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Abstract

Overthelastfewyears，ａｇｒｅａｔｄｅａｌｏｆｅｆｆｏｒｔｈａｓｂｅｅｎｍａｄｅｉntheareaofHotel

MarketingstudiesWhatseemstobelacking,however,isthedemonstrationofatheorywith

practicalvalueAlso,alltoooftenthesalesindividualsofthehotelindustryaresimplytolｄｔｏ

ｇｏｓｅｌｒｗｉｔｈｅｍｐｈａｓｉｓｏｎｃｏｌdcalls，blitzes，andtelephonesolicitation,withinadequate

preparatlonregardingcustomeridentificationandnｅｅｄｓＴｈｅｒｅｉｓｎｏｑｕｅｓｔｉｏｎｔｈａｔｔｈｅ

ｃｈallengeofteachingdomestichotelmarketingpeopletobefamiliarwiththeemerglng

techniquesandskillsofmarketingisimportantifthemanagementwishestosurviveinthe

hotelbusiness・

Inwritingthispaper,thepurposehasbeentogatherintoonemanageableconceptfrom

severalcontemporaryhotel/hospitalitymarketingplanideasandpracticesLmyselfhave

beenlnvolvedinthistaskasfieldworkformanyyearswiththeaidofmanycolleaguesand

competitors,Tosupplementtheseideas,Ihaveresearchedothertrademagazmesaswellas

informationaboutthemarketingprogramsofvarioushotelorganizations-theglobalhotel

chainsthathavetraditionallydominatedthefieldEveryhotel,whetheritisapartofavast

organizaｔｉｏｎｏｒａnindependentlyownedproperty-mustbeengagedinmarketingplanning

andimplementationTherefore,regardlessofwhatmarketingresourcesareattheproperty，

theprincipalofeffectivemarketingplanningissignificanttoachievethehotel/companygoal

Thispaperisdividedintofiveparts、Ｔｈefirstpartastheintroductiondefinesthe

importanceofahotelmarketingplananddiscussesthevariousaspectsofmarketingthought

ParttwoillustratessomestepsintheactionsofthesalesandmarketingplanFollowingin

Partthreelsadiscussionofsalesstrateglesandobjectivesasapresent-dayphilosophyand

currenttrendsinthedailyoperationofthehotelindustry・ＩｎＰａｒｔｆｏｕｒ,thefocusturnsto

settingbudgetandtheimportanceofconsideringtheadvertisingbudgetasa`potential

return（ThepaperendsupwiththeconclusionthatthemarketingprofessionalofthefUture

willbefullypreparedtouseallofthedataavailable,bothinternalandexternal,inwritinga

marketingplanBecausetheeducatlonofthesehotelierswillincreasinglyfocusonhow

revenuesaregenerated,ｔｈｅｙwillbepreparedtogeneratesatisfactoryreturnsnotonlyto

thehotelownersbutalsotothestakeholder．
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要旨

