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Introduction
The purpose of this report is to setup a marketing plan for Travelodge to attract new customers in the current scenario. Therefore, both macro and micro environment have been analyzed with the help of Situation Analysis (5C’s), formed a marketing strategy and implementing it with the assistance of Marketing Mix (4P’s), to generate more sales and revenue for Travelodge. Attracting new generation of travellers through digital marketing while creating value and engagement with the existing customers. A Gantt chart of the marketing activities have been provided and a sound recommendation have been made to execute the plan in a better way for Travelodge.
Situation Analysis
Company
Travelodge was established in 1985 as the first value hotel, opened its first hotel at Barton (Travelodge, 2022). Now, they are the largest independent hotel brand with more than 500 hotels and 40,000 guest bedrooms across the UK, Ireland and Spain (Travelodge, 2022). 
SWOT(Micro)
Travelodge is well equipped to mitigate the current challenges with its diversified networks, strong brand value and customer mix. The expansion plan to open new hotels can be viable, considering the attractive deals they offer to loyal customers and affordable pricing to potential ones.
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Customers
Through effective market segmentation Travelodge have been able to enhance pricing and optimization, effectively plan marketing and operational budgets, gain better insights and understanding of the customer needs and perform better financially (Kapoor and Kapoor, 2021). The targeted customer segment of Travelodge is aged between 20-65, focused on budget travelling, premium economy and concern about environment and segmented according to the level of income. Therefore, 80 per cent of the hotels are located in major cities, towns, near airports and conference centres to provide reasonably good services at affordable price (Travelodge, 2021). Moreover, they are working closely to enrich the travel experience of business travellers while offering strong bargaining power, variety of alternatives and low switching costs.
Competitors
The competitive rivalry remains high, limited growth opportunity and product differentiation remains low. Therefore, Travelodge is offering new features of personalized booking, advanced administration, improved payment terms, more discounts and develop new service lines to be more attractive to customers and limiting the rivalry (Travelodge, 2021).
	Porter’s Five Forces Model
	Industry Rivalry remains high

	
	Bargaining power of buyers remain high due to the low switching costs and variety of alternatives

	
	Bargaining power of supplier remains moderate due to low switching costs and availability of alternatives

	
	Threat of new entrants is moderate

	
	Threat from substitutes remain low



Collaborators
Travelodge has been able to enhance product development and develop new service lines, evaluating different value chain factors to improve supply chain efficiency and increase control through collaboration. Moreover, Travelodge’s collaboration with educational institutions to develop efficient business operations, better training facilities, improved management skills, communication skills and leadership skills for colleagues to deliver excellent customer service while working under pressure have an excellent opportunity for expertise development (Travelodge, 2021).
PESTEL(Macro)
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Objectives
The marketing objectives of Travelodge is to increase profitability and market share through SMART goals. As they are focused to increase the sales through new service lines to be more attractive to existing and potential customers (Armstrong et al., 2018). It will be measured by the increase in direct bookings by 10 per cent. The goal will be achievable by using CRM and email marketing, increase spending on digital marketing, upgrading hotel management software, optimizing hotel’s booking engine and improve parity rate with OTAs. Aligning the goals with the overall objective to minimize costs and improve profitability. Thus, setting the goal to be achieved over the next six months period


Strategy
Travelodge is focusing on increasing its market share and enhance brand image by providing quality services at affordable prices. Therefore, they have adopted low pricing strategy of Bowman’s strategy clock for luxury quality services to customers to attract more potential customers. While locating at the heart of major city centres, towns, vital roadside stops and seaside locations (Travelodge, 2022). Therefore, adopting cost leadership strategy to be more cost-effective and efficient has been effective to create positive image, increase brand value and gain higher profitability. Thus, they plan to expand the global presence through new personalized booking process, advance administration, improved payment terms and offering more discounts (Travelodge, 2022).
The Marketing Mix
Travelodge promises to deliver low-cost choice to everyone for leisure and business travel at an affordable price. 
	PRODUCT
Accommodation and related services
Standard services and suitable for short stay
	PRICE
Committed to provide best services at affordable prices
Offers competitive promotional programs including special offers, discounts and special deals

	PROMOTION
Use different marketing methods to attract more customers and effective promotional channels
More presence in social media
Focus on effective Digital Marketing
Special offers, discount and promotional activities
	PLACE
Located in major cities, towns, airports and conference centres.






Action Plan
GANTT Chart
	Action Plan
	Dec, 22
	Jan, 22
	Feb, 22
	Mar, 22
	Apr, 22
	May, 22
	Jun, 22

	Marketing Proposal
	
	
	
	
	
	
	

	Acceptance on Proposal
	
	
	
	
	
	
	

	Legal Documentation
	
	
	
	
	
	
	

	Development of Marketing Strategy
	
	
	
	
	
	
	

	Digital Advertising
	
	
	
	
	
	
	

	Customer Relationship Management
	
	
	
	
	
	
	

	Launching the campaign
	
	
	
	
	
	
	

	Marketing Promotions
	
	
	
	
	
	
	

	Hiring and Training of Staffs
	
	
	
	
	
	
	

	Digital Content Development
	
	
	
	
	
	
	

	Launch on Social Media and online platforms
	
	
	
	
	
	
	

	Updating Content
	
	
	
	
	
	
	

	Advertising and Promotional Activities
	
	
	
	
	
	
	

	Reviewing the results
	
	
	
	
	
	
	



USP
Effective use of Digital Marketing
With the change in age groups in the targeted customers and expansion of digital marketing, Travelodge is using different digital channels to maximize awareness among potential customers. Therefore, the goal is to be more creative to increase awareness of the brand and its direct bookings. Optimizing the campaign performance with the launch of YouTube campaign using True Views, use of Google Analytics for audience list mining to focus on targeting ideas and optimizing the targets throughout the digital campaign. For evaluating the results, they need to track increase in view rate, improve ad recall, email marketing, social media marketing and be more creative to help the conversion engaging and relevant.
Conclusion
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Situational Analysis (5°C’s)
SWOT Analysis

STRENGTHS

Strong brand name among customers.
Favorable reputation at the domestic
stage.

