



Introduction 
Founded in 1985, Travelodge aims to provide its customers with affordable travel. It offers the best possible location, price, and quality combinations to meet their needs. Based on the number of rooms and hotels it operates, Travelodge is regarded as one of the largest hotel brands in the UK. As of December 31, 2021, it had 592 hotels and over 45,000 rooms in the country, Ireland, and Spain.
The marketing plan will analyze the internal and external situation, strengths or weaknesses of this brand, the customer profile, competitors, where the company is situated, objectives, strategies, tactics, and how they can increase profits.

 Situation Analysis:

The choice of varying types of accommodations, such as double and family rooms, is ideal for budget travelers. The company has over 500 hotels in the UK, and its programs cater to premium customers. Similar to other budget hotels, Travelodge doesn't offer a wide range of products and services to its customers. It also doesn't provide room, porter, or similar services. Due to its overbooking policy, some of its customers are unable to book a room after paying their deposits, which can cause uneasiness and frustration. To expand its operations, Travelodge should establish a global presence. The increasing number of individuals who care about the environment and the need for more eco-friendly lodgings are some of the factors that have prompted the demand for such establishments. Due to the drop in confidence in the economy, many tourists choose to stay at cheaper hotels instead of Travelodge. This is because the company's global presence is limited, making it hard for foreign visitors to find its name.

For Travelodge customer profile: low-income customers are more loyal to their local businesses due to the lack of information about their options and the high cost of switching. They also respond well to promotions and discounts. Based on Similar web (2023) the highest age group of customers is 25-34, very close is also 35-44 with 21.64%.
Based on its recent performance, Travelodge has been positioned the same as Holiday Inn on the scale of value for money. This is because it is perceived to be worth more. Similar Web (2023) relates that the bigger competitor is Trivago, which is currently in a higher rank than Premier Inn on a low rank (See appendix A).
In Bowman’s strategy clock, the company is situated in a low-cost strategy, where they promote an online system reservation, improve staff skills and client satisfactory service, but keep the quality and hygiene (See appendix B).
Through the partnership between the two organizations, Travelodge and the Business Travel Association will work together to enhance the travel experience for both customers and business travelers. They will also have access to the association's extensive engagement activities, which include industry insights and podcasts (O’Brien, S., 2021).
The Travelodge policy is to conduct all of its business ethically and honestly. It follows a zero-tolerance approach when it comes to corruption and bribery. The company will also thoroughly implement and enforce systems designed to prevent such behavior. The company uses an online solution for businesses, Travelodge Business Account, to provide customers with up to six weeks of interest-free credit.
 The NHS savings program of Travelodge allows for saving money on accommodations when customers book a weekend getaway or business trip. The company has rooms in major cities such as Manchester, London, and Liverpool, as well as coastal locations and the countryside (Health service discounts, 2023). The full suite of Medallia's platform, which includes artificial intelligence, data analytics, and active listening, has been deployed by Travelodge in the UK. It enables the company to improve its customer experience and manage its various operations, such as room checks and social channels.
The company will only process personal data by the applicable laws regarding data protection. This includes the General Data Protection Regulation. The Travelodge organization is committed to being responsible for its supply chain and environmental impact. It also aims to be eco-friendly and adopt sustainable practices (Travelodge,2022).

Objectives
At Travelodge, the goal is to provide customers with the best possible value and experience. They aim to make travel as affordable as possible for everyone. To achieve this, they have identified the key performance indicators and performance targets. They are committed to continuously improving our capabilities and developing new strategies to reach the ultimate goal of being a net-zero operator. According to the company, it has already made progress in various areas, such as the installation of LED lights in its properties.


