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[bookmark: _Toc168015639]Executive Summary
This executive summary's job is to give Travelodge Hotel a full picture of the problem that was found, along with the key results, analysis, suggestions, and conclusion. It's made up of the report's most important parts. In this short overview, the report's main points are shown without going into excessive detail (Shah et al., 2023). 
A problem or issue that matters
A general grade drop could happen because of the problems at Travelodge Hotel. Andrade et al. (2021) say that the most important ones are unhappy customers, less money going in, outdated technology, and processes that don't work well. The hotel needs to deal with and solve these tough issues right away if it wants to keep growing and succeeding in the fast-paced hospitality business (Suárez-Albanchez et al., 2021). These problems need to be fixed by Travelodge if it wants to stay competitive. It needs to make plans to improve customer service, bring back income lines, improve its technology, and make it easier for its business to run. This shows how important it is to make plans to keep the hotel safe in a market that is always shifting.
Finding’s key
To understand the problems that Travelodge Hotel is having right now, we need the results of a thorough study using strategy models such as STEPLED, SOAR, and TOWS:
Less satisfied customers: The hotel has lost a lot of customers because of bad service, old buildings, and systems that fail to function harmoniously. If someone wants to get good reviews from guests, they need to think about these issues (Subramaniam et al., 2011).
Drop in Revenue: There has been a clear drop in earnings, which can be explained by more competition, altered customer tastes, and more places to stay. Steps need to be taken by the company to bring in additional funds and make sure it can handle its funds.
Outdated Technology: Scheduling systems that don't work anymore and don't have a good online footprint make it clear how important it is to update technology right away. Now guests have different wants, so these methods need to be changed (Tamm, Seddon, & Shanks, 2022).
Operations that don't work well: It's obvious that a complete change is needed because business processes don't operate as well as they should, employees aren't getting enough training, and the system needs to be changed (Szczepańska-Woszczyna et al., 2021). Things need to be organised to get more done and make guests happier.
These significant outcomes pave the way for targeted plans and actions that will assist Travelodge Hotel in resolving all its problems.
Analysis of the Results
Many problems at the Travelodge Hotel are all connected and need to be fixed all at once. A drop in customer happiness hurts the brand's reputation, which in turn hurts sales. On the other hand, technology obsolescence slows things down, which has a bigger impact on how people feel. The research shows that a planned and uniform answer is needed because these issues are connected and have an impact on each other. An all-encompassing solution and long-lasting changes require an organised strategy that considers customer happiness, business image, updating technology, and running efficiency (Nissi & Pälli, 2020). 
Advice for the Client
The following ideas are put forward to help Travelodge Hotel reach the best level of success possible:
· Making customers happier: High-quality training programmes for employees, updated facilities, and a strict feedback system can all help make customers happier.
· Ways to Make More Money: To get more money and business, use focused marketing, build relationships, and do special work.
· Enhancing Online Presence and Operational Efficiently: Make it easy to check in online, and update ticket tools to enhance the overall technological infrastructure and operational effectiveness (Noordzife, 2014).
Implement training and interaction programmes for staff to encourage and improve efficiency.
Initiatives for Change Management: Make and use plans for change management that include ways to communicate, ways to get employees concerned, and, if needed, outside assistance to help with a smooth transition (O’Mahoney, 2021).
In the end
Finally, the strategies that have been offered are the ones that will help Travelodge Hotel turn the problems that were found into opportunities. In this very competitive market, the hotel can build long-term success and resilience if it puts a lot of stress on making customers happy raises income, integrates technology better, and gets staff more involved (Patel, 2022).
People who make choices can quickly read the executive summary to get a sense of what the report is about. There is a lot of information in the long study about each idea. It includes action plans, prices, and ways to monitor results. Travelodge Hotel was a great company to work with, and we look forward to seeing them carry out their plans.
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It's always new problems for hotels like the Travelodge that need creative solutions. The study's main goal is to find Travelodge's main problems and offer good solutions. Numerous strategy frameworks, including STEEPLED, SOAR, and TOWS, will be used to examine these issues and aid our full comprehension of the various factors affecting the hotel's success and the future (Penco, Torre, & Scarsi, 2020).
