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[bookmark: _heading=h.gjdgxs]Introduction
Marketing, in general, means the activities undertaken by an organisation to promote the selling or buying of a product or service. According to Kotler (2021), marketing can be defined as the art and science of creating, exploring, and delivering value to ensure the requirements of the target market and generate profit. This study will explore a range of Marketing Functions within Travelodge and evaluate how customer needs are impacted by the marketing functions. Travelodge is one of the pioneer organisations in the UK hospitality industry. The study aims to identify the different types of marketing functions of Travelodge to attract and retain its customers.
[bookmark: _heading=h.30j0zll]Background of the organisation
Travelodge, founded in 1985, is regarded as Britain's first value hotel brand when it was launched in the UK.  Presently, it is the largest independent hotel brand with 40,000 guest bedrooms and 590 hotels across the UK, Spain, and Ireland (Travelodge, 2023). The mission statement of the organisation is to provide affordable travel for everyone and low-cost choices for business and leisure travel. Travelodge operates with 11,000 employees to deliver extraordinary services to its customers. The revenue of the organisation was £669.9m in 2022 (Travelodge, 2023). 

[bookmark: _heading=h.1fob9te]Assess the development of Marketing in creating value for the customer.
Creating value for the customers refers to the process of providing useful products and services which is worthy of their time, money, and energy. There are different types of customers such as competitive, humanistic, spontaneous, and methodical (Mertens et al., 2020). For instance, competitive customers are logical and take decisions quickly. Hence the organisation promotes its achievements such as it has won the Best Budget Hotel Brand at business travel awards in 2019 (Travelodge, 2022). It helps them to indulge the logical customers. Spontaneous and emotional customers are death through the promotion of its charitable activities. The logical and slow decision takers come under the methodical customers who are attracted by providing discounts, offers and so on so that they get the best services at a comparatively low price. Lastly, the humanistic are the customers who are emotional and take slow decisions. The organisation brings membership programmes and extra value-added services to their loyal consumer base (Travelodge, 2023). It helps them to attract humanistic consumers. The customer value creation model is shown below to understand the way Travelodge adds value to its consumers.
 [image: ]
Figure 1: Customer value proposition map
(Source: Created by the learner)
[bookmark: _heading=h.3znysh7]Identifying the relevant stakeholders and assess their impact on the Marketing activities of the organisation.
The relevant stakeholders of Travelodge can be classified under two categories including external and internal stakeholders. The internal stakeholders of Travelodge are employees, owners, and managers, while on the other hand, some of the external stakeholders of the company are government agencies, customers, suppliers, financial intermediaries, media, and activist groups (Travelodge, 2023).    
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Table 1: Stakeholder analysis
(Source: Created by the learner)
Some of the Impacts of stakeholders on the marketing activities of Travelodge are mentioned below.

	Internal stakeholders
	Impacts

	Owners
	A business owner is a person who mainly supervises the monetary and operational aspects of a business-like Travelodge. A business owner also selects appropriate business-oriented operations so that company like Travelodge can produce and sells services for earning profit (Danilova, 2019). They are responsible for deciding and developing different activities within the business. Along with that, owners of the company also provide funding so that the business can grow and expand. 

	Managers
	Managers of a business-like Travelodge usually make some appropriate recommendations and decisions which originally influence business activities and are responsible for tracking, reporting and analysing activities performed by different employees (Pedersen et al., 2020). In marketing activities, managers play an important role in terms of developing marketing strategies and engaging other stakeholders with them. At Travelodge, the marketing manager aligns with salespersons and other managers to sell their services in the competitive market.  

	Employees 
	Employees working at Travelodge are also regarded as important stakeholders that can help a business to achieve success. They are responsible for driving revenue, which may help businesses like Travelodge to expand. In marketing, employees contribute by sharing news, product updates and any content related to upcoming events of the company. If the employee will be given proper guidance with appropriate treatment, then they can drive a good customer base through their efforts and dedication. 

	

	External stakeholders 
	Impacts 

	Financial intermediaries  
	Financial intermediaries are considered the important external stakeholders of different companies like Travelodge (KUMAR and SANTHYA, 2020). They mainly act as a middleman between banks and businesses in terms of financial transactions. Along with that, it can help a business-like Travelodge to develop an effective market with low production costs in terms of expanding business. In marketing, they can help the company by providing sufficient funds and promoting their business.  

	Suppliers
	In any business-like Travelodge, suppliers are responsible for delivering top-grade services and goods from the manufacturer to the distributors or retailers at a reasonable price. They mainly deliver products or goods in the form of raw materials, which are later converted into market-ready end products by the manufacturers.

	Activist groups

	Activist groups are recognised as the stakeholders of the company like Travelodge. They mainly bring changes within the business by which companies like Travelodge can become socially responsible. Therefore, the respective group has an indirect impact on the marketing activities of Travelodge.  