日本国内の８０％のホテルは赤字経営と言われている｡昨今外資系ホテルに国内のホテルが次々と買

収され､それまで営業状態が芳しくなかったホテルが､外国オペレーターが変わっただけで営業が改善

される。その理由について、３５年間ホテル業界で働いてきた筆者として言えることは｢経験｣､｢勘｣、

｢度胸｣にだけ頼っているホテルの営業担当者が非常に多く存在しているということである｡今までそ

の個人が蓄積してきた大切な｢ノウハウ」を日々の営業活動の基準と考えている節がある。また､マーケ

ティングを｢営業･販売｣と同視されている営業担当者も多い｡だが､マーケットはどんどんグローバル

化に移行している中､新しい消費者が登場し､消費行動のトレンドをつくりだしている。グローバルと

いうことは､単に国際的であるということのみならず､世界水準に照らし合せ､精度の高いマーケテイ

グが要求される｡本稿では直接出資者から利害関係を有するステークーホルダーまで満足できる経営

を実現するために､ホテルにおけるマーケティングとはどのように展開すべきなのか､海外各地でさま

ざまな競合相手のホテリエと共に現場を携わった経験から実践的なホテルマーケティングの｢セール

ス＆マーケティング･プラン｣の実施要領について論じたい。

LIntroduction

Today,consumershavemoreproductchoicesthaneverbeforeTheyalsohavemore

informationaboutthechoicesvianewcommunicationtechnology・Thecombinationofmore

competitionandbombardmentofcommunicationfromthemanycompetitivealternatives

meanshotelshavetoworkmuchhardertoaffecttargetmarketbehaviorintoday，seconomic

environment．

Ｔｏｍaintainathrivingbusinessresult,thefirstimpressionandqualityofthecustomer

servicesareextremelyimportantforthelongevltyofthehotel1Tostaycompetitive,ｔｈｅ

ｈｏｔｅｌｎｅｅｄｓｔｏｈａｖｅａｃｌｅａｒｕｎｄｅｒstandingofthelinancialrequirementsofthesalesand

marketingeffortsandthecashflowrequiredtostayinthehotelbusinessarenaTherefore，

weneedtoestablishmadvanceasalesandmarketingbudgetThebudgetofadvertisingand

promotionsmustconformtotheoverallbudgetplanoftheentirehotel/companyoperatlons．

Toachlevesuccess,managementmustimplementapreciseshortandlong-rangesales

andmarketingplan“Therelsatendencyinthehospitalityindustrytothinkthatmarketing

planningisonlyforlargerhotelsandthatwritingaplanforahotelwithaverylimitedstaff

lsawasteoftimeHowever,becausｅｊｏｂｓａｒｅｎｏｔａｓｗｅｌｌｄｅｆｉｎｅｄｍｔｈｅｓｍallproperty,ｉｔ

ｍａｙｂｅｅｖｅｎｍｏｒｅｖｉｔａｌｆＯｒｔｈｅｓｍａｌlpropertytocommititsmarketingplanmtowritinglna

largerproperty,asslgnmentsaregenerallyconfmedtoaparticularmarketsegmentHere,ｔｈｅ

ｓｃｈｅｄｕｌｅｓｋｅｐｔｂｙｔｈｅｍａｒｋｅｔｓｔｅｎｄｔｏｋｅｅｐｔｈｅｓｔａｆｆ'seffortsontrackBycontrast,ina

smallerpropertythestaffmayhｎｄｉｔｓｅｌｆｇｅｔｔｉｎｇｂｏｇｇｅｄｄｏｗｎｉｎａｃｔivitiesnotdirectly

relatedtosellinglndeed,insmallhotelstherelssomuchcrossdemandforthesalespeople，ｓ
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tlme,thateventhemostsales-mindedofmanagerscanendupspendingfarleｓｓｔｉｍｅｉｎｓａｌｅｓ

ａｎｄｍａｒｋｅｔｉｎｇｔｈａｎｈｅｏｒｓｈｅｉｎｔｅｎｄｅｄＨｏｗｅｖｅｒ,ｉｆａｍａｒｋｅｔｉｎｇｐｌａｎｈａｓｂｅｅｎｐｕｔｉｎｔｏ

ｗｒｉｔｉｎｇｉｔｃａｎｂｅｕｓｅｄｔｏｃｈｅｃｋmanagement'sdailyactivitiesandtopreventthestafffrom

gettingofftrack”２Salesandmarketingisalong-terminvestmenttobuildastrongand

enduringbusiness・Ｗｅｓｈｏｕｌｄｎｏｔｗａｉｔｕｎｔｉｌｏｃｃｕｐａｎｃｙｉslowandprofitsarelaggingto

initiateasalesandmarketingcampaign,ThefunctionoftheSales＆Marketingplanisto

dealwithitinanongoingfashionandmeetpersistentissueshead-onThegoalistocreate

conditionssothatthereisconstantnowofrevenue,propergrowthandacceptanceinthe

marketplaceHotelmarketingplanningisexpressedbestbyD・Anderson3whenhesays，

"Forhotelstosurviveintoday,scompetitiveenvironment,asystematicapproachtothe

developmentofabusiness/ｍａrketingplanisanecessitytoyieldbestresult．…”・Ｗｈｅｎwe

firstfigureoutwhatthehotel，slogicalsourceofbusinessis,whetheritwillbelocals,internet，