The history of the Travelodge Hotel:
After opening in 1985, Travelodge has grown into a big player in the hotel business. It's famous for its commitment to offering cheap lodging. Many groups of people stay at Travelodge hotels in the UK, including business travellers, families on holiday, and others (Boysen-Rotelli, 2020). Travellers on a budget may be interested in this hotel chain because it is known for consistently offering great service at reasonable prices.
To show that the brand cares about making sure guests are happy during their stay, Travelodge hotels usually have big rooms with modern conveniences (Pereira & Vence, 2021). Strategically placing Travelodge properties is often a key factor which renders them easier for customers to get to and boosts the brand's overall revenue. Knowing the issues, the hotel faces is important for its continued success as it grows and changes to meet market needs.
Welcome to the consulting firm:
The honest business Strategy advice is what Deloitte does best for businesses in a lot of different fields. Many companies have come to us for help with their problems and we have helped them turn those problems into opportunities. Professionals with a lot of experience and from different fields make up the consulting company. Each client receives customised solutions to fit their objectives and ambitions (Roodbari et al., 2022).
Focusing on the future and doing a full analysis are both parts of the method. This helps us make plans that not only cope with problems but also make sure that they will be successful in the future. Deloitte is known as a reliable partner in the process of growing a business because it focuses on doing good work and making sure customers are happy.
Structures of theories:
This research will use multiple strategy tools that give specific information about different segments of the company to thoroughly investigate the issues Travelodge is facing (Roper & Higgins, 2020). These types were chosen:
STEEPLED Analysis: This method looks at how problems in the areas of society and culture, technology, the economy, the environment, politics, the law, ethics, and population growth affect the business. A study called STEEPLED will find out what outside factors are making Travelodge's business worse.
SOAR Analysis: This is a purposeful, positive way to look at things that focuses on chances, strengths, goals, and outcomes. It tells people to make the most of their current skills and chances to get everything they want. Travelodge's current strengths and possible areas of development will be looked at in this way (Rupčić, 2021).
TOWS Matrix: This SWOT-based technique estimates an organization's dangers, possibilities, shortcomings, and strengths. Using this method, which combines internal and external factors, will make it easier to make planning ideas for Travelodge.
Ultimately, this study makes it possible to look more closely at the issues Travelodge is facing. It generates a full and useful strategy analysis using STEEPLED, SOAR, and TOWS mathematical models (Scholtens et al., 2021) Going forward, we'll talk about the tough problems and give Travelodge ideas on how to grow and be successful in the ever-changing hotel business.
[bookmark: _Toc168015641]Analysis
[bookmark: _Toc168015642]Discuss the Travelodge Hotel	
As Buttrick (2009) says, the analysis section should list Travelodge Hotel's major problems and explain how these problems affect different parts of its business.
Problem 1: Customer feedback and satisfaction are going down.
Since there are so many bad reviews, it's clear that Travelodge's most significant issue is that its customers are less happy. That problem makes the hotel look bad, which makes it harder to get and keep customers. Several things could be causing this drop, such as bad service, historic structures, or buttons which aren't working as well as they should.
This statement needs to be backed up by Google Reviews and TripAdvisor. It can look at data that shows how people's thoughts change over time to help figure out what's wrong. Surveys and direct visitor feedback in several forms can help find out more about pain problems and help come up with new ways to treat them (Semaan, Underwood, & Hyde, 2021).
Problem 2: Less money coming in because of competition in the market
Things are going badly for Travelodge because hotels are making a lot of money. It could be because there is more competition, people's tastes have changed, or there are more places to stay, like vacation houses. That's why it can look at Travelodge's books of accounts, compare the market, and read industry studies to support this.
The financial problems of Travelodge can be analysed by looking at RevPAR data, rates of availability, and average room prices (Kumar, Agrawal, & Budhwar, 2021). A more thorough study would include looking at bigger-picture issues that impact the tourist industry, like how people move or the state of the economy as a whole.
