CONTENT/TEACHING OUTLINE
Unit D:  Marketing the Industry Segments

COMPETENCY:
4.00
Explain marketing strategies used by major segments





of the travel, tourism, and recreation industry.

OBJECTIVE:
4.02
Explain the lodging industry.

A. Describe the composition of a lodging property.

1. Lodging:  A place to sleep for one or more nights.

2. Identify the components of a lodging business.

a. Front of the house:  Any area of the lodging property which may be used by the guest such as restaurants, meeting rooms, and work out facilities.

b. Back of the house:  Departments/areas not usually seen by the guest such as human resources and accounting.
B. Describe the different types of lodging properties.

1. Lodging properties can be classified by several factors, including price, level of service, type of guest, amenities, and location, location being the most common segmentation.

2. These categories overlap and properties can often be described using more than one factor.

a. Location/Client needs
(1) Resort hotels
(a) Properties are located in popular areas known for desirable weather, scenery or recreational activities.
(b) Many resorts are located near natural attractions (Vail, Colorado – mountains) while others specifically add recreational facilities (golf course, spa, tennis courts) to attract guests.

(c) Some are only open during their high season.
(d) Many offer package deals.
(e) A remote location is often part of the attraction for a resort.

(f) Resorts originally catered to leisure travelers but have expanded their market to include conferences/meetings during low and shoulder periods.

(g) The average length of stay for guests is 4-7 days.
(h) Guests are “captured clients” since they are isolated from other businesses.  They look to the resort to provide a full complement of services (meals, activities, entertainment).

(i) Staff has more direct contact with guests in this environment, and this creates a demand for well-trained staff.

(j) Resort hotels promote repeat business and detailed knowledge of a guest’s preferences.

(2) Airport hotels

(a) Properties are located in and around airports.
(b) They provide convenient lodging for guests with early flights or for those between connections.

(c) The majority of the guests are business travelers, but there are also some leisure travelers (70:30 ratio).

(d) Room service and restaurant hours may be extended to accommodate travelers’ schedules.

(e) Convenience is a major factor.
(f) Properties offer free shuttles to and from the airport.
(g) The busiest time of the week is Monday-Friday (business travelers), so there is more availability on the weekends.  Some properties offer packages to attract guests during this time.

(h) Crew rooms are contracted to airlines for their pilots, flight attendants, etc.  These rooms are a good base for the hotels because the airlines pay for the rooms whether they are used or not used.  (They are almost always used.)

(i) “Distressed” rooms are for passengers who are sent to a hotel for the night because their flight cannot get off the ground for some reason.

(3) Convention hotels

(a) Facilities are specially designed to meet the needs of groups who are holding meetings, trade shows, or large conferences.

(b) Conference attendees can come from a single state or from around the world.

(c) Hotels have a large number of guest rooms, multiple meeting rooms, and banquet facilities.

(d) Public areas are large to accommodate crowds.

(e) Conference attendees often eat some/all of their meals at the hotel.

(4) Extended stay hotels

(a) Rooms have full kitchen facilities.
(b) Properties are designed for guests who are staying for a long period of time.

(c) Guests may be business people who must stay in a city for an extended period or families/individuals that are relocating.

(d) Reduced rates are offered based on the length of the stay.

(e) Some properties provide stores, business centers, and recreational facilities on the premises.

(f) Typical services include airport shuttle, room service, business center, and in-house laundry facilities.

(5) Motels

(a) Often several are grouped together off a highway exit where they are easily accessible.

(b) Parking is located close to the room.
(c) Entrance to the rooms is only from the outside.
(d) Décor is casual.
(e) Rooms are small but adequate.
(f) Facilities may be limited to a pool and vending machines.

(g) The ratio of employees to guests is low.
(6) Casino hotels

(a) Previously these properties attracted adult guests only, but they are now trying to expand their market segments to include families and conventions.

(b) The gaming areas are for adults only.
(c) Programmed activities are provided for children so that parents can utilize other facilities.

(d) Rooms have work space for conference attendees.
(e) Both adult and family entertainment is provided.
(7) Luxury hotels

(a) Hotels in this category provide a full range of services which may include a concierge, several food and beverage outlets, valet, bellhops, laundry services, beauty salons, health spas, secretarial services, and a ballroom.

(b) This category charges the highest prices, but guests expect the highest level of service.

(c) These hotels appeal to both business and leisure guests.

(8) Vacation ownership/timeshare

(a) The guest buys a unit, similar to a condominium, for a set period of time each year.

(b) The time period is usually broken down in terms of weeks.
(c) Vacationers contract at a certain rate for their property so they do not worry about fluctuating prices.

(d) Accommodations are of a high quality.
(e) Owners may be able to swap vacation destinations with other timeshare owners so they can visit different destinations.

(9) All-suite hotels

(a) Suites have more space than a typical hotel room.
(b) The additional space is usually in the form of a lounge/living area and kitchen.

(c) All-suite properties provide more space at a lower cost than the high price tag for a suite in a full-service hotel.
(d) To provide the extra space in suites, the public areas are kept to a minimum.

(e) Suites are approximately 1½ - 2 times the size of an average hotel room.

(10) Bed and Breakfast

(a) The Bed and Breakfast offers an alternative to traditional lodging facilities.
(b) Bed and Breakfasts are private homes offering guest rooms.
(c) The owner lives in the home and is the host/hostess to the guests.