leisureorcorporate,wecanthendeterminewhatservicesandfacilitiestheywantandneed

Thｅｎｗｅｃｏｍｐａｒｅｏｕｒｈｏｔｅｌｗｉｔｈｏｕｒｃｏｍｐetitionandemphasizeourstrongpointswithwhａｔ

ｔｈｅｍａｒｋｅｔｗａｎｔｓ４Ｔｈｅｎａｌｌｔｈａｔｉｓleftisanintelligentandaggresslvesalesandmarketing

effort，ThedestinationandhotelexperienｃｅｉｓｔｈｅｔｒｕｅｂａｓｉｓＷｈｅｎｗｅｃｏｍｂｉｎｅｔhat

experiencewithVALUE,ＳＡＴＩＳＦＡＣＴＩＯＮａｎｄＱＵＡＬＩＴＹ,ｏｎlｙｔｈｅｎｗｉｌｌｙｏｕｂｅｏｎｔｈｅｒｏａｄ

ｔｏａｐｒｏfitablefuture5

2．Sales＆MarketingPlan

Toestablishandimplementcosteffectivecustomerrelationshipmarketingprogramsthat

entlceandpersuadepatronstovisitourhotelforpleasureand/orbusinessandthenreturn，

thusoptimizingrevenues,isourultimategoalAttractingandcultivatingrepeatbusiness

fromselectedmarkets,ＴＯＵＲＩＳＴ,ＬＥＩＳＵＲＥ,ＩＮＴＥＲＮＥＴ,ＣＯＲＰＯＲＡＴＥａｎｄＬＯＣＡＬＳｗｈｉｌｅ

ａｄｈｅｒｉｎgtodisciplinedbudgetarygoalsandoperationalcontrols,istlledesiredoutcomeofthe

followingactions：

･Ｉｆｎｅｅｄｅｄ,ｉｍｐｌｅｍｅｎｔａｓａｌｅｓｔｅａｍｔｏｄｉｒｅｃｔａｌｌaspectsofHotelSalesandMarketing

departments

･MonitorallSalesandMarketingactivitiesforadherencetothehotel，sservicestandards

･Workwiththehotelinformatlonsystemandotherareasasdeemednecessarytodevelop

proceduresfortrackingpromotionsandmediacampaigns．

･Ｄａｔａmining,developmentandimplementationofprogramswhichwillexpandtheguest

database

EvaluatereportswithaccountingtoensureproceduresarebeingfO11oｗｅｄ６
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･Ｄｅｖｅｌｏｐｓｙｓｔｅｍｓｔｏｉｍｐｒｏｖｅｇｕｅｓｔｓａtisfactionaccountability､Monitortelephonecallson