Strategy 
They are introducing a new budget-friendly hotel design, which will feature a more premium feel and will maintain its value price. This innovative design is the most radical change to date and is designed to respond to the increasing number of people staying in budget hotels in Britain. The company is currently focused on growing the business through the brand’s strength and domestic budget travel focus.
Tactics
The product offered by Travelodge is a budget hotel service that caters to the needs of its clients. It includes lodging accommodations for individuals and groups traveling for business or personal reasons. Through an online marketing campaign, the company tries to generate leads from different parts of the market.
Most budget hotels can't afford to be located in expensive locations or strategic locations. Instead, they prefer to be near roads and the entrance of the city. For instance, Travelodge can be found in areas close to major roads. They use their platform to be contacted on Facebook, Twitter, YouTube, or Travelodge blog.
The prices of Travelodge's rooms are dynamically influenced by the demand for them. The higher the demand, the more expensive the rooms will be. To ensure that the best value stays are offered, it's important to book as early as possible. They also use saver rates and flexible rates. The prices start from 34£ per night (Travelodge,2023).
Splendid communication, partner with Travelodge to bring new life to their social channels. With a rich heritage and an exciting new opportunity for growth, this brand is a perfect fit for the social media strategy (Samways, A.,2021). The company is using digital marketing for promotions and advertising. 
Action 
Based on Similar Web (2023) the marketing channels are various, for Travelodge there are big numbers in organic searches in the last three months. Google searches are 1.869 million, in comparison with e-mails, which are just 88,578 clicks. Instead, display advertisements have growth in January, but this month has a significant drop. Direct search took second place in the graphic with 1.239 million clicks. Gannt Chart is showing a plan of channels for 12 months, informed by what Similar web graphics are in the last three months (See Appendix A).

Control 
For example, Travelodge has to extend more to a global market, like Europe. The company can open a few hotels in the biggest cities in Europe. They will attract more foreign customers because they will know the brand, which is cheap and the quality is satisfactory. A tactic to increase the profits can be, to make a higher price on the weekend and in summer when are more tourists. The company also can use more promotions and offer more benefits to loyal customers. 
Conclusion
Travelodge is one of the largest hotels in the United Kingdom, a great choice for budget travelers, but has an overbooking policy, which is not satisfactory for customers. Situated in a low-cost strategy, has also 0% tolerance for bribery, and the company is working to be a net-zero operator. Introduced a new budget-friendly, at the same value price. The business is using digital marketing and also has an affordable price for everyone. To increase money, they should open more hotels abroad and change the prices when is the busiest season. 
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Appendices:
A- Positioning Map (Dibb, S. and Lyndon, S. (2008) Market Segmentation Success: make it happen! Reading: Google Books).
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B- Bowman Strategy Clock[image: ]

C-Gannt Chart
[image: ]
Presentation[image: ]
[image: ]
[image: ]
[image: ]
[image: ]
[image: ]
[image: ]
[image: ]
[image: ]
[image: ]
[image: ]
[image: ]
[image: ]
image1.jpeg
MARKET s&:r:mm‘mi‘v'mNdwm:mm: MAKING IT

=S Value-lor-Money
B , High





image2.png
Xz
@
=

Perceived value to the customer

Low

y Clock

Hybrid

Jrravelodge

Low price and WQ
low added value

Differentiation

Focused
 differentiation

WP Risky high
| margins

Monapoly
pricing

Loss of
market share

Low

Price High




image3.png
ommunications Flan





image4.png
Marketing Plan

Travelodge
Sonia-Lorena Porumb
Student number: 2233341
Lecture name: Luciana Suardi
The module title: Marketing Essentials BMIH4005




image5.svg
                    Marketing Plan Travelodge Sonia - Lorena Porumb Student number: 2233341 Lecture name: Luciana Suardi The module title: Marketing Essentials BMIH4005


image6.png
Marketing Plan

 The marketing plan will analyze the internal and external situation,
strengths or weaknesses of this brand, the customer profile,
competitors, where the company is situated, objectives, strategies,
tactics, and how they can increase profits.

Travelodge




image7.svg
                 Marketing Plan • The marketing plan will analyze the internal and external situation, strengths or weaknesses of this brand, the customer profile, competitors, where the company is situated, objectives, strategies, tactics, and how they can increase profits.      


image8.png
* As of December 31,2021, it had 592 hotels and

Travelod Ry
raveloage ~~ § over 45,000 rooms in the country, Ireland, and
k N Spain.

-Founded in 1985, Travelodge aims to
provide its customers with affordable
travel.

-It offers the bestpossible location,
price, and quality combinations to
meet their needs. Based on the
number of rooms and hotels it
operates

-Travelodge is regarded as one of the i\\
largest hotel brands in the UK. \

| AMAZING VALUE
#» - WEEKEND ESCAPES |

STAY MORE. SEE MORE. DO MORE.

