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Introduction:
The purpose of this marketing plan is to build the reputation of Travelodge as a household name. As we are considered a budget hotel, we need to rebrand ourselves as a budget-friendly luxury hotel which will give customers a sense of being valued and attract more customers who want to experience luxury but are on a limited budget. 
To achieve our goal, we need to focus on the key areas which we will use to plan our marketing plan. SOSTAC is a planning model which stands for 
Situation - where are we now
Objective – where do we want to be
Strategy – how do we get there 
Tactics – how exactly do we get there
Action – what exactly is our plan 
Control – did we get there
Also, the 4Ps, the foundation of creating a successful marketing plan, consists of key elements like Product, Price, Place, and Promotion.

Situation Analysis:
It is comprised of the 5C’s which include company, customers, competitors, collaborators, and climate. For the company, we’re going to do a SWAT analysis which includes the strengths, weaknesses, opportunities, and threats to the business, and it is shown in the table below. 
	Strength:

Price structure
Reach out to customers
Presence in major areas
	Weakness:

Considered budget
Lack of presence in major areas 
Lack of social media presence

	Opportunity:

Rebranding to budget luxury
Expanding presence in the major area
	Threat:

Industry is saturated 
Technological innovation



Customers: We can identify customers through segmentation and targeting which is the process of identifying potential customers, whom to pursue, and creating value for the customers. Firstly, segmentation categorizes customers with similar interests and characteristics. For example, one group of customers looking for high-end luxury and the other is looking for affordability. And targeting is the segment where the business wants to focus on. In our case it is the customer who are looking for affordability. 
Competitors: 
	Five porters forces 

	Threat of new entry 
	Time and cost of entry
Cost advantage
Barriers to entry

	Buyer power
	Number of customers 
Price sensitivity 
Ability to substitute 

	Threat of substitution
	Substitute performance 
Cost of change 

	Supplier power
	Size of suppliers 
Your ability to substitute 
Cost of changing 

	Competitors rivalry 
	Number of competitors 
Quality differences
Customer loyalty 



Collaborators: Most part of the business consists of leasehold which contributes 98% of the revenue. We also operate ten hotels under management contracts in the UK, five leasehold hotels in Spain, and ten hotels under franchise in Ireland and Northern Ireland. 





Objectives:
Our marketing plan is to target customers who are looking for budget luxury as we are already known as a budget-friendly hotel so we can reach a larger customer base with this motto. Our motto will be ‘Travelodge – where luxury meets affordability. As it’s a very competitive market we have to expand our reach on social media to target students and business travelers or young professionals. Also, we need to collaborate with the discount companies who provide student discounts, associate with the university clubs, and get up to date with the new trends. 
Strategy:


Tactics:
Marketing mix:
Product: The offerings we provide is the budget accommodation in many major locations throughout the United Kingdom, Ireland, and Spain. We provide safety and security to the highest industry standard.
Place: Customers can find us on our website, app, and third-party websites. Our locations should be more in the limelight in major cities and areas as it will attract more walk-in customers. Our expansion should be near busy or iconic locations as travelers want to experience their holiday and not waste time in traveling. 
Price: Our pricing is quite competitive with the market, offering the best price within reasonable means. Also, we have many promotions which are sometimes beneficial for regular travelers such loyalty programs or company discount.
Promotion: We can start promoting our apps with discounts if customers book through our apps then they will get a 10% discount which will lower our costs from third-party apps and we will have a loyal customer base. Targeting youths are always beneficial as they travel a lot and to reach them we need to have a social media presence. We can collaborate with the new or renowned busineeses to use our service and so their staff can use our service while they are out on travelling either for business or leisure. 

Control:
We can measure our success with the increasing number of mobile app downloads and traffic we accumulate with our marketing on social media and on our website. We can also keep a track record of the number of bookings and match how it’s increasing every week or month with our different promotions. We can match how many of our customers are keep coming back and how many businesses are using our services. To our regular clients, we can personally reach out to them and offer them loyalty programs so they will feel valued. We have to look into reviews on different platforms and send them a personalized messages so they can feel that their concerns or feedback is heard and taken care of which will give them the feeling of being valued. 

Conclusion:
To sum it up this marketing plan is simple and cost-effective but very impactful. It also can be run for the long term with our other promotions and we will manage to be in people’s first thought when it comes to booking a hotel. We may need to restructure some of the internal things to achieve our goal which will help us to achieve our goal to become the market leader in the budget hotels industry.  
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