	Customers 
	One of the crucial stakeholders of the company Travelodge is its customers. In marketing activities, customers of Travelodge are responsible for purchasing goods and services from different businesses that can help the business to earn a profit (Juanamasta et al., 2019). Along with that they also provide valuable feedback by which companies like Travelodge can make necessary changes in terms of satisfying customers.  

	Government agencies 
	In the case of marketing activities government agencies also play an important role in terms of providing financial support. They are also responsible for enacting and enforcing different laws by following which a business-like Travelodge either can run smoothly or can be negatively impacted. 


Table 2: Evaluation of the impact of the stakeholders on Travelodge
(Source: Created by the learner)
[bookmark: _heading=h.2et92p0]STP 
Segmentation:
In marketing, market segmentation is a process of dividing consumers or markets based on shared characteristics (Dolnicar, 2019). Market segmentation can be divided into four categories including demographic, psychographic, geographic, and behavioural segmentation. In this case, Travelodge mainly focuses on demographic and psychographic segmentation. Demographic segmentation is a process of splitting consumers based on different demographical factors including gender, income, age, race and so on (Bel’kov et al., 2019). While on the other hand, psychographic segmentation is a method of studying and dividing consumers based on different physiological characteristics including lifestyle, opinions, attitudes and so on (Gajanova et al., 2019). Travelodge mainly offers accommodation as well as restaurant services and facilities to business and leisure class consumers. Business class consumers usually visit for business meeting purposes, while leisure consumers visit for relaxing and spending some time alone. Thereby, it can be deduced that the company is targeting income factors under demographical segmentation. At the same time, it is also targeting consumers based on their lifestyle which is a physiographic factor. Hence, from this, it can be deduced that Travelodge is targeting both demographic as well as physiographic segmentation.       
Targeting 
In STP analysis targeting is considered one of the most important stages, where a company like Travelodge easily decides its target market or groups (Rismawati et al., 2019). As of the segmentation stage, it has been identified that Travelodge Company is mainly focusing on demographic and psychographic segmentation, under which it mainly targets income factors. Hence, from this, it can be deduced that the company is targeting medium-income groups to high-income groups. As most of the visitors come from business class and leisure class, hence products and services offered by the company are quite high which cannot be afforded by the low-income groups. Hence, from this, it can be deduced that Travelodge is targeting medium to low-income groups. In addition, room rates offered by Travelodge per night are £34 which is quite high in comparison to other hotels. Thereby, it can be difficult for low-income groups to borrow such rates, and as a result, Travelodge will lose some valuable consumers from low-income groups.      
Positioning 
[image: ]
Figure 1: Positioning map of Travelodge
(Source: Created by the learner)
From the above figure, it has been deduced that Travelodge is following a high-quality and high-price strategy to attract its consumers. While on the other hand, one of its competitors Jurysinns.com is following high quality and low-price strategy. Similarly, Castle is following a high-price and low-quality strategy, and Holiday Inn is following a low-price and low-quality strategy. Thereby, it can be deduced that the company is facing tough competition from some of its competitors including Jurysinns.com. Hence, it can be stated that the current position of Travelodge is moderate.   
[bookmark: _heading=h.tyjcwt]Different types of marketing functions used by Travelodge.
Product
There are different types of services provided by Travelodge such as rooms, super rooms, Travelodge Plus for added style and comfort, early check-in and out service, Wi-Fi services and so on. Besides the organisation also provides Bar cafes, Dinner and breakfast services, hotels with restaurants, information on allergens and others. The service life cycle is the process that follows different stages of a service encounter. The life cycle is  divided into four stages such as introduction, growth, maturity and decline stage which are discussed below: 
Introduction: it is the stage where new products or services are launched (Stark, 2022). For instance, the organisation has been started with its first hotel in Barton as a value hotel brand.
Growth: in the growth stage, an organisation focuses more on increasing its sales by providing different types of services. For instance, in order to achieve growth the organisation has provided different types of services such as providing different choices to the customers and service variations by providing options such as Travelodge rooms, Super rooms Plus and so on.
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Figure 3: Service life cycle 
(Source: Created by the learner)
Maturity: In this stage, the sales and profit remain stagnant and mostly reach the stopping point (Lim et al., 2020). Hence, organisations try to find new and untapped options to keep sales high. To keep sales increasing the organisation is developing more new products as the Travelodge is planning to open budget-friendly new hotels which will look premium with luxe design in London Docklands, Wimbledon, and others (Travelogue, 2022). According to Neville (2023), the organisation is taking the help of Cristie and Co for the market research of the Spanish hotel industry. To capitalise on the growth opportunity Travelodge has appointed Aldaba Partners which will help in finding suitable third-party investors and hotel sites in areas such as Barcelona, Alicante, and Bilbao, Madrid and so on.