Problem 3: Outdated technology and inefficient operations
Along with fast-changing technology, Travelodge has problems with old tools and processes that don't work well. Clients might not have a good time if the tickets are sold, the signup process is slow, or the website isn't up to par. Website traffic, booking patterns, and hotel technology performance may show how significant such concerns are (Lueg & Carvalho e Silva, 2022).
Firms can learn how to make their products better by closely studying how competitors' products are used and reading feedback from consumers that points out problems with the products. With the help of tech experts, it can quickly determine what issues need to be fixed in the hotel's equipment.
Methods of Research:
Diverse research methods will be used to guarantee a solid and fair review. Some of the places the data will come from are reports from the industry, financial records, research papers, and customer reviews on third-party sites. Key players, such as workers and managers, could be questioned to get a more complete picture (Massey, 2000).
Big parts of the study will involve triangulating data, which means matching data from three or more sources. This will help get rid of bias and show everyone the whole picture of the issues. Academic journals, trade magazines, and reputable news sources will be used as sources for the study.
Last but not least, this section showed some of Travelodge's issues, such as less pleased guests, less money coming in, and old technology. For the test, a good study method was used, using several different sources to get a full picture of the issues (Mavridopoulou & O’Mahoney, 2020). The sections that follow will go into more depth about some strategies that Travelodge may employ to deal with these problems and guide its growth in a way that remains sustainable.
[bookmark: _Toc168015643]External Factors with a STEEPLED Analysis
Although there are issues within Travelodge, it is also important to conduct a STEEPLED study to identify external factors that may be exacerbating the hotel's issues. This research looks at technical, social, economic, environmental, legal, political, moral, as well as demographic aspects of the hotel and hospitality enterprise (McDougall et al., 2020).
STEEPLED Analysis:
The table below defines the Travelodge Hotel's appearance:
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The STEEPLED Analysis's Implications:
· Flexibility: Travelodge needs to keep up with new technologies and changing social and cultural trends so that they can customise their services to meet the needs of their customers (Miller, 2013).
· Financial Resilience: If the market is bad, the company might be required to be able to change costs, run smoothly, and look for other ways to make money to get by.
· Sustainability: People are learning more about how the decisions they make affect the world around them. By following safe methods, Travelodge may attract tourists who worry about the environment.
· Compliance with regulations: It's important to keep an eye on how the law and politicians change. The hotel stays on the right side of the rules by taking safety seriously, which helps build trust with tourists and other important people (Mowles & Norman, 2022).
· Moral Considerations: As Travelodge grows, it should stress moral business practices, join social responsibility projects, and tell customers the truth.
· Diversification and Acceptance: As the population shifts, the hotel industry should make certain that all its services are accessible to all individuals to encourage a diverse variety of clients to purchase their accommodations (Nakash & Bouhnik, 2023).
[bookmark: _Toc168015644]SOAR Analysis: Recognizing Travelodge Hotel's Strengths and Opportunities
Using SOAR research, Travelodge Hotel can determine its potential and strengths, as well as the best way to capitalise on those strengths and prospects. It also helps them figure out what they need to think about more.
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Competitive Considerations: 
· Leveraging Existing Brand: Travelodge may use its brand to promote its affordable and cost rooms via targeted advertising (Newton, 2010).
· Strategic Growth: Travelodge can do better in the market and make more money by looking for ways to grow in spots where consumers are increasingly looking for cheaper options.
· Improving Customer Knowledge: Travelodge might concentrate on improving amenities and amenities to make certain that tourists always have a good time by using the large rooms.
· Creativity and Modification: Travelodge can become a major player in the hotel business if it adopts a creative attitude and changes with the times (Nielsen et al., 2021).
There are strengths and opportunities for Travelodge in this short SOAR study. It also shows how to make things more effective and move forward in a way that will last. Travelodge can deal with problems well and build on its strengths by making plans that use all of these positive aspects.
[bookmark: _Toc168015645]TOWS Analysis: Strategic Conversion of Challenges into Solutions for Travelodge Hotel
A SWOT analysis is an instrument for strategic planning. A TOWS analysis takes the results of an analysis of SWOT and turns them into actionable plans. By comparing internal strengths and weaknesses with dangers and possibilities from outside sources, the TOWS analysis helps people make plans to capitalise on strengths, fix flaws, make the most of opportunities, and lower threats (Griffin et al., 2023).
