports, maintain employees and automate daily events. It can relieve hotel workers from routine duties, and improve the guest experience.
Personalized customer service
Accurate service excellence calls for personalization and for every customer to feel like no one else is more significant than them at present (Oh and Kim, 2017). The workers at the front desk who know or name the guest are a significant benefit. The PSS serves with the PMS to analyse the profile of the visitor. The display of overlaid tooltips on top of the application makes knowledge and information highly accessible. 
Creation of a positive beginning for new staffs
The excessive turnover of workers is quite disorderly and results in loss of productivity, a low moral standard and bad customer service. Leading hotels are reconsidering their on-board approach to tackle this epidemic. New staff members who participated in a well organised onboard program are more likely to continue for up to three years in an organisation. Although earlier new-employees initiative programs were the affair of one-day, a good disembarking plan stretches beyond the very first day/week/month to include a continuous approach that will enable employees to achieve higher work performance throughout their lives.
[bookmark: _Toc64818535][bookmark: _Toc64828901]4. Findings 
	Food 
	Though the hotel lacks advanced technological factors yet there are a set of opportunities present for the company to increase its productivity and profit to match other budget-friendly hotels in this competitive market (Gustavo, 2013). The hotel offers good quality foods to its customers and has a set of food offers in its selected restaurants which can become the ultimate strength for the company. Travelodge has an unlimited breakfast offer which provides breakfast and various drink options such as Cumberland pork sausages, free-range scrambled eggs, bacon, crispy hash browns, Quorn vegan sausages, fresh mushrooms, tomatoes and Heinz baked beans or black or white americano, latte, mocha, cappuccino or espresso all made from Lavazza's specially selected blends etc. 
For tea lovers, the hotel has a range of options too as Typhoo tea or a new range of Ridgway's fruit and herbal infusion teas, plus chilled breakfast fruit juice (Line and Runyan, 2012). Free food for kids is another significant offer of the hotel. Kids aged 15 or bellow will not be charged for the food for every adult paying the full amount of the meal. Travelodge has its onsite restaurants which are called Bar Café (Pappas, 2015). These restaurants provide three-time delicious meals with proper menu charts for everyone. Menus for kids. 

	Comfortable Accommodation 
	Travelodge has especially focused on its comfort level of the rooms (Nam, Ekinci and Whyatt, 2011). Despite being a budget hotel, guests always prefer the utmost comfort when check-in. Travelodge has understood the necessity of its comfort and therefore designed its rooms according to the comfort level desired by the customers (Brotherton, 2004). It has all the essential facilities such as free Wi-Fi connection, television, king-size beds, complimentary toiletry and tea\coffee elements etc.  Super rooms are also available at the hotels which offer additional comforts as such iron and iron boards, hairdryers, comforting pillows, blackout curtains, 32" Samsung Free view TV etc. But the hotel has not adopted any high-tech innovative features to advance its market deliverables (Li, Yao and Chen, 2021). 

	Discounts and value prices
	Being a budget-friendly hotel Travelodge relies heavily on its discount policies to make sure that the customer chose their accommodation more often than the other competitors (Bas and Sivaprasad, 2020). The students are given at least 5% off discounts with their student beans cards. The prices of the hotels are set according to the requirements and demands of the customers. The price of a highly demanded room will be automatically hiked. To get the best value rooms, the customers will have to book their preferred accommodation as early as possible as booking the rooms just before the stay will result in low-value stays (Dube, Nhamo and Chikodzi, 2020). 
The hotel often runs promotional discounts which may reduce the price of the rooms as well. The hotel also has dynamic rate policies such as saver rate and flexible rates. If a customer is booking the rooms one night before their stay at the hotel and does not want to spend a lot of money on the room then he or she can book the saver rates (Manning, 2018). In this case, the customers will have to pay in advance and get a value deal starting from only £29. These payments are non-refundable and non-transferable but with a £5.00 amendment fee, they can be amended. 
The flexible value can be accessed every night at every hotel, which allows to book before the time of arrival and revoked or changed without charge until midday on the date of arrival.

	Eco-friendly activities 
	Travelodge has been concessions about its environmental approaches. The company is concerned about its actions which can hinder the environmental balance (DeWees, 2020). Being a budget hotel Travelodge has taken a method of using eco-friendly hybrid cars instead of a fleet of Smart cars for promotional activities while launching new hotels. It will not only reduce the expenses but will also curb environmental pollution. 

	Early check-in and late check-out policies
	Travelodge has been flexible with its check-in and checkout timings. To provide customers with added convenience and leisure comfort, the company has provided this option (Travelodge, 2021). Often customers tend to spend a bit extra time at the hotel rooms or sudden checkouts are also opted for many customers. Therefore, paying £10 each will allow the customers to stay or leave early or later. The usual time of check-in is normally 3 pm but early check-in will allow the customer to check-in at 12 of noon and the normal check-out time is normally 12 of noon but with late check out it will allow to stay up to 2 pm. 