bothincomingandout-goingcallreports7

･Monitortouroperator,sutilizationreports，andanalysisofbookingengines，directmail，

specialpromotionsPrepareannualbudgetsandmonthlystatusreports

･Evaluatespecialpromotlonsactivityfromarevenueandprofitperspectlve．

･Amonthly(bi-monthly)newsletteroutliningevents,promotlonsandotherpertinent

informationneedstobedevelopedanddirectmailedoremailedwiththeobjectiveof

buildingawarenessofthepropertyandallithastooffer．

3.Salesstrategiesandobjectives

OnｃｅｔｈｅＳａｌｅｓ＆Marketingplanisformulated,themostimportantaspectoftheplanning

isthecarryingoutofthesalesstrateglesandobjectivesJtshouldalwaysstartwiththe

hotel，smissionstatementandfollowupwithaplanningmodeLnotonlyforthe

implementatlonstrategybutalsoforthemeasurementofresultsOfcourse,nomatterhow

soundthemissionstatementorhowspecifictheobjectivesandstrategiesmaybe,ｔｈｅｍｏｓｔ

ｉｍｐｏｒｔａｎｔａｓｐｅｃｔｏｆｔｈｅｓｔｒａｔｅｇｉｃｍａｒｋｅｔｉｎｇｐｒｏｃｅｓｓｉｓｔｈｅｉｍｐlementationoftheplan

NothinghappensuntilsomethingissoldThesalesstrategiesandobjectivesaretheintegral

partofthemarketingplanAdvertisingandpublicrelationssupportthesalesstrategies

which,ｉｎturn,aredesignedtoobtaintherevenuegoalsandobjectivessetforthforthehotel

Strategiesinclude：

･Growkeyaccounts

･Developmarketingstrategiestowardsspecificmarketsegmentsthathadreceivedbusiness

inthepast．

･Visitkeymarketsthatproducethelargestvisitorvolume

･Obtainnewbusinessfromselectedprospectswithastrongemphasisonmidweekbusiness

andgroups．

･Solicitbusinessfromtradeunions，socialclubs,educational，government,medical，and

culturalorganizations．

EliminateselectedmarginalTourOperatoraccounts
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･DeveloprelationshipswithNationalandLocalTouristsAgencies

･Developexcellentlongrunrelationshipswithclientsandkeyandaccounts

･Ｍａｋｅｓａｌｅｓｃａｌｌｓａｎｄｗｏｒｋｗｉｔｈｔｒａｖｅlintermediaries,tourwholesalers,travelagenciesand

touroperators,andofferthemaccurateandupdatedinformationaboutthehotel,because

thetravelintermediarieswillneverhavetheopportunitytopersonallyvisitthemajorityof

thehotelstheybookfortheirclients

･Attendkeytradeshowsandcommunityfunctions

･Marketthehotelonaworldwidereservatlonsystem,suchasGlobalDistributionSystem・

Emphasizethequalityandexcellentaccommodationsatcompetitivepricingastheprimary

componentFoodlocation,aswellasthecorporateamenitiesarethesecondarycomponent8

Buildcredibility．

Buildawarenessandnamerecognitioｎ

･Handleguestcomplaintsandconcernswiththeutmostprofessionalism．

Ensurethebestguestserviceisappliedwithhighstandards

EstablishaconsumerorientedviewdescribingthehotelasafUnandexcitingplacetovisit

andagreatplacetomixbusinesswithpleasure

,Holddownpromotionalcosts

･ContmuallymonltorsalesandmarketingexpendituresandresultsagalnstbudgetfIgures

･Vendors,advertisingagenciesandothersneedtobeinvolvedintheplannlngprocess,ａｎｄ

ｍｕｓｔｂｅｍａｄｅａｗａｒｅｔｈａｔｔｈｅｉｒｐａｒticipationinthesalesandmarketingplanisexpected9

Encouragesupportofsubordinatesintheplannlngprocess

Createamarketingtimetableforspecialevents

ExecuteaMonthlyDirectMailoremailCampalgntomaintaincustomerloyalty，

targetedtoexistingguestsandtodevelopnewcustomers．
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Encouragemvolvementandsupportofnonsalespersonnel

