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Introduction
This essay aims to develop a marketing plan for the Travelodge brand. Travelodge is an expanding UK company that provides accommodation services for tourists and business segment people at a lower budget than other brands in the same business field. The current marketing plan highlights Travelodge’s primary focus on digital communication media. The analysis used to perform this marketing plan process will mainly focus on the SOSTAC plan, an analysis of the 5 ‘C’s, and finalizing with a marketing mix and GANT chart, which will help to take the correct conclusions.
Situation Analysis
Anderson (2005, p.25) states that the 5 'C's analysis is an essential tool when conducting a situation analysis of a brand. Company objectives, strategies, and capabilities can indicate a company’s strength in the market if there is room for improvement and how well a specific organization relates to the actual climate.
A SWOT analysis regarding Travelodge will show that one of its biggest strengths is its affordable prices. Also, being a budget hotel, deals and offers for last-minute bookings tend to attract more customers and increase the company’s revenues. Also, Travelodge hotel implemented a new program for its premium customers called Travelodge Business Account Card. With over 500 facilities in the UK, it is becoming straightforward for every customer to find the right place to stay anywhere. However, being a low-budget hotel, Travelodge’s services for the customers are pretty limited as they do not offer room or porter service. (HH, 2022).
According to (Dibbs and Simkin, 1991, p.6), STP is the most commonly used tool for a company to locate its target customers. STP involves three fundamental stages: segmentation, targeting, and positioning. Regarding Travelodge’s strategy, first, it can divide its current customers according to their income. Since its beginning, Travelodge has identified itself as a budget hotel, trying to provide reasonably good service at an affordable price. This strategy has attracted customers who are on a low budget.
Hence, logically, the company’s first target market is low-income customers. According to Srivastava (2012), low-income customers tend to be more loyal since they have fewer sources of information to evaluate their choices and higher switching costs. In addition, this group of customers is very susceptible to rice and responds very well to promotions and discounts. Second, regarding age, with its current design and facilities, Travelodge is suitable for more mature people in their late 20s to 50s who prefer a quiet and traditional-looking accommodation.
In 1996, Cliff Bowman and David Faulkner developed Bowman's Strategy Clock. This corporate strategy model extends Porter's three strategic positions to eight, explains the cost and perceived value combinations many companies use, and identifies the likelihood of success for each strategy. Also, this tool can be used to highlight the differentiation strategies of both Travelodge and its competition in the market (Think Insights 2022).
Travelodge can be located on Bowmans Strategy Clock in position 2: Low Price, where they sell their products at a low price, but due to the high output volume, Travelodge can still generate huge profits (Lucidity, 2020).
Travelodge is a UK-only-based company that does not use the franchise method. They collaborate with different companies in different sectors of their activity, which helps them cover as many services as possible, adding value while keeping the price as low as possible (BBC, 2022).
Travelodge must appeal to environmentally conscious customers and present their company as friendlier. To achieve this, they can proceed by being very cautious of their energy consumption and resort to more environmentally friendly alternatives; for example, using recycled materials for their customer’s use. (WordPress 2014).
Objectives
Knowing the best ways to reach the target audience and boost marketing strategies is essential in this digital age. Knowing the best ways to get the target audience and boost marketing strategies is critical to providing more value to audiences and increasing engagement. One way to accomplish this is through digital content and media. This marketing plan aims to raise awareness and simultaneously show the implication of digital communication media for a company such as Travelodge. It seeks to increase Travelodge brand awareness, facilitate interaction, and boost productivity using its media and paid media like radio or TV commercials (Copy Press 2022).  