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Competitive Considerations:
· Using an Established Brand (SO): To meet the increasing need for cheap rooms, the hotel can smartly use Travelodge's strong image to market its low prices and reliability. Since the business has a good name, it renders sense to expand into new areas.
· Combating additional rivals (ST): Travelodge may employ new ideas and technology to differentiate itself from additional rivals. Using its strong brand name can help lessen the effect of new competitors joining the market (Hanafi & Daud, 2021).
· Getting Rid of Operational Inefficiencies (WO): Travelodge ought to put training employees and automation at the top of its list of goals to improve customer service and take advantage of market opportunities. Updating the structures will meet client requirements and make the whole experience better for guests.
· Revenue Downturn Mitigation (WT): During recessions, Travelodge may be able to fix operating issues in ways that don't cost too much. One way to deal with changing economic conditions is to have backup plans (Hawarna, Gani, & Islam, 2020).
With the TOWS analysis, Travelodge Hotel can deal with problems, and boost growth, while enhancing its position in the tough hotel market by organising problems into solutions that can be used.
[bookmark: _Toc168015646]Recommendations and Change Management
[bookmark: _Toc168015647]Comprehensive Understanding of Issues: Causes, Scope, Scale, and Impact on Travelodge Hotel
The problems with the Travelodge Hotel were found through an in-depth study using strategy models like STEEPLED, SOAR, and TOWS. What caused the problems, how big they are, and the way they damage the hotel's general performance are talked about in more detail in this section (Hedborg, Eriksson, & Gustavsson, 2020).
Problem-causing factors:
· Unhappy customers: This is the major reason, and it can be due to things like bad service, old buildings, and processes that aren't working well.
· Diminished Revenue: There is a clear decrease in revenue due to more competition, shifting customer tastes, and the appearance of new housing options.
· Technological Obsolescence: Old ticket systems, slow enrolment processes, and a website that doesn't work well are numerous instances of technological obsolescence that cause mistakes in how things are run (Hofmann & Vermunt, 2021).
Dimensions and scope:
· Customer Satisfaction: These changes far more than one client's experience; they change how people see the brand, how reviews are written online, and the chance of losing customers who will come back. That covers everything, from specific service situations to how guests feel about the hotel as a whole.
· Less money coming in: This affects Travelodge's whole finances, including its long-term ability to make money, spend it, and stay afloat. The size of the scale affects the whole company and is affected by the big picture of money and competition (Iszatt-White & Lenney, 2020).
· Technical Obsolescence: This includes both steps that have to do with customers, like booking and checking in and steps that make things run more smoothly inside the business. In terms of technology, the hotel's size changes everything, even its ability to adapt to changing customer needs.
Effects on the Travelodge Hotel:
· Reputation and Brand reputation: Falling customer satisfaction may affect Travelodge's reputation over time (Johnson, 2005).
· Financial Performance: The drop in earnings is devastating for the hotel's finances as it makes it harder to make money, keep cash on hand, and spend it.
· Competitive Positioning: Travelodge's ability to compete goes down as technology gets less useful. This makes it harder to get and keep clients in a market that is becoming more tech-savvy (Kipping & Clark, 2012).
By knowing the causes, scope, scale, and impact of the problems they have found, Travelodge Hotel can finally make plans that will work. The next parts of the expert study will focus on giving the hotel actionable steps to deal with these problems and get on the path to long-term growth and greater competitiveness.
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The following ideas and plans for change management are made in response to the issues that have been identified to assist Travelodge Hotel in effectively addressing these issues and moving forward towards future success (Kitay & Wright, 2004).
1. How to Make Customers Happier: 
Suggestion: Put money into training programmes for staff to improve customer service, keep sites up to date, as well as add new technology so that guests have a fun and modern time.
Approach to Change Management: To ensure an easy transition, create a step-by-step training plan for the employees. Engage workers by asking them what they think about new tools and platforms. Employees who provide excellent customer service should be praised and known for their efforts (Kotter, 2012). This will help make the workplace a good place to work where people work together.