･Trainsalesstaffbysettingquotasandprospectingtechniques

4.Settingbudgets

ltiscriticaltoaprofitableresultthatthehotelestablishesandimplementsaSalesand

Marketingbudget,ｗｈｅｔｈｅｒｉｔｉｓａｂｕｄｇｅｔｆｏｒｏｎｅ,three，sixortwelvemonthsBudgeting

mustｂｅｄｅｔｅｒｍｉｎｅｄａｎｄｃｏｎｆｏｒｍｔｏｔｈｅｂｕｄgetingplanfOrtotaloperationsofｔｈｅｈｏｔｅＬ

・Therearefourcommonlyusedmethodswhensettingbudgets：

ｌ）Percentageofsales

DetailedsalesfOrecastofthepercentageofincrease/decreaseofpreviousyear、

２）Affordablemethod

Detailedsalesforecastbasedontheactualeconomicimpactondifferentgeographic

segmentsandbusinessdomainｓ

３）Competitivepartymethod

Detailedsalesforecastofthepercentageofincrease/decreasetothecompetitorsof

thesamemarket

４）Objectiveandtaskmethod

Detailedsalesforecastofthepercentageofincrease／decreaseoftheoutstanding

contractsandprojectscomparedwithpreviousfiscalyear

･Opportunitiestostretchthebudget

Getinvolvedwithadvertisingforproductsthatthemediacompanycanuseasakindof

cooperatlveadvertiSing．

､Tagglngwithtravelagentsandwholesalersbyplacingthehotelmtheircollateralandmaln

advertlsementslo

．Ａlthoughtheadvertisingbudgetisthesubsetofthesalesandmarketingbudget,onemust

considertheotherusesofthesaidbudgetltisdependentontheobjectivesoftheSales＆

Marketingplanandthepromotionalplanltmustbalancetheobjectivesoftheadvertlsingplan

agalnsttheexpenseavailablefromthecompany・l1Themethodmosteffectiveforsettlnga

budgetistheobjectiveandtaskmethod,whichdetermineswhethertheexpenseresultsina

positivereturnoninvestmentFigurelisacycleimageclarifieswhataretheobjectivesare

enablethehotelmarketmgtoleadtoapracticalapplication．
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|’ １ＦｉｇｌＨｏｔｅｌｌＶｍａｒｋｃｔｉｎｇＣｙｃｌｃＩｍａｇｅ

ＯｐｅｒａｔｉｏｎＣｙｃｌｅ SystemＣｙｃｌｅＣｈａｉｎＳｔｒａｔｅｇｙ

5.Conclusion

Peopletodayaregroundedinarealityformedbyobligations,timeconstralnts,rolesand

responsibilitiesLivesaredefinedbyjobs,professionalcommitments,schedules,cellphones，

personalcommitmentsandfamilyobligation､Peoplearelookmgforplaceswheretheycan

experiencefreedomandftln,ｉｆｆｏｒｏｎｌｙａｆｅｗｈｏｕｒｓｏｒａｆｅｗｄａｙｓＴｈｅｎｅｅｄｔｏｇｅｔａｗａｙｏｒ

ｅｓｃａｐｅｉｓａｕｎｉｖｅrsalthreadrunningthroughlivesofvirtuallyallpeopletoday・Ittranscends

anydemographicandphysiographicboundaries，Thelong-termbrandingandsalesand

marketingstrategyoutlinedthroughoutthisplancommunlcateswithconsumersonamore

intimate,personalleveLItsstrengthliesinourabilitytoconnectwiththosepeｏｐｌｅｗｈｏｄｏ

ｎｏｔｈａｖｅｔｈｅｔｒｕｅｓｅｎｓｅｏｆｔｈｅｈｏｔｅＬＡｔｔｈｅｓａｍｅｔｉｍｅ,thissenseofexperlencealsoprovides

aremindertothosewhorepeatedlybenefitfromit．

TheSalesandMarketingteamwillbecommittedtoproducingpositiveflscalresults、

Throughthedevelopmentandimplementatlonofhotelsalesandmarketingprogramsoptimal

resultswillbeachievedAggressiveandtargetedmarketingwillraisetheaverageroom

rate/occupancyandincreaserevenuｅｉｎｏｔｈｅｒｄｅｐａｒｔｍｅｎｔｓｏｆｔｈｅｈｏｔｅｌｗitheachpasslng

month,growlngclosertothehotel/companygoals．

Long-termssuccessinhotelmarketinginthenexttwodecadeswillinvolvemorereliance

onexternaldata-gatheringsourcesthaninternaｌｏｎｅｓｉｎｏｒｄｅｒｔｏｇｅｔｌｅａｄｓｏｎｎｅｗｓｏｕrcesof

businessByturningdataintousableinformationandthenconvertingthatinformationinto

intelligentsalesandmarketingdecisions,ｔｈｉｓｗｉｌｌｅｎａｂｌｅｔｈｅｈｏｔｅｌｔｏｅｘｐａｎｄitsmarkets，

reducecostsandincreaseprohts・l2DirectmarketingisthekeytosuccessAhotelthatfails

toadoptnewtechnologies,intheformofupgradedamenities,mayriskfallingtoofarbehind

thetechnologycurveandwillultimatelｙｈａｖｅａｐｒoductthatisinferiortothecompetition

andmoreexpensivetooperateＷｅｎｅｅｄｔｏａｓｓｅｍｂｌｅａｎｄｉｍｐｌｅｍｅｎｔｄａtadrivenprograms
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alongwithanaggressivesaleseffoｒｔｔｈａｔｗｉｌｌｇａｉｎｍａｒｋｅｔｓｈａｒｅａｎdbuildlonglastmg

