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Marketing essentials


Marketing is an important part in the company, it is what gives value to the company and it also helps managers to achieve the goals that they set it, which is to make profit, to keep the existing customers and to attract new customers. According to Peter Druker the main function of the marketing is:” to attract and retain customers at a profit “
In order to be successful in the business, in our case the hospitality industry, the goals are guest to come back and there we have the marketing role- long term satisfaction of the customer. In order to achieve that we must give the marketing what is for the marketing, the main purpose, success by viable market strategies.
Each company choose a certain strategy according to Porter and those strategies are low cost strategy, differential strategy and focalising strategy. Each strategy brings something important to the company. 
For example, low cost strategy companies will do everything what is possible to create product and services at the lowest costs. The purpose of this hotels is to sell them products and services to a high range of customers. 
Another example is for the differential strategy companies that is based on the client’s belief that the product is superior to similar brands. Differential is made by the premium products or simply based on an illusion that the product is better than the similar one of the competitions.
The last example is the focalised strategy that covers a certain type of clients based on specific characteristics like social status, lifestyle, age or any other characteristic.
Mostly of hotels are usually using at least 2 strategies: low cost and differential according to Harrison and Enz in 2005. The hotel managers are trying to accomplish a balance between low costs and differential. In the moment that the minimum quality standards are reached it can start a differential strategy. 
To achieve those targets the marketing department must be directly involved. What is the purpose of the hotel management? To offer satisfaction and exceed expectations for the guests is a base of good marketing system in place.  
For the first time Kotler used the term “marketing nerve centre” to define a new link between marketing and management, a link that later on became a system of collection, analysis, interpretation, storage and dissemination of the data from external and internal sources to the marketers , continuously and on a regular basis.
MIS is will distribute the important information, to the marketers that will take the most efficient decision for the marketing information, pricing, package, new product development, distribution, promotion, media.
The system was built to gather information that is necessary for marketing management, send the information when, where and how is need it. Data is the base of knowledge and is gathered from the marketing environment and transformed into information for the marketing managers to be used in the decision process.
The MIS system has four basic components: internal records, marketing intelligence, marketing research, marketing research support system.
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1. Internal records are data that the company has on sales, guest’s database, operation and financial data, staff.
2. Marketing intelligence collect data from the external environment. This type of marketing allows the company to see the trends on the market, customers preferences, competition and new products. The marketing intelligence gather data that could be valuable on a long-term prediction and helps to adapt the best strategy on the market.
3. Marketing research is focused on short term situation by gathering, organizing, analysing and interpreting the data. There are two main types of researches: continuous and ad hoc.
4. Marketing Decision Support System is an organised statistical process that support managers in decision regarding marketing products, clients, market trends by gathering data thru different methods such as: studies, interviews, descriptive researches.
Building a MIS, means that the company objective is to open a communication channel between the environment that company is functioning and the decision-making managers. If MIS is effective should offer a solid base for market strategy decisions and to find solutions for the short- and long-term problems. The methods used to gather data should be specific, effective and updated so the outcome could have an adapted market strategy.
Study case Rin Grand Hotel, Bucharest, Romania
The hotel was built in 2007 between 2 protected areas, in Bucharest, without any market competitors on a range of 5 miles around, until now. Initially the hotel had more than 1400 accommodation places, a conference centre with 42 rooms and 23 suits. It was 105.000 square meters, with 2 levels underground and 15 levels up.   It was intended to be an international hotel, to attract mainly businessman and rich tourist. The owners and management did not consider MIS and marketing strategies since they haven’t done a proper market research that would reveal the main issues that will affect on long term the hotel.
The main issues were and are the location that did not allowed the hotel to have a constant profit and the fact that the transport in the hotel are is still based mainly on taxi, uber and own car. As a main point they did not had a data collection system in place. During the first 9 months started to create internal records for the customer data base as well as product data base and the financial records that will reveal the irregular profit. The official records show that the occupancy of 90% of the hotel reach only in 2008, in average the occupancy was 27%.
Based on an empirical marketing intelligence system the hotel had to make an aggressive change in the hotel so they can operate on the market due to financial crisis that hit the entire world and the hotel room price fall. So, they had to study the competition prices and products and to come with something new on the market.
The business decision had to be made after a systematic collection, analysis and interpretation of the data to find the best solution for the market problem that the hotel had it in 2010. 
As a result of the researches and the marketers analysis Rin Grand hotel had been refurbished and had to change the target in the guests, to adapt to the market trend that should take the hotel to the next level. 
The hotel had to been fully transformed, in present there are over 400 rooms, 3 restaurants, 1 lobby lounge, wellness centre, pool, the rest of the building is transformed in a residential area of apartments and spaces for offices.
As an innovation on the hotel market from Romania, Rin Grand Hotel have a room for disability people, wellness club opened 24/7 and a medical centre that includes plastic surgery and dental services as is well known that Romania have good quality and the lowest prices in the medical field in the European Union.
The Rin Grand Hotel was built in 2007 as international hotel to attract a certain group of guests. In 2020 the Rin Grand Hotel had become a mix of business that allows the hotel to be on the market as the profit is not constant and is not the main source. We could easily see that for 13 years the hotel did not used the advertising methods, to promote de hotel, just to announce the new businesses in the building...
The main marketing strategy the hotel management adopted wasn’t aiming to increase the hotel guests’ number, did not adapted to the market trends in the hospitality industry. In fact, they changed the primary destination of the building transforming level 14 and 15 in offices spaces, a completely medical clinic. 
The initial investment of 60 million euro was not recovered thru the main activity, hospitality. That means that the investment return had to be done with a total change of the initial destination of the business. That could be a negative example showing the incapacity to use MIS and marketing strategies to build a successful business. 
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