2. Strategies for Increasing Sales: 
Suggestion: Look into different ways to make money by comparing prices, combining services, and using flexible rates to get the most money per available room (RevPAR).
Change management strategy: Emphasise to employees the benefits of bringing in more money, especially how it can help them keep their jobs and move up in their careers. Assist people in handling their money with the newest tools and techniques. Linked indicators of achievement to income goals will help the hotel make sure that employee perks are in line with its financial goals (Andrade, Franco, & Mendes, 2021).
3. Improvements in technology: 
Suggestion: Spend money on a full technology update that includes an easy-to-use planning system, mobile register options, and electronic control of facilities.
Management Strategy Change: Teach workers all about new tools, with a focus on how they can make work easier and customers happy. To handle any problems that staff may have during their shift, set up a help system, like a company. Ask people for feedback often so that changes and improvements can be made right away (Baron & Armstrong, 2007).
4. Improvements in operational efficiency: 
Suggestion: Do an audit to find slow spots, make tasks more efficient, and find ways to cut down on waste.
Change Management Strategy: Have employees take part in the reviewing process and mention any problems they see with the way things are going. Clear goals and expected results with everyone to make quick progress. Instruct the staff on new tools and methods of doing things so that they feel ready and able to handle the changes.
5. Health and motivation of employees: 
Suggestion: To make employees happier and more satisfied with their jobs, use programmes that focus on their needs, such as health programmes, flexible hours, and recognition systems (Bartholomew & Irwin, 2020).
Change management strategy: Talk about the benefits of their work and how much they care about the staff's health and happiness. Ask staff what they think so that programmes are tailored to what they want. Workers should have time to get used to changes before they are made all at once.
6. Feedback and evaluation all the time: 
Suggestion: Setting up a way to keep an eye on customer comments, income, and operating efficiency all the time is what is suggested (Bawack & Kala Kamdjoug, 2023). Statistical analysis tools can help you learn more and find places where things could work better.
Change management strategy: Guide choices using group-based data. Teach the employees how to understand data and use it in their work. Honour wins and progresses, encouraging a way of life that is always changing and growing.
[bookmark: _Toc168015649]Evaluating Strategy Success and Impact Measurement for Travelodge Hotel
We will carefully keep an eye on how well the suggested strategies are working by using key performance indicators (KPIs) and other tracking tools all the time (Belkhodja, Karuranga, & Morin, 2012).
1. Measures of Customer Satisfaction: 
· CSI, NPS, and internet reviews are KPIs.
· Measuring: NPS numbers, customer comments, and online reviews on sites like TripAdvisor as well as Google Places will show you how better service, and more perks are changing things right now (Boysen-Rotelli, 2020).
2. Indicators of Financial Performance: 
· Market share, revenue growth, and income per room available (RevPAR) are some key performance indicators (KPIs).
· Tracking: growth in sales, RevPAR, and changes in market share will all be looked at in financial reviews that happen every three and a half years. These signs will make it clear how well marketing and other ways to make more cash are working (Brierley, 2006).
3. Numbers that measure technology and operations: 
· KPIs: number of site users, cost of the booking, and speed with which people can check-in.
· Measuring: Regularly checking the website's information, the booking platform's measurements, and the check-in process will show how well the changes and improvements made to make things work more efficiently are working (Burnes, 2014).
4. Getting staff trained and interested: 
· Key performance indicators (KPIs): Staff Satisfaction, Service Quality Scores, and Training Completion Costs.
· Measuring: They will use staff polls, records of instructional progress, and regular reviews of the quality of service to see how well change leadership is working.
Performance reviews every three months, quarterly, and with continuous feedback loops will help you figure out what is working as well as what needs to be changed (Buttrick, 2009). This adaptable method made sure that the review process could adapt to shifting customer needs and market conditions, which helped Travelodge Hotel keep getting better and more successful.
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The strategies given should help Travelodge Hotel do well and keep up with the changes in the hotel industry.
1. More satisfied customers: 
Benefits: Higher CSI and NPS scores will clearly show that customers are happier, which will result in positive online reviews and a better image for the business. This should then keep customers coming back, make them want to buy again, and spread good word of mouth.