relationshipswｉｔｈｏｕｒｇｕｅｓｔａｎｄｓｕｐｐｌｉｅｒｓＷｉｔｈｔｈｅutilizationofdatabaseandemail

strategles,thedevelopmentofon-targetmediacampaignexecution,effectivehotelsalesand

marketinｇｐｒｏｇｒａｍｓａｎｄｔｈｅｄｅｓｉgnofsupportiveoperationalprocedures,ｗｅｃａｎｂｅｇｉｎｏｕｒ

Ｊｏｕｒｎｅｙｔｏｂｅｃｏｍｉｎｇａｎｄｒｅｍａｉｎｉｎｇｏｎｅｏｆｔｈｅｐｒｅｍｉｅｒｐｌacestostay,Ａｎｄ,ｔｈｅｒｅｉｓｎｏ

ｑｕｅｓｔｉｏｎｔｈａｔｔｈｏｓｅｗｈｏｃonstantlyupgradetheirpropertieswithpopularamenitiesand

enhancetheirmanagementsystemswithnewfeatureswillbeabletomaintainacompetitive

advantage

TheinformationcontainedintheSalesandMarketingplanisintendedtoinducetrialfrom

newguests，ａｎｄｉｎｃｒｅａｓｅｒｅｖｅｎｕｅａｔｔｈｅｈｏｔｅＬＡｄditionallyitwillincreasetheaverage

numberofstaysfromourcorecustomersThehotelwillthenbeidentifyingandmarketing

toourmostvaluedguestsFinally,althoughspacelimitationsforbidｍｏｒｅｔｏｂｅｓａｉｄ,todayis

hotelsareownedbyinsurancecompanies,businessenterprises,orbygroupsofindividuals

whohaveinvestedinhospitalityrealestatｅｆｏｒｐｕｒｐｏｓｅｏｆｔｈｅｉｒｏｗｎＴｈｅｒｅｑｕｌｒementofthe

marketingprofessionalｓｉｎｔhehotelindustrywillincreasinglyfocusonhowprofltsaremade

ratherthanonhowrevenuesaregenerated,ｆｏｒｔｈｅｙｗｉｌｌｎｅｅｄｔｏｂｅｐｒｅｐａｒｅｄｔｏｇenerate

satisfactoryreturnstothｅｈｏｔｅｌｏｗｎｅｒｓＡｓｔｈｅｙｓｕｃｃｅｅｄｉｎｔｈｅbenefitingtheircompanles，

theywillbuildoutstandingcareersforthemselves
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PrograminTourismandHospitalityManagementｉｎｔｈｅＦａｃｕｌｔｙｏｆＭａｎａｇｅｍｅｎｔａｔｔｈｅ

ＵniversityofCalgary,Canada

４１twillbeclearfromtheseexamplesreferbyCrystler,JlecturerofSchoolofHoteL

RestaurantandInstitutionalManagementｔｈａｔ“・・・Situationanalysisisthefoundationof

anygoodmarketingeffort,Ｉｔｉｓｔｈｅｄｅｔｅｒｍｉｎａｔｉｏｎ,throughsystematicresearch，ofa

property'scurrentmarketpositionandprojectedopportunitiesforpromotionlnorderto

properlyplan，ｙｏｕｆｉｒｓｔｎｅｅｄｔｏｋｎｏｗａｓｍｕｃｈａｓｐｏｓｓｉｂｌｅａｂｏｕｔｔｈｅｂｕｓｉｎｅｓｓ，the

marketplace，ａｎｄｔｈｅｅｎｖｉｒｏｎｍｅｎｔｉｎｗｈｉｃｈｔｈｅｂｕｓinessoperates.''ｉｎｔｈｅ“Situation

AnalysisWorkbook"(1983)(ppl)Washington,DCandtheEducationallnstituteofthe

AmericanHotel＆MotelAssociation(1983),ｐｐｌ２２
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bDrucker,ＰＦ.(1954)ｗａｓoneoftheearliestmanagementwriterstodefinethepurposeofa

