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I ntroduction

HCM 237: Hospitality Sales and Marketing is a semestersmuvork
of two credit units. It will be available to allugtents, taking the B.Sc.
Programme in the School of Business and Human Resou
Management.

This course of 15 units involves Hospitality Sadesl Marketing as an
aspect of Hospitality degree programme. It is neass both at the
micro/organisational and macro/national levels dbvious reasons to
circumvent management problems, incompetence isd¢hgce delivery
in general and reduce customer complaints.

The course guide tells you what the course HCM 83l about, the

materials you will be using and how to make thethese of the

materials to ensure success. Other informationagoad in the course
includes how to make use of your time and the médion on the tutor -
marked assignment. There will be tutorial class€sll details

concerning the tutorial classes will be conveyeydo at the appropriate
time.

What You Will Learn in thisCourse

The course contents consist of the objective, ingoae, benefit and
problem of Hospitality Sales and Marketing. It ays&ls the difference
between sales and marketing in the service induktayso explains the
unique nature of the industry. To keep you abredsthe current
marketing trend, this course also covers the ingmae and application
of electronic marketing.

Course Aims

The aim of this course is to further expose youh® intangible and
perishable nature of the hospitality business hrdeed for Marketing.

The course will help you to appreciate HospitaBgles and Marketing.
It is important both at micro/organisational leaald macro/national and
international levels. As you will see in some o tmnits, you will learn
how to achieve the followings: qualitative prodacid service delivery,
meeting guest increasing needs, wants and desimiés alieviating their
problems. You will also be exposed to how to achiemproved
productivity, increased profitability and reducedmoyee turnover.

The aim will be achieved by:

) explaining the concept of Hospitality Sales and kéting
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. identifying its objectives, benefits and challenges

o identifying the target market and purpose of mankgplan

) analysing the strengths, weaknesses, opportumitidshe social
and environmental factors constituting threatshie hospitality
industry.

o explaining marketing research and the importancemafket
segmentation

. discussing the importance of marketing mix by asiaky.
product, price, location and promotional strategies

. emphasising the importance of human resource mamageand

the need to consider modern technology in hospitalarketing
Course Objectives
By the end of this course you should be able to:
1. distinguish between the theory and practice of etaml
2. deduce the reasons why the primary focus of marge on
customers and their needs

3. discover marketing principles.

Course M aterials

o The Course Guide

. Study Units

. Textbooks

. The Assignment File
Study Units

There are 15 units of this course which you shstudy carefully:

Module 1

Unit 1 Introduction to Sales and Marketing

Unit 2 Marketing in the Service Industry with BReular
Reference to Hospitality Organisations

Unit 3 Marketing Target

Unit 4 Marketing Plan

Unit 5 Marketing Activities Using SWOT Analysis

Module 2

Unit 1 Marketing Research and Marketing Informat®ystem

Unit 2 Marketing Segmentation

Unit 3 Marketing Strategy
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Unit 4 Product Strategy

Unit 5 Pricing Strategy

Module 3

Unit 1 Place/Location

Unit 2 Promotion Strategy

Unit 3 People and Importance of Human Resourcesalgement

Unit 4 Building Customer Loyalty

Unit 5 Growth in the Hospitality Business throu@tectronic
Marketing

The first five units are tailored to explain thencept of Hospitality
Sales and Marketing; the nature of service induatrg how it affects
the hospitality sector. The environmental analysisalso be discussed.

The sixth to tenth units give the details of mairigetresearch and the
need to segment the market. Strategies for proptesentation and
pricing are discussed in details.

The eleventh to fifteenth units take a criticalkad the issue of location
and promotion, the essentials of shrewd Human RessiManagement
and the importance of electronic marketing for ioyad productivity
and correct accountability.

Each study visit will take at least two hours ardincludes the
introduction, objectives, main content, exercisenatusion, summary,
tutor-marked assignment and references.

You are expected to study the materials and dexafcises. Some of
the exercises will necessitate your visiting songanizations such as:
hotels, restaurants, fast food restaurants, putbeecshops etc. You are
advised to do so in order to observe and apprettiggecourse and find
out what techniques are adopted by different omgditns for
successful operation.

There are also textbooks, references and furthadimg. They will
provide you with additional information. Practisket tutor-marked
assignments for additional practice and greatererstdnding. By so
doing, you will achieve the stated learning objexsi

The Assignment File

There will be an assignment in each unit. The egescare tailored to
help you have a full understanding of the coursectise these
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assignments carefully. It will help you assessdberse critically and it
will increase your knowledge consequently.

Tutor-Marked Assignments

In doing the tutor-marked assignments, you shopfdyawhat you have
learnt in the content of the study units.

These assignments are expected to be turned wutatytor for grading.
They constitute 30% of the total score.

Final Examination and Grading

At the end of the course, you will write an exantio. It will attract
the remaining 70%. This makes the total final s¢oree 100%.

Summary

HCM 237: This course, Hospitality Sales and MarketingHartshows
you the challenges and the objectives and benefithe hospitality
industry. It defines sales and marketing and erplahe differences
between the two of them. Above all, it shows yoa tmportance of
putting the customer first by adopting service undtand giving good
reward to the employees who are dealing directth Wie customers.

At the successful completion of this course, yowlddave learnt how
to prepare a marketing plan for the hospitalityamigation.
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MODULE 1

Unit 1 Introduction to Sales and Marketing

Unit 2 Marketing in the Service Industry witarticular
Reference to Hospitality Organisations

Unit 3 Marketing Target

Unit 4 Marketing Plan

Unit 5 Marketing Activities Using SWOT Analig

UNIT 1 INTRODUCTION TO SALESAND
MARKETING

CONTENTS

1.0 Introduction
2.0 Objectives
3.0 Main Content
3.1 What is Marketing?
3.2 Importance of Customers to Sales and Marketing
3.3  Marketing Concepts
3.3.1 Marketing Concepts: Focus on Three Projposit
3.3.2 Alternative Concepts
3.3.3 Problems of Marketing Concepts
4.0 Conclusion
5.0 Summary
6.0 Tutor-Marked Assignment
7.0 References/Further Reading

1.0 INTRODUCTION

You are welcome to this particular unit on HospyalSales and

Marketing. This course consists of 15 units involyi sales and

marketing as they affect the hospitality organati The course covers
service industry specially those in the profit seabvf the hospitality

organisations. This is to expose you to the varimarketing activities

for the purpose of business promaotion.

The course explains the importance of good custarlationship and
loyalty with the aim of boosting revenue generatitinalso discusses
electronic marketing. The course emphasizes pradking, survival and
consequently growth.
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2.0 OBJECTIVES
At the end of this unit, you should be able to:

o differentiate between sales and marketing
. describe what marketing concept is.

3.0 MAIN CONTENT
3.1 WhatisMarketing?

Marketing can be defined as selling and advertising micro level. It
focuses on activities performed by individuals in arganisation.
Marketing should focus on macro level definition a®ll as on
economic welfare of the customers’ needs while echg

organisational goal. A customer is seen as cetdralerything. Every
organisation should not only strive to maximiseesalbut more
importantly work towards customers’ satisfactionm@intain loyalty.

Everyone is involved in marketing directly or inetitly because we
either buy or sell goods or services. There aresrottefinitions for
marketing such as:

. Marketing is a process of determining customershtwaand
needs and then providing customers the goods eicssrthat
meet or exceed their expectations.

. Marketing is all about finding out what guests’ deeand wants
are and providing them satisfactorily at reasonatst and
profit.

Marketing and Sales are critically important to theccess of service
industry such as hotels. Without guests there iseaal for employees.
Successful marketing is not just to create custerbet to keep them
coming back. Creating a customer means findingaalymt or service
that a number of people need or want e.g. McDongiiisk service met
the need for food on the run so also Mr Biggs.

In summary, one can say that Marketing is desigymgy products or
services to satisfy the needs or wants of the ocuste. That is:

a) finding a group of consumers

b) designing products or services to satisfy theirtaan needs
C) selling it at a price the customers is willing typ

d) making it conveniently accessible for purchase
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3.2 Importance of Customersto Salesand Marketing

One very important public or individual who cutsr@s ethnic, geo-

political, and socio-cultural divides of the woikla customer. Products
are designed because of them. Sellers and mantgectre in business
because of buyers. If there was nobody to buy,etheould be no

production. There would be no marketing processulfers would buy

once and never return, all factories and manufexgylants would have

grounded to a halt. The need for buyers to becoustomers is the

greatest challenge of marketing.

Sales involve planning, implementation and contobl sales force

activities. In selling, the temptation is to adopsponses or selective
listening mode and find out customers’ needs goguroduction to suit

the needs. Selling is a technique or trick of ggttpoeople to exchange
their cash for a product. It is concerned with\ta&ies of the product. It
views the business process as consisting of armgrated effort to

discover, create, arouse and satisfy customersdsne@rganisations
must not just concentrate on selling to succeed rbust adopt the

philosophy of responding to customers’ needs.

The marketing concept has had to evolve througlowsrstages over
time. Marketers have discovered that what puts thebusiness is not
the capital they put together such as: land, labouoney and
entrepreneurial skills, but the buyers that makgea¢ purchases. If
buyers refuse to patronize manufacturers for jastyear, organisations
that will survive may be less than 10% and if thaes on for another
year, the survivors may be less than 1%. Havinghaekedged their
importance, secular business adjusted to new pplos Everything
now revolves around the consumers. Hence, theytb&ycustomers are
always right’. The target of business is to attlaggers and satisfy them
to a point where they would become loyal custon(ieoyalty is further
discussed in later Units).

Focus on sales depicts the existing products arwices. Management
needs to find out what the customers’ requiremantésand to present
exactly that or exceed it so as to encourage rgp&rmance as this
will help to achieve considerable demand of custsme

Marketing is the business function that identifiesrent unfulfilled

needs and wants. It also defines and measures rifegnitude. It

determines what target market the organisation loast serve and
decides and appropriates products, services amplgmunes to serve the
identified markets. Thus, marketing serves as th& between a
society’s needs and its pattern of industrial respo
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The secret of most market leaders or successfan@gtions is in the
ability to carefully blend its external and interna@arketing programmes
for its customers.

SELF ASSESSMENT EXERCISE

What is marketing?

3.3 Marketing Concepts

Marketing Concept is a way of doing business orag@gh adopted in
doing business.

Marketing goal is to provide customer satisfactiOme objective of a
company’s marketing efforts is to make sure tha tesponse to
customers’ wants and needs are fast and courtendstlzat the
customers are pleased by the service/experience.

Marketing Concept stresses that organisationalrtsffshould be co-
ordinated and it focuses on satisfying customeegds while achieving
organisational goals.

When a company is doing well by meeting its turmoterget and
recording high profit, it is said to have adoptesibess logic which is:
Marketing Concept.

Marketing concept holds that the key tasks of agawisation is to

determine the needs and wants of a target market amapt the

organisation to delivering the desired satisfactedncustomers more
effectively and efficiently than its competitorsma brder words, the
concept implies “find wants and fill them rathearthcreate product and
sell them”. Make what you can sell, instead ofrtgyko sell what you

can make. Marketing Concept can therefore be sdita basic way of
doing business putting in skills and techniquesthe process of
delivering mutual satisfaction. Part of marketingncept is Total

Quality Management (TQM) which focuses on custondaght that

marketers must constantly gather research dataeterrdine exactly
what customers want and monitor how happy thewwsite the products

or service being offered.

3.3.1 Marketing Concepts. Focuson Three Propositions

There are three main propositions namely: Custo@eentation,
Organisational Orientation and Mutual profitableleange
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I Customer Orientation

Customer Orientation explains why it is importamt &n organisation to
focus on customers for customers’ satisfactions tan be done by:

finding what the customers’ wants are

fulfilling the perceived needs of the customers

monitoring progress toward satisfying the customers
improving customers satisfaction through continuous
effort and trying to adopt flexible approach

Customer Orientation should be a focal point f& tompany decision
making. It is about finding what customers’ wantel aneeds are and
providing them. It encourages, establishes and taias long—term
relationship with customers. The organisation sgiwnot just for sales
but customer satisfaction. They work towards tleeistomers coming
back.

I. Organisational Orientation

This is the second component of Marketing Concdpthwvis referred to
as organisational or service orientation. Marketancept involves the
entire organisation at all levels and in all fuoo8 from top
management to shop-floor employees such as: genmelager,
supervisors, receptionists, cleaners, waiters, dmedr stewards etc.
Marketing ensures everyone in the organisationlldewels has same
objective which is customer satisfaction. The chcef marketing is
not left with the marketing department alone beea@verybody
receives or serves the customers at differentdevel

lii. ~ Mutual Profitable Exchange

The last component of the Marketing Concept is MutBrofitable
Exchange which is also referred to as Profit Oagoh. It is
maintaining profit levels year after year while rieg customers’
needs. Mutual profitable exchange is a 2- way m®c€ustomer is
treated as king on one hand while on the other tfamdieeds are met at
a price acceptable to the organisation. This habetso because the
organisation needs to reward its employees, shiaietso suppliers etc.
The payment received from customers must be at ddit pvhile
customers enjoy the benefit which is satisfacti@rivetd from the
products and service. The customer satisfactionoaganisational goals
must balance. The Marketing Concept is benefi@abdth customers
and management. The organisation has to pricedbdsgand services
well to reward the employees and the shareholdsrsvell as earn
profits for survival and expansion.



HCM 237 HOSPITALITY SALES AND MARKETING

3.3.2 Alternative Concepts

Organisations do not only focus on customers needfs extend

orientation on other concept for sales increases&hare analysed as
Production Concept, Product Concept, Service Cdneep Sales

Concenpt.

Production Concept

Production Concept is when the organisation féels the market needs
increased products or service for the benefit afaasing sales. The
advantage is that more products or services arergerd within a short
period and this promotes cost cutting measure wluah help in

reducing selling price so that many people canrdfib This concept

can only be applicable to the manufacturing indudtrat produces
goods but may not be completely acceptable to thspitality sector

whereby products and services are tailored to iddal customers’

needs.

Product Orientation

Organisations that are products oriented focus #féart on producing
products of higher quality with more features. T8teategy tends to
continuously improve the existing products and tiiges competitive
advantage as customers want improved products ewicas and they
sell more. The Product Orientation may be desirdilé may not
necessarily meet the customers’ needs.

Service Orientation

Service involves specialised knowledge and skidsanse what they
render is a service unlike other organisations thathange physical
goods or products for money e. g. the hospitaligustry. Monopoly
should be avoided where organisation could say wibkyefine quality
and type of service which are understood by theswmers and to be of
best or highest quality.

Customers should be trusted to express their ndeds.to lack of
consultation, organisations can miss good oppdrésni

Sales Concept

Some organisations concentrate on sales and pmmoising sales
techniques without responding to customers’ neetles concept
assumes that the existing products and services mest customers’
requirements and that sales and promotional teaksigre all that are
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needed to increase acceptance and demand wheeepsothuct offered
may not fulfil the need.

A sale orientation can only overcome short termbj@ms, it doesn’t
provide long term solution to customers’ needss lan effort towards
meeting organisation objectives at the expenskeottistomers.

3.3.3 Problems of Marketing Concepts

Marketing Concepts have generated criticisms frome management
over its effectiveness as a strategy.

Some of the issues are:

That traditional marketing places too much attentem buying and
selling of products and services rather than bagdielationship with
the existing and potential customers. The marketingervices tends to
rely more on building goodwill rather than promgtithe products.
They are of the opinion that marketing can be seetbe creating,
developing and maintaining a network for the conymrong term

survival and that the new approach should be omption of the

products but geared towards building relationships. Customer
orientation, marketing function must not only bepeledent on what
customers want but be concerned with a range avies from

research to distribution etc.