2. More reservations and market share:
Benefits: smart marketing and ways to make more money should lead to more reservations, higher RevPAR, and a bigger share of the market. The hotel's finances should get better, which will free up money that can be used to make more changes and help it grow (Caldwell & Dyer, 2020).
3. Better efficiency in operation: 
Benefits: New technologies and improved operations should make things run more easily, reducing the time guests have to wait to check in and improving their overall experience. This could make people happy, which could lead to more good reviews.
4. Good effects on employees: 
Benefits: Staff members who go through thorough training and engagement programmes are likely to have a motivated and well-equipped workforce. If workers are happy, they might give better service, miss work fewer times, and keep the mood upbeat, all of which could improve the guests' experience (Costa, António, & Dias, 2020).
5. Being able to follow the times: 
Benefits: The hotel is ahead of the curve in its field because it uses cutting-edge technology and is flexible enough to adapt to new opportunities. Being able to adapt is important for staying up-to-date and meeting the needs of today's picky and tech-savvy travellers.
6. Long-term durability and brand strength:
Benefits: Travelodge's name should get stronger as a result of better customer service, more sales, and more efficient operations. Having a strong and adaptable business plan is important for long-term success and being able to deal with problems in the industry (Dawson-Shepherd, Kellner, & Neumann, 2013).
One of the expected benefits is that it will make customers happier and bring in more sales right away. Another benefit is that it will make the brand stronger and more successful in the long run. These good results will help Travelodge Hotel reach its long-term goals and stay competitive in the hotel business, which is always changing.
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When Travelodge Hotel starts to use the ideas that have been offered, they should think about the costs and make sure they are fair for the size of the hotel as well as the benefits that are planned. Fair and necessary rates are followed to get the best return on investment (ROI) and keep growth going over time (Fowler, Fowler, & O’Gorman, 2021).
1. Staff training: 
· Costs: Set aside money for training program staff training on how to deal with customers, communicate, and run an organisation more efficiently. This could mean getting teachers from outside the company, making training materials, and setting up lessons for employees.
· Reasoning: teaching is an important part of better service and making sure workers are ready to meet the changing needs of clients (Donnelly, 2008).
2. Renovating the building: 
· Costs: Make a budget for changing facilities, like remodelling rooms, making services more up-to-date, and making shared spaces better. The price may change based on how many repairs are needed to fix things and make them better.
· Reasoning: The reason for this is that improving services will help it stay ahead of the competition, keep users healthy, and bring in new guests (Dos Santos et al., 2020).
3. Campaigns for marketing and advertising: 
· Costs: Plan to spend money on advertising, relationships, marketing, and events everywhere. The price will change based on the type of ads and the number of people that are wanted to be reached.
· Reasoning: The reason for spending money on targeted ads is to get a wide group of people, increase bookings, and finally increase sales.
4. When using technology: 
· Costs: Come up with a plan to improve online booking sites, ticket systems, and the technology that makes them work (Dutra & Santos, 2020). It will charge different amounts based on how complicated the processes are and how much better the technology is.
· Reasoning: The reason for this is that investing in technology is necessary to make things run more smoothly and give people a good time.
5. Projects for change management: 
· Costs: Set aside money for change management projects like information tools, programmes to get people involved, and, if needed, outside experts.
· Reasoning: To make sure the move goes smoothly and get support from staff, methods for change management must be put in place to lower resistance and promote a good shift in the organization's culture (Ekung, Opoku, & Okonkwo, 2023).
6. Always keeping track of and evaluating: 
· Costs: Set aside money for checks by outsiders, polls of employees, and keeping track of key indicators of efficiency all the time.
· Reasoning: Strategies need to be evaluated regularly to see if they are working and to find means to make them better. They also need to be able to adapt to changing market conditions.
The Travelodge Hotel has to pay these costs, but they are thought to be fair given the size of the hotel and the likely benefits. To grow and become more competitive over the long term, the goal is to find an equilibrium between using resources in the best way possible and putting successful plans into action (Fisman & Sullivan, 2014).
