The Marketing Strategies within Hays Travel. Are they effective?


Introduction

This report will be analysing the current marketing strategies within Hays Travel. Hays Travel is the UKs largest independent travel agency with nearly 500 branches. Although being an independent travel agency, Hays Travel, as of 2023, has the highest number of travel shops throughout the UK, bypassing TUI (Statista, 2023). Hays Travel take pride in their employees, and they state on their career’s website ‘Putting people at the heart of what we do has seen Hays Travel become the largest independent travel agency in the UK’ (Hays Travel, n. d.). By satisfying the needs of employees, and creating a motivational system, management will be able to see a difference in the performance of the company (Achim, I.M., et al, 2013). The employee and company performance are usually reflected on the company’s culture and its ability to motivate employees which Hays Travel clearly states they do. By conducting research into the marketing strategies, it was vital that the satisfaction of employees was achieved in order to keep them engaged and motivated within the company.

The only research method being used throughout this report is secondary data analysis. There was no primary data being used as it was solely internet research. Qualitative data is being used as it provides materials for an experiential study of an experience that the research is about (Flick, U., 2018). By using this research method, it will help to explore and develop an understanding of the marketing at Hays travel through observation and collecting materials through online sources (Ren C., 2014). 

What are Hays Travels current marketing strategies?

Collis, D. J., and Rukstad, M.G. (2008) state that strategy statements that include the scope and goals of a company, should consist of no more than 35 words. This is due to the fact of wanting to demonstrate what that company values and what their missions are but also keeping it precise and exact. Hays Travels mission statement is ‘Save time, money, and resources. Whatever your travel needs, Hays Travel for business offer and extensive, diverse, and cost-effective service – 24/7, 365 days a year’ (Hays Travel, n. d.). They explain that each ‘client’ has a customised service that caters to their every travel need. As described by Kotlers P. (2012) ‘winning marketing practices’, ‘win through adaptation and customisation’ relates to Hays Travels emphasis on customer tailored holidays. Hays Travels ‘old strategy’ in their marketing department was solely focused on ‘bottom of the funnel’ strategic marketing which only targeted their in-market clients during the school summer holidays. However, their ‘new strategy’ is focused on building up their brand to not only support them in the long run but also for their long-term foreign exchange growth. Therefore, they are focused slightly less on the short-term strategic marketing but still continue to market their clients during peak summer holidays (Different Narrative, n. d.). 

Vorhies and Morgan (2005) found in their study, that companies with powerful marketing strategies were higher performing compared to those companies that did not have strong marketing. As Hays Travel is the largest independent travel agency in the UK, the threat of new entry is minimal, but it is still vital that their marketing team is producing high standard, strong marketing strategies to ensure they keep up with supplier demand. Jüttner, U et al (2007) state that ‘in markets where customers perceive little difference between products and … brand loyalty dwindles, time availability because a major determinant of success’. This indicates that just providing products will not increase customer satisfaction and therefore giving customers excellent service at the time they most require it, will ensure customers feel they are valued. 

Talent Management

To guarantee customer loyalty, having a strong marketing team is vital. Talent management is the importance of investing in the progress and career development of an employee (Collings, D.G. and Mellahi, K., 2009). Due to this definition, having employees who are high performers in the marketing department at Hays Travel is essential to maintaining their vision as a brand. Strategy consultants are one way of improving and developing the marketing within Hays Travel. Strategy consultants are external professionals that help a company figure out how their methods and strategies of managing the company are weak. They may then suggest how the company can develop their marketing to increase customer satisfaction like employing external workers who are high performing in the marketing department (Whittington, R., 2012). However, others say that it is more efficient and effective to develop these issues internally as strategy consultants have little to no knowledge on how Hays Travel brand to their customers. As well as this, employing external workers can increase expenses for Hays Travel due to having to pay extra people as well as having to go through the hiring process. Instead of hiring new employees, training current ones can reduce these extra expenses as well as promoting employee engagement. Employees at Hays Travel will benefit much greater from being trained as they know their needs are catered to and will become more loyal to the company, resulting in a win for the customer as employees are satisfied and engaged with their role, producing high quality marketing materials (HiBob, 2022). 

Marketing Mix

	
Product
	Hays Travel are a travel agency that specialises in tailor-made holidays to give customers a unique experience. Before selling these holidays, they must ensure they are of the highest quality that caters towards their visions and goals as a company as well as making sure they accommodate to all types of customers. Hays travel provide numerous different types of holidays that are tailored towards each consumer, ones of which include specialist activities, safari holidays and many others as well as typical family holidays (Hays Travel, n. d.). However, in comparison, TUI provide sport holidays as well as their typical beach, all-inclusive family holidays. Although they deliver similar types of holidays, they only work with a small number of hotels around the world (TUI, n. d.). This gives Hays Travel an advantage as they can deliver customers with any type of holiday they want, working with over 500,000 hotels worldwide to suit all traveller’s needs. 

	
Price
	To ensure they are accommodating to each customers need, they must provide numerous types of holidays that have a fluctuating price range. From luxury holidays to low-cost holidays, having a range that ensures all customers are able to buy their holidays is essential. Hays Travel work with a plethora of travel companies, so are able to provide their consumers with more flexible holidays. In contrast, TUI only provide their consumers with their own hotels and holidays, so provide little range and flexibility. Although, they provide a small range of low-cost and luxury holidays, they can only give consumers what is available to them i.e., TUI packaged holiday which is at a set price to their company. 