As technology is changing rapidly with new innoeas coming up, the
concept does not suit all market conditions. A nawduct may be

developed because innovators make it possible exgssarily because
market research demanded a strong need for it enstitiety e.qg.

invention of computers.

It was further criticised that market-oriented aygwmh tends to ignore
organisational expertise and needs in an effoméet customers’ needs
at all costs whereas the strengths and needsaianisation have to be
taken into account as well as the needs of th@mets. The marketing-
oriented approach looks at the long-term benefithe customers and
encourages innovations to meet the needs of throess. However,

Relationship Marketing will be discussed more iotaer unit.

40 CONCLUSION

In this unit, which is the first in the study of gptality sales and
marketing, we have defined sales and marketing.ké&teng concept,
production concept, service concept and sales pbneere also
examined. The need for marketing was explainedindportant part of
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the discussion was that Marketing must be a 2-wagqgss; ensuring
customer satisfaction and meeting organisationatisie

50 SUMMARY
This unit treated the introduction of the studyHuspitality Sales and
Marketing. It not only gave the importance of maihkg it also

explained the negative perception of marketing epteby some critics.
The next unit will discuss marketing in the senic@ustry.

6.0 TUTOR-MARKED ASSIGNMENT

Mention the major components of Marketing Conceptsd the
Alternative Concepts.

7.0 REFERENCESFURTHER READING
Buttle, F. (1986)Hotel and Food Service MarketinBritain: Holt.
Bovee, C and Thill, J (1992)Marketing, New York: McGraw-Hill.

Walker, J (1999).Ihtroduction to Hospitality, USA: Prentice Hall.
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UNIT 2 MARKETING IN THE SERVICE INDUSTRY
WITH PARTICULAR REFERENCE TO THE
HOSPITALITY ORGANISATIONS

CONTENTS

1.0 Introduction
2.0 Objective
3.0 Main Content
3.1  Brief History of the Hospitality Industry
3.2  Nature of Service in the Hospitality Industry
3.3  Hospitality Marketing
3.4  Characteristic Nature of the Marketing Sersice
3.4.1 Intangibility
3.4.2 Inseparability
3.4.3 Heterogeneity/Variability
3.4.4 Perish ability
4.0 Conclusion
5.0 Summary
6.0 Tutor-Marked Assignment
7.0 References/Further Reading

1.0 INTRODUCTION

In Unit 1 of this course, we began by giving théimdgon of sales and
marketing, comparing the two phenomena as wellxptaming what
marketing concept is. This unit looks into the pecunature of
hospitality industry and the characteristics of itigustry.

2.0 OBJECTIVES
At the end of this unit, you should be able to:

) describe what hospitality industry is
) differentiate between marketing in the service sidu and
marketing in other organisations.

3.0 MAINCONTENT

3.1 Brief History of the Hospitality Industry

Hospitality industry covers service tradition of myacenturies in inn-
keeping. The term ‘Hospitality industry’ can be pignexplained as the
business that can identify with the core produicét satisfy the demand
for accommodation, food and beverage away from home
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Hospitality industry was originally known as Hotld Catering which
gave birth to two major associations viz; Hotel &atering Institutional
Management Association and British Hoteliers, Rasiurs and
Caterers Association. They changed names to Hdigpita 1987 and
1991 respectively to Hotel and Catering InternaloAssociation and
British Restaurant Association. The former veryerdty, precisely in
2007 changed its name to Institute of Hospitalltye term ‘hospitality’
renders two distinct services; provision of accordatmn for people
staying away from home and provision of sustendocehe people to
eat away from home.

Atmosphere is an important factor to the three peotgl of the industry
to attract patronage and encourage repeat perfaenan

Something significant about the hospitality indyss that it is highly
capital intensive and businessmen will only wannteest when they are
sure of good returns on their investments. Som@lpeespecially non-
professionals get engaged in hospitality businepe®@ally owners or
directors of hotels, restaurant or guest houselsowitany prerequisite
gualification or relevant experience of the industSome thought they
could bring their life skills to run the businesBhey are not as
successful as they thought for lack of expertiselileg to low standards
which affect the image of the company. To encounagditability, the
three core products need to be enhanced and atggpackaged for
satisfactory delivery to customer and to encourpgonage through
repeat performance. This is why effective marketsgssential for the
success of the hospitality industry.

3.2 Natureof Servicein the Hospitality Industry

Service industry covers all firms or companies véhdisal output is
intangible or ephemeral commodity i.e. whose fo@hmodities are not
material goods. The benefits of service product:nctbe stored for
instance. The benefit is an experience.

Hospitality industry is identified by its output pfoducts which satisfy
the need for accommodation, food, and beveragey d&wan home.
These are the essential core products of the induBhere are other
products such as: conference and recreationaitiesiétc.

A hospitality marketer combines these three cooElypets to meet the
demand of customers. These products are enhanakdnade more
attractive to satisfy the demands of specific cogis. The environment
and atmosphere can be equally important to theethoee products in
attracting customers and providing satisfaction.

10
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Demand for action is a function of travel and temni It is important to
note that demand for food and beverages is of imdsknamely:

. necessity while staying away from home (substitute)
) an activity in its own right (as a source of plaasu&
entertainment)

Hospitality Marketing has two dimensions viz:-

The hospitality activities can be commercialisedvas have in the
hotels, guest houses, restaurants, canteensptab®f take away shops,
snack bars, bars, nightclubs, pubs or cafés. Itatsmbe for welfare or
social service such as: hall of residence, schoodeges, homes,
hospitals etc.

Commercial (Profit Sector) and Non- Commercial (& Sector)

In a profit sector such as the hotels, marketerstratrive to provide
attractive rooms, foods and drinks for sales taamsrs and sell at a
profit.

In a welfare sector, marketing main function isntaximise customers’
satisfaction within the constraint of the budgeteTcustomers may be
patients, prisoners, students, employees etc. Tdr&ating strategy is
the quality of products or services rendered toctomers and reward
Is the professional reputation of the team of saaff management.

SELF ASSESSMENT EXERCISE

What are the products of the hospitality industry?
3.3 Hospitality Marketing

Marketing in the hospitality industry is about whet experience daily-
consciously or unconsciously. It can also be saidé about finding
groups of consumers, identifying their needs, desq products or
services to satisfy their wants or needs and getlem at a price the
customers are willing to pay. The product or servimust be
conveniently accessible for purchase.

Hospitality marketing can involve ‘exchange’; itefonot have to be
money. Apart from exchange of goods for money,aih e barter or
swapping e. g. exchange of activity in marketingne For example,
bartering in hotel and catering industry can bd tha hotel allows a
conference room to be used by the supplier of lineexchange for free

11
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linen supply. Or a restaurant can offer hospitatitya television station
for unpaid advertisement. Barter agreement is @¢aitade- outs’.

The exchange must be satisfying. The company mestatisfied by
achieving its objectives i.e. making a profit, ashng a targeted
turnover, paying salaries of employees promptlyyinma dividends to
shareholders, satisfying consumers’ wants and negdsnsumption of
the products or by experiencing the benefits broughout by the
products.

3.4 Characteristic Nature of the Marketing Services

Hospitality business culture is service in natutdocuses on serving
and satisfying the customers and this culture lbabet implemented
from the top management to the shop floor emplaydes an

organisation to meet the needs of its customers, diganisational
culture must be tuned towards customer satisfaclitie organisation
must be concerned with the four characteristic neatf the service
industry which are: intangibility, inseparabilityeterogeneity and perish
ability.

3.4.1 Intangibility

Unlike physical product, service cannot be seesteth felt, heard, or
smelled before they are purchased. For instander, for boarding an

airplane, passengers have nothing but an airlocletiand the promise
of safe delivery to their destination. Hotel sdi@se cannot take a hotel
room with them on a sales call. Hoteliers do ndit &eoom; instead,

they sell the right to use the room for a speqiiéciod of time. When

hotel guests check out, they have nothing to stwwitie purchase but a
receipt, though the memories of the experienceelimg for a long time.

These memories can be shared with others.

If we are going to buy a car, we can take it faest drive. If we are
going to buy a meal at a restaurant, we do not kmdwat we will
receive until we have experienced the food andismrvio reduce
uncertainty caused by service intangibility, buyéek for tangible
evidence that will provide information and confiderabout the service.
The exterior of a restaurant is the first thingttha arriving guest sees.
The condition of the grounds and the overall clegsis of the restaurant
provide clues as to how well the restaurant is femgibles provide
signals as to the quality of the intangible serviéeme leading Hotels
always make sure that all of the uniformed and woifermed
employees reinforced the hotel's image of elegamzeprofessionalism.
The appearance of the employees was part of thel’hontangible
evidence. Some other hotels purposely park luxutgraobiles such as

12
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a Rolls Royce in front to deliver an instant messad quality and
upscale service.

As a niche segment of the hospitality industry,fecence centres face a
continuous need to make their products tangibleyThust differentiate
themselves from resorts and hotels. Product festtivat conference
centres use to differentiate themselves includdéat@wing:

. dedicated meeting rooms that cannot be used far qrposes
as in most hotels.

o twenty-four-hour use, which offers security andspealization
for clients (computers, briefcases can be lethenrbom).

o continuous coffee, not just coffee breaks

. all-inclusive pricing, a set price per day, per tiregattendee

) an online database for travel planners to accéssmation about

conference centres e g location, availability andimg.

Marketers make a deliberate effort to create mebhteraguest
experiences.

3.4.2 Inseparability

In most hospitality services, both the service mter and the customer
must be present for the transaction to occur. Qustecontact i. e.
employees are part of the product. The food in statgant may be
outstanding but if the service person has a poitude or provides
inattentive service, customers will down-rate theerall restaurant
experience. They will not be satisfied with thetperience.

Service Inseparability: means that customers areqgbahe product. A
couple may have chosen a restaurant because uties and romantic,
but if a group of loud and boisterous conventiogsesrseated in the
same room, the couple will be disappointed. Mamageust manage
their customers so that they do not create disaatien for others.
Another implication of inseparability is that custers and employees
must understand the service delivery system, sitiesy are co-
producing the service. Customers must understamaninu items in a
restaurant so that they get the dish they expect.

The restaurant must be unpretentious. For exanmplenese which
specialises in dumplings restaurant is so poptiat mmany customers
must wait on the sidewalk. In fact, Japanese mstaes have been seen
waiting with everyone else. A waitress assigns aitvmumber” and
takes orders on the sidewalk so that the food &dyewhen the
customers are seated. An electronic sign overittevslk displays the
number of each table when it is ready. Most nhomEse customers
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cannot read the menus, so they are given a partédlicolour photos
and need only point to the dishes they want.

Finally, customer co-production means organisationst select, hire
and train customers. Fast-food restaurants trastoowers to get their
own drinks. This gives the customer something tovtide waiting and
reduces the need for employees to fill drink ordemsmselves. Hotels,
restaurants, airlines and rental car companies tastomers to use the
electronic check-in and internet to get informatiand to make
reservations. The customer using these servigasrierming the job of
customer service agent and reservationists. Thefiteiprovided to the
guest by becoming an “employee” include reduceaeprincreased
value, customization, and reduce waiting time. Tharacteristic of
inseparability requires hospitality managers to aggn both their
employees and their customers.

3.4.3 Heterogeneity/Variability

Services are highly variable due to lack of unifilynm the standard of
service output. Their quality depends on who presithem and when
and where they are provided. There are severalesao$ service
variability. Services are produced and consumedilsameously which
limits quality control. Fluctuating demand makediifficult to deliver
consistent products during periods of peak dem&hd.high degree of
contact between the service provider and the gmesins that product
consistency depends on the service provider'ssséitid performance at
the time of the exchange. A guest can receive xtetervice one day
and mediocre service from the same person thedagxtin the case of
mediocre service, the service person may not halvevell or perhaps
experienced an emotional problem. Lack of commuimna and
heterogeneity of guest expectations also lead neicge variability. A
restaurant customer ordering a medium steak magoexipto be cooked
all the way through, whereas the person workingthan broiler may
define medium as having a warm, pink centres. Thesgwill be
disappointed when he or she cuts into the steaksaed pink meat.
Restaurants have solved this cause of variabijitgdweloping common
definitions of steak doneness and communicatingtteethe employees
and customers. Sometimes the communication touk®mer is verbal,
and sometimes it is printed on the menu. Customsuglly return to a
restaurant because they enjoyed their last experiahen the product
they receive is different and does not meet thegeetations on the next
visit, they often do not return. Variation or laock consistency in the
product is a major cause of customer disappointnretite hospitality
industry. However, consistency is one of the magasons for the
worldwide success of McDonalds.
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3.4.4 Perish ability

Services are perishable since they have no slifelf-Service cannot be
stored. A 100-room hotel that sells only 60 roomsagparticular night
cannot inventory the 40 unused rooms and therildélirooms the next
night. Revenue lost from not selling those 40 roamgone forever.
Because of service perish ability, airlines and esdrotels charge guests
holding guaranteed reservations even when theytdagheck into the
hotel. Restaurants are also starting to charge aofeustomers who do
not show up for a reservation. If hospitality comies are to maximize
revenue, they must manage capacity and demand:oid lass of sales,
what Marketing does to solve the problem is to gaeedemand or
synchronise the demand so that it is felt at tteecdi production.

Service marketers can do several things to increasgéce effectiveness
in the face of intrinsic service characteristics.

Just like manufacturing business, good service sfirembark on
marketing to position themselves strongly in chosarget markets.
Southwest Airlines positions itself as a no-fridgline charging low
fares. A hotel can position itself as offering amnagable experience that
enlivens the senses, instils well-being, and fwléiven the unexpressed
wishes and needs of their guests. These and atheace firms establish
their positions through traditional marketing motisities.

However, services differ from tangible products aofen require

additional marketing approaches. In a product essinproducts are
fairly standardized and can remain on shelves mgaior customers. But
in a service business, the customer and frontlewice employee
interact to create the service. Thus, service pex/imust work to
interact effectively with customers to create sigrewvalue during

service encounters. Effective interaction, in tutepends on the skills of
frontline service employees, and on the service&lyebon and support
processes backing these employees.

Moreover, dealing with happy customers will makeptyees even
more satisfied, resulting in better service andl greater repeat
business, all of which will yield a level of prcfithat will satisfy the
hotel’s stakeholders.

This suggests that service marketing requires ri@e just traditional
external marketing. It shows that service marketgp requires both
internal marketing and interactive marketing. Thil be discussed as
Effective Marketing Strategy in the hospitality usdry in a separate
unit.
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40 CONCLUSION
In this unit we have been able to discuss markeiinghe service
industry and its characteristic nature. It is expedto work diligently

and interact effectively with customers in servioarketing and the
need for this was also discussed.

50 SUMMARY

This unit has explained that happy customers wakenemployees more
satisfied resulting in better service and repeasinmss. Successful
service companies focus attention on both their leyegs and

customers which is the understanding of the semroéit chain that

links service firm profits with employee and custansatisfaction. All

these put together will promote profitability andnsequently give
satisfaction to the hotel’s stakeholders.

The next unit will discuss Marketing Plan and Pesce

6.0 TUTOR-MARKED ASSIGNMENT

Describe the four characteristic natures of thekdiang Services.

7.0 REFERENCESFURTHER READING

Stokes, D. (1997Marketing: A Case Study Approadtondon: Letts.

Quester, P. G., McGuiggan, R. and P. William (208Hsic Marketing:
A Managerial Perspectivédustralia: McGraw Hill.

Buttle, F. (1986)Hotel and Food Service MarketinBritain: Holt.
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1.0 INTRODUCTION

Everyone is motivated by needs and wants. Needbamie forces that
motivate a person to do something. Some needs dmulaell-being,

self- perception or relationship with others. Neads more basic than
wants.

