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Introduction 
The marketing plan for Travelodge is developed. Initially, a description and characterisation of the hotel unit will be carried out, then a diagnosis of its current situation will be carried out and, a marketing plan is proposed, in the form of implications for management, which can be used by this hotel unit. The building of the Travelodge has the façade of a historical house from the 19th century. The location, style and architecture were considered by (Fahy and Jobber, (2019) appropriate to make a small hotel, with its avant-garde interior design of the 21st century. Indeed, they went ahead with the licensing project and were quite motivated, since there were still no small hotels in the city with these profoundly distinctive characteristics. 

Main body 
[bookmark: _Hlk128515476]Strengths of Travelodge as follows, Attention to customers and their needs. They seek to serve customers in the best possible way. Historic façade, from the 19th century, combined with the modern interior, from the 21st century. Central location but away from the hustle and bustle. Different and unique design. Weaknesses of Travelodge as follows, it appears that occupancy rates drop significantly in the low season. Lack of some services that other hotels offer, such as: a swimming pool, a restaurant. The hotel has an underutilised space. Lack of free parking next to the hotel. Opportunities of Travelodge as follows, Increased tourism in the UK, and consequent increase in tourism in London. Increased economic importance of tourism for the country, with expected high growth. To be the only hotel clearly alluding to design in the city. Threats of Travelodge as follows, Bad weather, rain. When there are forecasts of rain for the weekend the reserves suffer a big drop. Intense competition. Lack of events that motivate the movement of people to the city in the low season.

The starting point for defining a strategy is the diagnosis of the current situation, as it allows understanding all the aspects that directly and indirectly affect the hotel (Huang and Rust, 2021). Making a diagnosis is essentially knowing how the company is and how the company got to that state. 

Travelodge offers natural conditions that are an added value for tourism in the region. The region has an abundance of landscapes with their own identity (Hartanto, et al., 2022). This is in line with Bowman’s strategy which are distinguished by the harmony of their different ecosystems: maritime, river and land. 

This diagnosis is divided into external analysis and internal analysis, and, for this purpose, information is collected from the surrounding environment, namely from the market, customers, and competition and from the company itself (Campbell, et al., 2020).

Tourism is a bet as a strategic sector for employment and for the growth of exports. 
This sector assumes special importance as an engine of economic and social dynamism in the regions. It helps to create jobs and to increase exports, and already represents almost half of exports of services (Ferrell, et al., 2021). This increase in demand is linked to a diversion of tourist flows from competing destinations in the UK. The devaluation of the pound against the euro and the loss of purchasing power of the British in markets such as the UK could have. It works therefore, a decrease in the attractiveness of the region for these tourists. 
This technological dawn at the service of tourism is here to stay and become commonplace, as the UK is a top country in providing technological services (Deepak and Jeyakumar, 2019). The planning and development of tourism is fundamental to explore its economic potential. In this current context of tourism, the government will also give priority to the enhancement of resources, investment in human capital and the promotion of transversal policies that generate synergies. A well-implemented Environmental Management System tends to provide significant improvements in companies' costs. 

To define the marketing strategy, it is essential to set realistic, concrete and measurable objectives. This setting of objectives is crucial to define strategies and the path to be followed by the hotel (Paley, 2021). The strategies proposed here derive from the entire diagnosis developed about the hotel and the proposed marketing objectives. Take advantage of the space at the entrance of the hotel, seeking to improve occupancy and length of stay. Medium and long term (Pride and Ferrell, 2019). It improves communication abroad, making the hotel known and increasing its reputation, to attract tourists and better publicise the hotel in the region. Increase the occupancy rate in the low season.

Restructure and train human resources, to create a more professional service, namely in terms of linguistic knowledge and professional service. Strategic marketing options include hotel's target segment consists of the people residing in other European countries, in the UK (Tien, et al., 2019). Employees must unfold in several tasks in some situations, as they end up being few. Employees have little training, particularly in foreign languages, or just do not try hard enough. Lack of wardrobes in the rooms for guests to store their clothes. Although there are some partnerships with other entities, none offers accommodation packages associated with events in the region and leisure activities (Lee and Kotler, 2019). Lack of signage at the hotel. Little publicity and lack of communication abroad.

