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Ramada by Wyndham Cobham is a 3 stars hotel founded in 2011by Wyndham Hotels and Resorts, situated between Heathrow and Gatwick airports, between junction 9 and 10 of M25 motorway.
It has 99 rooms spread across 2 floors, just minutes away is the Oxshott railway station where you can take the South Western Railway to get to the Central London.
Situated close by poppular and historic attractions like: Thorpe Park, Chessington World of Adventures Resort, Legoland Windsor Resort, Brooklands Museum and Burhill Golf Club. Furthermore, there is Painshill Park, and 18th century award winning garden and the well known Ascot Racecourse Track.
The hotel has lots of amenities like: free parking, luggage hold, pet friendly, playgrounds, bar, fitness center, rv parking, bus/truck parking, business center, buffet breakfast, restaurant, free wi-fi, café, 24 hours reception desk, multilingual staff, room service.
Being located between Heathrow and Gatwick airports just of M25 motorway most of their guests are like, business people, groups of tourists or visitors, travellers, families, people that are always on the road either working, travelling or vissiti 
Product, being one of the four major components in the marketing mix that has to do with the product alone. A business product is the only purpose of a corporation still operating, the reason being fulfilling the customer demands. (Michel & Saren, 2010).
Ramada by Wyndham Cobham are offering their products (rooms, restaurant, fitness center, parking) to the people that are allways travelling for work, pleasure or visiting, mostly the customers wich are looking for a short stay at the hotel, where they can sleep comfortable and enjoy a breakfast, lunch or dinner and then be on their way of their destination, as well for the people that are staying for a longer period of time to visit the popular and historic attractions that are near the hotel.
The pricing is one more component of the marketing mix that has to do with the process of the product cost. Pricing generally is the element that influences the customer the inclination and potential of paying for a specific product. (Christ, 2011).
This way Ramada by Wyndham Cobham , for the services that they are offering as a 3 star hotel and the amenities and facilities that they have are offering a considerable good price for their customers.
The marketing factor needs to deal with the company act of making sure that products are displayed at an appropriate place to the customer. Location, as well structures a kind of benefit where the customer requires the product that is being provided by the company, to be easy to get to the place or a suitable one. (Marian, 2010). 
Hotel Ramada by Wyndham Cobham is its easy to get to as being located in between junction 9 and 10 just of M25 motorway at the services location, so in that way any customers driving by they can actually see the directions and advertising on the roadside boards and signs.
Advertising is another marketing mix product that has to do with a businesses way, guiding their product to customers. This being reachable by engaging marketing schemes that persuades the customer to buy that specific product. (Christ, 2011).
By having banners and advertising signs on the motorway road signs, Ramda by Wyndham Cobham are using this as a way of promoting themselves, but not as the only way. They use social media, tv adverts, billboards, travel agencies.
The notion of consumer commitment (CE) is a new strive to mass various methods that consumer conducts beyond matters that could possibly have an effect on the company; (Brodie et al. 2011; van Doorn et al. 2010; Verhoef, Reinartz, and Krafft, 2010.). In today days the needs wants and demands are endless. Every consumer is looking to get in hospitality sector even if it is an economic one like Ramada in Cobham, for the money they are paying, good services and hospitality from the staff, nice amenities, in general a good value for the money they are paying for that specific company services.
Ramada by Wyndham Cobham, seeing that they are located in between 2 airports just of the m25 motorway they have a wide variety of services to offer like: restaurant, café, bar, fitness center, 24 hours service desk, even an rv parking, trucks and buses parking and a multilingual staff.
But even with all that services and facilities of products, might not be enough if as a company you do not meet the demands, needs and wants of the customer, and to bulid customer value with them. That is the case of Ramada by Wyndham Cobham.
Consumer rettention is more paramount then consumer addition, and structuring consumer worth is the success to hold on to consumers. (Wenstein, 2002).
Ramada in Cobham being a subsidiary brand of one the world largest and well known companies like Wyndham Hotels and Resorts, although they are offering lots of amenities and facilities, among those the company need to have staff with excellent customer service and hospitality skills, and a good management team in order for them to keep adding value and engagement with the customers.
As stated by Bowen and Sparks (1998), researches in dividing the hospitality sector came to be a key factor. Ramada by Wyndham Cobham in the marketing segment is serving, business people, being located in between airports, student groups or tourists by having many popular and historic attractions, and them being situated just of m25 motorway, the tourists or school groups and families can stop for a night rest or breakfast, lunch, dinner even for a drink or coffee. Also for people that are work travelling like coaches drivers, truck drivers seeing that their location is at a services stop just of the motorway and they even have parking for trucks, buses and rv parking.
Marketing targeting being the assessment charm of each section and the choice of one or multiples sections, the settled choices can be taken formed on the scale of associated sections. So as to achieve the most suitable target market, it requires the understanding of every divergent section want and the proportion to wich the company can encounter those needs. Ramada by Wyndham is doing just that for the business people, families, tourists, school groups, by offering services and amenities in a location where people are expecting it.
Bowen (1998) disputes that long before establishment of digital of separation process, the stride to dividing and selecting were two different programs, i.e. promoters firstly pinpointed the selections and after checking for segments that would be more successful in the long haul for the corporation; but after the establishment of digital procedures, this steps are at present frequently merged.
Another step in the market is the settle: when a business has decided on the goal in the market, then it needs to determine what places to inhabit in those sections. A product placement is the scene where the product engages in customers minds comparative to rival products. Bowen (1998) classifies the positioning function, into three separate ways recognising a set of ambitious benefits for competition, and successfully liaise and providing the decided position to a thoroughly chosen goal market.
Nicholls and Roslow (1989) stated that a hotel can be divided on their rest amenities, food consuming, conferrence and divertisment. To make a bying decision simpler, customer arranges product in groups- they “position” the product and business into their minds. (Kotler, Bowen, and Makens, 1999).
Marketing designing, is the rational order of pursuit wich conducts to the setting of promoting goals and the conceptualisation of ideas to realize them ([43] McCdonald, 1989, p.2.). That is why when building a marketing plan, all factors that affect that marketing plan need to be taken in consideration.
Planning still is a key contraption in practice and education, but implementing new ideas in this area is still a challenge. Palnning is a continuing fact, best viewed holistically ([71] Wilson, 2004).
The ideas of marketing planning are more direct and plain then the realities of overseeing promotion in a progressively tempestuous domain. ([30] Grant, 2003).
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