In this unit, a market is described as the commanepfor buyers and
sellers. The essentials of Target Marketing shaltliscussed in relation

to the hospitality organisations so also micro retirky, mass marketing
and product variety marketing.

20 OBJECTIVES

At the end of this course, you should be able to:

) explain what a market means
J describe target marketing
o differentiate between micro marketing, mass manketand

product variety marketing.
3.0 MAINCONTENT
3.1 WhatisMarket?

The term market has acquired many meanings ovely¢hes. Some
people define it as a physical place where buyedssgllers gathered.
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To an economist, a market is all the buyers anérselvho transact for
goods or services. Market can be defined as peefite unsatisfied
needs and wants who have both the resources almgwéss to buy.

Thus, the fast-food market consists of many sellstgh as Burger
King, McDonald’s, Kentucky Fried Chicken and aletbonsumers who
buy fast-food meals. To a marketing professionahaaket is all actual
and potential buyers of a product or service. Oggions that sell to
consumers and industrial markets recognise that ¢henot appeal to
all buyers in those markets or at least not tanathe same way. Buyers
are too numerous, widely scattered, and varieteir heeds and buying
practices.

3.1.1 MassMarketing

In mass marketing, the seller mass produces, msiggdtes and mass
promotes one product to all buyers. At one timeDigicald’s produced
only one size of hamburger for the entire markepiihg it would appeal
to everyone. Holiday Inn changed the roadside lgligharket from
individually owned motels of varying quality to aniform level of
service in similar-appearing motels. The challeafymass marketing is
that it can lead to the lowest costs and pricescamdcreate the largest
potential market.

3.1.2 Product-Variety Marketing

Here the seller produces two or more products/sesvithat have
different features, styles, quality and size. TqdslgDonald’s offers
regular hamburgers, Big Macs, and Quarter Poundées.argument for
product-variety marketing is that consumers havéemint tastes that
vary over time.

3.1.3 Micro Marketing

Micromarketing serves as a tactic to reach multkersegments.
Internet and database marketing have assisted coesp@ reach small
segments with individualised needs. Today, buyessahd the best
especially in the products and services they pweh@ihis is certainly
true in the services of hospitality industry.

Some hotels employ a form of micromarketing by wiffg a frequent
guest the ultimate form of target marketing andi@uszed marketing.
They maintain a guest database with guest prefergrformation e.g.
requesting the type of pillow preferred by a guest.
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SELF ASSESSMENT EXERCISE

Explain the following terms: Market and Mass mairkgt

3.2 Defining Target Market for the Hospitality
Establishment

A Target Market consists of a set of buyers whaeslcammon needs or
characteristics that the company decides to sdtveelps the seller
identify market segments, selects one or more, dawklops products
and services tailored to each selected segment.

Target Market can therefore be defined as a gréwomsumers chosen
to be focal point of the marketing efforts becauseconsists of
customers most likely to buy one’s products.

Another definition says Target Marketing means akeiing strategy
that specifies some particular target customerslistinguish it from
mass marketing. Target Marketing tailors a markgetmx to fit specific
target customers and it is customer- oriented anhkass marketing
which is a production- oriented approach. Massketarg assumes that
everyone is the same and everyone is a potentsbmer while target
marketing is a ‘rifle’ approach. The customer wisofecussed in the
hospitality industry is the target.

If Target Market is considered in decision makitige possibility of
achieving better decision is enhanced. Target maskkenown to be a
vital prerequisite to successful marketing.

There are three major steps in target marketing Tiilst is market
segmentation, dividing a market into distinct grewgho might require
separate produce and or marketing mixes. The conpdentifies
different ways to segment the markets and devejop$iles of the
resulting market segments. The second step is madegeting,
evaluating each segment’s attractiveness and sgjeshe or more of
the market segments. The third step is market ipasig, developing
competitive positioning for the product and an appiate marketing
mix.

Market segmentation and market positioning willdicussed in details
in the later units.
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3.3 General Needs of the Society (PSSP Needs M odd)

Everyone is motivated by needs and wants. Needbamie forces that
motivate a person to do something. Some needs t®uldell-being or

self- perception or relationship with others. Neads more basic than
wants. A want desires for specific item to satisfg needs while the
demand is backed up with purchasing power.

Murray and Maslow suggest that when a need is athube person is
put in an uncontrollable state of tension which iraies him to find a
way of reducing the tension thereby satisfyingrieds.

Demand for food and drink away from home can baulastitute for
domestic activity. Want is an expression of ne&ggryone needs water
to survive thirst while some people may want cokdeer etc. When a
need is not met or satisfied, it leads to a diWtany wants are culturally
or socially learnt. The need for drink or food ntegd to specific ones.

Some critics argue that marketing efforts encourpgeple to spend
money on learned wants which are totally unrelédeoiasic needs while
some psychologists believe that a person has deeasons of buying a
certain product simultaneously.

For example, Europeans don’'t care about body oteace they don’t
buy deodorant because they don’'t need it whileAbstralians spend
millions of dollars on the products and the adgertents.

Maslow is well known for his 5- level of hierarclof needs. He says
people will strive to satisfy their needs in oraérimportance starting
from basic physiological needs, safety needs, boekds, esteem needs
and actualisation needs.

4 levels hierarchy are applicable to consumer hebhawand captioned
as PSSP needs Physiological Safety> Social> Personal.
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PSSP Hierarchy Needs
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Physiological Needs -Biological needs such as rieetbod, drink, rest
and sex.

Safety Needs — About protection and physicall-weeing which
may involve health, food, medicine and exercise.

Social Needs — Need for love, friendship, staksteem, personal
interaction with others, need for satisfaction sash
the need for fun, relaxation, respect and status.

Personal Needs — Deal with individual needs faspeal satisfaction
independent of what others think or do. Other needs
are self-esteem, self-actualisation self-
accomplishment and self-fulfilment.

In hospitality marketing, product purchase is aeltio satisfy the need
for accommodation which is to satisfy a place tst i@ the night and
food to satisfy hunger.

It is a waste of time for a marketing manager &ate an internal drive

in consumers. Rather, a marketing manager studmed are consumer
drives, needs and wants that exist and see howctiebe satisfied.
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Motivation theory in ‘PSSP hierarchy needs’ suggestat human
beings have not reached a state of complete gdimia As soon as
lower level needs are reasonably satisfied, tho$egaer level become
dominant. This explains need for marketing efforts.

34 TheNeed for Marketing

Marketing is all about recognising the possibisitier new products and
services to meet customers’ needs in decision- mgakdrganisation’s
name may be remote to customers because of sizemhtketing

research techniques can be developed to solveptbidem and stress
can be taken away from customers.

Customers’ needs, wants, desires and requirembatyge all the time.
Anticipating what will be needed in the future rsat. The preliminary

task of an organisation is to identify what thetoosers want and not
what the organisation thinks they want.

40 CONCLUSION

In this unit, we have discussed that the successaoketing principle of
an organisation depends on the ability to iderdiigd meet the needs of
customer.

5.0 SUMMARY

This unit has treated target market as well asngwd for marketing.
The next unit shall be discussing Marketing Plad how it affects the
hospitality industry.

6.0 TUTOR-MARKED ASSIGNMENT

What is Target Market?

7.0 REFERENCESFURTHER READING

Stokes, D. (1997) 2edmarketing: A Case Study Approacbondon:
Letts.

Buttle, F. (1986). 2ndEdn Hotel and Food Service Marketir@ritain:
Holt.
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1.0 INTRODUCTION

Understanding of marketing concepts and its sti@segre not enough
guarantee for successful marketing. To be sucdessfrketing needs
to be carefully planned and executed. It must legnated into the
overall corporate planning system. Management rotesdte time and
make frantic effort for planning as this gives agmtive approach
towards the business and the clientele. Lack ofirpfey causes many
setbacks such as: high turnover within the hospjitafganisations.

A marketing plan is not a stand-alone tool. It magbport other plans,
such as the company’s strategic plan. Wheneveilpesgthe marketing

manager should participate in or provide inputhie development of a
strategic plan. If this is not practical, it rem&imperative to understand
the Main Contents of the strategic plan prior towedepment of next

year's marketing plan.

This unit will be discussing the importance of Maiikg Plan in the
hospitality organisations.

2.0 OBJECTIVES
At the end of this course, you should be able to:
) explain why it is important to have a marketingrpla

o identify the benefits of planning and its relevante the
hospitality organisations.
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3.0 MAINCONTENT

3.1 Purposeof Marketing Plan

All hospitality organisations are founded with sorparposes. The
importance of planning is to improve on the negstiof the successful
achievement. Operators in the service industryfiquéarly in large

organisations, sometimes fail to identify the fastwhich cause under-
achievement. Issues like interest rates, excharajesror other
government policies can undermine the achievemBuoe to poor

marketing plan or no plan at all, the hospitalitgdustry is notorious for
misinterpreting market potential estimates thuslileg to overbuilding,

overcapacity, price-cutting, frantic advertisingdapromotion in an
attempt to fill rooms or fill restaurant seats.

Large organisations have responsibilities towardsareholders,
employees and customers and the smaller orgamsatiith ambition
for growth.

The discussion process of marketing plan has ba@mdfuseful in team
building. It is an excellent training device foatmembers particularly
those who wish to be managers.

Marketing planning procedures have several purposékin the
hospitality organisations. Some of them can be sanaed as follows:

o Helping management to step out of day to day proble

. lllustrating the interrelationships between key igiens in
different functional departments.

. Demonstrating that short-term actions must be tedpecific
long-term objectives.

o Improving forecasting techniques and proceduresef@uating

alternative course of action. It has assisted iargming the
decision- making processes on a broad front.

o Providing a road map for all marketing activities fthe next
year.

) Ensuring that marketing activities are in agreemavith
corporate strategic plan.

) Assisting management to review and think objecynagid match

resources with marketing objectives.

The activities of marketing and many other depantmewithin a
company are closely intertwined. Operations andrfae are two areas
that affect and in turn are affected by marketihgyuests’ experiences
are diminished because of problem areas in opestimarketing will
be adversely affected. Similarly, if financial pFofjions are unrealistic
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for certain months or for various product linesrikesing will be called
to task.

When the organisational design of a company fallsplace major

marketing activities under the marketing umbreltee task of writing

and implementing a marketing plan is made more éexnfpJnder these
conditions, it behoves the marketing manager taenthe managers of
other marketing-related areas to participate in tharketing plan

development process.

3.2 Marketing Planning Objectives

. Customers wanting uninterrupted supply of products

. The local community wanting employment prospect and
healthy and clean environment.

o Creditors wanting assured debt settlement.

Top management balances the interest of thesehstialess against their
own personal values. Typically the top managemedideés to what
extent the plan will reflect their preference for:

employee participation or management control
growth or stability

risk taking or security

short term profit taking or long term profit making
market innovation.

Reduction of capital employed is not usually in tthemain of the
marketing manager, although is able to influencdifplevel.
Profit is calculated thus:
Z=TR-TC
Where Z = Profit
TR= Total Revenue
TC = Total Cost

Increases in profit come about by raising totakrewes, decreasing total
cost or favourably adjusting the balance betweem ttho so that
productivity improves.
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SELF ASSESSMENT EXERCISE

Enumerate the purposes of marketing plan in thepitagy
organisations.

3.3 Natureof Planning

There are different forms of planning:

. Corporate plans specify the major objectives aratesgies for an
entire organisation or a major division.

. Functional plans such as financial, manpower oketarg plans,
detailed objectives and strategies within each tfanc or
department. Functional plans are interdependerit watrporate
plans, deriving objectives and strategies fromdbmporate plan
whilst also helping to create them.

. Special ad hoc plans are for activities beyonditbrenal scope of
the organisation. Venture plans, new product plansnarket
development plans may be created, funded and esceauiite
separately from other business activities.

Plans also vary by their time skill:

o Long term plan has a five to ten years horizon.

o Medium term plan deals with objective and stratediem one to
five years.

. Short term plan can be considered for the comirevevmonths.

Medium and long term plans tend to be more detaded
concerned with more tactical issues. It has besrdthat as
marketing consideration increases, it influences short term
and the long range policies in a company. It entlhat total
company. It is then that total company planning amarketing
planning tend to merge.

Certainly, the major parameters used by many comapda define their

future plans are products and market. These aoettasbuilding blocks
for marketing plans.
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3.4 Forecasting

Sales, profit and profitability forecasts are mawethat the company
will know whether it will achieve its objectiveswiing no change in
trading conditions. The starting point is the sdtgecast which can be
made for the product the company as a whole. Paoftt profitability
forecast can then be derived. Forecasting meth@dbah quantitative
and qualitative.

The forecast should enable departmental budgdie &et; help identify
marketing opportunities; enable marketing and saleategies to be
advanced; help finance and capital funding requems to be
established; and enable labour requirements t@lcelated.

Before starting calculation, the forecaster needsonsider such issues
as the following:

1. The degree of the aggregation of the salexéste should there

be a separate forecast necessary for each salgésryermarket

segment, product and product group or will one dyaall-

encompassing sales forecast suffice?

The ability of management to interpret andtheeforecasts.

The period of time for which forecasts are regflj long term or

short term- six months, 1lyear, 5 years or more.

4. The accuracy of the forecast; if large-scaleestiment decisions
are to be based upon the forecast, then a highdéaecuracy is
required.

wn

3.5 Implementing Marketing Plan

3.5.1 Communicating the Plan

A sophisticated and brilliantly developed plan fsno use if it is not
understood, believed or used. A marketing plan khoat be just a call
to action or a benchmark by which to judge the cedficy and
effectiveness of decisions. The plan should alseesas a method for
communicating marketing strategy to those peopl®sshduty is to
implement or authorize the company’'s marketing tstji@s. Several
groups may serve as an audience for a marketimg pla

Top Management must be convinced that plan willoagdish the
stated goals and objectives. Top management deratestacceptance
or denial by their level of monetary support.

To be effective, a new marketing plan must be amiteach year.

Marketing plans written for periods longer thanearyare generally not
effective.
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Many managers believe that the process of writigdaa is invaluable
because it forces those writing it to questionnkhiand strategize. A
plan should be developed with the input and thopgbtess required.

A good marketing plan begins with the fact that dmy purpose of
marketing is to support the enterprise. It is goéodegin next year’s
plan by recognizing and restating the corporatenetds. This helps to
guide the development of next year’s plan:

. Mission Statement
. Corporate Philosophy
o Corporate Goals

Hospitality companies are highly sensitive to clemng their social,
political, and economic environments. A manufaatuoé food or
toiletries may not immediately feel the impact bese changes, but
airlines, hotels, auto rental firms, and cruiseedinwitness an instant
reaction.

After the terrorist attacks of September 11, 20t@dspitality firms felt
the impact. Pleasure travel instantly evaporatedeas of terrorism
gripped Americans. Unfortunately, some companieparded without
clear thinking. Several hotel chains quickly ofksibstantial discounts
to guests. This did nothing to increase demandjrnisitad simply gave
discounts to people who had to travel for busiraass would have paid
a higher rate. A marketing plan is not a politioaleconomic treatise
and hospitality marketers are not expected to Iperx in these fields.
They are expected to be aware of major environrhéatéors likely to
affect the industry and the company, to consideir ghossible impact on
marketing and to respond quickly and intelligertttynew events and
trends.

3.6 Marketing Process

The process of marketing planning is a continuutme Task is never
ending. Marketing/sales managers must always benplg. For
instance, the development of next year's markepilag begins the day
this year’s plan is approved. The process invoiaasy stages viz;

Find a need or want.

Develop a product or service to satisfy the needaont.
Conduct research.

Design a product to meet the need based on research
Do product testing (among potential users).
Determine a brand name (design package & set a)pric
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. Select distribution system.
o Design a promotional system.
. Build relationship with customers.

