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The purpose of this study is to prepare a marketing plan for a big hotel brand like Travelodge. A marketing plan is a document that outlines the strategies and tactics a business will use to reach its marketing goals. It is an essential tool for any business, as it helps to ensure that resources are used effectively and that goals are met (Pride and Ferrell, 2019). This marketing plan will include an analysis of the current market, a description of the target market, a description of the product or service, pricing strategies, promotional strategies, and a timeline for implementation focusing on Travelodge. It will include a budget and a plan for measuring success. 
For this marketing plan of Travelodge SOSTAC framework will be used. Bowman's strategy clock, marketing mix, SWOT and PESTLE will be used for analysing the internal, external and factors affecting the operation of Travelodge.  
[bookmark: _heading=h.w6z1xs22nqzq]Situation Analysis
5 'C's
· Company: SWOT analysis (Micro analysis)  
	SWOT Analysis
	Travelodge

	Strengths
	· Wide range of locations throughout the UK, Spain and Ireland (Travelodge, 2023)
· Affordable prices
· Comfortable and clean rooms
· Good reputation for quality and customer service

	Weaknesses
	· Limited amenities and services compared to high-end hotels (Foskett et al., 2021)
· Basic and uninspiring room design
· Outdated technology and facilities in some locations

	Opportunities
	· Expansion into new international markets
· Partnership with popular tourist attractions and events
· Offering more value-added services to attract customers

	Threats
	· Growing competition from budget hotels and short-term rental platforms
· Uncertainty in the travel and hospitality industry due to COVID-19 (Ntounis et al., 2022)
· Negative reviews and complaints from customers


Table 1: SWOT analysis 
(Source: Created by the learner)
Customers: Segmentation and Targeting/ Customer profile's'
Segmentation 
Segmentation refers to the identification of the factors depending on which company wants to find out its target customers (Dolnicar, 2020). Travelodge uses main four types of market segmentation which are listed below  
Demographics: Age, income, family size, gender, occupation, etc.
Behavioural: Travel habits, spending patterns, brand loyalty, etc.
Geographic: Location, climate, urban or rural, etc.
Psychographic: Lifestyle, personality, values, interests, etc.
Targeting 
Targeting is which customer groups the company wants to sell its products or services (Pride and Ferrell, 2019). 
Budget-conscious travellers: Offer lower prices and basic amenities to attract cost-conscious travellers.
Family travellers: Offer family-friendly features such as on-site restaurants, children's activities, and spacious rooms (Travelodge, 2023).
Business travellers: Offer business-friendly features such as meeting rooms, high-speed internet, and a convenient location near business districts.
Adventure travellers: Offer travel packages for adventure activities and proximity to popular tourist destinations for adventure-seeking travellers.
Competitors: Porter’s five forces, Perceptual positioning maps
	Forces 
	Level of Impacts
	Impacts 

	Rivalry among Existing Competitors
	Moderate
	There is a high level of competition among budget hotels, and Travelodge must compete with other well-established brands such as Premier Inn and Ibis. However, Travelodge has a strong brand and reputation, which sets it apart from its competitors.

	Threat of New Entrants
	Low
	The hotel industry is capital-intensive and requires significant investment. In addition, Travelodge has established a strong brand and reputation, making it difficult for new entrants to establish themselves (George, 2021).

	Threat of Substitute Products
	Moderate
	While Travelodge offers budget-friendly accommodation, there are many other options for customers such as Airbnb and other budget hotels. However, Travelodge has a good reputation for quality and customer service, which sets it apart from its competitors.

	Bargaining Power of Suppliers
	Low
	Travelodge has a large network of suppliers, including suppliers of bedding, food, and drinks. As a result, suppliers do not have significant bargaining power over Travelodge.

	Bargaining Power of Customers
	High 
	Travelodge operates in a highly competitive industry, and customers have many options to choose from. As a result, customers have a high bargaining power, and Travelodge must work to meet their demands and expectations in order to maintain their business (Travelodge, 2023).


Table 2:  Porter’s Five Forces 
(Source: Created by the learner) 
Perceptual positioning maps
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Figure 1: Perceptual Map
(Source: Created by the learner)
Collaborators: 
Travelodge has a number of B2B relationships, partnerships, and franchises to help it expand its reach and services.
B2B Relationships: Travelodge has partnerships with a number of companies and organisations, including corporate travel providers, event planners, and tour operators. These relationships help to increase the visibility of Travelodge and increase its customer base.
Partnerships: Travelodge has partnerships with several popular tourist attractions, such as the London Eye, the Tower of London, and the British Museum (Travelodge, 2018). These partnerships help to increase the exposure of Travelodge and offer customers added value.
Franchises: Travelodge has a franchise program that allows independent business owners to operate their own Travelodge location (Point Franchise, 2023). This franchise model helps to expand the reach of Travelodge and increase its presence in new markets.
Climate: PESTLE (Macro analysis)
	Factors
	Impacts 

	Political
	Stable political environment in the UK
Government policies aimed at promoting the tourism industry
Potential impact of Brexit on the travel and hospitality industry (Odey, 2021)

	Economic
	Strong and growing economy in the UK
Increased disposable income and travel spending among consumers
Rising costs of labour and materials

