
International Journal Of Business Management
Available at www.ijbm.co.in

ISSN NO. 2349-3402
VOL. 2(1),2015

522

Indian Hotel Industry: Transformation Through Digital Marketing

Dr. Aarti Mahendru1

Abstract

The customer journey is evolving, so businesses need to alter their approach to
measuring digital marketing ROI. Hotels always adopt various marketing practices in
order to improve its business performance. From social synergy to the impact of
mobile search, digital marketing in 2015 is a new landscape of creative engagement,
seamless integration and the customer journey. This paper analyzes the landscape of
digital marketing for hotel Industry. To fulfill the first objective of the paper, an
analysis of the Hotel Industry based on star criteria, is done with specific reference to
the marketing practices observed during the last six years. For second objective, a
review of the fundamental digital marketing is made to understand why it is vital for
hotels. The focus is mainly to discover how digital marketing is segmented using few
cases as examples.

Keywords: Sources of reservations, digital marketing, earned content, paid content,
owned content
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Objectives of the study

i) To analyze the industry structure with specific reference to marketing
communications

ii) To gain an insight into the digital marketing as a major component of hotel’s
marketing strategies.

iii) To review the case studies of hotels using digital marketing.

Research Methodology

The industry structure of the Indian Hotel Industry can be studied using either of the
three basis of classifying the hotels. These are:

 By star category
 By size (according to number of rooms)
 By chain affiliation



International Journal Of Business Management
Available at www.ijbm.co.in

ISSN NO. 2349-3402
VOL. 2(1),2015

523

Analysis has been done to understand the structure of the Indian Hotel Industry –
Marketing Practices, by star category. Secondary data was used to gain an
understanding of digital marketing concept.

A . Indian Hotel Industry Structure: Marketing communications

In this part an attempt has been made to achieve the first objective formulated in the
paper. The structure of the Indian Hotel Industry has been understood by analyzing
the data available Indian Hotel Industry Survey Reports for the period 2009-10 to
2013-14, published by FHRAI, the parent association of Hotel Industry of India. Five
–star deluxe, five star, four star, three star, two star, one star and heritage hotels all
over India participates in this survey.
Market Data of The Industry
Market Segmentation & Guest analysis
Table 1.1 Yearwise Market Segmentation (All India Average Basis)

Composition All India
Average
2009-10
)

All India
Average
2010-11
)

All India
Average
2011-12
)

All India
Average
2012-13
)

All India
Average
2013-14
)

Airline crew 1.4 1.2 1.4 1.3 1.1

Business traveller
(domestic)

37.3 31.5 32.2 30.1 33.5

Business traveller
(foreign)

10.4 10.5 9.3 8.9 10.0

Complimentary rooms 2.0 1.8 1.9 2.0 1.8

Domestic (tourist/leisure
fit)

18.3 19.8 20.5 20.5 20.0

Foreign (tourist/leisure fit) 7.6 8.6 8.1 8.4 7.4

Meeting participants less
than 100 attendees)

3.2 4.1 3.8 4.5 4.0

Meeting participants over
100 attendees)

6.6 7.4 7.1 8.1 6.7

Tour group (domestic) 6.3 7.2 7.7 7.1 7.6

Tour group (foreign) 4.3 4.7 4.9 5.2 4.6

Other 2.7 3.2 3.2 3.9 3.4
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Total 100.0 100.0 100.0 100.0 100.0

Source: Indian Hotel Industry Survey 2009-10 to 2013-14.
Note: Totals may not match because of rounding off.

The result of Table 1.1 shows that the domestic traveller continues to be of
importance across all hotels in India. Domestic business travellers represent the largest
percentage of hotel guests over the five years though this segment decreased to 30.1.3
percent in 2012-13 from 37.3 percent in 2009-10. Year 2013-2014 showed an
increased inbound business travel. Domestic tourist (leisure) segment though has
reflected a marginal decrease of 0.5 percent in 2013-14. But they comprise the second
largest segment. In case of foreign tourist (leisure), there is a decrease of 1.0 percent in
2013-14. Domestic tour groups has shown an increasing trend whereas foreign tour
groups has shown a declining trend in 2013-14.

Table 1.2 : Guest Analysis on All India Average Basis

Composition All India
Average
2009-10

All India
Average
2010-11

All India
Average
2011-12

All India
Average
2012-13

All India
Average
2013-14

Domestic
guests

74.1% 74.0% 75.3% 75.2% 75.6%

Foreign
guests

25.9 26.0 24.7 24.8 24.3

Total 100.00 100.00 100.00 100.00 100.00

Source: Indian Hotel Industry Survey 2009-10 to 2013-14.