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[bookmark: _Toc168015653]Action Plan for Travelodge Hotel's Strategic Implementation
	Number
	Problem
	Solution
	Desired Outcome
	Time Scale
	Completion Date
	Planned Budget

	1
	Customer satisfaction is going down.
	Set up an in-depth training programme for your staff that covers everything from customer service to problem-solving and conversation.
	Higher CSI and NPS numbers, good online reviews, and a better company image all show that customers are happier.
	9 months
	31/08/2023
	£60,000

	2
	Loss of Revenue
	Run smart marketing efforts that stress how affordable and reliable your services are, look into forming partnerships, and provide customised deals.
	More reservations, better RevPAR, and a bigger share of the market.
	6 months
	30/11/2023
	£70,000

	3
	Obsolescence of technology and inefficient operations
	For better productivity, improve the online presence, make the check-in process easier, and update the ticket systems.
	Streamlined operations, cut down on check-in times, and made the experience of guests better.
	9 months
	28/02/2024
	£40,000

	4
	Change Management Projects
	Create and carry out change management plans, which may include information tools, programmes to get employees involved, and, if necessary, outside experts.
	Positive change in the organization's mindset, less pushback, and higher employee happiness.
	5 months
	30/04/2023
	£40,000

	5
	Monitoring and evaluating all the time
	Set aside money to do regular external checks, employee happiness polls, and ongoing tracking of key performance measures.
	Regular reviews, figuring out what needs to be fixed, and being able to change to changing marketplace circumstances are all important.
	Enduring
	-
	£50,000 per year


In this action plan, the problems that have been found, their solutions, the desired outcomes, the needed time frame, and the planned funds are all made clear (Tamm, Seddon, & Shanks, 2022). This document acts as a road map, showing Travelodge Hotel how to implement the suggested strategies in a planned manner. Regular reviews and changes may be made based on ongoing tracking and feedback to make sure that problems are fixed, and long-term growth is achieved.
[bookmark: _Toc168015654]Conclusion
Finally, it's worth considering the main points of this survey report, the suggestions, and the plan that was made for Travelodge Hotel. The study showed the hotel's issues, such as upset guests, less money going in, outdated technology, and bad management. Using strategy models like STEEPLED, SOAR, and TOWS can help us fully understand the issues, including what causes them, how they affect people, and how big and widespread they are (Unterhitzenberger & Moeller, 2021).
Here are some ideas for Travelodge on how to resolve its problems and lower its risks, as well as how to make the most of its strengths and opportunities. Part of a bigger plan to help the hotel industry grow in a way that is sustainable and makes money is to improve customer happiness, income growth, the use of technology, and employee engagement.
Along with the ideas, the suggested action plan outlines the steps that need to be taken to make them happen. Every step, from teaching people new things to keeping technology up to date, is carefully thought out with a due date, a schedule, and information on how much it will cost. This action plan can help the Travelodge Hotel figure out what's wrong and how to fix it (Whittington & Molloy, 2005).
It will be clear that these methods are being looked at again if key performance indicators are used to find out how well they work. The amount of money the business makes, the joy of the customers, and the involvement of the staff will all show how it changed over time. Using this new method, Travelodge will probably change and improve its plans based on feedback and changes in the market right now (Whittington et al., 2020).
Last but not least, I want to thank Travelodge Hotel for hiring us as consultants. It's been fun and informative to work on this project together. Staff and managers at the hotel have been so committed and involved in this process, which is great. We appreciate the chance to assist Travelodge in reaching its objectives of long-term growth and increased competitiveness.
Deloitte is happy to provide smart answers and useful suggestions. For any additional help or questions, you may have during the application process, our team is available to answer them. I respect the willingness to work together that was demonstrated throughout this project, and I look forward to possible future opportunities to do so.
This essay is not only an analysis of problems and suggestions but also a framework for how Travelodge Hotel can start a transformational journey. We still care about the success of our clients and appreciate the trust they put in our consulting abilities (Yadav & Al Owad, 2022).
Thank you for providing us with the opportunity to assist Travelodge in achieving its goals.
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Strengths  Well-Known Brand: Travelodge has built a strong brand name for being
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