3.7 Problem of Marketing Plan

Estimates of market potential often seem to be rgghdoy those who
write hospitality marketing plans. Marketing managen hotels
sometimes feel that the concept has no applicadidmem. All travellers
are viewed as potential guests and some feel tratept is theoretical
for the hospitality industry and applies primarity consumer-packaged
goods.

Human beings are incapable of devising a perfectkatiag plan.
Market conditions change, disasters occur, and n@ther reasons
create a need to refine marketing plans. Generaljnements should
be made in the area of tactics, budgets and tirofreyents rather than
in major objectives or strategies.

Changes in major objectives such as annual salasecalways require
approval by top management. Marketing/Sales masaayer advised to
refrain from considering changes in major objedivand strategies
unless absolutely necessary. Top management wibhstlcertainly view

the necessity for change as a reflection of poonagament by

marketing/sales managers unless the cause wasastalissuch as a
major fire in a hotel.

A marketing plan is a rigorous process and takes tio complete. To
be effective, a marketing plan should be writteargwear. At the same
time, the annual marketing plan must be writteniregjaa longer-term

strategic plan that states what the company hapaslttieve, say three to
five years down the road. It is unrealistic to expperfect harmony

between marketing and other departments. It isdyneans unrealistic
to suggest that relations can be greatly improvetithat a critical place
to begin is by inter-changing data, suggestions aimer assistance
when department plans are being developed.

The hospitality industry is erroneously ignoring onisinterpreting
market potential estimates, thus leading to ovéalng, overcapacity,
price-cutting, and frantic advertising and promotio an attempt to fill
rooms or fill seats. Market potential should bewad as the total
available demand for a hospitality product withipaaticular geographic
market at a given price. It is important not to rdiXferent hospitality
products into an estimate of market potential. dBobs shall be
discussed extensively in a later unit)
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40 CONCLUSION

In this unit, we have discussed Marketing plan; wwhtakes to achieve
successful plan and the problems of marketing plant affects the
hospitality organisations.

50 SUMMARY

This unit has treated marketing plan. The next shéll be discussing
SWOT Analysis.

6.0 TUTOR-MARKED ASSIGNMENT

1. What factors should a Marketing manager take aohsideration
when developing a Marketing Plan for problem-free
implementation?

7.0 REFERENCESFURTHER READING

Stokes, D. (1997Marketing: A Case Study Approadlondon: Letts.

Quester, P. G., McGuiggan, R. and P. William (208Rsic Marketing:
A Managerial Perspectivédustralia: McGraw Hill.
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1.0 INTRODUCTION

Having been equipped with relevant information tigio the processes
of marketing plan and the best indications of dep®lg trends through
prognosis, the next task is to assess what thenmafiton means for
marketing strategy and tactics. Every business sxdeddefine its
specific mission within the broader company’s nassilt must define
its specific goals and policies. A framework fonsttassessment is
contained in the traditional but still useful acyon SWOT. SWOT
stands for strengths, weaknesses, opportunitieghardts. In strategic
planning, the company matches its capacities withailable
opportunities and takes action to minimize threg&ch business must
evaluate its strengths and weaknesses periodically.is equally
important to attract opportunities in the envirommnend strive to
develop competencies to succeed with the opporsnit

Marketing objectives must be realistic and agguessi terms of market
trends revealed by prognosis and SWOT.

2.0 OBJECTIVES
At the end of this course, you should be able to:
) describe the importance of SWOT in marketing

. deduce the need to identify the company's strengihs
opportunities and minimise weaknesses and threats.
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3.0 MAINCONTENT

3.1 Strengths

Strengths are normally expressed as inherent duschrantage whether
by earlier strategic decisions or historic goodiudne. Strengths may
exist in an organisation’s market /product porti@dind its operations in
relation to competitors. Products with increasirares of markets
predicted to grow are strengths. Dominance of nmaskares among key
market segments is strength while strategic alkanavith other
companies may have achieved competencies and adbed that
customers are willing to pay for. For hotels anditer attraction,
location may be a major strength. Strength mainligstoric artifacts or
architectural style and it may reflect a particlyldavourable consumer
image. Strength may also be the professional siillmarketing team or
a distribution system or in the competencies of &&yf or in customer
service staff with a recognised reputation for gespecially helpful and
friendly.

Strengths are the basis of corporate position @mdbe promoted by
potential customers, enhanced through product aotanen or
developed within a strategic framework.

One of the strengths of a hotel may be the inctediériety of activities

the city offers such as: music performance, theaperts, museums,
special events. Conventioneers and visitors emjeyaictivities the city

offers and spend the night in the hotel. Howevdrysiness can perform
poorly not because the required strengths are rigckiut because
employees don’'t work together as a team.

3.2 Weaknesses

Strengths and weaknesses are often matters ofpperceather than
fact. They may be identified only through consumessearch.
Weaknesses can range from ageing products in deglmarketing to
bad customer contact. Staff must be clearly ifiedti Once identified,
they may be subject to management action desigmexiriimise their
Impact or to remove them where possible.

A historic hotel in a market town is perceived bgm of its customers
as an attractive building but old-fashioned, nasgl uncomfortable for
its users. It may be possible to highlight its styta by repositioning the
hotel to stress old-world charm, convenience ofaflon and
atmosphere. Such a repositioning may necessitatéensxe
refurbishment, including double glazing and refshmg. It could
provide a strategic route to turn a weakness itrength. If a modern
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competitor- hotel were to be built on the out of timarket towns, the
historic hotel would probably lose some of its feisure clients and
might be forced to reposition its products and tlgvenew leisure
market segments in order to survive.

To enhance their own foresight and bring to beamndependent, fresh
vision, it is common practices in large marketirngented businesses for
managers to commission consultants to carry outlaegaudits of all
aspects to their business, including SWOT analysis.

SELF ASSESSMENT EXERCISE

How can the weaknesses of a hotel be turned togttre
3.3 Opportunities

Opportunities can be listed and classified accgdito their

attractiveness and success probability. Succedsapildy depends on
whether the business strengths match the key sicegsirements for
operating in the target market and exceeding timepetitors. The best
performing company will generate the greatest custovalue and
sustain it overtime. Membership programs offer oppuoties for

increased revenue.

Opportunities in a marketing context may arise frelaments of the
business under direct control, such as a partiquitaduct or process, or
a particular set of staff competencies. They mag atise from shifts in
the external environment, which a firm may exploiClub
Mediterranean, for example, strongly exploited to@sumer strengths
of its concepts of freedom and activities in enetbsesort destinations.
It extended its operations throughout the worldirduthe 1970s and
1980s. The external market trends were right, forseized the
opportunity to develop its particular holiday coptewith a powerful
image in a way no other operation matched at thn. t

The Sydney Olympics of 2000 provided a stimulusféduare tourism of
even greater power. Throughout Europe in the 1986@sitage and
culture have represented opportunities that haven beirned into
strengths in cities such as Bruges in Belgium, team the Czech
Republic and Bilbao in Spain.

34 Threats
Some threats in the external environment represenketing threats.

External threats can be a challenge posed by uafabte trends or
developments that can lead to sales or profit aetgion. Threat can be
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classified according to their seriousness and fmtibyaof occurrence.
Threats may be presented by internal elements rwitte business’s
control or by external events such as exchangectraiages e. g. rising
oil prices or acts of international terrorism. IntBin, traditional seaside
resorts offering beach-based summer holidays haeas linder heavy
threat for three decades from seaside resorts dlmmdvediterranean
coastline. They have also suffered from a form ahagement inertia
implicit in the traditional public sector structgréhat are responsible for
their futures.

Although, it is not easy to justify the point thebcally, practical

experience of marketing proves that the time arfdriespent in a
systematic, wide-ranging and creative SWOT analysisnvariably

productive. It is much more than routine analydismarket statistics.
There is ample scope for creative interpretatiadgement and lateral
thinking, both at the strategic and tactical levalsplanning. There is
also good reason and ample scope for marketing geasido bring other
managers into this process and also to involve shef of an

organisation in the process, to draw out their gigee and perceptions
of a business and its customers.

Information is never perfect and the future is alsvanknown, there is
never one right conclusion to be drawn from thedence gathered in
the SWOT process. Best guesses are, managers claamyeheir

memories are often faulty. So, whenever strategyl #actics are
reviewed, it is essential for larger businessesetmrd the assumption
made and conclusions drawn. Establishment of adbretord, however
succinct, is equally valuable for small businesses.

40 CONCLUSION

Management should review the business’s financizdsketing and

organisational competencies. Each factor shouldabed whether it is

strength, weakness or a neutral factor. In revigwiime strengths and
weaknesses, the company should neither correttealveaknesses nor
gloat over the strengths. The organisation musthsotimited to the

opportunities for which it possesses the strengthg better

opportunities must be considered.

50 SUMMARY
From the foregoing, hospitality business can fitgelf in the four
following situations as a result of threats and apmities challenges

Viz:-

An ideal business - Major opportunities and lowetis
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A speculative business - High in opportunities #nedats
A major business - Low in opportunities and threats
A troubled business - Low in opportunities and higlhreats

A well planned organisation would require compeditiadvantage,
connectivity with computer reservation system (CR&)d global
distribution system GDS to improve the internatiobasiness and

reservation through travel agents. This developmentviewed as
strength.

6.0 TUTOR-MARKED ASSIGNMENT

What situation can a company find itself in, dueofportunity and
threats and what strategy can be adopted to mahagstuation?

7.0 REFERENCESFURTHER READING
Quester P., McGuiggan R., McCarthy E. and Perteaul(2001). ¥
edn ‘Basic Marketing. A managerial PerspectiveAustralia:

McGraw- Hill.

Fraom J (1999)."%edn introduction to Marketing’ UK: Thomson.
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1.0 INTRODUCTION

Marketing research specifies the information rezpiito address issues.
It communicates findings and their implications. 8\market researcher,
all the necessary steps must be followed to comeitipthorough and
accurate information needed to make better dedsion

Many companies use market research to determinketpotential, to
evaluate market share and to learn more about ¢opl@ in various
markets. Some do it for long or short range satmechsting and
competitors’ analysis.

Marketing Managers rely on market research prosesselevelop and
analyse new information. It is a powerful tool dahle to them.
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2.0 OBJECTIVE
At the end of this unit, you will be able to:

. describe the importance of marketing research sefulness of
marketing information system.

3.0 MAIN CONTENT
3.1 What is Marketing Research?
There are many definitions for Marketing ReseaBdme of them are:

a) Marketing Research is an interacting, contiguuture oriented
structure of people, equipment and procedures degigto
generate and process an information flow to aidagament in
decision making.

b) The process or a set of procedures put in pfaceregular
collection, analysis and presentation of informatio assist in
decision making for the company.

C) Market Research can be the logical assemblielefvant facts
about the appropriate market. It is an aid to manaant, just as
military intelligence is an aid to the armed forces

Marketing information helps to identify marketingpportunities and
problems. It generates, refines and evaluates riagkactions as well
as monitors marketing performance and improves nstaleding of
marketing as a process.

3.2 Marketing Information System

In Marketing Information System, there are foumgta

1. Internal < » | 2. Marketing
Reports Research Systen]
Marketing
3. Mgrketing 4. Analytical Mangt.
Intelligence Marketing /'
System System
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Internal Report - for what is happening
Marketing Research - what is likely to happen
Marketing Intelligence System - working out strpte
Analytical Marketing system - used for data or datstem

The need for marketing intelligence is ongoing. ko€ the information

acquired by marketing research in a fiscal yearseitve as the basis for
developing next year's marketing plan. The needyg gansiderably by

the type and size of the hospitality company. Samernational hotels

such as: Sheraton or Hilton Hotels have corporateketing research
departments. However, individual hotels propertycar rental location

may have a need for additional marketing infornratim these cases,
the individual property or location is generallgpensible for acquiring

these data.

Marketing research needs can be of macro marketnaincb market
information. Macro market information includes:

industry trends
social-economic-political trends
competitive information
industry- wide customer data

Micro market information includes:

guest information

product/service information

new product analysis and testing
intermediary buyer data

pricing studies

key account information
Advertising/promotion effectiveness

SELF ASSESSMENT EXERCISE

Define marketing research.

3.3 Role of Marketing Research

The fundamental role of marketing research is tluce the uncertainty
which can influence the outcome of marketing progree. Such

uncertainties as: cultural life style, economentts, marketing forces,
competitive activity or customer changes.
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f)
9)
h)

It provides relevant data as far as possible asasisbfor
marketing intelligence

It is used to investigate any area of marketingveégtfrom the
analysis of sales performance to evaluating theceffeness of
marketing.

It gives relevant, up to date information about agement. It
indicates trends and takes the guesswork out asideemaking.
It helps management to establish how businessimgdo terms
of market share, sales volume or other performanteria.

It helps to investigate any area of marketing agtifrom the
analysis of sales performance to evaluate the tefeaess of a
marketing campaign programme and advertising.

It helps in monitoring programmes effectivenessangwering
such questions as: how many people have seen viegetisgdment
or how many consumers are using a product or howmyma
customers patronise the product more than once.

It helps to describe markets, their size, locatonl pattern of
development.

It helps management to select the best option.

It helps marketers to assess market share, prquoductivity
and sales results.

It is useful in developing new products, to identgrofitable
target market and planning future marketing progres

It helps to keep an eye on the competition.

Market Research Terms

Market Research - describes ‘markets’ in terms of its size,
location and pattern of development.

Marketing Research- is wider in application. It is used to select
the best option out of many alternatives in sohangroblem.
Data — collection of facts e.g. sales record in a rgstat.
Information - data which have been selected and sorted sa that
can be analysed for specific purposes. Informateombe derived
from past experience, marketing research or bothitbcan be
accurate or inaccurate, reliable or unreliable, jeilve or
objective.

Intelligence - interpretation given to the information through
analysis

Marketing Intelligence is used to tackle a wide range of
organisational issues.

Strategic long- term decisions- what market should we be in?
What growth can we anticipate?

Tactical short- term decisions— how to promote this product in
the market and how to improve the coverage ofidigion.
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) Ad hoc decisions relating to one-off problems e. g. what can be
done about a new competitor and how to counter lenolof
price discounting.

3.5 Market Research Process

3.5.1 Analysis of Information

Analysis of information is the most important siepmarket research
process. It is about identifying the problem i@.get the share of the
growing market and know the reaction of peoplas limportant if the
objectives of the market research are met. The etiack manager first
task is to decide on the type and quality of infation he needs in order
to make a sound decision. Decisions can be cledsds recurrent or
occasional.

Recurrent marketing problems require continuousrmation input.
Examples of Recurrent marketing decisions are:

. Regular appraisal of salesperson’s performance

Analysis of actual accommodation, food & beveragmirmst
forecast sales

Setting monthly target

Monitoring actual promotion expenditure againstdpetd
Considering whether to match changes in competitanrsprices
Tracking of seasonal pattern in sales

Occasional hospitality marketing problems requidehac information
inputs; the examples are:

whether to co-operate with the other hotels intjpromotion
whether to sponsor a sporting event

whether to launch a new food and beverage format

whether to close a floor during the off- peak perio

to discover the reasons for poor sales performdnom a
particular sector

) to see if profitable opportunities exist in frarsihg a fast- food
format

Information can come from past experiences. It den accurate,
inaccurate, subjective or objective. Good inforimatiexpected from
marketing researchers must be: P — Pertinent, Acurate, T — Timely
and U — Usable.
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3.5.2 Information Sources

Once what is needed has been decided, the nexissiepocate sources
of information. It is more expedient to use infotroa that has already
been collected (secondary data) in order to sastthan to collect new
information (primary data). Secondary informatiemot only cheaper
but also quicker and it involves less time to skarcinterview or
fieldwork is not required such as interview or datalysis.