Decline: It is the stage where sales drop and the revenue of the organisations is affected, and consumer behaviour also changed. To prevent the organisation from going into a decline stage the organisation is planning to open more than 17 hotels across the UK and grow its hotel chain network into 597 locations across the UK and other countries. The organisation is also looking forward to providing more customised and value-added services to improve consumer retention rate and behaviour. Further, the organisation is also taking help from third-party investors with an approximate value of investment of £175 million (Travelodge, 2021). 
According to Nastasoiu and Vandenbosch (2019), the oldest concepts of marketing emphasise the fact that customers will favour those products which are highly affordable and available adequately in the market. Therefore, organisations should focus more on improving distribution and production activities. On the contrary, as opined by (Kotabe et al., 2022), managing cost while production is one of the challenging tasks. The price should also be addressed so that the manufacturing can be done in large quantities to make it affordable to the buyer. To make its services affordable the organisation uses technology such as CRM and others to store customer information their needs and requirements and prepare their inventory and others with minimal waste of its products and services (Travelodge, 2023). Moreover, the organisation also uses solar panels, Air source heat pumps and electric vehicle charging and others which helps them to save their resources and provide consumers with affordable services.
Pricing
Pricing refers to the process of fixing value received by the manufacturer in the alternation of products and services. The different types of pricing strategies can be understood by Bowman’s strategic clock which has eight stages discussed below:
Low price and low value-added: In this strategy, organisations focus on quantity of selling by keeping the products and services of low value and lowest price point.
Low price: It means providing the lowest possible cost to the buyers by keeping the profit margin low (Mihajlović and Miletić, 2022).
Hybrid: In this strategy, organisations ensure that their price remains competitive however, consumers perceive that the price is low as the organisation promotes different value-added services with the original product and service.
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Figure 4: Bowman’s strategic clock
(Source: Mihajlović and Miletić, 2022)
Differentiation: In this stage, organisations focus on reading different products and services from their competitors. 
Focused differentiation: In this strategy, organisations focus on providing high value at a high price keeping their profitability high.
Risky and high margins: In this strategy organisations keep their prices high without any perceived added value.
Monopoly pricing: In this strategy, a single company controls the products and prices.         
Loss of market share: This pricing strategy is not recommended to organisations as it is used while exiting from the market or declining stage when they are no longer able to satisfy customer needs. 
Travelodge is using a Hybrid pricing strategy where the organisation keeps the prices competitive in the market however lesser than its rival organisations.  The room prices are set based on the level of demand and when the demand drops prices drop too. For instance, the minimum cost of a room in a Travelodge for one night is £34 (Travelodge, 2023). However, consumers can also get the lowest prices through promotions, offers and discounts provided by the company. According to Monfared et al. (2019), the advantage of using the Hybrid pricing stagey is that it helps companies to understand their pricing strategies and determine what technique is working in favour of the organisation. Moreover, it also helps to collect information on the overall success of the products and services compared to the market. 
On the other hand, the disadvantage of the process is that it requires a lot of clarity on profitability as organisations provide value-added services at low cost which can impact the revenue negatively. In the case of Travelodge, the organisation has customised different types of hotels such as normal rooms for regular customers. Travelogue super rooms and travelogue plus for business and leisure tourists and others (Travelodge, 2023) The attached restaurant helps them to provide value-added services such as room service, breakfast and dinner facilities, customised food, and others without hampering the profitability. 
Place
Place refers to the area where the products or services will be sold. The primary location of Travelodge is UK, Spain, and Ireland. The placing stagey of the company is to establish their hotels in the major city centres, seaside locations and towns as well as in the vital roadside stops (Travelodge, 2023). In addition to that to provide their consumer's value-added services the organisation has more than 200 on-site bar cafe restaurants which are close to other coffee shops and restaurants that make Travelodge the ideal place to stay while travelling. 
A hotel distribution channel is one of the proactive strategies that are used by hoteliers to sell their hotels to the target customers while keeping profit concerns in mind. The hotel industry of the UK uses online travel agents, sales websites, global distribution systems and others to fulfil consumer needs. According to Santos (2022), the benefit of keeping business in larger cities is that it helps organisations a large group of consumers. On the other hand, from the perspective of Richards (2020), the disadvantage of the process is that it increases the competition in the market as many rival organisations also operate in the same location. Hence, to get rid of competition the organisation focuses on improving its customer service and availability of rooms at the lowest prices in the market to gain the attention of business and leisure travellers. 
Promotion
