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Marketing is one of the most important subjects when producing a product, many businesses have been known to fail because if a lack of knowledge. Some establishments from the hotel industry have chosen to allocate some of simplest methods of said strategy. Morgan's hotel, located in Somerset place, Swansea, is a breakfast only serving establishment, and is a pillar of Welsh hotel management. With welcoming staff, quality breakfast, and rooms that make the guests feel as if they have stepped foot into their very own mansion. However, the Hotels strategies within the Marketing and sales department are somewhat subdued. Due to a lack of lunch and evening services, their overall sales are rather lacking, this essay is being written to compare strategies, discuss and analyse the 4 p’s marketing mix, and to discuss ways in which Morgans can improve their sales and overall production. McCarthy, PG. 11 (1960), also  known for the creation of the 4ps as mentioned before, discusses the importance of Motivation, Organisation, Investigation, and Utilization, during this essay, these topics and how they can be a pivotal part of how a company/establishment can coherently market to their consumers.

To truly decipher the Morgans Hotel, a popular method known as “the 4 p’s”, also known as “The Marketing Mix”, established by Jerome McCarthy, in the 1960s. The 4 p’s explain pivotal points in which marketeers should consider when starting to plan to market their new products. To start, the first of the 4 is “Product”, (Twin, 2025) Explains that this part of the strategy is known as “understanding the product”, meaning that to even beginning what it is an establishment is wanting to market, they must first understand the meaning of the product first, and what is, meaning companies must consider the want for the product and who will benefit from it. They must also first define quality of the sale and then pass it on to consumers. The next of this mix, is known as the method of considering “Price”. In meaning, this method is the consideration of the products price in comparison with the products contenders, (Coursera, 2025). While considering the price, who is the target audience and how much will they be willing to pay for it, all these contributing factors add in into the overall product and how consumers form their opinions on what they would later be purchasing. To continue, the third of the four p’s is the consideration of the products “Place”. In meaning, the consideration to where customers can purchase a business's product (Patel, 2025), in this case, Morgans food and alcohol product Is located conveniently in the Hotel itself.  While considering Morgans as an establishment, their products are the rooms, the food, the drinks, and the staff, all in the same place, the prices are considerate with cocktails ranging from £12-16, depending on its ingredients and how long these products take to be applied. To conclude with the subject on the Marketing mix, people are the forefront for any/ all businesses, whether it be members of staff or consumers of the product, or the people who make the product. People are the pinocle of all the products in the world. Acutt (2025) states that, Establishments, regardless of size or popularity require customer service in some sense or another to support their product. As well as Morgan's pricing of foods they also send their loyalist of guest's emails containing discounts on their food and alcoholic product. Much like the restaurant chain, Marstons, their emails however contain bigger discounts that depend on season of the year (OptCulture, 2024).

While the marketing mix is an important part of marketing, there is also a significant part of the way a business can incorporate psychology into the mixture as well. This is known as ETHOS, PATHOS, and LOGOS. These methods are used to convince a buyer to purchase said product (Garcia, 2025). For example, when going to a local store, such as Tesco, many of the most wanted items are in the middle shelves, as customers will often look straight ahead of them, this in terms of the retail business model is called “The Bullseye zone” (Donracks, 2021). To further dive into the psychology of marketing, Beqiri (2018) discusses they're meanings. Ethos, meaning the appeal in terms of ethics. Pathos, the appeal that a customer has emotionally, and finally, Pathos, which means the appeal in terms of how the customer feels in terms of logic. These three extra pillars of marketing display the way customers view products in three simple dimensions and dissecting how a buyer views a product in a minute or less (Leighfield, 2024). The interest in products is too based on physcology and completely depends on customers thoughts and feeling towards said product, by stating it to be eco-friendly, charitable or morally sound. 

When comparing the two very different strategies of ETHOS, PATHOS and LOGOS, or the marketing mix strategy with the 4p’s, there are a lot of mixed opinions about which is more effective and most efficient. The Market mix utilises the use of emotion, building a parasocial relationship between product and customer. Almost convincing customers that they need the product in their life without hesitation thought. Speaking of thoughts, ETHOS PATHOS and LOGOS uses brain teasing to call eyes towards the product and give guests the illusion of choice when buying items being sold.