The above-listed chart has been established to focus on the positive and some of the negative aspects of the hotel. Throughout the report, it is evident that the company has been advancing its existing facilities to facilitate its customers properly (Travelodge, 2021). It is seen that the facilities provided by the hotel are standard and adds necessary value to the experience of the guests. It has a strong market position for its excellent price range. It also provides good services to the customers. Proper discounts are also offered to its clients but yet there are a lot of factors which are still not adapted and strategized by the company. To strengthen its competitive value in the market Travelodge will have to focus on its technological feature implementation and proper domestic as well as the international promotion of its hotels to get larger visibility. 
[bookmark: _Toc64818536][bookmark: _Toc64828902]5. Action Plan 
	Number
	Problem
	Solution
	Desired outcome
	Time
scale
	Planned
Budget

	1 
	Lack of technological features in the hotel operations
	The correct way of dealing with this issue is to prioritize the importance of such technological advancements in the hotel operational system. In recent times guests are more concerned about their comfort and luxury. Despite being a budget hotel Travelodge needs to concentrate on the long-term growth structure of the company. To do so, the company will have to increase its digital services more. 
Designing a particular team to look after the incorporation of such digital and advanced features will help the company to improve its customer involvement and preference. strategizing a budget specifically to incorporate these highly digitalized features will simplify the adaptation. Automated services will reduce customer concerns over social distancing after the pandemic. 
	This digitalization approach will result in a good customer base and also help the company to become more market-relevant. Especially after the Covid-19 situation, customers will prefer less human regulated services which will create opportunities for incorporating automated services. 
	Approximate 6-8 months 
	£15000

	2
	International promotion 
	International promotion is one of the significant features that can enable Travelodge to increase its operational growth and market reputation simultaneously. The company mainly focuses on the domestic promotional factors which restrict the company from global exposure. For a brand like Travelodge, it is important to get globally recognized. It will increase the awareness of its presence among the tourists more precisely. 
Allocation of a particular PR team for a better international promotion will be a significant approach for the company to address its promotional requirements for the up-gradation of the brand image. 
	Strategizing an international promotion plan will increase the international connectivity and visibility of the brand. It will help the company to attract international travellers, students etc. 
	2-3 months 
	£2000


[bookmark: _Toc64818537][bookmark: _Toc64828903]6. Recommendations
The behaviours, desires and perceptions of guests change rapidly. Assets which can provide an unforgettable experience with unique amenity, personal touches and superior customer service and positive social media feedback can receive repetitive business. Below are some recommendations for Travelodge for actions to take in the future to improve its business practices to meet the desired profitability.
· The implication of technological advancement is the most crucial improvement to occur in the case of Travelodge’s business of hotel chains. As the company is based in the UK, where the infrastructure of the hospitality industry is pretty much advanced, the competitors are ahead of the hotel as it lacks technological implication throughout its services. In both operational and marketing practices, the business must utilize modern-age technology such as AI for better consumer service (Ruel and Njoku, 2020).
· If the employees are not aware or accustomed to the technology used, they would not be able to apply them while serving the consumers. Training the workers following the technology implemented is another matter of significance for the company. 
· Travelodge should focus on the marketing and promotion of the company through online platforms such as social media, websites and other mediums. This will assist the business to reach the consumer base at the international level.
· Modern and state-of-art facilities are what consumers are attracted to, alongside safety, security and budget-friendly packages (Wang et al., 2014). Travelodge must enhance its safety guidelines, especially in the environment of the COVID-19 situation, to assure consumers regarding their sense of dedication towards guest-service.
· Employees are the greatest assets of a business and Travelodge must retain the skilled and committed staff-case even in the recession period during and post-pandemic situation. The organisation should provide them with proper training according to the guideline of safety and quality service of the hotel (Geng and Chu, 2012).
[bookmark: _Toc64818538][bookmark: _Toc64828904]7. Conclusion
The hospitality industry is one of those service sectors that receive that highest number and frequency of change as it is entirely dependent on the preferences and desires of consumers. Recently, due to the impact of the global pandemic caused by COVID-19 coronavirus, the tourism and hospitality industry has been the worst affected ones among all the different service industries. Hence, the report took an attempt to evaluate the regular changes occurring in this industry, focused on the hotel business sector in particular. The report precisely has talked about the regular and recent changes in the hotel business, and for this, it has concentrated on the chain of the hotel business, namely Travelodge. The hotel chain is mostly scattered with its business throughout the United Kingdom, though barely operates business outside the country, which is one of the largest disadvantages of the company, as the international operation is needed for any business to run in a competitive global market like hospitality sector. 
The report has evaluated the internal and external environment of the Travelodge hotel business through the utilisation of the SWOT and PESTLE analysis. The strength of the hotel is the budget-friendly packages it provides to its borders which, however, also lead to its weakness, which is the lack of fully furnished goods and services provided to customers. Besides, while sustainable tourism is a probable opportunity to grow the business, lack in international consumer-base and high competitiveness in the hospitality industry might work as a threat to the sustainability and profitability of the business. After conducting a thorough literature review and collected data on the hotel, an action plan has been developed for the improvement of the existing business practices of the hotel, especially for technological improvement and international business promotion. Furthermore, the report has suggested a bunch of recommendations based on the actions plan as well.
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