Promotion can be understood as specific and contemplative advertising to reach out to the target market for the product or service. There are different types of promotional strategies used by Travelodge such as Branding, integrated marketing communication (IMC), Omni-channel marketing and others. Branding means making the consumers feel proud about supporting the organisation and the purpose of branding is to establish an emotional connection with the consumers to make them loyal to the brand. For instance, the organisation launches different campaigns from time to time as part of its brand management strategy. For instance, in 2014 the organisation launched its campaign called “get up and go” on TV and invested approximately 25 million into it. This campaign was also supported with online and social media activity.  The organisation also uses a co-branding strategy in partnership with different charitable organisations such as Pennie's Foundation, British Heart Foundation and others which also motivates consumers to prefer Travelodge as their chosen brand for accommodation and other services during travelling. 
There are different factors such as knowledge of the target audience, box thinking, brand slogans, and upcoming trends which are considered by Travelodge while branding. For instance, the organisation has modified their rooms with digital equipment and others to make its accommodation services compatible with hybrid workers and travellers considering the latest trends in travelling. Integrated marketing is the process that is designed to make the products and services relevant to the consumers through marketing. For instance, Travelodge's social media platforms, Public relationships through news channels, TV and other traditional marketing processes such as email marketing blog marketing and others. For instance, there are more than 1 million followers of Travelodge on Facebook (Facebook, 2023). 
The organisation also uses Omni-channel marketing as it uses both online and offline mediums to promote the brand. According to Cui et al. (2021), the benefit of using an Omni channel marketing strategy is that it helps to get a real-time data analysis as well as helps to improve brand visibility. On the other hand, from the perspective of Ailawadi (2021), there are many challenges associated with Omni-channel marketing such as improper usage of user data, failure in implementation strategy and others which can reduce the effectiveness of marketing. Hence, to get rid of these challenges Travelodge uses CRM, AI and Big data to manage information and get customer insights on time.
Physical evidence
In this context, the role of physical evidence is considered one of the most important aspects of a business-like Travelodge (Katsikeas et al., 2020). The room, as well as the entrance gate of the hotels, are well decorated by the company Travelodge in terms of attracting consumers. The rooms are well equipped with updated technology TV, free wifi and so on, which originally attracts and satisfy guests at the same time. Moreover, it offers shower rooms, spacious desks, cosy duvets, plump pillows and so on. Along with that, room walls are painted and decorated with different pictures and articles that enhance the satisfaction of the visitors. Employees working at the Travelodge are well dressed and well behaved, along with that they try to provide relevant support to the visitors. Even the food services provided to the guest by Travelodge are of good quality which originally satisfies consumers' needs. In addition, Travelodge hotels usually provide refillable dispensers in case of storing shampoo, body wash and other. This, as a result, helps the company stop plastic wastage which as a result attracts environment-conscious consumers or visitors.  
People
It is another important stage of the 7Ps of marketing analysis. As with the help of employees, consumers can be satisfied. In this case, Travelodge should hire some professional employees and staff members who can help the consumers by providing appropriate guidance. In addition, hiring professional workers will help the company to deliver the best quality of services who will be able to handle both national as well as international customers. Travelodge should also focus on hiring staff with English proficiency, who can interact with international customers and provide them with appropriate guidance. Along with that professional and well-trained chefs should be hired by the Travelodge so that good experiences can be provided to the visitors which will help them to expand and grow. In addition, Travelodge needs to provide appropriate training to the employees and other staff members, so that they can easily handle the queries of the visitors and can guide them with relevant solutions. 
Processes
Travelodge is already making use of different updated technologies to satisfy consumers and fulfil their needs, but to gain more consumers it should make use of new technologies. As proving consumers with updated and quality-based facilities will help the company to attract more visitors. In this case, Travelodge can make use of a process where service personnel will be allowed to satisfy and meet the queries of the visitors with an immediate solution. Moreover, it should also focus on the timeline factor which is a crucial part of rapid delivery to its consumers, in terms of fulfilling their needs. The company can also focus on gathering feedback from the visitors in terms of knowing their opinion. This, as a result, will help the company to identify its loopholes which will help them to rectify those with appropriate solutions. In addition, to gather reviews from the visitors Travelodge can make use of upgraded technologies which will not only help the company to gather feedback but will also help them to improve its effectiveness. 
[bookmark: _heading=h.3dy6vkm]Conclusion 
To sum up, it can be said that Travelodge is one of the fastest growing organisations in the UK. In order to increase its sales, the organisation is increasing its number of hotels and adding product variations so that it can expand the target group of customers. For effective marketing, the organisation takes the help of other companies such as Christie and Co for market research. They also make charitable partnerships for branding. The main objective of the organisation is to keep the prices low and make consumers' travelling experience affordable and special through their value-added services.  Further, the organisation also uses different marketing strategies such as offline and online through IMC, Omni channel and others to improve their marketing activities.
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