Large customer base and affordable
prices

Investment in R&D activities.
Pro-innovative culture.

Good financial health

OPPORTUNITIES

Growing customer base in the low-end
market outside UK

Opportunities to collaborate to expand
business operations.

The increasing trend of consumers for

high-end products and services.

WEAKNESSES

Not fashionable and decorated
Limited customer services

Retention issues due to high job stress.
Lack of flexibility in the supply chain.

THREATS

Growing criticism by environment
protection groups.

The talent shortage in the market.
Rural market stagnation and urban
market saturation.

Growing health consciousness of
customers.
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                                                              Situational Analysis (5‘C’s) SWOT Analysis            STRENGTHS  • Strong brand name among customers.  • Favorable reputation at the  domestic stage.  • Large customer base and affordable  prices  • Investment in R&D activities.  • Pro- innovative culture.  • Good financial health  WEAKNESSES  • Not fashionable and decorated  • Limited customer services  • Retention issues due to high job stress.  • Lack of flexibility in the supply chain.  OPPORTUNITIES  • Growing customer base in the low-end  market outside UK  • Opportunities to collaborate to expand  business operations.  • The increasing trend of consumers for  high -end products and services.  THREATS  • Growing criticism by environment  protection groups.  • The talent shortage in the market.  • Rural market stagnation and urban  market saturation.  • Growing health consciousness of  customers.
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Customers

Target Customer Profile

Demographics: 20-65

Psychographics: Budget travellers, Premium
economy, concern about environment
Economics: Provide reasonably good services at
affordable price

Geographical: Located in major cities, towns,
airports and conference centres.
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                    Customers Target Customer Profile Demographics: 20 - 65 Psychographics: Budget travellers, Premium  economy, concern about environment Economics: Provide reasonably good services at  affordable price Geographical: Located in major cities, towns,  airports and conference centres.
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Competitors

- Intense competitive rivalry, limited growth
opportunity and product differentiation remains
low

- Launched Travelodge Business for personalized
booking process, advanced administration,
improved payment terms, account support and
more discounts.
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                    Competitors • Intense competitive rivalry, limited growth  opportunity and product differentiation remains  low • Launched Travelodge Business for personalized  booking process, advanced administration,  improved payment terms, account support and  more discounts.
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- Evaluate different value chain factors to enhance
supply chain efficiency and increase control

- Develop new service lines and enhance product
development through collaboration

- Collaborating with educational institutions to
develop business operations, management sKkills,
communication skills, people performance
management skills and leadership skills
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                    Collaborators • Evaluate different value chain factors to enhance  supply chain efficiency and increase control • Develop new service lines and enhance product  development through collaboration • Collaborating with educational institutions to  develop business operations, management skills,  communication skills, people performance  management skills and leadership skills
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Ukraine-Russia War situation

Economical Inflation
Purchasing power of customers

Social Changes in age group of travellers
Changes in taste and preferences of
Generation Z customers

Technological Digital marketing campaign
Develop online intelligence
More interactive on social media
Improve analytics and ecommerce

Legal Promoting equality at work
Maintaining Health and Safety

Environmental Efficiency in supply chain management
Promotion of eco-tourism
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SMART goals

- Specific- Increase the sales of the company

- Measurable-10% increase in direct bookings

- Achievable- Improve rate parity with OTAs,
optimize hotel’s booking engine, upgrade hotel
management software, use CRM and email
marketing, spend on digital marketing

- Relevant- Align with overall objective to reduce
costs and improve profitability

- Time-bound- Set to be achieved over the next six
months period.
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                    SMART goals • Specific - Increase the sales of the company • Measurable - 10% increase in direct bookings • Achievable - Improve rate parity with OTAs,  optimize hotel’s booking engine, upgrade hotel  management software, use CRM and email  marketing, spend on digital marketing • Relevant - Align with overall objective to reduce  costs and improve profitability • Time - bound - Set to be achieved over the next six  months period.
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Digital Marketing

- Goal- Increase awareness of the company and its
direct bookings

- Approach - Launch YouTube campaign using
TrueView viewers, remarketed to TrueView
viewers, Mine Google Analytics audience lists for
targeting ideas, optimize targeting throughout
campaign

- Results- Increase view rate, improve ad recall
and lift in consideration




image20.svg
                    Digital Marketing • Goal - Increase awareness of the company and its  direct bookings • Approach - Launch YouTube campaign using  TrueView viewers, remarketed to TrueView  viewers, Mine Google Analytics audience lists for  targeting ideas, optimize targeting throughout  campaign • Results - Increase view rate, improve ad recall  and lift in consideration
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                                                  Marketing Mix (4P’s)            Product  • Accommodation and related  services  • Standard services and suitable for  short stay  Price  •  Committed to provide best services at affordable prices  • Offers competitive promotional  programs including special offers,  discounts and special deals  Promotion  •  Use effective promotional channels and methods to attract more  customers  • More presence in social media  • Focus on Digital Marketing  • Discounts and special offers  Place  • Located in major cities, towns,  airports and conference centres.
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Recommendation

- Investment in Research & Development and
upgrade Aspire program

- Travelodge need to focus more on PR (Public
relations), Marketing and Digital marketing
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                    Recommendation • Investment in Research & Development and  upgrade Aspire program • Travelodge need to focus more on PR (Public  relations), Marketing and Digital marketing
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