	Sociocultural
	Growing interest in budget-friendly travel options
Changing attitudes towards budget accommodation
Growing concern for sustainability and eco-friendliness

	Technological
	Advancements in technology, such as online booking and mobile apps
Increased use of social media and online reviews for customer engagement
Need for investment in technology to stay ahead of the competition

	Legal
	Compliance with health and safety regulations
Compliance with data protection and privacy regulations
Regulations for customer protection and dispute resolution

	Environmental
	Increasing awareness of environmental issues
Need for investment in sustainability and eco-friendly initiatives (Matović, 2020)
Potential impact of climate change on the travel and hospitality industry


Table 3: PESTLE analysis 
(Source: Created by the learner)

[bookmark: _heading=h.fa0jftubbbjj]Objectives
SMART target: 
"To increase brand awareness and customer engagement through digital marketing strategies, targeting budget-conscious travellers, resulting in a 10% increase in online bookings in the next 12 months."
[bookmark: _heading=h.g7bbgc987rt7]Strategy
Travelodge's value proposition is to provide budget-friendly and comfortable accommodation with good quality and customer service. This differentiates the company from other budget hotels and high-end hotels (Paul and Paul, 2020). The company aims to provide a simple and affordable solution for travellers who want a comfortable place to stay, without sacrificing quality or service.
In order to communicate the value proposition, Travelodge will use a variety of marketing strategies, including digital marketing, advertising, and social media. The company will focus on highlighting its affordable prices, comfortable rooms, and good customer service (Wyndham, 2023). Travelodge will also leverage its partnerships with popular tourist attractions to offer added value to customers.
The value proposition will be delivered through a combination of investments in technology, quality and customer service training for employees, and ongoing monitoring of customer feedback. Travelodge will also continue to focus on ensuring that its rooms are clean and well-maintained and that its customers have a positive experience.
In terms of customer segments, Travelodge's value proposition is well-suited to budget-conscious travellers, including families, young adults, and budget-conscious business travellers (Travelodge, 2023). This focus will affect the targeting and positioning of the organisation, as Travelodge will focus on attracting customers who are looking for a budget-friendly and quality solution for their accommodation needs.
In terms of Bowman's strategy clock, Travelodge is positioned in the "Low-Cost Provider" segment, as it offers budget-friendly prices and aims to keep costs low in order to provide customers with the best value for their money. 
[bookmark: _heading=h.ysg81uj9bprt]Tactics
Marketing mix: 
Product - Travelodge offers budget-friendly and comfortable accommodations for travellers in the UK. The company offers rooms that are simple, clean, and well-maintained, as well as essential amenities such as Wi-Fi, breakfast, and parking.
Place (Distribution) –  Travelodge has a presence in many popular tourist destinations, making it accessible to travellers (Travelodge, 2023). The company also has a strong online presence, making it easy for customers to book rooms and make travel plans.
Price – Travelodge's prices are designed to be affordable and competitive, appealing to budget-conscious travellers (Wyndham, 2023). The company uses dynamic pricing strategies to ensure that its prices are always in line with market demand.
Promotion – Travelodge uses a variety of marketing strategies to promote its brand and value proposition. According to the communication mix, they use a advertising strategy that includes digital marketing, advertising, and social media. The company also uses partnerships with popular tourist attractions to increase its exposure and offer customers added value.
[bookmark: _heading=h.fnlr08d10pkb]Action
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Figure 2: Gantt Chart
(Source: Created by the learner)
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The Unique Selling Point (USP) of Travelodge is its combination of budget-friendly prices and good quality and customer service. The company differentiates itself from other budget hotels by offering affordable accommodation without sacrificing quality or comfort (Wu, 2021).
The features of Travelodge include:
· Simple and clean rooms
· Essential amenities such as Wi-Fi, breakfast, and parking
· Good customer service
· Affordable prices
· Convenient locations in popular tourist destinations
The benefits of these features include:
· Savings on accommodation costs for budget-conscious travellers
· Comfort and convenience for travellers
· Easy and stress-free travel experience
· Good value for money
To measure the success of Travelodge's marketing efforts, the company can use a combination of metrics including
· Number of new customers
· Repeat customer rate
· Feedback from customer surveys
· Increase in online bookings
· Increase in revenue and profits
· Positive social media and online reviews
These metrics will provide valuable insights into the effectiveness of Travelodge's marketing strategies and help the company make informed decisions about how to improve its offerings and better meet the needs of its customers.
[bookmark: _heading=h.z9hmqtdwfdpm]




Conclusion
One of the challenges in achieving the target of increased brand awareness and customer engagement is the intense competition in the travel industry. There are many other budget-conscious hotels and chains, and it can be difficult to stand out from the crowd. To overcome this challenge, Travelodge could consider differentiating its brand by focusing on unique selling points, such as a loyalty program or high-quality customer service, and using targeted digital marketing campaigns to reach its desired audience.
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Appendices
Use this space to support your work, you may include tables, diagrams and secondary data to support your discussion which can be referred to in your marketing plan. 
(Text here does not contribute to word count)
(Similarity here does not affect your score)

E.g.  
"The threat of substitutes is high in the budget hotel market as illustrated by Porters 5 forces analysis table (Please see Appendix 1) which has meant that the organisation will need to focus on emphasising the value proposition and differentiation strategies"  
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