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In this essay I will present the marketing department of Red Carnation Hotels and the activities identified at the company that I work for and will evaluate the role of these activities looking at the targeted market, the media channels used, brand development/ brand promise.
As all marketers, the Red Carnation Hotel Chain (called here on as RCH), place the customer at the centre of their marketing thoughts. The customer in this case is obviously the almighty hotel guest around who everything revolves. If an organization looks after its customer than it will do better than the company’s that do not (Blythe, 2006). This is happening because if marketers put the customer in the centre of their attention, provide them with different products and services that make them happy and satisfied, in return the customers will pay for this.
McCarthy (1960) defined marketing as having four elements. These were as follows: product, price, promotion and place.

So what is the product RCH is offering? It is an excellent service provided by trained staff members who will do their best to satisfy each customer. It is also fabulously located boutique hotels, some in remote locations of rare natural beauty, all offering a four and five star service, great variety of bedrooms, indoor or outdoor pools, spas, gyms, a la carte dinner service in restaurants, function and event rooms for special occasions catered for by the hotels (RCH, 2018). Obviously all these products offered have a price that is again different from location to location and from product to product but mirrors the customer’s needs. The final products of RCH are the hotels themselves. These products need to be promoted in order for the customer to find it. The promotion of the products is done in newspapers, radio, internet and social media. The place where the whole exchange will take place is the location of the hotels themselves. 

Even though McCarthy’s 4P model has been widely criticized it is still the most used model together with the one of Booms & Bitner’s (1981), who adds 3 more elements: people, process and physical evidence.
RCH has a main marketing and sales office located in London, and each hotel has got a reservation manager and a sales manager with one more assistant working for each. These departments run in line with the front of house department of each hotel. There is a strong collaboration between these three departments in liaising to meet the requests and the needs of customers in order to increase sales and profit.
So what do these departments do in practice? Reservation has to increase direct sales from the company website.  Sales department has to find new ways of selling and advertising RCH’s range of products. There is weekly communication with the main marketing office in London, who provides in depth advice and solutions to problems that arise. Both reservation and sales department have to take into consideration the customer’s behaviours because the guest is in the centre of RCH marketing strategy.  Maxwell (2017) thinks that the most important aspect of selling a room is the booking experience and about 57% of the bookings are being done online. This highlights the importance of using digital media in promoting new products or when promoting brand developments (RCH has recently purchased a new site, that will become another property of the hotel chain).
So when creating a marketing strategy the EKB model needs to be taken into consideration in order to find out what makes the customer to choose a brand. This model was first created by Engel, Kollat & Blackwell (1960). The components of the model are as follows: problem recognition (I need a holiday), information search (looking for hotels to stay in on the internet, brochures, advertisements), evaluation of alternatives (choosing the hotel that best fits my needs), purchase (buying the room) and post purchase evaluation (after the stay writing a review on the hotel). 
There could be a certain amount of things distracting the consumer from purchasing the product which can as well vary a lot. The customer can rely not only on the advertisements seen, but on opinion of friends and family who could have different tastes and preferences. There are also indications that complex decisions can take many years to develop and can go in trying out several different options and experiences before final decisions are made (Harrison et al, 2006). So the movement of customers in a linear way is disputable as there are findings of certain decision making processes that are involved, such as screening and phasing (Aribarg & Foutz, 2009). This is why the EKB model is not an exact science and companies need to offer the best available option to the customer. The customer can also shop without the intention to purchase (Earl & Potts, 2000).
Another point to be considered when trying to enhance sales is segmentation, targeting and positioning. Segmentation has been used to make the best out of each market segment. There is a large variety of consumer segments to consider in hospitality, here are a few: age, family, social class, gender, lifestyle, ethnicity, loyalty, the occasion of use and the benefits sought. Each company has to choose the targeted segments, as targeting all segments is an additional cost that not all firms can take on. RCH targets people travelling on business, families, leisure guests and pet owners. Most companies choose to target more than one segment in case that one fails the other one comes in. This is the case of RCH as well. There are periods when leisure guest dominate the business and then there are other times when people travelling on business come more often. This means that RCH has to do something that the rest of the markets (other hotels) do not do in order to attract customers. Positioning is all about how the company is perceived in comparison to others. This involves cost, quality, reliability, brand image, service quality. All these are extremely important considerations for RCH. Daily rates are being calculated to enable the company to dominate the market (this is not always possible). Quality of the final product is again very important and quality of service also to the same extent. Brand image is a group image that is being promoted as follows: RCH are a collection of family-run, award-winning boutique hotels all around the world. Each hotel has been part of the history of the local area, priding with excellent food, leading spas and breathtaking locations (RCH, 2018). RCH is also delivering an excellent customer service through its highly trained staff members. 
The segmentation of the market has got several advantages for RCH. First of all it is cost effective as it saves on the resources of the company by choosing markets that need to be targeted. It also improves targeting by eliminating the segments that the company does not want to have (e.g. youngsters who would probably be troublemakers during their stay, possibly disturbing the targeted guests who have come to relax with family or here for quiet time). The undesired segment is eliminated by choice of positioning, value for money offers that not everyone can or would afford.
Also communication is an extremely important part of marketing. It is divided into a promotional mix as follows: 