Secondary data can be internal or external to thanisation. However,
it is a good idea to check secondary data soureBsd spending time
and money on additional research. Secondary datdedocated from
internal and external sources.

Internal Sources can be from the research studieopast. These are
excellent source of secondary data because theeattanp do not have
access to this.

External sources can be useful. It can be fourtslsiness publications,
data bases, private computerised bases e g LEXIS:lioe data base.
Hotels are fortunate to have abundant informati@mfthe records of
existing customers, sales or operations. The pmohke that it was
produced long ago and it was probably not produtmedthe same
problem.

Internal Records include:

a) customers’ records

b) the hotel

C) reservation requests

d) guest index

e) guest master-file

f) sales records are usually computerised
s)) operation records

External secondary information is available fromlasge number of
sources:

a) Marketing Research Firms

Many marketing research organisations conduct sgbell research
available to subscribers.
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b) Government

Publications such as: Nigeria Tourist Board, Nigédtiotel & Catering
Institute, National Economic Empowerment Developtm&trategy,
State Economic Empowerment Development Strategy, et

C) International Sources

World Tourism Organisation, International MonetaFynd, United
Nations.

d) Educational Institutions

Hotel, Catering and Institutional Management Asatich UK, Nigeria
Hotel Association.

e) Other Publications

Chamber of Commerce, Nigerian Institute of Markgtin
3.5.3 Collecting the Information

Having decided what information is needed and fnwhere, the next
stage is to collect it. In secondary research tdélsk is simple since the
researcher often needs to use the reference lilradyinterlibrary loan
facilities.

The task is more complex for primary researchhia section we shall
examine the collection of both types of information

a) Source of Data

Now that the type of research to conduct has beéemtified, the type of
data should be determined thus:

J Secondary data
. Primary data

I Secondary Data

Data that had been previously collected for otherppses are less
expensive and more accessible than primary damdidadvantages are
that they may be too old to be relevant to theenirresearch. They may
not be as accurate and the methodology used mayenappropriate for

current study. Competitors may have access tdasiohata.
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. Primary Data

Primary data are gathered directly from the subjectthrough on- site
research for a market research programme.

Advantages

They fit exactly the research project

They are most up to date

It could be the only available data

They are unique because competitors cannot hawe the

Disadvantages

They are expensive
They are time- consuming
They are difficult to get

Designing Primary Data

One must determine the type of people, the plandsttze things to be

investigated in the research. For example, if enwistudy the use of
cooker and the hypothesis is that the majority béfs prefer gas

cookers to electric cookers. The people, the dhefrestaurants and the
hotels will be administered the questionnaire s thformation can be

collected from the answers.

3.5.4 Analysing the Information

The purpose of analysis is to provide meaning; analysed data are
meaningless. There are large numbers of techniofuesalysis.

Analytical technique can be classified as univariabivariate and
multivariate:

o Univariate technique analyses data relation tonglsivariable
such as sales, coupon response rates, or consamplamts.
) Bivariate technique analyses data relating to twoables and

look to establish relationships such as correlatiotime between
them. Such studies would include price-sales miahip and
saleperson’ responses to financial incentives.

. Multivariate analysis, the most complicated sett@thniques,
seeks to establish relationships of a causal aeladive nature
between at least 3 variables. Marketing simulationyhich the
combined interactive effects of marketing mix aféedecisions
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on sales profitability are computed electronicadlyd they are
highly developed form of multivariate modelling.

3.5.5 Using the Information

In deciding what course of action to take, the ngananust consider the
validity and reliability of the findings. He musbmsider a variety of
sources of validity such as:

respondent error

investigator error

sampling error and selection effects
history effects

maturity effects

testing effects

instrument effects

Reliability is reflected by stability in the resehrfindings.

For instance, if a manager wants to discover theidés of customers
towards a new product, the attitude-measuring guestire must reflect
all dimensions of the attitude. It must measurelibkefs and feelings
which consumers hold about the innovation. Thesalamensions of the
construct ‘attitude’ if the instrument does not @& the entire
dimension, then the result are invalid.

If the manager is assured of the reliability antidvy of the findings,
he can make decisions with confidence. This afterisathe primary
purpose of marketing.

4.0 CONCLUSION

This unit has discussed marketing research; thitdeh and role. It
has also analysed the meaning of some relevantstammmarketing
research and marketing information. The various@sses involve in
marketing research have also been discussed.

5.0 SUMMARY

It can therefore be concluded that every compangdsieMarket
Research and Market Information System. If a corypaales are
declining while expenses remain the same, resulimglecrease in
profit, the problem definition is not just declime sales; the problem
must be well defined from its roots. Marketing Resé can bring about
the solution.
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6.0 TUTOR-MARKED ASSIGNMENT

What are the advantages and disadvantages of Rrimmar Secondary
data?

7.0 REFERENCES/FURTHER READING
Quester P McGuiggan R, McCarthy E and Perreaul2ddl) 3 edn
‘Basic Marketing. A Managerial PerspectiveAustralia:

McGraw-Hill.

Fraom J. (1999)."edn ‘Introductiorto Marketing’.UK: Thomson.
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1.0 INTRODUCTION

Markets consist of buyers who differ in one or marays. They may
differ in their wants, resources, locations andibg\attitudes. Because
buyers have unique needs and wants, every selertdhaesign a
separate marketing program for each buyer. A catene customize the
menu, entertainment and the setting to meet thelsneé a specific
client.

Most companies are unable to offer complete segatientdue to cost.
Companies, therefore, look for broad classes ofetsuyvho differ in
their product needs or buying responses. For exampuarried adults on
vacation with small children have different neeualsnt young and single
adults.

This unit will discuss the various segments in tharket and their
advantages.

2.0 OBJECTIVES

At the end of this unit, you should be able to:

o explain the need for market segmentation
. outline the process of evaluating market segments
. state the methods of selecting market segments.
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3.0 MAIN CONTENT
3.1 What is Market Segmentation?

Market segmentation can be defined as the ideatifin of a subset of
consumers so that a marketing mix can be devisecifggally to satisfy
its demand. Market segmentation differs from massketing because
in the latter, the population is not divided inegments but treated as if
demand were homogeneous. There are two major clisins to this
topic. The first distinction can be made betweepased, elected and
acquired market segmentation.

Imposed segmentation:occurs when a higher authority determines that
some groups of consumers should not be exposedjiteen marketing
mix. Elected segmentation: occurs when following analysis of
segmentation alternatives, a marketing mix is sybsetly designed.

Acquired segmentation: the marketing mix is first designed and its
market appeal subsequently analysed. The mix meigiefned to be
more cost effective.

A second distinction can be made between macro amcko-

segmentation. Macro-segmentation is used to analgsge-scale
consumer e. g. international travel pattern. Misegimentation, which is
enterprise specific, is the focus of the unit.

3.2 Segmentation Variables
This section examines the variables used to seghuospitality markets.

3.2.1 Purpose of Visit

This is the most common variable used to segmeoatramodation
markets. It can be broken down into various purpose:- Business,
Holiday and Group travelers.

a) Business Travellersvary in status from low cadre to managing
directors. They may be delivering goods, visitindnibitions or
trade fair, attending seminars or conferences.rlissge is short
term, city-oriented, frequent, less price sensiéimd unseasonal.

b) Holiday Traveller: stays longer, is resort-oriented, infrequent,
price sensitive and seasonal. Other accommodatsansuare
extremely varied such as: family members atten@ingedding,
visiting a hospital patient or belonging to commaonrierest
groups.

C) Group Traveller: They have business, holiday or other
purposes. Hospitality marketers sell accommoda#dod other
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products to tour operators at discounted ratestheg, in turn,
build them into packages for resale to holidaymsker

Other group markets for hospitality products arengresses,
associations national and international, local aegional, businesses
(meetings, seminars, conferences, incentive traxdlibitions and fairs,
families, special interest groups and clubs (attdetculture and
hobbies) and trade unions.

SELF ASSESSMENT EXERCISE

What do you understand by market segmentation?
3.3 Geographical Segmentation

Geographical segmentation calls for dividing therketiinto different
geographic units, such as nations, states, regmmstries, cities, or
neighbourhoods. Geographical area is a variabld tsesegment both
accommodation and food service markets. A compaay decide to
operate in one or several geographic areas, pagitgntion to
geographic differences in customer preferences.

Today, all hospitality companies have the ability ise database
management and database mining to determine diffesein consumer
purchase patterns and preferences by geography.

Some hotels may choose to initiate a program ter wégional dishes or
about offering local cuisine.

3.4 Age and Life-Cycle

Age is a more common variable in food service sedatmn than

accommodation. Some hoteliers target the over éfdering products

augmented with social and welfare benefits sucbrganized singsongs
and health care. Consumer preferences change wvgth &ome

companies offer different products of marketingtggies to penetrate
various age and life-cycle segments. For exampl;Ddnald’'s knows

that 79% of the family decisions to eat out arduiriced by children
and households. They offer happy meals that incliays aimed at

young children. The toys encourage the childrens Thain also added
salads and other products to attract the healtserons adult market.

3.5 Gender

Consumer behaviour may be related to sex. Famfly Ciycle is often a
better predictor of buying behaviour than age bseainanges in family
structure have a great influence on purchasing poweGender
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segmentation has long been used in marketing @odrakhe hospitality
industry. Hotel corporations now take women intngideration in
designing their hotel rooms. Design changes inclotey bars, fithess
facilities, hair dryers, and rooms decorated ity colours. Although
these changes are attractive to women, many aseattlsctive to men.
Hotel corporations are also subtly including mom@wven executives in
their advertisements.

Family size correlates well with eating out. Singkrent families eat
out more often than any other family group. Larigenilies tend to have
less disposable income, are likely to take holitesg frequently, price
sensitive and consider holiday-plan with care.

Single women living are more likely than single eslor married
couples to increase their spending on restaurahenwhey receive a
salary increase. Singles spend heavily on ententih

Heavy solid-looking foods may be perceived as ‘Miise’ while
pretty, dainty, decoratively garnished, rounder amdaller foods as
‘feminine’. The newly-weds are targeted by cateransl honeymoon
hotels.

3.6 Race

Race is a segmentation variable which has to bd wsé sensitivity
because of provisions within the Race Relations 2&t6. Its prime
applications for hospitality properties locatedneigbbourhood might
design a product offering and promotional plan tivaat West Indian
guest visiting friends and relatives. Certain restats such as: Pakistani
would adapt its product mix to the neighbourhoodheds print their
menu in the local languages and advertise.

Religion is similarly applied. Restaurants mightdasigned to appeal to
the Islamic, Hindu or Jew.

3.7 Income

Income is closely associated with eating out behaviHigher-income

people eat out more often and tend to spend marenpal experience.
There is a distinction between net income and digple income. Some
high-earners have little disposable income becaisether financial

commitments. Disposable income is linked to so@oemic class.

Widespread availability of credit has reduced tigaifcance of income

as a major segmentation variable.
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3.8 Occupation

Occupation is used to segment market in 2 ways viz:

. Whether a person is employed or not;
. The type of job, if employed.
. Women in paid employment spend considerably moreaimg

out than do their husband counterparts. With higdpasable
income, they are likely to take holidays. Pattesh&xpenditure
are likely to vary according to the type of occupata person
holds.

4.0 CONCLUSION

The hospitality industry offers many examples ofjreentation by
different variables.

Each customer group wants a different product; siatgant cannot
serve all customers with equal effectiveness. e thospitality
organisations therefore, market segmentation isya av distinguishing
the easily accessible consumer groups from thesporesive ones and
in order to gain an edge over its competitors,niaeket segments need
to be examined by identifying one or more subsétsustomers within
the total market and concentrate the efforts ontimgéheir needs.

5.0 SUMMARY

Since the hospitality orgnisations consist of bayeho differ in their
wants, resources, locations and buying attitudes) every operator has
to design a separate marketing program suitahieciet the needs of the
different segments.

In the next unit, we will discuss marketing strateg
6.0 TUTOR-MARKED ASSIGNMENT
Mention 5 market segments.

7.0 REFERENCES/FURTHER READING

Stokes, D. (1997). 2nd edn Marketing: A Case Study Approach’.
London: Letts.

Buttle, F. (1986). 2nd EdrHotel and Food Service Marketind3ritain:
Holt.
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1.0 INTRODUCTION
Marketing Strategy

This Unit discusses strategic marketing planningiting marketing
objectives as well as strategic marketing mix.

Strategy in a business is the fundamental patténplamned resource
deployments and environmental interactions thaticatd how the

organisation will achieve its objectives. Marketirggrategies are
designed as the vehicle to achieve marketing abgsct Marketing are

perceived tactics that support strategies butegras and tactics have
little relationship to objectives.

In the hospitality organisations, strategic plagnis the managerial
process of developing and maintaining an optimal between the
deployment of an organisation’s resources and pporunities of its
changing environment. The business environmerttasctistomer. It is
concerned with the selection of target market dral deployment of
marketing resources so that marketing objectivaseaachieved.

2.0 OBJECTIVES

At the end of this unit, you should be able to:

) differentiate between strategy, policy and tactics.
. write marketing objectives
. categorise strategic marketing mix .
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3.0 MAIN CONTENT

3.1 Selecting Strategic Business Unit (SBU)

Strategy differs from policy. Policy refers to caimwhs and constraints
which impinge upon decision making. Tactics arerskerm decisions
made when implementing strategy for marketing dbjes to be
achieved within a given time frame. Strategic plagrof a business is
important because it is data based. Its focus isarketing, production
and distribution. The business condition considées environmental
factors.

Strategic centre is usually referred to as StratBgsiness Unit SBU

As business grows, the products and markets araiiradg and
developed. The strategist has to decide which pp@i. Resources are
invariably limited, so allocations must be carefuthosen. Products or
markets likely to contribute most towards objectaehievement are
better supported.

What is perceived as an SBU will alter from timetitne according to
environmental change.

The hospitality marketers adopt a seven-step apprda strategic
marketing planning. These are:

know your property profile

know your prime prospects

know your competitors

establish realistic objectives

formulate a marketing plan

implement the plan

evaluate the plan’s effectiveness and adjust asrest

3.2 Writing Marketing Objectives

Marketing objectives for hospitality industry arerased in a number of
ways:

Market Growth- in the early stages of market development, opesato
are often more interested in expanding the totaketahan competing
for shares. Co-operatively operators can sharesasieof promoting the
product and educating prospective customers.
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Market Share- is defined as the proportion of demand obtainea in
product category, market or product-market cellwislely used by
national companies.

Sale Volume-is the number of guests and sales value. Hotplsrr¢he
objectives of higher occupancy levels and highegrage room rate.
Jointly, they would substantially improve saleswoé and because the
company was already in profit, would enhance thdtobo line.
Similarly, modest increase in turnover can have igprdportionate
beneficial effect on the net profits.

Market Penetration- is defined as the percentage of prospective
customers in the target market, who have triecptioeluct at least once.

It is used by companies which have particular nresgor wanting to sell

to a specified group of customers.

SELF ASSESSMENT EXERCISE

How does market strategy differ from policy andits?

3.3 Marketing Mix

Marketing mix is four controllable elements or dues that the
company put together to satisfy the target custemer

A marketing mix offers some products at a pricehvebme promotion
to tell potential customers about the products sotde means by which
the products can reach the customers. Marketingisnifte instruments
or tools that marketers use to influence demand.tdbls are always the
same whether it is a profit or a non- profit orgaation.