busmessasthatofsatisfyingconsumerneedsHisstatementsonthispurposeaswellas

thoseontheentrepreneurialfUnctionshavebeenwidelyquoted“Itisthecustomerwho

determineswhatabusinessisForitisthｅcustomer,ａｎｄｈｅａｌｏｎｅ,whothroughbeing

willingtopayforａｇｏｏｄｏｒｆｏｒａｓｅｒｖｉｃｅ,convertseconomicresourcesintowealth,things

lntogoods・Whatthebusinessthinksitproducesisnotoffirstimportance-especiallynotto

thefUtureofthebusinessandtoitssuccessWhatthecustoｍｅｒｔｈｉｎｋｓｈｅｉｓｂuying,what

heconsiders“value,，,isdecisive-itdetermlneswhatabusinessis,whatisproducesand

whetheritwillprosper."Drucker,ＰＦ（1954),fromThepracticeofManagement,(pp37-41）

Harper＆RowPublishers,Ｉｎｃ,ＮｅｗＹｏｒｋ

６Drucker,ＰＦ・ｎｏｔｅｓｔｈａｔｉｔｉｓｏｆｔｅｎｎｅｃｅｓｓａｒｙｔｏｓtepoutsideabusinessinordertoget

insidetheheartoftheoperation：“Ｉｄｏｎｏｔｂｅｌｉｅｖｅｔｈａｔｏｎｅｃａｎｍａｎａｇｅｂusinessby

reports，Ｏｎｅｍｕｓｔｓｐｅｎｄａｇｒｅａｔｄｅａｌｏｆｔｉｍｅoutside,wheretheresultsarelnsidea

businｅｓｓｏｎｅｏｎｌｙｈａｓｃｏｓｔｓ・Ｏｎｅｌｏｏｋｓａｔｍａｒｋｅｔｓ，ａｔcustomers，ａｔsociety，ａｎｄａｔ

ｋｎｏｗｌｅｄｇｅ,allofwhichareoutsidethebusmess,toseewhatisreallyhappeningThis，

reportswillnevertellyou”Drucker,ＰＦ.(1977),Technology,Management,ａｎｄSociety．

（pp95-96)HarperColophone,ＮｅｗＹｏｒｋ

７LewisRCProfessorofMarketmg,UniversityofMassachusettscommentsthat“Descriptive

datacanidentifyconsumersandclassifythemintomarketsegments，ｂｕｔｉｓｄｏｅｓｎｏｔ

ｍａｋｅｋｎｏｗｎｔｈｅｉｒｐｒｅｆerencesandperceptlons，Descriptivedatacanbeavaluable

managementtool；however，ｉｔｄｏｅｓｎｏｔｔｅＵｈｏｗｃｏｎｓｕｍｅｒｓｗｉｌｌｂｅｈａｖｅ.''Marketｉｎｇ

（ppl23)Michigan：EducationlnstituteoftheAmericanHotel＆MotelAssociation

（1985）

８“Thedifferenceismostlyinfacilitiesandamenities,Thereshouldn，ｔｂｅａｄｉｆｆｅｒｅｎｃｅｉｎｔｈｅ

ｉｄｅａｏｆｐｒｏｖｉdingservlce,andthebasics,likesmoothoperationofthefrontdeskandgood

housekeeping,arethesameacrossalllevels”Withiam,Ｇ（November,1985),Hotel

CompaniesAimforMultipleMarkets,（ｐｐ４６）TheCornellHotel＆Restaurant

AdministrationQuarterly、

９Ｆｏｒexample,Leven,MFormerExecutiveVicePresidentofAmericanaHotels,states：

“Advertisingisplannedbytheadverｔｉｓｉｎｇａｇｅｎｃｙａｓａｎｏｕｔｇｒｏｗｔｈｏｆｔｈｅmarketing

planningmeetingAftertheplanissubmitted,thoseofuswithfiscalresponsibilｉｔｙｒｅｖｌｅｗ