As well as Morgans reasonable prices with their rooms, food and drinks, they also get in contact with guests who have recently visited the hotel via email, offering discounted stays, meals and a lesser price on alcoholic drinks, by marketing directly to customers, establishments can expect to have a much more loyal service towards the establishment, meaning more profit, more guests due to word of mouth and many more returns (Binnie, 2024). Marketing in the Morgans Hotel is particularly boosted in November, as it is the month of “Beaujolais Day”. Using the indoor dining area, and tent-like dining experience. Tickets for this event are £55 a head, and £550 for 10 people. For those wanting a more luxurious experience, customers can pay £1,100 for table service and a bucket full of ice and bottles of alcoholic beverages (Dowrick, 2022). The head chef orders in 1,050 joints of beef for a stew, in total costing £2,345.48. The chef to buys frozen vegetables such as green beans, carrots, and mushrooms. This inadvertently reduces cost to as minimum as they possibly can, as well as reduces stress and timing for hours spent during prep work (Thakadu, 2025). As well as this, Morgans hotel team with local businesses to begin collaborative projects to boost their names around the country. Examples include, AU Vodka, Penderyn distillery, and finally the Harlech Food Service (business news Wales, 2025). 	

Morgans as a hotel is very much catered towards those searching for a luxurious boutique hotel experience, this means guests on business trips, or couples looking for a unique, eloquent experience. The hotel itself is its own stand-alone establishment. However, when
started, Morgan’s previous owner sold the boutique to Hayes Travel for £1 million during the pandemic (Swansea.com, 2025). Every year the hotel hosts Beaujolais day, a popular holiday in Swansea known for a full day of drinking alcohol, morgans takes this opportunity to allow guests to spend up to £1,100 for the VIP section of the tents that morgan hire for a 12-hour party full of drinks, food and live music. This oppourtunity to serve up to 1,000 guests in the space of 6 hours is incredible chance to also set up marketing for morgans outside of the hotel and the tents, however the boutique does not take that chance, merely allowing customers to book through word of mouth.

Although Morgans Hotel is a valiant effort in terms of its marketing strategy, there are some vitally important improvements to produce more profit for the company. For example, during the summer Swansea is a bustling tourist destination during the summer, marketing with more signs in the Wind street area would improve revenue and vastly increase word of mouth from customers visiting the hotel. (Williams, 2025). A hotel in Houston, Texas named the “post Oak” Hotel, utilize social media apps such as Facebook and Instagram to showcase their incredible interior design using location tracking. Meaning that when a possible customer is in the Texan area, the Post Oak hotel will market towards potential cliental (Joshi, 2024).

When it comes to the improvements that Morgan's hotel could use to increase their popularity within the rest of the country, some ideas peak to the surface. For example, a harder focus on sustainability could help them market their searches on google, and their representation on news articles, examples in which they could embed sustainability includes; using green energy such as solar panels, more usage of eco-friendly bar products and toiletries and finally, lessening product waste and marketing composting wastage to the public. In implementing the subject of sustainability, eco-conscious shoppers will stumble upon the boutique and cause more monetary gain for the establishment (white, 2025). 
Secondly, upgrading the rooms main look and feel with mini bars, improved bedding, and a set all-inclusive set for free drinks, and food to incentivize new customers to spend more on luxury (Ice Lolly, 2023). To finalize ways in which Morgans can improve their marketing scheme is the ways of paid advertising, by committing to advertising to the outer parts of the city of Swansea, using billboards, sponsorships from alcohol companies like AU Vodka, and finally, celebrity endorsements- having a big-name celebrity stating that a product is worth a customer's time convinces potential buyers to purchase said product (Basiouny, 2023).

Marketing in the restaurant and hotel industry is one of, if not the most important subjects for an establishment to consider when beginning to sell a product. In this essay, the importance of the 4P’s marketing mix was explained, analysed and examples were given of how Morgans Hotel apply the 4Ps to their strategies. How a company markets their establishment embodies their obligations to their allegiances to potential customers, Morgans for example, markets themselves outside of the hotel around the time of Beaujolais Day. With tents sprawling outside of the reception of the building, and a sightseeing opportunity via tour guides, visually allowing the guests in to establish a relationship with staff and the hotel itself. To conclude with some final thoughts for consideration, Morgans hotel would benefit from a usage from more of a social media presence. As previously mentioned, Texas hotel The Post Oak, uses popular platforms to produce photos of the interior design, influencing customers to come and spend as much money on the gorgeous views of Houston Texas as possible. Marketing as a subject is such a pivotal part of any establishment to take advantage of, so many companies get it so terribly wrong, due to the lack of the marketing strategies like the 4p’s marketing mix, or even ETHOS, PATHOS, and LOGOS. 
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