-





image9.svg
                 Travelodge • As of December 31, 2021, it had 592 hotels and over 45,000 rooms in the country, Ireland, and Spain. - Founded in 1985, Travelodge aims to provide its customers with affordable travel. - It offers the best possible location, price, and quality combinations to meet their needs. Based on the number of rooms and hotels it operates - Travelodge is regarded as one of the largest hotel brands in the UK.      


image10.png
Situation analysis:

Weakness-it doesn't offer room service,

Strengths- a great choice for budget travelers; the vurupany
Texs gverS00 locations in the UK ; programs that are geared porterservice, ora variety or other
tovard ifs pre MM cus LOMETS . services: overbooking policy .

?f;anda- gloimgje eco-fiiendly hotel; -
progcay, Aty Ihreat- nota familiar brand for f ard
s i 0 i .

drop income 10 urks two uld choo:eozillinqt)oe hSts;

rhotel





image11.svg
            Situation analysis: 


image12.png
Customer profile: * -the company is situated in a lowcost strategy, where
-low-income is more loyal they promote an online system reservation, improve
-respond well to promotions staff skills and client satisfactory service, but keep
-age between 25-44 e quality and hygiene.

Bowman’s Str

H 4
High Differentiation
= Hybrid Focused
o differentiation
E
S
B
=
=]
@
s Risky higl
e { Low price ) m'mg'm:""
S Low price and Monopoly
& low added value preing
Loss of
Low market share
>
Low Price High

Positioning map (Dibb, S. and Lyndon, S. (2008) Market
Segmentation Success: make it happenReading: Google
Books).




image13.svg
                 Customer profile: - low - income is more loyal - respond well to promotions - age between 25 - 44 • - the company is situated in a low - cost strategy, where they promote an online system reservation, improve staff skills and client satisfactory service, but keep the quality and hygiene. Positioning map ( Dibb, S. and Lyndon, S. (2008) Market Segmentation Success: make it happen! Reading: Google Books).      


image14.png
Policy:

-0% tolerance to Partnership: B TA
corruption and bribery

— BUSINESS TRAVEL —
" ASSOCIATION

SAY NO

Travelodge





image15.svg
                                     Policy: - 0% tolerance to corruption and bribery . Partnership:                  


image16.png
-It also aims to be ecofriendly and adopt sustainable practices

The company will only process
personal data by the applicable
laws regarding data protection

General
Data

Protection
Regulation





image17.svg
                      - It also aims to be eco - friendly and adopt sustainable practices          The company will only process personal data by the applicable laws regarding data protection


image18.png
Objectives

the goal is to provide customers with the best
possible value and experience

. Strategies

to achieve this, they have identified the key

performance indicators and performance targets. * introducing a new budget-friendly hotel design,

which will feature a more premium feel and will
maintain its value price. This innovative design is
‘ the most radical change to date and is designed to
respond to the increasing number of people
) ) staying in budget hotels in Britain. The company
reach the ultimate goal of being a netzero operator is currently focused on growing the business
through the brand’s strength and domestic budget
‘ travel focus.

it has already made progress in various areas, such
as the installation of LED lights in its properties




image19.svg
            Objectives • the goal is to provide customers with the best possible value and experience • t o achieve this, they have identified the key performance indicators and performance targets. • reach the ultimate goal of being a net - zero operator • it has already made progress in various areas, such as the installation of LED lights in its properties . Strategies • introducing a new budget - friendly hotel design, which will feature a more premium feel and will maintain its value price. This innovative design is the most radical change to date and is designed to respond to the increasing number of people staying in budget hotels in Britain. The company is currently focused on growing the business through the brand’s strength and domestic budget travel focus.      


image20.png
Marketing Mix

* Product - budget hotel service

* Place - can be found in areas
close to major roads (physical
location)

-Facebook, Instagram,
YouTube, Twitter, or Travelodge
website (online).

* Price -

ROOMS FOR

£34 OR LESS

STAY MORE. SEE MORE. DO MORE.