ｔｈｅｐｌａｎｔｏｄｅｔｅｒｍｉｎｅｔｈｅａｍｏｕｎｔｏｆｍｏｎｅｙｗｅａｒｅａｂｌｅｔｏｓｐｅｎｄｗithinthebudget

limitations”Marketing(ppl64)Michigan：EducationlnstituteoftheAmericanHotel＆

MotelAssociation(1985）

ｌｏＡｃｃｏｒｄｉｎｇｔｏＦｌｅｓｃｈｎｅｒＡＰｕｂｌｉｓｈeｒｏｆＴravelWeekly，“Ｈｏｔｅｌａｄｖｅｒｔｉｓｉｎｇｔｏｄａｙｉｓ

ｂｅｃｏｍｉｎgmoreandmoremarket-sensitiveaｎｄｒｅＨｅｃｔｉｖｅｏｆｔｈｅｔｙｐｅｏｆｈｏｔｅｌｔｈａtit

representsTheaudiencefocusofhospitalityadvertisingtodayisａｆａｒｃｒｙｆｒｏｍｗｈａｔｉｔ

ｗａｓａｆｅｗｙｅａｒｓａgo・Advertisingtothetraveltrade,forinstance,indicatesthechangein

attitudeonthepartofhotelierstotreatagenciesasanextensionoftheirsalesarmsrather

1７



thanaslnterlopersinthebookingprocess”Marketing(ppl64)Michigan：Education

lnstituteoftheAmericanHotel＆MotelAssociation(1985）

'1“Sinceadvertisingisanlnvestmentinthefutureofthehotel,itsbudgetshouldbeplanned

likeanyotherinvestment・Managersmustaskthemselves,，，Whatisthepotentialreturnif

weincreaseourstake？“Inproducingtheadvertisingbudgeｔｆｏｒａｈｏｔｅｌ,eachmarket

segmentincludedintheoccupancyandbusinessmixofthehotelneedstobeconsidered

Managementmayultimatelydecidetoadvertiｓｅｏｎｌｙｔｏｓｏｍｅｏｆｔｈｅｓｅｓｅｇｍｅｎｔｓ,butthe

questlonofadvertｉｓｉｎｇｔｏｅａｃｈｏｆｔｈｅｍｓｈｏｕｌｄｉｉｒｓｔｂｅrevlewedforpotentialreturn.”

Marketing(ppl72）Michigan：EducationlnstituteoftheAmericanHotel＆Motel

Association(1985）

'２“Onethingisthedegreetowhichautomationandcomputerizationwillbeusedinmarketing

Therewillbemoreandmoreopportunitieｓｆｏｒｒｅｔｒｉｅｖａｌｏｆｈａｒｄｄａｔａａｎｄｆｏｒｐrocessing

thatdatainawaythatallowsforsoundmarketingandmanagemｅｎｔｄｅｃｉｓｉｏｎｓＷｅｗｉＵｂｅ

ａｂｌｅｔｏｔｅｌｌａｔｔｈｅｐｕｎｃｈｏｆａｂｕｔｔｏｎｏｒｔｗｏｗｈｅｔｈｅｒaprospectivepieceofbusinesswillbe

profitableornotorwhetherabookmgasalespersonhasmademeetsthennancialneeds

ｏｆｔｈｅｈｏｔｅｌａｎｄ,ｉｆnot,ｗｈｙnot，Ｔｈｉｓｗｉｌｌｂｅｅｌｉｍｍａｔｅｔｈｅｇｕｅｓｓｗｏｒｋandallowfor

fine-tuningofroomrates,ｆｏｏｄprices,andtheothervariablesofferedtothecustomer..…
”

ＴｈｉｓｃｏｍｍｅｎｔｗａｓｍａｄｅｂｙＢｉｌｌＮｅｗｍａｎ,SeniorVicePresident-MarketingofWestin

HotelsduringaninterviewwithEducationInstituteoftheAmerlcanHotel＆Motel

Association(1985）
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