(d) Prices and dwellings vary widely and often reflect the distinctiveness of the region where they are located.

(e) The owner is often the only employee.
(f) These accommodations are described as “homey.”

(g) Bed and Breakfasts offer a friendly atmosphere that may not be available at hotels.

(h) Guests have been primarily leisure travelers, but business travelers are starting to look to Bed and Breakfasts as an alternative.

(i) The rate usually includes overnight lodging and homemade breakfast.
(11) Commercial or Transient

(a) Average stay 2-3 nights

(b) Business guests during the week and leisure guests – often visiting relatives, wedding parties, weekend getaways – on weekends

(c) Examples:  Marriott, Sheraton, Doubletree

(12) Boutique hotels

(a) Appeal to both leisure and business travelers

(b) Properties of 150-200 rooms

(c) Usually located in major metropolitan areas

(d) Highly personalized and high on technology

(13) Economy hotels

(a) No meeting space or restaurant

(b) May serve a continental breakfast

(c) Usually very limited service

(d) Appeal to travelers with budget constraints

b. Amenities:  Gratis features that enhance a guest’s comfort or convenience.  The higher the level of service, the more amenities that a guest expects.  Amenities include pools, microwaves, shampoo/conditioner, lotion, double sinks, bathrobes, coffee pots, whirlpool tubs, data ports, etc.

C. Describe factors that affect lodging rates.
1. Perishability of rooms.  A room in a lodging property is a perishable product.  If it is not occupied on a particular night, there is no opportunity to make up for that lost revenue.  Considering competitors’ rates, costs, and profit goals, lodging properties may offer special rates/packages to offset the chance of an empty room.

2. Peak prices vs. off-peak prices.  Demand for rooms affects the level of prices.  During peak periods of demand, guests are willing to pay more.  During the off-peak periods, such as winter at the beach, guests expect to pay less since the activity that attracts them to the area is not available.  This process of varying rates to maximize profit is known as “yield management.”
3. Guest rates.  Rooms often vary based on the type of guest occupying the room.
a. Rack Rates
(1) Standard rates that are quoted to walk-in guests and general inquiries

(2) Usually the highest rates charged for a specific room

b. Corporate rates
(1) Rates given to business people that frequently stay at the property

(2) Usually 10-15% lower than rack rates

c. Group rates

(1) Available to large groups that book a minimum number of rooms

(2) Group bookings are efficient for the hotel, and group sales tend to encourage repeat business.
d. Government rates
(1) Offered to state or federal government employees
(2) Based on the current daily allowance known as a “per diem”
(3) Encourage repeat business with those qualified guests
e. Senior citizen rates

(1) Discount rates are designed to match seniors’ limited income.
(2) The senior citizens represent a sizeable market of travelers.

(3) AARP:  A nonprofit membership organization dedicated to focusing on the needs and interests of persons 50 years of age and older.  AARP is a recognized organization and many lodging properties offer special discounts to its members.
D. Describe trends in the lodging industry.
1. The senior market will continue to grow.
2. Security is an important issue for travelers.
3. Families are traveling together, creating a demand for a variety of amenities for different ages.

4. More travelers are using the Internet to make their reservations/plans.
5. Travelers are taking shorter trips more frequently, rather than extended trips, due to the demands of work.

6. Business people expect rooms to be equipped to handle their electronics and technology-based needs.

7. More women are traveling for business.
8. Most major chains have attempted to reach every target market by having different properties within the corporate group positioned to meet different needs of the traveling public.  Example:  Marriott Corporation includes Renaissance (high end), Marriott (corporate client), Marriott Courtyard (midscale), Fairfield (economy), Residence Inn (extended stay), and Springhill (all suite hotel). 

E. Describe marketing strategies used in the lodging industry.
1. Advertising
a. Specific advertising media can enhance the image and trustworthiness of a business.  

b. Many national companies utilize television advertising to reach large audiences.  Examples:  Motel 8 and Marriott
c. Many companies have a toll-free number which facilitates the reservation process for the traveler.
d. Properties are able to target specific groups through publications.  Examples:  Lodging and Business Weekly magazines
2. Personal selling

a. Personal selling is very important in the lodging industry because it can take place on many levels (front desk, restaurants, housekeeping, etc.).
b. The personal contact provides immediate feedback to the lodging facility and gives customers satisfaction from being able to talk directly to someone.
c. Knowledgeable sales people have the opportunity to build profitable relationships by greeting returning guests in a personal manner and by remembering guests’ specific preferences.
3. Sales promotion
a. Examples
(1) Coupons, contests, premiums, and added extras
(2) Free breakfast or kids stay free when parents pay
b. Frequent-guest award programs:  A technique that awards free accommodations, upgrades, and other prizes to guests after they spend certain numbers of room nights with the lodging chain.  This promotion promotes a long-term relationship with the guest who wishes to accumulate enough points to make it worthwhile.
(1) Membership is usually free.
(2) Guests receive priority check-in.
(3) Points may be applied to other travel and tourism services.  These partnerships between travel companies enhance the benefits of membership in these programs.  Example:  Marriott Rewards plan teams with British Airways, Hertz, American Express, and the SkyMall.

4. Public relations and publicity
a. Requires planning and coordination in order to be effective
b. Examples

(1) Announcements such as opening of new properties in the United States or other parts of the world
(2) Marriott receiving the top hotel chain ranking in Business Week’s survey in 2003

(3) “Conserving for Tomorrow” initiative at Holiday Inn 
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