* Promotion — Splendid
communication

-digital marketing





image21.svg
                 Marketing Mix • Product - budget hotel service • Place - can be found in areas close to major roads (physical location ) - Facebook, Instagram, YouTube, Twitter, or Travelodge website (online). • Price - • Promotion – Splendid communication - digital marketing      


image22.png
Action

Travelodge
Sonia Porumb T Thu, 0200372023
January ‘ February March April May June ‘ July August September Octomber
Metrics START
Advertising
v How many views. April  September
Radio Promational code March May
Facebook Click rate January  December
Youtube How many views. February December





image23.svg
            Action   


image24.png
Control

* open new hotels in the biggest
cities in Europe

* higher price on the weekend or
in summer, when are more
tourists

* Discounts for loyal customers

© CanStockPhoto.com - csp10214320




image25.svg
                      Control • open new hotels in the biggest cities in Europe • higher price on the weekend or in summer, when are more tourists • Discounts for loyal customers         


image26.png
Conclusion

» Travelodge is one of the largest hotels in
the United Kingdom, a great choice for
budget travelers, but has an overbooking
policy, which is not satisfactory for
customers. Situated in a low -cost strategy,
has also 0% tolerance for bribery, and the
company is working to be a net -zero
operator. Introduced a new budget-friendly,
at the same value price. The business is
using digital marketing and also has an
affordable price for everyone. To increase
money, they should open more hotels
abroad and change the prices when is the
busiest season.





image27.svg
            Conclusion • Travelodge is one of the largest hotels in the United Kingdom, a great choice for budget travelers, but has an overbooking policy, which is not satisfactory for customers. Situated in a low - cost strategy, has also 0% tolerance for bribery, and the company is working to be a net - zero operator. Introduced a new budget - friendly, at the same value price. The business is using digital marketing and also has an affordable price for everyone. To increase money, they should open more hotels abroad and change the prices when is the busiest season.   


image28.png
References

Business Wire (2022) ‘Travelodge (UK) Selects Medallia to Power its New Yoice of the Customer >, Martech Shri ilable afftps ies com, i i lodask-sel dallig o-poweritsnewvoi ce of-the cust
programmel/ (Accessed: 23 February 2023).

Dibb, S. and Lyndon, S. (2008)arket Segmentation Siccess: make it happReading: Google Books

Douglas, F. (2022) “Travelodge books Splendid Communications for social and content®, C f . Available alittps://we, ignlive. couk/article/travel disgkssplendid icati ial-content/1740613/(Accessed: 23 February 2023).

Gill, R. (2022) “Travelodge tackles sustainability and inclusvity in Better plan®, Business Travel News Edtoyly, 25vailable aftips//www bus ope. com. dation/T: ] gkl inabilityandinclusvityin-BefterFutureplan /{Accessed: 23 February 2023).
Health service discounts (2023 Available afztp icedi ilers'travel oilRO / (Accessed:21 February 2023).

Hong, H. (2022) ‘Travelodge: Comprehensive Business Analysis and Interati onal Expansion Plan’, Tough Nickel, &th Avialiliabl & atghnickel . com/indusiries/Travel ehensi veBusiness Analysis-and: jonalE ion Plan#Travel odge's220 SWTY20 Analysis/
(Acceéssed:17 February 2023).

OBrien, S. (2021) “The BTA enters industry partnership with Travelodge®, PA life nddMd Available dttps//palife co uk/news/this - i ipwithriravel odge//(Accessed: 23 February).

Similar Web (2023)Marketing i afttps//pro. s mil arweb, comy/#/di gital suite/webs teanal ysi Straffeeyi ew/*/099/3m /2 Deskt op&k lodge, coul d 24 February 2023).

Similar Web (2023)Demographics Available aftitps //pro.similarweb, igi tal it i igaudi ics/*/999/3m' otal& d 17 February 2023).

Travelodge (2023) vestors. Avail able athiips//www fravel odge. co.uk/investorshom et Travel og i i d:17 February 2023).

Travelodge (2023) Integrity StatementAvailable athitps//www travelodge. couk/abont/integiiptement/(Accessed: 20 February 2023).
Travelodge (2023) Busines. Available afiips//www travel odge conk/businesiccessed:20 February 2023).