	
Place
	Hays Travel have over 450 branches located around the UK (Hays Travel, 2023) as well as having multiple platforms to showcase their holidays like their website, Instagram, Facebook and Twitter and many others which are all a vital part in the marketing of the company. 

	
Promotion
	The majority promotion of their holidays is executed online which will target their younger generational market, but they also have a small number of brochures and leaflets that get displayed around their shops and in other external locations which are usually targeting the older generational market who have minimal access to the internet. 



The marketing mix created by McCarthy J. (1972) is defined as a marketing strategy accumulated by companies to improve the levels of ‘customer satisfaction’ (Raewf, M., and Thabit, T., 2015). The 4 Ps of marketing can help Hays Travel understand who their target market is and how they can effectively market towards them. However, this model does not consider the employees who as they claim are ‘what makes us’ (Hays Travel, n. d.). It does not take into consideration the motivation or engagement of employees who are a vital aspect of the company’s success. As well as this, it does not consider the environmental factors as stated by Johnson J. et al (2020) ‘organisations depend upon their environments for their survival’. Environments here is being understood within the company, in their ‘widest sense’. Having a suitable environment to work in, is part of the success of employees and the company.

Who is their competition?

Hays Travels three core pillars to engage consumers are: convenience, great rates, delivered by the travel experts. They demonstrate they feel going by these three pillars in their company, they become individual from their competitors who mainly focus on the ‘generic product availability’. (Different Narrative, n. d.). However, although they display that the company is distinct from other competitors, TUI has shown their values to be similar with their core values being: Trusted, Unique, Inspiring. This portrays that they are both trying to reach individuality by demonstrating to customers, they are efficient and dynamic (Tui Group., n. d.). Porter M. E. (1997) states that if a company performs the same activities as its competitors, then it lacks authentic strategy. Therefore, he created the ‘5 forces’ model. Hays Travel does have some competition within the company as although they are an independent travel agency only available in the UK (Hays Travel n. d.), their competitors include TUI who are a worldwide travel company. Hays Travel provide customers with TUI holidays even though their branches may be nearby. This creates extreme competition rivalry to attract customers to each of their stores on the high street. Due to TUI being a bigger, well-known company, they have a larger budget for their marketing campaigns. Due to this factor, as a company they are able to produce more, higher quality content and therefore get more exposure online (Marketing Weekly, 2023). Even though, Hays Travel have a smaller budget and gross income (Statista, 2023) they are planning to have their marketing improved by the year 2024 as they state ‘They [customers] are spending more because they are prioritising travel over those other purchases’ (Mayling S, 2023). 
	
Although Hays Travel are quite successful at being the largest independent travel agency in the UK, their marketing department may need slight improvement to create better results for the company. TUIs marketing strategy has produced very successful outcomes. From research (TUI Group, n. d.), TUI use ‘automated machine learning and analytical capabilities’ to disseminate customer feedback and insights throughout the company where they can then enable ‘personalised marketing, sales and services.’ They believe that as a company, customer knowledge is essential when wanting to gain emotional loyalty and engagement as well as providing unique holiday experiences for each individual customer. 


Conclusion

To sum up everything that has been stated throughout this report, Hays Travel is the largest independent travel agencies in the UK with slightly effective marketing strategies but need improvement. They have recently updated their marketing strategy to one that focuses mainly on brand building as well as supporting their foreign exchange growth in the company with only a small percentage being focused on actual tactical marketing that targets customers during the summer holiday period. Their goal is to provide customers with tailor-made experiences as well as providing excellent service all year round. Their marketing strategy is much different to their mission and goals within the company as they in fact only target their ‘in-market’ customers during the summer holidays when their mission statement suggests they offer effective service year-round. The key findings throughout this report were compared and analysed with the marketing department at TUI. Although Hays Travels marketing is effective, there are ways in which they can improve and develop from the findings conducted from TUI.   


Recommendations

Hays Travel marketing strategies are effective within their company, but some improvements could benefit them greatly. 

· Implementing automated machine learning to collect customer feedback and insight which is shared widely throughout the company could help Hays Travel to gain more information on what appeals to their clientele and target market. This is relevant as Hays Travel say they only market mainly during the summer holiday period and therefore do not actually know what their customers wants/needs are. Having customer knowledge is vital and can not only help to deliver unique holiday experiences, but it can also create customer loyalty and engagement with their brand. By collecting this type of information, they can see exactly what their customers are looking for and therefore can work on developing their marketing skills to adhere to this. TUI have successfully implemented this into their company and have seen excellent results as their marketing is purely based on what attracts their target market (typically families) which then has resulted in customer loyalty and satisfaction. If Hays Travel implement this new marketing strategy, they must continually monitor how well it is going in terms of whether they are getting the results which may be done by training current staff to execute this role. As previously explained, training current staff would be much more beneficial to this company as it can reduce expenses as well as how important it is to invest in the growth and development of employees to ensure employee engagement and satisfaction within the role. 
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