Table 1.2 declares that domestic guests continues to dominate the market across
all hotels in India. The percentage of foreign guests has declined to 24.3 percent in
2013-14 as against 26.0 percent in 2010-11.

Sources of Room Reservation
Table 1.3 : Sources Of Reservations on All India Average Basis

Compositions All India
Average
2009-10
)

All India
Average
2010-11
)

All India
Average
2011-12
)

All India
Average
2012-13
)

All India
Average
2013-14
)

Chain C.R.S.
central
reservation
system)

2.8 4.1 4.1 3.8 3.5
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Direct
enquiry/hotel
representative

54.0 50.0 49.5 50.2 43.7

Global
distribution
system GDS)

1.7 2.4 2.2 2.1 2.2

Hotel/chain
website

6.6 7.6 7.7 7.8 8.5

Travel agents &
tour operation

19.6 20.4 20.1 19.5 18.9

Other online
reservation
systems

3.3 3.6 3.5 3.5 7.3

Other websites 4.9 5.3 6.1 6.8 7.2

Others 7.1 6.7 6.8 6.3 8.8

Total 100.0 100.0 100.0 100.0 100.0

Source: Indian Hotel Industry Survey 2009-10 to 2013-14.
Note: Totals may not match because of rounding off.

Analysis of Table 1.3 reveals that the direct enquiry (43.7% in 2013-14)
continues to be the major source of advance reservations at Indian hotels followed by
travel agents and tour operators (18.9%). A similar trend could be seen in the past
years also. Interestingly, the use of the online reservation system increased to 7.3
percent in 2013-14 as compared to 3.3 percent in 2009-10. The 'other websites'
category is gaining acceptance as is evident from the percentage figures of 7.2 percent
in 2013-14 as compared to 4.9 percent in 2009-10.

Marketing Media

While print advertising continues to be the most popular marketing medium at
85.8% in 2009-10. We notice that hotel website, direct mail gained importance since
2010-11. This could be linked to the increasing growth rate in internet/e-mail,
telemarketing and LAN connections. Other reason is that most of the five star deluxe,
five star and heritage hotels are using their websites. During the same period, CGM
and pay per click & Blogs have witnessed an increasing trend.(Table 1.4).
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Interestingly radio advertisement lost its importance in the year 2013-14 and compared
to last two years.

Table 1.4 : Marketing Media – Percentage Of Hotel Using Each Media (All India
Average)

Composition

All India
Average
2009-10
)

All India
Average
2010-11
)

All India
Average
2011-12
)

All India
Average
2012-13
)

All India
Average
2013-14
)

Direct mail 78.5 80.4 78.9 77.2 83.9

Hotel website 82.7 86.0 87.3 85.5 88.9

Loyalty card
programme

32.3 35.5 32.9 34.3 36.2

Merchandizing 21.0 22.0 24.7 24.9 24.6

Other internet
site

61.1 62.1 65.9 65.7 58.8

Outdoor
advertising

59.8 56.3 57.4 58.2 59.5

Print advertising 85.8 85.1 84.0 84.6 81.4

Promotions 63.1 64.8 67.1 67.3 69.5

Radio
advertising

19.0 19.3 20.6 24.1 19.6

Telemarketing 46.8 49.8 49.1 48.2 50.1

TV advertising 25.2 23.2 22.9 23.7 22.7

Consumer
generated
media

10.3 -- -- -- --

Pay per click 10.0 -- 7.6 15.0 16.0

Viral marketing 7.7 -- 6.0 13.1 14.6

Blogs -- 10.1 18.5 17.7
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Source: Indian Hotel Industry Survey 2009-10 to 2013-14.

B . Digital Marketing

Digital marketing is identified as a major component of hotel’s marketing strategies
and an important mechanism for future growth within the industry. As potential guests
and loyal customers identifies the internet as trustworthy, efficient, and safe, the
opportunity for marketing towards consumers via the internet became tangible and
indeed, vital to growth. Digital marketing in particular can be maintained as an
economical, effective means to reach customers; while more traditional marketing
methods may have been foregone, digital marketing could prevail as the most effective
means to allocate (limited) resources toward and ensure a return on investment.

