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Legal Disclaimer 

The information presented here is based on years of experience and does contain some of our own personal feelings and practices. The contents are not the only way to operate a hospitality property but we would highly recommend looking at this information as guidelines and food for thought. 

We understand you are serious about the operation of your property, this has been proven by your purchase of this book and asks that you honour our efforts by abiding by our copyright guidelines. 

Copyright 

This book and any content contained within it is not to be resold or given away for free. Copyright and illegal distribution of this book will be prosecuted. This content is solely intended for Keystone HPD members who have purchased this book. (Our lawyer said we had to put this in, hope you enjoy.)  

http://www.keystonehpd.com 

––––––––

Copyright © Keystone Hospitality Property Development

All rights reserved
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1. Developing Your Marketing Strategy
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1.1 Developing your marketing strategy

What are the benefits of putting a marketing strategy in place?  

A marketing strategy gives your employees something to be united behind. Companies sometimes underestimate the impact a marketing strategy has on their people. That is why in the Employment Development chapters I encouraged you to make your employees part of the team, feel like owners, so this being the case, you want them to engage and be excited about your marketing strategy. Employees don't have to understand the financial projections but can get excited about a well-written and well-thought-out marketing strategy.  

Once developed, it is a good idea to release an abridged version of your marketing strategy to all your employees. If done with some excitement for the ventures to come, your employees will appreciate being involved and work to making your marketing strategy a success. I've heard some owners say that it is very difficult to plan a marketing strategy because things are consistently changing, it's a waste of time. I'm here to tell you that if you don't plan, you're doomed; an imprecise marketing strategy is far better than no strategy at all.  

​1.2 What is the point of a marketing strategy?  

The point of marketing strategy is to generate business, and without a marketing strategy, you'll wander.  Think of it this way.  

You're in a new city and you have to find a specific address. You do not have GPS or even a map. Yes, you might eventually find your address but you will probably waste a lot of time and effort on the way.  

Another way to look at it is to think of the last time you bought a bookshelf from Ikea or the updated financial program for your computer.  

Did they come with step-by-step instructions?  

Think of your marketing strategy as step-by-step instructions for your company's success. A great marketing strategy is laid out to the lowest common denominator. Like all your other policies and procedures in your operations manual, your marketing strategy has to be an easy-to-understand process, with the platforms (where to market), dates and costs listed. You or your accountant do not keep all your business facts and figures in your heads. They should be in financial reports for ongoing reviewing and monitoring. For your business to work effectively, you have to know the numbers. There is no difference in your marketing strategy.  

You have to have a written document laying out your game plan.  

Imagine the mess if you or someone else who was responsible for your marketing, for some reason had to give up that responsibility. If a new person took over and did not have the plan, your plan, they would have to start from scratch. A huge waste of time and money.  

A marketing strategy should be designed yearly but that could be difficult if you're in the middle of a day-to-day hospitality property operation. 

To do your marketing strategy justice, I recommend you step away from your business. If your organizational structure is in place and running properly, and this will not be a problem. Get away from your smartphone, your front desk and make time to think of the big picture.  

Brainstorm with your sales team or at least a trusted employee or partner.  After you've done these for a few years, designing your marketing strategy becomes reviewing your marketing strategy; enhancing the platforms that are working, deleting the ones that are not, and researching the new exciting trends coming down the road.  

​1.2 Two factors you have to keep in mind  

1. Marketing a property is not an extra or a luxury for successful properties. A well-thought-out marketing strategy is imperative to your property’s success and when developing your marketing you have to remember that your marketing strategy starts, ends, lives, and dies with your customer.  

2. You must ignore your dreams, your visions, and your interests, forget about everything but your customer!  

––––––––
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​1.3 Where to start

The first thing you have to determine is who is your customer?  

What do they want?  

How do you find this out?  

You have to define who you are and when I say you, I mean your property.  

What do you have to offer?  

What makes you different from your competition?  

Let's begin from the beginning.  

​1.4 What are your main goals?  

You have to get used to the idea that your business will have an important role in your life, your business isn't your life.  

If you have read my “Hospitality Property Organizational Structure” book, you may remember I had asked you to answer these questions:  

“What do you personally value most in life?”  

“What kind of life do you want to lead?”  

“What do you want your life to look like when completed?” 

“Who do you wish to be—deep down?”  

Most great business people can see the way they want their lives to develop. Until you can answer these questions and explain them, you cannot develop your business properly. The biggest difference between successful and less successful people are that successful people don't wait for things to happen. 

“They work on their lives ... they don't exist in their lives.”

After you have answered these questions, you can seriously look at the goals and objectives of your property. You have to know your goals before you try to develop a way to get there.  

​1.5 Who is your target market?  

I spoke with one independent hotel owner who told me his target market was anyone who walked through the door. I said “Anyone? How do you market to anyone?” He told me he had brochures on a table next to the front desk.  I said, “Does that work?” He said “Yes”.  So, I asked him if his occupancy rate was high. He looked away and said “No”.  

We went on to discuss his demographic, and he admitted he had no idea who his demographic was.  

How do you find out who your demographic is?  Ask!

Ask your current guests why they are staying with you.  

Study your competition and see who they are attracting.  

Have your guests fill out a survey  

We have included a sample survey to find your demographic in the resource section. Feel free to modify it as you see fit.
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​2. Branding – What Makes You Stand Out?  
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What is branding?  

Brands are a distinctive symbol that identifies your independent hotel, resort, inn or bed and breakfast and is used in business, marketing, and advertising. Successful branding is the key to outdoing the competition and creating guest loyalty and is not something that should be taken lightly. It requires careful consideration of your mission, creative thinking and would compel someone to want to speak with you and to do business with you. It is more than the look and feel of your sign or website, it's a statement of who you are and how you can add value to your guests. 