These variables that make up marketing mix (otrerwalled marketing
tools) are known as 4Ps:—= PRODUCTS, PLACE, PRICE &
PROMOTION. The customer is the target of all marigeefforts.

a) Product: A product may have different features. It is thedible
or intangible items the customers purchase or éxpet. There
are different ways to satisfy the needs of targstamers through
the product. Service rendered to the customersréefnd after
sales can be improved upon. The package, brand rearde
warranty can be changed; various advertising meaiabe used
such as newspaper, magazine and cable televigioe, giscount
can be given etc.

b) Place: means location or marketing channel. This involves

product transportation, storage, processes, anplirigggrack of
consumers (wholesalers and distributors) with iheBn
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d)

procedures. It is not so with the intangible pradu€¢he owner of
the business must provide the revenue to keep feEasaent to a
certain percentage of turnovers (total sales). Ppheduct is
useless if it is not located where the target ntargecan have
access to it.

Price: The right price must be determined. Price settimgst
consider the kind of competition in the target nedr&nd the cost
of the whole marketing mix. Management must cormnside
customer reaction to prices. Promotional price ficas such as
discounts, mark- ups and other sale term must heidered. If
the price is unacceptable to the customer, theteffioplanning
and setting the price is wasted.

Promotion: is concerned with informing the target market and
others in the channel of distribution about thedpici

Promotion includes: personal selling; advertisirggles promotion;
publicity
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3.4 The Strategic Marketing Mix

A strategic marketing-mix programme expresses gxadiat activities
will take place in support of each identified protuand market
subgroup on a week-by-week basis. Since brochum@dugtion,
distribution, advertising and merchandising in itedtavel agencies have
different timescales, there is a considerable mamagt art necessary in
scheduling programme of work to make the best disheo marketing
staff.

Prior to evolving the marketing mix, three prelimig decisions have to
be made:

1. selection of target market.
2. positioning of the product.
3. determination of the means of market entry.

A planned strategic marketing mix should have tilewing features:

. enable objectives to be achieved and should therefme
budgeted and controlled. It should have a time tduraover
which its effect is to be measured.

. be product-market cell specific, although it istqugatisfactory to
produce product plans or market plans.

. be integrated, each element of the marketing maHpet, price,
promoting and place-should complement the others.

o be built upon sound principles of marketing and Wiealge of
consumer behaviour.

3.5 Implementation and Control
The overall strategy must be developed into ammagilan.

However, market growth is synonymous with marketisgategy
particularly in which the early stages of marketelepment.

The two criteria of market growth and relative ner&hare fall into one
of four categories: stars, cash cows, dogs andiiquemarks. The main
characteristics of each are detailed below.

Stars Need large amounts of each to maintain share

Generate large amounts of cash
Balanced cash flow
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Turns into cash cow if share is maintained whenwgjio
slows, otherwise eventually becomes a dog

Cash Cows Strong market share, low unit costs
Profits and cash generation high
Fund investments elsewhere

Dogs Poor competitive position
Low volume, low margins, low profits
Negative cash flows

Question Cash needs are high because of marketlgrow
Marks Cannot recover cash unless it becomes staewntually
a cash cow, otherwise turns into dog.

The marketing strategies must specify what the @mypwishes to
achieve. Objectives may vary according to the protspfor the strategic
business unit (SBU) as follows:

1. maintain marketing share of each cow in order toegate strong
positive cash flow (milking strategy).

2. hold market share of stars in order to create &sh cows of the
future (maintenance strategy).

3. lose market share of dogs; liquidate assets (hastedegy).

4. since question-marks drain resources in the longen unless
their market share can be improved, there are tienative
strategies: build market share to become a futiare(sivestment
strategy), or lose share by selling off or disaomiig the product
(divestment strategy).

It should be noted that not all dogs need be untptié. An independent
hotelier with very little share of the total busssetravel market can be
very successful, provided that occupancy levels lagh: A small
market share is not necessarily a handicap; it lmana significant
advantage that enables a company to compete in \lagts are
unavailable to its large rivals.

4.0 CONCLUSION

This unit has discussed marketing strategy. Mamgetnix was also
briefly discussed. Each of the marketing tools Wwél further discussed
in the subsequent units.
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5.0 SUMMARY

The next unit will be discussing Product.

6.0 TUTOR- MARKED ASSIGNMENT

What are the 7 steps a marketer needs to adoptategc marketing
planning?

7.0 REFERENCES/FURTHER READING

Lesley (2000). Hospitality, Retail ManagementButterworth. Oxford:
Heinemann.

Schiffman L and Kanuk L (2007).Consumer Behaviour USA:
Prentice Hall.
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UNIT 4 PRODUCT STRATEGY
CONTENTS

1.0 Introduction
2.0 Objectives
3.0 Main Content
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1.0 INTRODUCTION

The product, which the marketer means to createdahder, may be
different from that received by the customer.

There is distinction between the core, tangible amgimented products.
The core products are problem-solvers: hotels eeblvplace to sleep or
meet whilst restaurants quell hunger or provide copmities to
socialize.

Tangible means where the fundamental benefitsranslated physically
e.g. a certain sized room equipped to a speciteadard and marketed
under a given brand. A hotel could define its thleggproduct as a 180-ft
room with colour television, telephone and smalDf{y bathroom
costing £14 per night.

The augmented product is the complete product ioffefEvery hotel
offers the same core product but this is modifiad anhanced in cost
effective ways to make it more attractive to itgge markets.
Competition takes place largely at the augmenteel.le

This and more will be discussed on product stratedglgis unit.
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2.0 OBJECTIVES

At the end of this unit, you should be able to:

. describe product, product mix and product life eycl
o distinguish between the core, tangible and augrdgmeaducts
. explain the major product decisions.

3.0 MAIN CONTENT
3.1 Whatis a Product?

Product is the good or service packaged to satisfy needs of the
customers, without which there is no marketing.daod can be called a
bundle of value that meets the expectations ofoousts in order to suit
the needs and wants of the target market; it mudtide consulting,

training manuals, installation and other tangibled aintangible

components. Surveys provide feedback on the exinivhich the

product meets the needs and wants as well asahdastls.

The hospitality product can be defined as the desatisfaction or
dissatisfaction which a customer receives from sphiality experience.
The satisfactions may be physiological, economiaciad, or
psychological.

Physiological Satisfactions full stomach, quenched thirst, and
comfortable bed, warm and subdued environment.

Economic Satisfactions good value for money, rapid service,
convenient location and credit facility.

Social Satisfactions enhancement of self-esteem, status and security.
The dissatisfactions may or may not be under thatrcb of
management.

Controllable- dirty uniforms, unhelpful staff, greasy spoons, or
cramped conditions.

Uncontrollable- road works, behaviour of other customers, or
seasonality of some menu items.

SELF ASSESSMENT EXERCISE

Differentiate between a core, tangible and augnaepteduct?
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3.2 Product Strategies

Product development is an integral part of markeiiob because it
covers almost all aspects of business operation wiles, service,
research and development, package, finance and
production/manufacturing. Developing products toetnine needs and
wants of customers for the service industry is irtgd.

In some hospitality firms, marketing has an impwotrtale to play in the
improvement of existing products and the develogroénew ones.

Marketing can help to enhance revenue from prodil@dnges as
additions to the current product line. Wheneverdhs more to be sold
than customers are buying, profit potential is rm@ing realised.
Revenue boosting opportunities abound for the isteaiperator who is
willing to offer facilities, services and eventatiwill attract customers.
Training customer-contact employees to stimulatd-@u sales also
upgrades sales.

Good attention to give total commitment to guesis&action can save
time, energy and efforts. It provides completelyrspealised and
individual service and creating the experiencentéliectual surprise for
its consumers.

3.2.1 Augmented Products in the Accommodation anéood
Service Areas

Accommodation Food and Beverages
Reservation system convenience Speed of food servic
Reservation system simplicity Ordering convenience
Acknowledgement of reservation Telephone
Lift attendants Advance orders
Room service Order-taking table staff
Standard of house keeping Complaints procedures
Courtesy Advance reservations
Procedures for handling Reliability of food/beverage
overbooking quality
Information services Customer advice on wines
Customer recognition Provision of special foods
Credit provision Cooking to order e.g. steaks
Baggage handling Acceptance of credit cards
Pet/child care Variations in portion
Provision for disabled Home deliveries
Group accommodation Extent of non-available menu
items
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Discounts on club referrals, etc Fibre/calorie ination
Cleaning/laundry Provision of ‘doggy—bags’
Courtesy care Function-catering facilities

3.3 Product Life Cycle

The concept of product life cycle is to describeatMmappens during the
market life of a product from its introduction statp its withdrawal. It
helps management formulate the appropriate marketirategies. The
S- shape graph has four stages viz: - INTRODUCTIQGROWTH,
MATURITY and DECLINE. Sales and profits vary betwestages.
Example of products that have quick growth anddagicline are disco,
coffee shop, sport bar etc.

Product Life Cycle

v
Q
©
w

“Introduction Growth* Maturity Decline

Wheelen, T. and Hunger, D. 8edn (2002) "Stratgc Management
and Business Policy”, New Jersey: USA P.91

3.3.1 Stage 1- Introduction

For food service outlets, in particular, early sateay be at a very high
level, as innovators try the product. For accomrtiodathe sales level
generally builds up more slowly. The hotel occupaleels are high
from the first few weeks of operation.
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During the introductory period, most purchasestaat, as opposed to
repeat purchases. At this stage marketers stimulated-of-mouth
promotion, advertising and publicity.

3.3.2 Stage 2 - Growth

Eventually, the cumulative effects of publicity gm@motion take effect
and sales literally take off. A large proportionconsumers in the target
market become aware of the product. More custormgrthe product
and some early adopters make repeat purchasese Hem@roduct is
now benefiting from both types of purchasers.

Competitors may begin entering the market at thsges Some
companies have a policy of always being a followather than
innovator. The follower often realizes a lower regvthan the innovator,
he also has a much lower level of commercial riEke innovator
introduces new products i.e. marketing researchyw ngroduct
development, advertising, promotion and so forth.

3.3.3 Stage 3 - Maturity

Sales growth now starts to slow down considerahhg at the
conclusion of this phase, levels off completely. aVIs happening is
that the last few members of the target market twdge not previously
tried the product finally do make their first puase. Sales volume,
therefore, has shifted to a greater proportionepleat purchases which
tend to follow a fairly stable pattern.

More competitors enter the market with improvemenson the
innovators’ product. Many companies look for growgpportunities,
thus growth markets than the market can profitashbtain.

In the introductory stage, the innovator normallyshthe market as
competitors wait to see what will happen. Whenpitsneering effort
starts to reap dividends, the sales take off ingttosvth stage of the life
cycle and competitors enter the market. Slower aiitgus latch onto
the innovators product belatedly.

3.3.4 Stage 4 - Decline
Eventually, the consumers lose interest in the ycbdither because the
product is superseded or consumer tastes changesaed decline.

Fewer people repurchase. This is usually a grapguatess, thereby
providing marketers with time to liquidate theisats.
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3.4 Product Decisions
Hospitality marketers have to make a number of pcodecisions:
. What satisfactions can be derived through the mtdiihis will

be reflected in both its tangible and intangibleneinsion e.g.
guality of beds and standard of service.

. What tangible form the product should take e.g.nrosize
amenities, restaurant format (coffee shop, espgaia@staurant,)
etc.

. Whether to market a single item as one main restdwor a line
of related products e g. coffee shop, gourmet uestd etc

o How to augment the product, so that it acquires dhsired
product position in the customers’ mind and isatiéntiated from
competitors.

. How to define, develop and promote the image antbgphere
dictated by the product-positioning statement.

. What style, form and standard of service to buld ithe product.

. Whether to brand the product since most hospitglibducts are
branded.

4.0 CONCLUSION

In this unit we have been able to discuss produrategyy extensively.
The unit also covered product life cycle and pradiecision.

5.0 SUMMARY

The augmented product is the complete product iofjefrTo have an
edge over the competitors, hospitality organisatisinould deal largely
at the augmented level.

6.0 TUTOR-MARKED ASSIGNMENT

What are the different stages of the product Mele?

7.0 REFERENCES/FURTHER READING

Quester, P. G., McGuiggan, R. and P. Wiliam (2001Basic
Marketing: A Managerial PerspectiveAustralia: McGraw Hill.

Buttle, F. (1986). 2nd EdrHotel and Food Service Marketindritain:
Holt.

63



HCM 237 HOSPITALITY SALES AND MARKETING

UNIT 5 PRICING STRATEGY
CONTENTS

1.0 Introduction
2.0 Objective
3.0 Main Content
3.1 Influence of Price on the Consumers
3.3 The Importance of Strategic Pricing
3.3  Constraints of Pricing Policy
3.3.1 Internal Constraints
3.3.2 External Constraints
3.4  Price and the Product Life-Cycle
4.0 Conclusion
50 Summary
6.0  Tutor-Marked Assignment
7.0 References/Further Reading

1.0 INTRODUCTION

Pricing is a function of marketing. In the hosptialbrganisations, the
marketing budget determines the amount of monelyhtha to be spent
on advance bookings, reservations and purchasesder to secure
targeted sales volume and revenue.

Many hospitality plans devote little attention tacphg. This is an error
and one of the primary reasons that many hospitabimpanies have
removed pricing responsibility from marketing arssigning it to other
departments, such as revenue management.

If marketing managers do not remain in controllo$ tarea, they must
interface with internal pricing departments. Mankgt and sales
departments will continuously be in conflict withriggng if pricing
strategies are not understood and considered ikeatidg and sales
plans.

In discussing pricing strategies, this unit willnsader the internal and
external factors, and other general approaches ricing in the
hospitality organisations.

2.0 OBJECTIVE

At the end of this unit, you should be able to:

o list the factors affecting price decisions.

64



HCM 237 MODULE 2

3.0 MAIN CONTENT

3.1 Influence of Price on the Consumers

Price can be defined as the amount of money chaiged good or
service. Price is the sum of the values consumecbamge for the
benefits of having or using the product or service.

Price is the only marketing mix element that pragucevenue. All
others represent costs. Some experts rate pricidgoace competition
as the number one problem facing management. Brisirnthe least
understood of the marketing variables, yet prigmgontrollable in an
unregulated market. Pricing changes are often ekdid made without

proper analysis. A pricing mistake can lead touairess failure even
when all other elements of the businesses are sduretotal product
concept is that the user must appreciate what irsgbeffered and at
what price. This is the way the value of the oftam be judged.
Customer attitudes and the policies of compet@éoesimportant factors

SELF ASSESSMENT EXERCISE
Outline some functions of pricing in the hospitalitdustry.
3.2 The Importance of Strategic Pricing

There are links between price and the other elesmienthe marketing
mix. The higher the price, the greater the posgibibf increasing
distributors’ margins, quantity discounts and hedsgributive support.
The higher the price, the greater the possibilftinoreasing budgets for
advertising, publicity, sales promotion and salesgbe’s commissions.

Strategic pricing decisions are essential if arapigation is to compete
successfully, pricing objectives and policies sHogliide these pricing
decisions.

Pricing objectives and strategies affect every tfasfemarketing and
sales. The selection of appropriate target maikatisthe emphasis to be
given to each depends on pricing.

The top Management in most hospitality companiedise that a 10
percent upward adjustment in rates can produceufabate profit result
in excess of cost cutting or traditional marketangl sales strategies to
increase the number of guests.

Pricing strategies are of great importance to chestaurant and need to
be reviewed constantly. As an example, food-seryjoelity is the
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predominant influence on guest ratings for famihd acasual dinning
restaurants. Family price appeal enhances a guasirgy for a family
restaurant chain.

3.3 Constraints of Pricing Policy
3.3.1 Internal Constraints

. Pricing strategy must take sufficient account ofteaxal
constraints —for example, government economic nreasu
inflation, price regulation and monopolies legigat the
reactions of distributors, competitors, suppliets,which may all
act as important determinants on prices.

. The life cycle concept has significant implicatifwn the pricing
of products.

. Price must be related to the requirements of thal foroduct
portfolio and hence to overall marketing objectives

. Future trends in costs, demand and competition beisiarefully

considered and policies on adapting prices to obdnmarket
conditions must be devised.

