HOW TO WRITE A HOTEL MARKETING PLAN: Getting Started

By Jeff Coy

· Understand the marketing planning process

· Appoint the marketing planning team

· Set the marketing planning schedule

· Find out what the owner wants

Are You Flying into the New Millennium Without a Map?

You’re rushing into a new century at warp speed, facing a complex marketing environment with a whole new set of issues and challenges!  

Did you file your flight plan?  Do you have your road map, your script --- you know what I mean?  Do you have a written marketing plan?  If you don’t have a written marketing plan that was created by a team of your key people, then you’re still in the dark ages!  Oh, don’t tell me you don’t believe in marketing plans.  Don’t tell me planning is a waste of time.  Please, don’t even try to convince me your marketing plan is in your head and your employees can read your mind.  With all the issues and challenges you face, you better have a good road map and script for your key people to follow.

Most hotels are not organized to do market planning.  Nobody, it seems, is assigned the responsibility.  That’s why hotel marketing planning and action are so inadequate, incomplete and ineffective.  What’s the status of your marketing plan?  Here’s an easy way you can get it produced and implemented --- professionally.

First, Let’s Understand Marketing and the Planning Process

Almost all definitions of marketing focus on the customer.  Marketers think about consumer needs, wants, preferences, benefits and need satisfaction.  

Marketing is thinking about people instead of things.  When you realize that the customer is boss, then you are marketing-minded.  When you think in terms of your guests instead of your hotel, then your are thinking as a marketer.  Marketing is the process of identifying what different types of potential customers need, want and prefer, and then developing ways to communicate and satisfy those customer needs so well they want to spend their money and return again.

Planning is visualizing a future end result and setting a course of action to achieve it.  

Producing a marketing plan is easy --- if you do a little each month.  Just focus on the 12 steps to producing and implementing a hotel marketing plan.  

1. Get ready

2. Look at the trends

3. Analyze your customers

4. Know your competitors

5. Analyze your product

6. Forecast market conditions

7. Set objectives and goals

8. Set marketing strategies

9. Develop action programs and communications

10. Do a marketing budget

11. Determine measurements and evaluations

12. Present your plan for approval, funding and commitment

Appoint the Marketing Planning Team

Why a team?  Developing a marketing plan is so critical to the success of your hotel that the task should not be left to one person or one department.  Form a marketing planning team of the key people who actually run your hotel.  Divide the work into 12 manageable tasks.  Meet monthly to work one part of the plan.  As you implement this year’s plan, revise and improve next year’s plan --- month by month.  Make it a continuous process.  This way, you can avoid the crisis environment and produce a plan that is based on research, analysis and strategic thinking without interrupting the operation of your hotel.  

Ask the people who will implement the plan to help prepare the plan.  Keep the group small and productive, five to seven people.  This working group may include the owner, general manager, marketing director, sales director, controller, front office manager and the food & beverage manager.  Others may be called upon to contribute from time to time.

Who is on your marketing planning team?  List their names on a worksheet.

Set the Marketing Planning Schedule

Establish a monthly marketing meeting at a time everyone will plan around.  Divide the marketing planning process into small manageable assignments.  Set your objective for each meeting.  You are the team leader or you can assign a team leader for each meeting to prepare the agenda and lead the participants through the assignment.  Send out the information your team members will need well in advance of the meeting.  Assign the homework to be done in advance.  Instruct your team members to gather facts and be prepared to participate.  Then, your team can meet, discuss, decide, write a section of the marketing plan and move on.  An experienced team leader will keep the ideas flowing and make sure the meeting is productive.

Meet in a place free from distractions, where you can retreat from the normal business interruptions and do creative thinking.  Start and end the meeting on time.  Keep the discussion on course.  Reach agreement and take action on each idea.  Use this series of articles as a guide.  Make worksheets along with way.  Write on the worksheets any conclusions reached, assignments made, so that copies can be given to each team member.

	MARKETING PLANNING SCHEDULE

Appoint the marketing planning team.  Establish monthly marketing meetings.  Divide the work into small manageable assignments.



	Suggested Date, Time & Place
	Assignments

	
	

	January
	GETTING READY

Assemble the marketing planning team.  Divide the work and schedule it.  Understand the objectives and expectations of your owner.

	
	

	February

March

April

May
	SITUATION ANALYSIS

Look at the trends in your industry, market and hotel.  Analyze your customers.  Know your competitors.  Evaluation your product and service.  Draw conclusions about your market position and priorities.

	
	

	June
	MARKET FORECAST

Develop a forecast based on competition, supply and demand.

	
	

	July
	OBJECTIVES AND GOALS

Set objectives and goals overall as well as for each customer segment.

	
	

	August
	STRATEGIES

Develop several strategies for each objective and goal, outlining approaches and programs.

	
	

	September
	ACTION PROGRAMMING & COMMUNICATIONS

Design and schedule programs, communications and actions needed to carry out strategies.  Assign tasks, set deadlines and estimate costs.

	
	

	October
	BUDGETS

Prepare the annual marketing budget.

	
	

	November
	MEASUREMENT & EVALUATION

Determine ways to measure and report your progress.

	
	

	December
	PRESENTING YOUR MARKETING PLAN

Present your plan for approval, funding and employee commitments.

	
	

	January

April

July

October
	QUARTERLY REVIEWS

Implement your marketing plan.  Perform quarterly reviews to determine effectiveness.  Modify objectives, strategies and actions to improve performance.


Review the sample schedule.  Then, set your own schedule of dates, times and places for your team to write its marketing plan.  Make a worksheet.

This article is an excerpt from the industry best-seller, How to Produce & Implement a Hotel Marketing Plan, an 88-page leader guide and 170-page workbook, which guides hotel management teams through the 12 steps of putting a marketing plan into action.  

13. Get ready

14. Look at the trends

15. Analyze your customers

16. Know your competitors

17. Analyze your product

18. Forecast market conditions

19. Set objectives and goals

20. Set marketing strategies

21. Develop action programs and communications

22. Do a marketing budget

23. Determine measurements and evaluations

24. Present your plan for approval, funding and commitment

Jeff Coy is president of JLC Marketing Associates, a hospitality research & consulting firm with offices in Rochester MN and Phoenix AZ.  Contact him at 507-289-7404 or go to www.jeffcoy.com.  Email jeffcoy@aol.com.  