Travelodge (2023) Recruitment Privacy i afattps//wwwt co.uk/about, it pri ice//(Accessed: 23 February 2023).

Travelodge (2022) Better Futurteport. Available dfttps //wwiw.travelod ainability.co upl oads/sites/2/2022/05/BettEnture Report:2022. pdf (Accessed:23 February 2023).

Travelodge (2021)Strong recovery in 2021 and Travelodge is well positioned to benefit from the expected rereaidgble atttps//winy travel odge co uk/bl o dpnng-2021 -recovery//{Accessed: 23 February 2023





image29.svg
       References • • Business Wire (2022) ‘Travelodge (UK) Selects Medallia to Power its New Voice of the Customer Programme’, Martech Series, 16t h J une. Available at: https://martechseries.com/sales - marketing/customer - experience - management/travelodge - uk - selects - medallia - to - power - its - new - voice - o f - the - customer -  programme// (Accessed: 23 February 2023).  • Dibb, S. and Lyndon, S. (2008) Market Segmentation Success: make it happen! Reading: Google Books. • Douglas, F. (2022) ‘Travelodge books Splendid Communications for social and content’, Campaign, 16 th February. Available at: https://www.campaignlive.co.uk/article/travelodge - books - splendid - communications - social - content/1740613/ (Accessed: 23 February 2023).  • Gill, R. (2022) ‘Travelodge tackles sustainability and inclusivity in Better plan’, Business Travel News Europe, 25 th July. Available at: https://www.businesstravelnewseurope.com/Accommodation/Travelodge - tackles - sustainability - and - inclusivity - in - Better - Future - plan / ( Accessed: 23 February 2023).  • Health service discounts (2023) Travelodge . Available at: https://healthservicediscounts.com/retailers/travelodge - 1889 / (Accessed:21 February 2023).  • Hong, H. (2022) ‘ Travelodge: Comprehensive Business Analysis and International Expansion Plan’, Tough Nickel, 8th September. Available at: https://toughnickel.com/industries/Travelodge - Comprehensive - Business - Analysis - and - International - Expansion - Plan#Travelodge's%20SW OT%20Analysis/  (Accessed:17 February 2023). • O’Brien, S. (2021) ‘The BTA enters industry partnership with Travelodge’, PA life news, 13 th May. Available at: https://palife.co.uk/news/the - bta - enters - industry - partnership - with - travelodge// (Accessed: 23 February).  • Similar Web (2023) Marketing Channels. Available at: https://pro.similarweb.com/#/digitalsuite/websiteanalysis/traffic - overview/*/999/3m/?category=no - category&webSource=Desktop&key= travelodge.co.uk/ (Accessed: 24 February 2023).  • Similar Web (2023) Demographics . Available at: https://pro.similarweb.com/#/digitalsuite/websiteanalysis/audience - demographics/*/999/3m?webSource=Total&key=travelodge.co.uk/ (Accessed:17 February 2023).  • Travelodge (2023) Investors. Available at: https://www.travelodge.co.uk/investors/home#:~:text=At%20Travelodge%2C%20our%20purpose%20is%20to%20provide%20affordable,numbe r%2 0of%20hotels%20and%20number%20of%20rooms%20operated./ (Accessed:17 February 2023).  • Travelodge (2023) Integrity Statement. Available at: https://www.travelodge.co.uk/about/integrity - statement// (Accessed: 20 February 2023).  • Travelodge (2023) Busines s. Available at: https://www.travelodge.co.uk/business/ (Accessed:20 February 2023).  • Travelodge (2023) Recruitment Privacy Notice. Available at: https://www.travelodge.co.uk/about/recruitment - privacy - notice// (Accessed: 23 February 2023).  • Travelodge (2022) Better Future report. Available at: https://www.travelodgesustainability.co.uk/wp - content/uploads/sites/2/2022/05/Better - Future - Report - 2022.pdf / (Accessed:23 February 2023).  • Travelodge (2021) Strong recovery in 2021 and Travelodge is well positioned to benefit from the expected recovery . Available at: https://www.travelodge.co.uk/blog/news/travelodge - strong - 2021 - recovery// ( Accessed: 23 February 2023 ).  •