3.3.2 External Constraints

The role of government, and supra-national org#éioisasuch as the
European Union, provides a significant example urttés heading.
Aspects of a government’s economic managementatittudes and
policies to prices and incomes, to monopolies amdgers and to any
price-fixing agreements deemed contrary to theipubterest, all have
influences on management decision-making in trea.ar

3.4 Price and the Product Life-Cycle

As we have seen earlier, the price history of adpcd may indicate
significant changes as it moves through the stagéts life cycle. An

approach to pricing may be adopted in which thedpcer adds a
percentage mark-up to the sum of his own cost $0 agive at the final
selling price of his product. This mark up needs$ be rigidly fixed

throughout the life-cycle.

4.0 CONCLUSION

It is important for markets and managers to haveiragerstanding of
price. Charging too much chases away potentiaboussts.

Management should note that competition using aiglr pricing
strategy should be monitored carefully but not seagly emulated.
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5.0 SUMMARY

From the foregoing, you can see that competitorgh vd strong
marketing program, will use their marketing skitts gain customers
rather than cut their price. A hotel with good netnkg will allow a
competitor to lower prices and skim off the custmndeaving more

profitable business for them particularly if thetdlousing a survival
strategy has a small market share.

6.0 TUTOR-MARKED ASSIGNMENT
What are the constraints of pricing policy?
7.0 REFERENCES/FURTHER READING

Kotler P, Bowen J. and J. Makens 2008 ddn ‘Marketing for
Hospitality and Tourism’Australia: Prentice Hall.

Schiffman L and Kanuk L (2007)Consumer BehaviourPrentice Hall:
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MODULE 3

Unit 1 Place/Location

Unit 2 Promotion Strategy

Unit 3 People and Importance of Human Resouvtasagement

Unit 4 Building Customer Loyalty

Unit 5 Growth in the Hospitality Business throu@tectronic
Marketing

UNIT 1 PLACE/LOCATION
CONTENTS

1.0 Introduction
2.0 Objectives
3.0 Main Content
3.1 Location Differentiation
3.2 Choosing a Location
3.2.1 Marketing Strategy and Target Market
3.2.2 Regional Analysis
3.3.3 Area within that Region
3.2.4 Individual Sites
3.3 Reaching the Target Market
3.3.1 Accessibility
3.3.2 Speed of Traffic
3.3.3 Desirability of the Surrounding
3.3.4 Recommended Profiles
4.0 Conclusion
5.0 Summary
6.0  Tutor-Marked Assignment
7.0 References/Further Reading

1.0 INTRODUCTION

Place, otherwise known as location is concerned walit the decisions
involved in getting the right product to the targedrket. A product is
useless if it is not available when and where thgtamer wants it. A
product reaches customers through a channel oidigon.

Place can provide a strong competitive advantage.ekample, hotels
facing central park in a city or motels locatedhtigff a freeway exit
can enjoy a competitive advantage in percentagecotipancy over
hotels a block away.

Hospitality organisations should look for benefitseated by their
location, keeping in mind that this advantage ibjett to change.
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Factors such as a new highway bypass or crimingévigcin a
neighbourhood can quickly turn an advantage inpoadlem. This unit
discusses the importance of location and choosiagbest location for
the hospitality business.

2.0 OBJECTIVES

At the end of this unit, you should be able to:

. explain the location differentiation
. deduce that the target market is an important fantbospitality
location.

3.0 MAIN CONTENT
3.1 Location Differentiation

The three secrets of successful business are ibocakocation and
location’. Location is one of the most importanpests of distribution
for hospitality organisations. For business, whaistomers come to
them, the business must be conveniently locategodd location for a
hotel will be different from that of a motel or ast food restaurant.
Restaurant sites tend to be evaluated on theyabilithe local area to
provide business. Hotel sites are evaluated foattractiveness of their
location to persons coming to that destinationb&ith cases, location
depends on the company’s marketing strategy. Esgdngsation has its
own set of location evaluation characteristics.

SELF ASSESSMENT EXERCISE

Why is location the secret of successful business?

3.2 Choosing a Location

There are four steps in choosing a location.

3.2.1 Marketing Strategy and Target Market

There must be an understanding of the marketirgiegty and target
market of the company. For motels that caterHerttavellers and other
mid-class hotel guests arriving primarily by autdmh®, location is
typically along free-ways outside major metropalitreas. The location

decisions, like other marketing decisions, canreotéparated from the
marketing strategy.
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3.2.2 Regional Analysis

This involves the selection of geographic marketaarThere must be
sufficient and stable demand to support the hateisstaurants.

3.2.3 An Area within That Region

Once the geographic region has been chosen, thestegxis to select an
area within that region. The demographic and psydqhic
characteristics of the area will be looked into levheompetition and
growth potential are evaluated.

3.2.4 Individual Sites

A hotel can enter a saturated market to gain poesen that city.
Competition is not always a negative factor. Restais often tend to be

clustered, creating a restaurant row. This candyeeticial. Customers
going to one restaurant are exposed to a seleatiothers.

3.3  Reaching the Target Market
3.3.1 Accessibility

Accessibility is part of location. Is the site dgsaccessible by traffic
going in different directions? Is the site visilbdeallow drivers to turn?

3.3.2 Speed of Traffic

The slower the traffic is, the longer the visilyllitRestaurant sites at
intersections with a stoplight have the benefitegposure to waiting
drivers.

3.3.3 Desirability of the Surroundings

Is the area attractive? If the site is in a shopgenter, is the center well
maintained? Are the size, drainage, sewage alitibgtadequate?

3.3.4 Recommended Profile

The profile of preferred site of a fast food ressant are:

o free-standing location in a shopping center

o free-standing corner location (with a signal liglat the
intersection).

. inside light with 125 foot minimum frontage
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enclosed shopping mall

population of 12,000 or more in a one-mile radius

easy access of traffic to location

heavy vehicular/pedestrian traffic

home values and family income levels are averagdove.
close to offices and other demand generators.

a parcel size of 30,000 to 50,000 square feet.

no less than two or three miles from other existaggnpany
locations.

4.0 CONCLUSION
Location is a key attribute for a hotel or restatrd he location must

not only be favourable at the present time, but aisist continue to be
good throughout the life of the business.

5.0 SUMMARY

Managers must consider the concept of place-makiagight and good
service available in the right quantities and & tight location when
customers want them. The next unit will discussyprtion.

6.0 TUTOR-MARKED ASSIGNMENT

Give five recommended profile of a restaurant.

7.0 REFERENCES/FURTHER READING

Kotler P., Bowen J. and J. Makens 2086edin‘Marketing for
Hospitality and TourismAustralia: Prentice Hall.

Stokes, D. (1997) 2ednMarketing: A Case Study Approadbondon:
Letts.
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1.0 INTRODUCTION

Promotion is the last of the four Ps that we hawem@ned in Unit 10 of
this programme. This unit presents an overvievhefrble of promotion
in marketing. It starts by defining the promotiomxras the set of tools
used for demand manipulation. It also defines edi¢che major types of
tool. Promotion is used to solve communication fgots, so this unit
presents a framework for their analysis which catisgs them into
three types: cognitive, affective and action.

2.0 OBJECTIVES
At the end of this unit, you should be able to:

. describe the importance and application of pronmoiiax
) explain the main functions of promotion.

72



HCM 237 HOSPITALITY SALES AND MARKETING

3.0 MAIN CONTENT
3.1 The Importance of Promotion
. Consumers have difficulty in distinguishing betwesternatives

on the basis of their physical appearance; thgarsicularly true
of service products.

. Products are not well differentiated

. A new product is being launched and the target etanks not
had previous purchasing experience.

o There are a large number of people having influeocethe
buying decision as in some corporate purchases.

. There is a strong need for consumer education; fEewice

business faces this problem.
SELF ASSESSMENT EXERCISE
What is the importance of promotion in the hospgdlusiness?

3.2 The Promotion Mix

The promotion mix is the set of communicating toslsch a marketing
manager can use in his attempt to influence demamatludes:

J advertising
selling

sales promotion
direct mall
sponsorship
merchandising
public relations
publicity

Each of these will be defined and distinguished.

3.3 Factors Affecting Promotion

Promotion varies in its role and form depending rupdhether buying
behaviour displays cognitive learning or dissonaneduction (high
involvement) or variety seeking or inertia (low alvement).

The main role of promotion in the cognitive leaghimodel is to convey
persuasive information so that a buying intentisrfarmed. Message
Main Content is important; it should stress diffarating benefit and
take into account the audience’s predispositions.
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In the dissonance reduction model, promotion igdbr used to provide
post-purchased information which reassures thesaodi

The low involvement consumer is not an active infation seeker
because the product is less important. Consequeméssage Main
Content is less significant and brand choice is enprone to the
influence of temporary incentives.

The consequence of involvement for promotionaltsga is that the
more involved the consumer, the more he is likelydpurchase the
product despite the promotional efforts of compesit Therefore, the
goal of promotion should be to shift consumers freow to high
involvement.

The applications of the main promotional tools giveliffering
involvements are discussed below:

3.3.1 Advertising

Advertising should build awareness and familiarityith low
involvement products, using symbolically meaningfahd easily
recognized Main Content. Repetition is importamt: kigh-involvement
products carefully structured, persuasive inforomatishould be
conveyed. Long copy is more effective for this tgbgroduct.

3.3.2 Selling

Selling has a major contribution to make in promgtnigh involvement
products. Sales persons can provide feedback facudif inquiries.
Message Main Content can be modified to suit awdien

3.3.3 Sales Promotion

Sales promotion is more productive with low-invatvent products.
Continuous promotions can create repeat purchdses teducing
variety-seeking. Consumers may be more attractetheéopromotion
than the product. More involved audiences are mesgstant to sales
promotion and less likely to switch brands.

3.3.4 Direct Mall

Direct mail is both high and low involvement maskeit has an
informational role in high-involvement markets. éd&dy involved
audiences are more likely to read print matertalstlong copy can be
used. In low-involvement markets, direct mail can used to deliver
promotional incentives such as coupons or compaténtry forms.
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3.3.5 Sponsorship

Sponsorship’s main role is to build awareness. Gdiyethe only
information conveyed through sponsorship is the mamy (or brand)
name which makes it more suitable for low-involverteroducts.

3.3.6 Merchandising

Merchandising is more important for low-involvemgmoducts. Simple
exposure to a product display or print material magulate purchase.
As pre-purchase evaluation does not occur with ilowelvement

products, purchase behaviour can be motivatedegidint of sale.

3.3.7 Public Relations (PR)

Because of the diversity of activities classifieadRR, it has applications
in both high- and low-involvement sectors. An ex#&mpf a high-
involvement application is a familiarisation visdrganised by an
hotelier for tour operators. A low involvement apption would be a
reminder by a lift attendant that the restaurardnghe top floor of the
hotel.

3.3.8 Publicity

A major problem with publicity is that it is non-guosive. Unlike
advertising, where messages can be devised to vachspecific
promotional objectives, most publicity has to bevsworthy in its own
right. PR is used for both high- and low involverhproducts.

National newspapers may carry the story of a h®otlccess in winning
the contract to house a big political conferencenf€rence purchase is
high involvement. The story and the hotel’'s nami @ of interest to
conference organisers. A local radio station breatieg live from a
garden fete will attract visitors indirectly to thatering concessions.

3.4 Budgeting for Promotion

It is important to know how much to spend on praomtand how to

divide such a budget with the various promotionabld. Most

promotional activities have to be paid for, althbugpme of them are
free. The free ones are: word of mouth, publicityl some forms of
merchandising. Organisations take the advantageheg are used
constantly. However, it is important for compantesbudget for their
promotional mix.
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3.5 Tactics for Achieving Promotional Objectives

. Link the product to some involving issue (.e.g.tfé&sod to
nutritional values).
o Link the product to some involving personal sitaati(e.qg.

promote a town centre coffee shop in the mornindoree
shoppers leave home).

. Link the product to involving advertising. A vale@spressive
advertisement expresses consumers’ central belefvalues.
o Change the importance of product benefits; thimase difficult

to achieve because it involves changing consumed peorities
and educational process.

4.0 CONCLUSION

The ultimate goal of promotion is to obtain a leeetlemand favourable
for the promoter while promotional mix are the sal marketer uses in
his attempt to shift demand. The three types of roamication
problems; cognitive, variety seeking or inertiaw(linvolvement) and
promotional budget were also discussed.

5.0 SUMMARY

This unit has discussed promotional strategy, pt@mal tools and how
to achieve the promotional objectives. In the nemit, we shall be
discussing how to build customer loyalty.

6.0 TUTOR-MARKED ASSIGNMENT

Mention the various promotional tools.

7.0 REFERENCES/FURTHER READING

Schiffman L and Kanuk L (2007xonsumer BehaviourRrentice Hall:
USA

Quester, P. G., McGuiggan, R. and P. William (2001Basic
Marketing: A Managerial Perspectivat|cGraw Hill, Australia
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1.0 INTRODUCTION

Successful service companies focus their attenton both their
employees and customers. They understand the sewafit chain
which links service organisation profits with emyde and customer
satisfaction. This chain consists of five links:

Health Service profits and growth: Superior ser¥iga performance
Satisfied and loyal customers: Satisfied custonvgne remain loyal,
repeat purchases and refer other customers.

Greater service value: More effective and efficienistomer value
creation and service delivery.

Satisfied and productive service employees: Motesfsed loyal and
hard-working employees.

Internal service quality: Superior employee setettand training, a
high-quality work environment and strong support tbose dealing
with customers.

These and more will be discussed in this unit fmuryunderstanding of
the topic.
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2.0 OBJECTIVES
At the end of this unit, you should be able to:

. describe the importance of employees to the hdgpitadustry.
. explain the need to adopt service culture in orderchieve
correct marketing strategy.

3.0 MAIN CONTENT

3.1 Organisational Chart adopting Service Culture

When a company has a service culture, the orgamsaichart is turned
upside down. The customers are at the top and @gpmanagement is
at the bottom structure. In this type of organ@atieveryone is working
to serve the customer.

In a conventional organisational structure, thetakis of an employee is
kept from the supervisor. They know that if the eswsor finds out
about a mistake, they may be reprimanded. Hotelldhoultivate a
service culture. The supervisor must not be aftaidommunicate the
department’s mistake to other departments. Indhse, everyone works
to serve the guests. When you have a conventiorgdngsational
structure, everyone works to please the boss.

SELF ASSESSMENT EXERCISE
Why is service culture better than conventionaldtire?

3.2 Developing a Marketing Approach to Human Resages
Management

3.2.1 Creating jobs that attract Good People

Managers must use the principles of marketing toact and retain

employees. They must research and develop an wadédnrsg of the

employees’ needs, just as they do for the custarhasall employees
are the same, some seek to supplement their incarthess are looking
for work that will be their sole source of incomarketers can use
marketing research techniques to segment the emplayarket,

choosing the best segments for the organisation dewkloping a

marketing mix to attract them. The marketing mix éonployees is the
job, pay, benefits, location, transportation, pagkihours and intangible
rewards, such as prestige and perceived advance&ppattunities. Just
as customers look for different attributes wherytperchase a product,
employees look for benefits. The following factarsaddition to salary
and benefits may likely attract a potential jobkeze¢o hospitality job:
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chance for promotion and growth

work that keeps him interested

a chance for increasing responsibilities
good working conditions

sense of belonging

full appreciation of work done.

job security

good training program

personal loyalty to worker by company.
good salary

nice people to work with

good fringe benefits.

access to superior

geographic location

reasonable hours

. sympathetic help with personal problems

3.2.2 Teamwork

Employees must learn to be team players. Employdss are not

customer oriented often pass the responsibilityswing to others. In

companies that practice internal marketing, if engployee makes an
error, other employees try to cover it before thegy notices. In these
organisations, guests do not have to understantdtet's organisation

and business to ensure that their needs are metfrdht desk handles
most requests, relaying the guest’s desire to pipeopriate department.
In restaurants that have used internal marketingréate a service
culture, staff members cover for each other. Engggywho see that a
guest needs something will serve the guest, evaingthit may not be

their table.