· Advertising: the message that is getting out to the public and is paid by the company (local newspapers press releases about the hotels, or reviews written by reporters on their stay in different newspapers,  social media adverts, digital media adverts)
· Personal selling: a direct sale that is done in the form of person to person (this can only be done on rare occasions when guest walk in for a possible purchase)
· Public relation: the communication of the company to the public to improve the brand image (every hotel has a social media representative who looks after the hotel image, and there are official press releases from the owners and managers that highlight the brand standards)
· Sales promotion: done to enhance sales temporarily (offers for short and long breaks, different occasions with discounted stays, dining opportunities)
Also with the constant change of the market several more techniques have arisen:
· Internet and online marketing (sales are done through many websites on the internet, where there is no need to interact just pick and make the purchase online)
· Direct marketing: sales done through telephone and by mailing (these type of sales have picked up recently, as customers can purchase stays that are good value for money when done directly with the reservation team, who makes sure that all their needs are catered for)
· SMS marketing: texting advertisement messages to mobile phones (this kind of marketing is not used by RCH only if specifically requested by the customer)
All the above mentioned techniques are part of RCH’s communication to its customers and they also have an integrated marketing communication strategy. This strategy has been carefully laid out in order to decrease the risk of customer’s receiving different messages through different channels. The first measure taken was that of ensuring that all the employees of the organization understand the basic message of the brand and live by it. RCH (2018) brand promise is, I quote: “No request is too large, no detail is too small”. The company understands that all guests have different needs, either travelling for business, relaxing with family and/or pets. There are rooms to suit all needs be it large rooms, quiet rooms, well lit rooms, rooms with a view and so on. The employees are well aware of the promise (trained on a continuous monthly basis) and are empowered to please the guests by any means.
Deetz (1992) suggests that many communications have the intention to produce an effect in the listener/reader opposite to what it was considered to be before, that is to provide information. Integrated communication is advantageous due to the fact that it reinforces the message and maximizes the chances of it being received by the customer.
A budget is set at the end of each year. This budget is carefully calculated taking into consideration expenses in previous years, setting new objectives that are always higher than before and calculating possible expenses that could arise. All the amounts spared from different activities can be spent if needed by any department of the hotel. These calculations are done by the finance department of the company together with the general manager.
So far I have tried to provide an overview on the company’s departments, including marketing (sales and reservation) and how they are related to each other. Now I will try to analyze how all these techniques benefit the hotel in reaching the proposed sales target.
Firstly I would start with the brand promise and how this fits in the picture of making profit. Deloitte CMO (2016) states that marketers with strong brand value have tremendous power and can have a significant impact on the business. It has been shown that guest loyalty and commitment are stronger when a strong and differentiated brand promise is being offered (JD Power, 2015).

What Deloitte CMO (2016) proposes to marketers is not only have a strong brand promise but also to capitalize (measure, monitor and train) on it. RCH is constantly monitoring guest satisfaction by internal reports on direct reviews received and measures how well employees are delivering on the promise. Not the least RCH is offering ongoing trainings on company standards. The company is trying to deliver the best service possible to gain the loyalty and commitment of the guest.
What media channels are used to deliver the RCH message to the customer? The communication varies a lot and it is mainly based on advertisements online. These advertisements are delivered through RCH website, but also through social media channels. RCH has recently used digital media to increase traffic on their websites and social media sites. They turned to a marketing company called 80 Days. Everything started off with a campaign that involved at the beginning only a few hotels from the chain that were based in London. The campaign was all about connecting to the customer on every step of their journey. Google was used to provide banners only (no written or audio advertisement) for customers to visualize the properties when their where searching for a hotel. Targeted people were people on trips and looking for holidays, people searching on hotels, and their partner sites, like Conde Nast, The Travel Corporation, The Leading Hotels of the World, reviewing sites such as Trip Advisor and so on. The results were surprising, a 23% rise in traffic and over 300 thousand in revenue. This lead to extending the campaign further to the whole chain (80 Days, 2017).
As I presented above RCH uses a marketing mix to attract as many customers as possible to enhance its business using the 4Ps. Marketing mix is not a scientific theory (Goi, 2009), but more likely a framework for the managers to identify the points of decision making so that these decisions can suit the customer’s needs. As RCH sees it as the product on offer is not only the hotels and the range of services they offer but also its employees that offer those services on a high standard. 
Goi (2009) states that the marketing mix has become a powerful concept for three reasons: 