[bookmark: _Hlk128152324]Travelodge must have a variety of products and services to offer customers: accommodation, complementary services to the accommodation, restaurant, services outside the hotel (Jobber and Ellis-Chadwick, 2019). The primary function of any hotel unit is accommodation, and for this purpose, the hotel has 12 modern rooms that can accommodate a maximum of 24 people at the same time. The rooms are acoustically isolated and have an innovative design and are equipped with a private bathroom with shower (or bathtub in the case of the suites). They have a TV, work desk and air conditioning, and free wi-fi. The hotel is aimed and more adapted to couples, but the arrival of children is not a problem (Morgan, et al., 2019). Therefore, one of the standard rooms must be adapted to accommodate a small extra bed, thus allowing couples traveling with only one child to stay in the same room. The hotel must offer customers complementary services to the accommodation, both those already available, such as breakfast service, terrace, Wi-Fi internet, as well as a restaurant, and external leisure and entertainment services (Rana, et al.,  2021). Employees must unfold in several tasks in some situations, as they end up being few. Employees have little training, particularly in foreign languages, or just do not try hard enough. Lack of wardrobes in the rooms for guests to store their clothes (Hanlon, 2021). Although there are some partnerships with other entities, none offers accommodation packages associated with events in the region and leisure activities. Lack of signage at the hotel. Little publicity and lack of communication abroad. Policies will be developed for the sectors of culture, science, innovation, transport, training, urban rehabilitation, and regeneration, with a view to qualifying and differentiating the offer and the development of new business areas in the sector (Fahy and Jobber, 2019). The government program also provides for a special focus on guidelines to combat seasonality, boosting domestic tourism, decentralising demand, promoting accessibility, and promoting more effective marketing abroad. 
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[bookmark: _Hlk128152387]The hotel has a total of 12 modern, spacious rooms with an innovative design, which can accommodate a maximum of 24 people at the same time. All rooms have a double bed and a private bathroom with a shower, hairdryer, bathrobe, and free toiletries (Huang and Rust, 2021). They are decorated with modern design furniture, and have amenities such as television, work desk and air conditioning heating. They also have soundproofing, wooden/parquet floors, and free Wi-Fi. Rooms sometimes have the option to purchase a romantic package, which includes sparkling wine in the room, romantic decor, and fruit or chocolates in the room. 

[bookmark: _Hlk128152402]Travelodge has also brought more tourists to this region of the Algarve. By the way, 2016 was one of the best years ever. The UK is benefiting from the instability of other destinations, with occupation reaching practically 100% and the region was invaded by both Portuguese and foreign tourists. However, Brexit is one of the issues that are worrying businessmen in the sector, as the United Kingdom is one of the main points of origin for tourists in the UK (Hartanto, et al., 2022). Therefore, it is necessary to be able to transform this increase in demand, for reasons related to external conditions, into sustainable growth for the Algarve.

Conclusion 
It should be noted that part of the hotel's architecture was designed by the entrepreneurs themselves, as well as some pieces of furniture. After carrying out the works, this hotel unit began its activity in 2020. The natural landscape assumes a significant importance in the UK, as it comprises a large part of the territory of National Park, because of the use of natural resources and heritage, but also because there is a complementary network of natural areas. The region is rich in natural spaces, ranging from the mountains to the countryside, and the long stretches of rivers and beaches. 
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SITUATIONAL ANALYSIS

Customers: Segmentation and Targeting

The starting point for defining a strategy is the diagnosis of the
current situation, as it allows understanding all the aspects that
directly and indirectly affect the hotel (Huang and Rust, 2021).

Competitors: Perceptual Positioning Map

Travelodge offers natural conditions that are an added value for
tourism in the region. The region has an abundance of
landscapes with their own identity (Hartanto, et al., 2022).
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                                                             PESTEL POLITICAL FACTOR Tourism is a bet as a strategic sector for employment and for the growth of exports . It helps to create jobs and to increase exports, and already represents almost half of exports of services (Ferrell, et al., 2021). SOCIAL FACTOR The devaluation of the pound against the euro and the loss of purchasing power of the British in markets such as the UK. TECHNOLOGICAL FACTOR This technological dawn at the service of tourism is here to stay and become commonplace, as the UK is a top country in providing technological services (Deepak and Jeyakumar , 2019). 4 ECONOMIC FACTORS
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                                  STRATEGY • Restructure and train human resources, in order to create a more professional service, namely in terms of linguistic knowledge and professional service. • Strategic marketing options include hotel's target segment consists of the people residing in other European countries, in the UK (Tien, et al., 2019 ). • Employees must unfold in several tasks in some situations, as they end up being few . • Employees have little training, particularly in foreign languages, or just do not try hard enough . 6
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