Strategy
Increasing sales with Digital Marketing is possible if a company chooses the best strategies. The right actions boost engagement, capture the target audience, generate conversions, and result in sales. Being an influential and well-known brand among your audience is essential and positive. Considering the current moment, Digital Marketing is the best choice to make. There needs to be a manual on increasing sales with Digital Marketing. Still, there is a list of actions and strategies that are fundamental such as optimizing the website based on SEO, defining the target audience, automating and tracking the email marketing campaigns, starting a content marketing strategy, and also measuring each one of the actions taken (Rock Content Writer 2022).
Tactics 
Marketing mix decisions are crucial from the point of view of allowing the organization to achieve higher success levels. The marketing mix requires the consideration of the 7Ps in particular. (Sell, 2017).
 These are analyzed by Travelodge as follows:
Products: Travelodge's core product is the accommodation and restaurant services. The strategy for its capacity should be to provide rooms for business class people with features such as wi-fi services and internet facilities. There should also be conferencing rooms and video conferencing facilities.
Pricing: The pricing strategy is crucial. To efficiently target the selected market segment, Travelodge must maintain an average pricing policy so that middle-end consumer groups can be targeted and they can be encouraged visiting visited to use its services (Catala Consulting, 2019).
Place: The place strategy is crucial, and an analysis of the given case of Travelodge indicates that the company provides its services across 500 properties they have won so far. However, the most critical price strategy recommended to Travelodge is to consider establishing more properties in the UK( Aurecon, 2018).
Promotion: The role of advertising is essential because it attracts more and more customers. As Travelodge focuses on international and domestic customers, the digital focus is significant in attracting international customers. For instance, internet marketing, promotions, and s strategies such as discounts on first booking with Travelodge or coupons to encourage customers to avail of its services are crucial.
People: Concerning service providers companies, the role of people is crucial because people are the core assets providing services to their customers. Regarding the rest of the restaurants, possible chefs with good experience should be considered to address customer needs positively.
Physical evidence: The role of physical evidence is significant concerning service providers. The rooms should be well decorated as an initial customer entry, giving them the best possible impression.
Processes: Concerning processes, they should be excellent enough to provide the best quality services to the final consumers. 
This marketing strategy is quite significant to Travelodge in positively satisfying its customers. (Hertzfeld, 2019).
Action 
Travelodge needs to use all Digital communication media to look for all the channels and use all the digital media providers to increase customers’ trust in the brand and look to increase the brand’s image all over the UK and international markets. A commercial TV and radio display will be in place shortly, with an impact for summer (Team 8.1, 2019).
Control
If all the actions that Travelodge will take according to the new marketing plan and also with the implications in all digital media channels in every way possible, chances are for the company to grow in image all over the social media channels and also to have a significant impact on international costumers and business (Forsey, 2021).
Conclusion
In this marketing plan, the present scenario of Travelodge is based on the analysis, and the appropriate marketing strategy has been recommended to the company to achieve a higher level of growth and success in its performance. The investigation leads to the identification that Travelodge has performed in a good position in the domestic market of the UK. Still, to efficiently succeed with international customers, the organization should consider digital marketing mediums to promote itself across global markets.
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Introduction

This essay aims to develop a marketing plan concerning the Travelodge brand.
Travelodge is an expanding UK company that provides accommodation services for
tourists and the business segment people, with over 500 hotels all over the UK, at a
lower budget than other brands in the same business field. The current marketing plan
highlights Travelodge’s primary focus on digital communication media as a solution to
improve actual services but also get higher revenues. The analysis used to perform this
marketing plan process will mainly focus on the SOSTAC plan, position in the actual
market using Bowman strategy clock, a Climate analysis using PESTLE, and finalizing
with a marketing mix and GANT chart.
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Situation analysis

A SWOT analysis regarding Travelodge will show that one of its biggest strengths is

that the company has quite affordable prices. Also being a budget hotel, deals and

offers for last-minute bookings tend to attract more customers and increase the
company’s revenues. Also, Travelodge hotel implemented a new program for its
premium customers called Travelodge Business Account Card, and with more than 500
facilities all over the UK, it’s becoming very easy for every customer to find the right
place to stay anywhere. However, being a low-budget hotel Travelodge’s services for the
customers are quite limited as they don’t offer room service or porter service. (HH,
2022).
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Objectives

The aim of this marketing plan is to raise awareness and at the same fime show the
implication of digital communication media for a company such as Travelodge. In this
digital age, it's important fo know the best ways to reach the target audience and boost
marketing sirategies. One way fo accomplish this is through digital content and media.
Creatling and using digital assefs in the content marketing sirategy has plenty of
advantages, like providing more value to audiences and increasing engagement.

The objectives are to increase Travelodge brand awareness, facilitates social interaction,
and boost productivity in this area by using its own media but also using paid media like
radio or TV commercials (Copy Press 2022).
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Strategy

Increasing sales with Digital Markeling is possible if a company makes the choices for the
best strategies. The right aclions boost engagement, capture the target audience, generate
conversions, and result in sales. Being an influential and welknown brand among your
audience is something essentfial and posilive. Considering the current moment, Digital
Markeling is the best choice to make. There is no manual on how fo increase sales with
Digital Marketing. Still, there is a list of actions and strategies that are fundamental such as
oplimizing the website based on SEO, defining the target audience, automating and
fracking the email marketing campaigns, starting a content marketing strategy, and also
measuring each one of the actions taken (Rock Content Writer 2022).
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Conclusion

In this marketling plan, the present scenario of Travelodge is based on the analysis, and
appropriate marketing strategies that have been recommended to the company in
achieving a higher level of growth and success in its performance. The analysis leads to
the conclusion that Travelodge has achieved a good position in the domestic market of
the UK, but in order to succeed in fargefing international consumers efficiently, digital
marketing medium should be considered by the organization in promoting it's self across
infernational markets.
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