Organisations that lack teamwork create an uncdatfteg environment
for the guest. The first employee to receive a tsiesequest or
complaint owns it. The employee is responsible rf@king sure that
guests receive what they need by following up witie other
departments involved and then contacting the gteeshake sure that
everything was satisfactory. Customers should awtho redirect their
request for service to another employee.

Hiring procedures need to identify those employad® are team
players. Older employees should show willingnesssupport other
employees. Some managers believed that the eldeidgiit not be
willing to cooperate or accept direction from theuah younger
supervisor. The company’s history, current busiegssts mission
statement and vision are important for employeekntmwy. They must
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be encouraged to feel proud of their employer. et contribute to
the company’s success must be instilled in them.

3.2.3 Orientation and Continuous Training

Orientation is to assure the new employee thatrhghe has made the
right decision and to build a strong sense of gl for the team and
the industry. It assures the employers that thepamm provides the
support that they require to be successful. Iigs a time to share the
values of the hotel and to introduce the facilibéshe hotel.

The hotel must be committed to providing consisbesic training in all
the departments as well as continuous trainingnifrg is for everyone
and must be planned, systematic and comprehenBhe.success of
training must be measurable.

3.3 Employee Involvement in Uniform Selection

The selection of uniform is often left to designargl managers with no
input from the worker. Uniforms are important besa@mployee dress
contributes greatly to the guest’'s encounter witlstemer contact
employees. Uniforms also become part of the atnmergsh of a
hospitality operation. They have the atmospheresaohospitality
operation; they have the ability to create styliahd colourful
impressions of the property. They distinguish erppés from the
general public, making employees accessible aniyadsentified. In
cases where uniforms are lacking, guests may betwsieated because
they have difficulty identifying employees when yhaeed help.
Uniforms have the ability to create attitudes abamuitemployee’s job.
Employees feel and behave differently once theyoputiniform.

Uniforms should be functional and accepted by thapleyees.

Management often looks for uniforms that represeatproperty, acting
as a marketing tool and enhancing the image obtganisation.

4.0 CONCLUSION

In order to achieve profits and organisational gotle employees who
take care of the customers must be given a sersgl@iging.

5.0 SUMMARY
The concept of the service-profit chain is that thespitality
organisations must satisfy three groups; customensployees and

stakeholders. All of the groups are important brgt femployees must
be satisfied. If employees love their jobs and Besknse of pride in the
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company, they will serve customers well. Satisttadtomers will return
frequently to the hotel.

6.0 TUTOR-MARKED ASSIGNMENT
List at least 10 factors that can attract a poajab seeker to a hotel.
7.0 REFERENCES/FURTHER READINGS

Kotler P., Bowen J. and J. Makens 2008 ddn ‘Marketing for
Hospitality and Tourism’Prentice Hall: Australia

Quester, P. G., McGuiggan, R. and P. William (2001Basic
Marketing: A Managerial PerspectivatlcGraw Hill, Australia
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1.0 INTRODUCTION

Today, many companies face the toughest competitiacstecades and
things will only get worse in years to come. Inliearunits we have

discussed this and how to succeed in today’s catiyeetnarketplace.

Hospitality organisations will have to adopt a neitkg philosophy. In

this unit, we will spell out in more detail how cpanies can go about
winning customers and outperforming competitors.

2.0 OBJECTIVES

At the end of this unit, you should be able to:

. define customer value and customer satisfaction

. distinguish the difference between customer satisfia and
customer loyalty

. deduce the importance and benefits of quality.

3.0 MAIN CONTENT
3.1 Customer Value

In order to succeed and survive, hospitality orgatmons need a new
philosophy. To win in today's marketplace, the ggvndustry must be
customer centred. They must deliver superior valetheir target

customers.. They must not just build the produ¢trbust become adept
in building customers. They must be skilful in metrlengineering, not
just product engineering.
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Too many companies think that obtaining customsrthe job of the
marketing or sales department. It must be reatisedmarketing cannot
do this job alone. Although it plays a leading rabearketing can be
only a partner in attracting and keeping customéng best marketing
department cannot successfully sell poorly madelysts that fail to
meet consumers’ needs. The marketing departmerieaffective only
in companies in which all departments and employes® teamed up
to form a competitively superior customer valuevael system.

Customers are not just focusing on price but alaatva higher quality
product and service. It is expedient to study astcba customers’ needs
and one important aspect of service is speed.

3.2 Customer’s Satisfaction

Consumers form judgements about the value of markediffers and
make their buying decisions based on these judgesméustomer’s
satisfaction with a purchase depends on the prdysrformance
relative to a buyer’'s expectations. If the prodsigberformance falls
short of expectations, the customer is not satlsfié performance
exceeds expectations, the customer is highly sadisir delighted.

Although a customer-centered organisation seeksdabver high
customer satisfaction relative to competitors, @gesl not attempt to
maximize customer’s satisfaction. An organisatian always increase
customer’s satisfaction by lowering profits. In dgboh to customers, the
organisation has many stakeholders, including eye@s, suppliers, and
stakeholders. Spending more to increase custorsatisfaction is to
generate customer’s value profitably. Ultimatellge tcompany must
deliver a high level of customer’s satisfaction hielivering at least
acceptable level of satisfaction to other stakedrsld This requires a
very delicate balance.

Today’'s winning companies track their customers’pestations,
perceived company’s performance and customer aatish. Customer
satisfaction measures are meaningful only in a @titiyge context.

For organisations that are customer-centered suxhha@spitality
industry, customer satisfaction is both a goal andajor factor in the
company success, as highly satisfied customerauipeoseveral benefits
for the company. They are fewer prices sensitivd #mey remain
customers for a longer period. They buy additiggratucts over time as
the company introduces related products or imprardmand they talk
favourably to others about the company and its yortsd
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SELF ASSESSMENT EXERCISE

Who is a satisfied customer?
3.3 Customer Loyalty

Customer’s satisfaction is a requisite for loyaltyhe customer
expectations must be met or exceeded in order ttd Hayalty.
However, there are several reasons why satisfistiomers may not
become loyal customers. First, some customers tloetarn to an area
on a regular basis. Some customers may be satisftadeach hotel or
restaurant, but they keep changing to gain a nepereence. Some
guests are price sensitive and will shop for thst lbeal. Even though
they were satisfied with the last hotel, they wviilf out another hotel
because of the deal they were offered. Customarscéxo be satisfied
with their purchase, if not; they would not havedmahe purchase. To
develop loyal customers, managers must have exlyesatisfied
customers.

The clear difference between satisfaction and tgya that a loyal
customer is more valuable than satisfied customesstisfied customer
who does not return and does not spread positivel-ebmouth adds
no value to the company. On the other hand, a loyatomer who
returns and spreads positive word-of-mouth hasdcdded value to the
hotel. Management must identify loyal customers amelate more
customer-delivered value than competing for custsme

3.4 Cost of Lost Customers

The company needs to figure out how much it wowlsit ¢o reduce the
defection rate. If the cost is less than the lasffits, the company
should spend that amount to reduce customer defesctiOutstanding
organisations go all out to retain their customefampetition is
increasing and the costs of attracting new custsraeg rising. In the
hospitality industry, it might cost-five times asuam to attract new
customer as to keep a current customer happy. SiWkermarketing
costs more than defensive marketing, because éstakgreat deal of
effort and spending to coax satisfied customersydvesm competitors.

3.5 Customer Retention

High quality builds loyalty and creates positiverd/@f mouth. It is an

important factor in the purchase decision. It daiees customer’s
satisfaction, which affects repeat business andlvedrmouth. Studies
have shown that it costs four to six times as ntoctreate a customer
as it does to maintain an existing one.
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A satisfied customer will also spread a recommeadaby word of
mouth. On average, one satisfied guest will telk fothers, while a
dissatisfied guest will tell ten or more people. drder to balance
positive word of mouth with negative word of moutyo or more
customers must leave, feeling good about the seritc every person
who feels the quality of service is poor. The hdtel is striving to build
an excellent reputation must do much better.

4.0 CONCLUSION

Hospitality organisations today face stiff competit while customer
demands are increasing. Things will continue tovgarse in years to
come. Therefore the need to satisfy customer carb®t over-
emphasised. A satisfied customer will come baclkd apread
recommendation by word of mouth.

5.0 SUMMARY

The answer to customer loyalty and repeat perfocadies in doing a
better job of meeting and satisfying customer’sdsed he benefit of
service quality is customer retention.

This unit has been discussing the importance adfgatg the customer
particularly in the face of competition. Thé&16nit which is the last
unit will talk about electronic marketing. The usé electronic in
communication in the hospitality industry is imgort for recognition
and efficiency.

6.0 TUTOR-MARKED ASSIGNMENT

Why is customer retention important?

7.0 REFERENCES/FURTHER READING

Schiffman L and Kanuk L (2007C'onsumer BehaviourRrentice Hall:
USA
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1.0 INTRODUCTION

With the creation of the World Wide Web and web \Bsers in the

1990s, the internet was transformed from a merenuamrcation tool

into a revolutionary technology. By early 2002 elmet penetration had
reached 66 percent. Today, there are billions meteusers worldwide,
with almost half having access to the Internetcahé.

The internet represents an untapped opportunitynfany companies
including the hospitality industry. It is in a wangeful as a sales outlet
and it provides a medium for communication betwgencompany and
its customers. In the light of competition, hotalsd restaurants must
adopt internet technology and avoid the risk ohbdeft behind. This
unit discusses the relevance of internet in holsgitaindustry
communication.

2.0 OBJECTIVE
At the end of this unit, you should be able to:

. describe the importance of electronic marketing édiective
communication in the hospitality industry.

3.0 MAIN CONTENT
3.1 Customisation

The internet-based economy or the New Economy vesgolround
information businesses. Information has the adgm#af being easy to
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differentiate, customise, personalise and sendaedible speeds over
networks. Companies have grown skilled in gathemfigrmation about

individual customers, the competitors and busingssners such as:
(suppliers, distributors, wholesalers and growehs)turn, they have

become more adept at individualising their prodacid services,

messages and media.

Many hospitality and travel companies have devalopecompetitive
advantage by understanding their customers on dixidial level and

developing marketing offers that fit their wantdhey can offer these
customers special benefits through loyalty programge information

on these customers can be made readily availabl@ughout the
company through the internet. Thus, if a guestdskea feather pillow
hotel last week, the housekeeper in that hotel kvibw about it and
feather pillow will be on the guest’s bed in a lofarof the hotel in
another town when he arrives the following weeke Blgstem will also
be in the guest information file, so the front desérk will know this

arrangement has been on when the guest checksthatdotel. A

restaurant will know that a guest comes in abogecgvery four weeks
based on their guest information file. Their loygtrogram could offer
the guest a coupon for a free appetizer, with guratton date of three
weeks on the coupon. The restaurant’s databasdetasnined that the
customer will be back soon and provide him withitam that will not

reduce his overall check. The customer gains ratogrand the benefit
of a free product at one of their favourite reséats. Information has
allowed the restaurant to electronically creat®ter in real time based
on the guest’s profile. Having access to custortiisemarketing mix to
individual customers can create a competitive athge

SELF ASSESSMENT EXERCISE

What is the relevance of electronic marketing ®shbspitality industry?

3.2 E-Businesses E-Commerce and E-Marketing in thdew
Digital Age

E-Business involves the use of electronic platformsranets, extranets
and the internet to conduct a company’s busindss.ifiternet and other
technologies now help companies carry on their fass faster and
more accurately. E-commerce is more specific thdmsness. E-
business includes all electronics-based informagiochanges within or
between companies and customers and over a widge raf time and
space. Many companies have set up web sites tomnébout and

promote their products and services. They haveaeudaatranets to help
employees communicate with each other and accéssnation found

in the company’s computers. They have set up eaxtsanith their major
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suppliers and distributors to assist informationchenge, orders,
transactions and payments.

In contracts, e-commerce involves buying and sglliprocesses
supported by electronic means, primarily the inderrE-markets are
Market-spaces rather than physical marketplacderSelse e-markets to
offer their products and services online. Buyers teem to search for
information, identify what they want and place osl@sing credit or
other means of electronic payment.

E-commerce includes e-marketing and e-purchashpgdeurement). E-

marketing is the marketing side of e-commerceofisists of company
efforts to communicate, promote, and sell prodaaots services over the
internet. Some international hotel such as: Hilthrarriott, Radisson

and Starwood conduct e-marketing at their web .sitee e-marketing is
the buying side of e-commerce. It consists of camgs purchasing

goods, services and information from online supplie

In business-to-business buying, e-marketers andir&psers come
together in huge e-commerce networks. E-commercetla@ internet
bring many benefits to both buyers and sellers. Sainthese major
benefits are discussed in 3.3 below.

3.3 Benefits to Buyers

Internet buying benefits both final buyers and bass buyers in many
ways. It is convenient; customers don’t have totldatraffic, find
parking spaces, and trek through stores and disléad and examine
products. They can do comparative shopping by braywhrough mail
catalogues or surfing web sites. Direct marketekgenclose their doors.
Buying is easy and private. Customers encounteerfdwying hassles
and don’t have to face sales people or open thesselp to persuasion
and emotional pitches. Business buyers can leawutabnd buy
products and services without waiting for salespeop

The internet often provides buyers with greaterdpobd access and
selection. For example, the traveller going to ooentry can compare
hotels through pictures and virtual tours whildirsgt in their living
rooms.

Beyond a broader selection of sellers and produetspmmerce
channels also give buyers access to a wealth ofpaamtive
information, information about companies, produad aompetitors.

The company’s web page must be appealing, relamhturrent if it is

to attract repeat visits. Companies should consigéng state-of-the-
graphics. The sites can be developed to providgatéed helps such as
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providing product expertise and a personal coneais$o recommend
choice wines, holiday inns, and book rooms overithernet and tell
where the restaurants are located.

The internet must be easily accessible and quickesponding to

customers’ calls. Customers may have high and gigrpectations

about how quickly and adequately they should rexeanswers to

guestions and complaints sent in by phone or e-riai internet user
must be able to communicate directly with the comypan-line. People

like to communicate automatically. The computer barprogrammed to
book reservations, select and confirm room resemstand other

information to the customer or prospective cust@melowever, when

the users have questions that the computer caanseter or they have a
problem they would like to discuss, they should gieen a phone

number to call and an automatic e-mail option.

When designing a web site, one must not forgetctitomers and the
importance of communicating with them in the methioely desire.

4.0 CONCLUSION

Every hospitality organisation should endeavoubtnd and actively
manage a customer database. Internet service peanitompany’s
targeting to be super efficient. The hospitalitgustry should therefore
take the advantage of the internet. It will imprdle efficiency in the
areas of research, provide information, run disoas$orum, provide
training, carry on lone buying and selling (i.ecanmerce) to mention
but a few.

5.0 SUMMARY

In this unit which is the last in this course, timportance and
application of computer and internet to the hodipjtandustry had been
discussed.

To survive and thrive in this century, managerd ndéled to integrate a
new trend to management via the web. There is reedonstruct
relationships with suppliers and customers, totergalue for them and
make money and in the process, revolutionising etar§. Some
strategists envision a day when all buying andrgelvill involve direct
electronic connection between companies and tlistomers. This new
consumer thinking will affect every business inolesof the speed,
price, product information and service.
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6.0 TUTOR-MARKED ASSIGNMENT

List the new age digital you would recommend f&r atar hotel
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