Branding is about getting your potential customers to see you as the only one that provides a solution to their problem.  

––––––––
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​2.1 The objectives of a good brand will include

Delivers the message clearly  

Confirms your integrity  

Connects your target guests emotionally  

Motivates them to choose your property  

Solidifies your guest's loyalty  

To succeed in branding you must understand the needs and wants of your customers and potential customers and this can be invaluable as the struggle for customers increases in a tighter economy. It's important to spend time investing in research, defining, and building your brand, then integrating your brand strategies through your company and at every point of public contact.  

You might have a brand that you're very happy with. Does it fulfil all the objectives I mentioned? Don't trust your own opinion on this, ask around. Ask your employees, guests, friends and business associates. Your branding might be perfect for your property or it might need a little tweaking or it might be time to start from scratch. 

​2.2 If you wish to tweak or start over, where to begin

You have to ask yourself, “What qualities, values and experiences am I offering my customers?” For your branding to seem dependable and be successful, you need to project a truthful image of what your property is attempting to provide. But before you can do that, you have to express your company's mission so that you know what makes you unique from your competitors.  

Think about the following questions:  

Why did you start this business?  

What goals do you want to achieve?  

Who are the guests you want to attract?  

What makes your company different from other properties?  

Do any of these questions sound familiar?  

​2.3 Decide on how you want your customers to see you  

Aim for your customers to think of your brand, your property almost like a living, breathing person they can trust. They need to feel comfortable with the idea of choosing your property when they have many other options available. At this point you should have your mission in place, so you have to decide how you would like to project your mission. You could do this by offering your customers a reliable, completely trustworthy and safe choice that will never let them down.  

​2.4 This is the time for you to do your research

Analyse your competition  

Find out what other properties are offering and decide how your property can differentiate itself from them. In addition, you ought to know your rival’s fortes and failings. Your property may benefit from knowing this information and using it to distinguish your property from the competition.  

Identify your strengths 

Now, that you recognize your competition's fortes and failings, you can centre on your property’s strengths. Perform a target market analysis, learn from it, and utilize it to your advantage. This is a valuable tool to confirm that your company's strengths are crucial to your target market. Once you've recognized your fortes, and what strengths are significant to customers, you can think about ways to involve them in your branding campaign and successfully market them to the world.

Talk to your customers  

You must talk to your guests. You want to hear the feedback if your brand clear and if necessary, how the message could be improved. In addition to that, you want to know your guest's lifestyles, needs, mindset, and attitudes. Knowing and working with these personality traits are likewise key to your marketing success.  

Think like a customer  

When you are choosing a hospitality property to stay in, what do you look for? How do you feel when you're staying at another property? Think about what your customers want to feel and design your brand to help them feel that way.  

What do they want to feel?  


	Safe  

	Smart  

	Unique  

	Powerful  

	Responsible  









When choosing the feelings your customers want, you need to develop your brand to arouse these feelings in all the design, marketing and copy. This can be done using language, colours and design.  

Be your brand  

Make certain your property truly represents what your brand identifies you with. For instance, if one of the traits your brand identifies your company with is politeness, be polite. This means every employee from the receptionist up to the CEO has to live your brand.  

​2.5 Now it's time to choose a design plan  

Think about your target guests.

How does your competition brand itself?  

Your brand needs a look that stays consistent with your brand mission and language. 

You have to decide, are you?  


	Progressive and sleek

	Fun and vibrant  

	Conventional and classic  



Next, you have to:  


	Determine your customer's demographics  

	Create a memorable tagline or slogan  

	Choose your branding colours  

	Design or upgrade your logo  



I'll talk more about these in upcoming chapters.  

​2.6 Involve your employees in your branding  

Make sure your employees know the importance of your brand, as well as how and why you have chosen the brand. They have to be on board for your branding to be effective.  

Ask for their feedback:  


	On any new uniform design  

	How they believe your property is looked at by guests  



Take their opinions seriously. From here on, everything your business does will be linked to your brand.  

Okay, all is well and good. You have a new tagline, new logo, new signage, and new uniforms. Is that it? 

You have to back up your brand with a great product. If your branding message sounds incredible but you're not able to deliver on your promises, your guests will come twice. The first and the last time. If you have a great product and deliver it consistently, you will quickly gain your customer's trust. In time, the word will be spreading about the quality of your service and your brand's name will soon speak for itself.  

For your brand to work, you have to have consistency and to have consistency you have to have a working organizational structure in place and excellent employees.  

A couple of things to keep in mind if you're tweaking or rebranding: 


	If you have a box full of old brochures, don't put stickers on them. Recycle them and get new ones. Think “If I received this from someone, would I be impressed?”

	Avoid jargon if possible. Some of these terms might be familiar to you, but not be familiar to your clients.  

	Focus on niche marketing. You can't be all things to all people, so don't even try.  



A thought:

“Be patient with your brand, be consistent and put people first.”

Most people prefer working with people-oriented businesses and that care about their customers and employees.

​
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3. Your Customers Demographics & Psychographics 
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Knowing your customer's demographics is very important to your property, your branding, and your bookings. 

The next thing you want to determine is what and why they buy. This is known as psychographics. Whereas demographics is all about your customer's buyer personas, psychographics is another component that helps you understand your guests. Here you want to find out what type of values and opinions they have, their habits and hobbies, what is their lifestyle like. With information like this, you can truly understand why your ideal guest is choosing your property.  
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