· Marketing mix makes marketing easy on both theoretical and practical levels and helps in achieving a competitive edge

· It provides a framework that divides marketing activities from business activities and it is great help with the changing environment to clearly distinguish different aspects of the business
· Allows the delegation of marketing tasks to different specialists with relevant skills and qualifications.

The marketing mix has got benefits and shortcomings as well. The benefits named by Low & Tan (1995) can be: 
· focusing on one competitive edge in stead of more (focusing on quality and compromising on the price), and 
· assisting in resource allocation more efficiently (managers can make more appropriate decisions on allocating the resources of the company). 

The shortcomings have been gathered by Moller (2006), who says that: 

· the effects of consumer behaviour are neglected in the marketing mix. Customer behaviour nowadays is very dynamic and their expectations are increasing and this intensifies the level of competition (Kurtz et al, 2009).
· the consumers are noted as passive. Customer relationship management has a significant importance and it is why it evolved on a separate path 

· marketing activities are not personalised as per the marketing mix

These shortcomings have been only recently noticed and this is why all business’ need to adopt a more personalized approach in order to retain and attract more customers (Dudovskij, 2012). 
RCH has also noticed its failings on customer relationship management and it is trying to interact more with customers by sending them personalized thank you cards for reviews and personalized offers for returning customers. In case of complaints the guest is being called up personally by  the appointed customer relationship assistant and apologies are offered and also a discount on products either the services in accordance with the severity of the failure on behalf of the company.
The selection of media channels for RCH is done at headquarters. The main channel is the company website where all the hotels from the chain can be found. On accessing the website you can choose to select one of the hotels or just browse around and find out more about the company. RCH is also using search engines targeting the customers with specific needs (80 Days, 2017). 
As most of the hotels and hotel chains, RCH as well uses digital media to advertise its product on websites like Expedia.com or Hotels.com where it promotes certain discounts that are made for the guest segments that would book through those sites. 
A whole range of different newspapers (local and national) are used to promote company news that enhance brand value and promote the hotel’s high standards. These newspapers are also used to advertise different promotions, like Christmas dinners, Barbeque Lunches during summer and so on. Because the hotel has to target different segments of people on different months of the year there is a large variety of advertisement to be thought of and which are being done locally by each hotel to meet their targeted market’s need.
Now days it is expected from each company to have a social media account and RCH has one as well. There is also a social media account for each hotel and a person who is in charge of uploading all the current promotions and answering all the new questions that arise. RCH has got links for Facebook, Twitter and Pintrest just to name a few. It is highlighted by Maxwell (2017) that it is best to use the best known social media sites and not get caught up in trends of the moment. Maxwell (2017) gives the example that Facebook dominates the market with 40% of the market share so RCH as well thinks it is probably the best place to use for social media advertising.  Online social media is like a home for people who connect and share information. This is why real-time marketing can be used, to engage customers in the moment. If real-time strategy is used correctly it can engage consumers and make the brand more valuable. If it is not done well it can seem like an intrusion into people’s life. (Kotler et al, 2018)

The less used advertisement option is letters sent by post. These are being sent only occasionally on request.

How is the success of RCH products measured? There is a constant review of sales targets and whether these have been reached or not. During these reviews managers look at the quality of promotions, their value for money and how these sales enhance profit.  It is also looked at in what way these promotions influence expenses and it is discussed what needs to be done in order to minimize those.

People often travel to take advantage of lower prices, a better value for money (Blythe, 2006); this is why RCH needs to offer more features, more variety and higher quality service in order to make more money.
To conclude for a hotel chain of a medium proportion it is utmost important to retain the customers and offer the best possible service. RCH has got only 17 hotels in the chain so it cannot compete with large hotel chains. What it can do is to offer the best value for money in the long term and enable its employees to be the best product on the market along with the hotels and the services offered. The brand promise is also very important and it is highlighted on as many occasions as possible to ensure that the customer will be offered the best service possible. RCH is making sure that by using the digital media and all the other different ways of advertisement is reaching all the different targeted segments to make the most profit it possibly can with fewer expenses possible.
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