The term digital marketing refers to the inclusion of a wider range of digital and
network communication technologies, including mobile phones and digital television,
in the pursuit of marketing objectives. The widening application of digital
technologies suggests that the marketers should extend their thinking beyond the
Internet to encompass all the platforms that permit a firm to do business electronically

Digital marketing is segmented into three categories: paid content, owned content,
and earned content. Paid content includes marketing efforts that a hotel purchases,
such as pay-per-click advertisements and use of OTAs (online travel agencies).
Owned content includes a hotel’s website and social media pages. Earned content, the
most elusive of the three and out of the hotel’s direct control, includes user reviews
and media coverage. As digital marketing cemented itself in budgets and strategies,
paid and owned content were the priorities; however, as consumers have increased
sharing their opinions (and listening to others opinions), earned content has grown as
an absolutely vital aspect of how a hotel’s image is perceived. The facilitated access to
guest experiences by potential guests means that today, 92% of guests check online
reviews of a hotel before they book

The indispensability of earned content is recognized across the board; not only do
users appreciate the importance of reviewing feedback and eventually sharing their
feedback (whether it be through written reviews, uploaded pictures, real-time tweets,
or posts on a Facebook page), but hotels understand the need for maintaining their
credibility responding to and managing these opinions. Trip Advisor, one of the
primary user-content websites in the industry with more than 32 million users and 75
million reviews and counting, is a reputable source for monitoring trends in how
earned content is viewed. The most recent Trip Advisor TripBarometer Report -2013
provides that 93% of travelers worldwide say that online reviews impact their booking
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decisions and identify online reviews as a top three booking factor along with price
and location. Accordingly, 96% of businesses surveyed said online travel reviews are
important to generating hotel reservations

Table 1.5 : SKIFT IQ HOTEL BRAND STATISTICS, AS OF DECEMBER
2013

Source: Skift.com (Competitive Intelligence)

CASE STUDIES:

Few Industry leaders have done well to utilize social media, earned content, and user
experiences to grow their companies and brands within the digital marketing spectrum

Starwood Hotels & Resorts:
SHR , recognized as a success story in creating and benefitting from digital
marketing, has lately shifted their marketing towards engaging through online
interaction and utilizing Millennials in order to further attract young guests.
Understanding the need for brand loyalty, earned content is supported in a brand-
unique fashion in order to engage the specific demand segment that is most strongly
attracted to each brand. For example, Starwood’s Meridien brand has staff that
manage a brand-specific Instagram account and focus solely on uploading content that
is appealing to younger, leisure travelers. Starwood’s loyalty program, Starwood
Preferred Guest, has a mobile app accessible through tablets and smart phones that
allows guests to give real-time reviews as well as book reservations.
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Kimpton Hotels:
KH have long been accustomed to engaging guests on a personal basis and utilizing
guest experiences as a major motivation for property and corporate staff to improve
operations. Kimpton has hired a social media manager for their corporate office;
regional marketing directors are supplemented nationwide by a “social squad” of
operations staff that double as social media ambassadors for their properties.
According to Kimpton, there is at least one social media ambassador per property,
usually more. These staff have the duty of engaging guests before and during their
stays, and engaging them following any post-visit comments. At the corporate level,
Kimpton has a Guest Engagement Team whose role is to ensure that earned content
results are positive. This team works closely with directors of operations, marketing
directors, and communication directors to convey guest opinions to the entire
company. Kimpton representatives do not foresee any specific growth in the
marketing budget for 2014, but it is true that Kimpton has always given priority to
user-generated content.

Mc Donalds’ India: Branding with deals
Mcdonald’s says : it has received a very positive response towards its application.
Kedar Teny, director – Marketing & digital, Mcdonald’s India said, “We aim to
replicate the success achieved by Mcdonald’s globally for its mobile and digital
strategy in India. towards this end, we are introducing a deals application, which is
currently in Beta tests. further, we also plan to introduce a ‘virtual loyalty’ element in
our mobile applications. We are also working closely with Mcdonald’s APMEA team
to implement a global Mobile application and other consumer promo oriented
applications in India, which will support the branding and marketing strategy of the
company.” (FHRAI- Mag, 2015)

A Step Forward: Online Reputation Management Companies
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Another interesting perspective on the benefits and weaknesses of earned content
comes from the specialist, or the Online Reputation Management (ORM) company.
An ORMC offers properties traditional marketing services, such as private surveys
sent via email, but also more state-of-the-art, earned content services that are the
future of digital marketing efforts; these include a social media dashboard, a ticketing
system (which alerts a hotel’s department heads of specific reviews relevant to them,
and requires direct follow up), and a sentiment analysis matrix. The matrix compares a
hotel’s overall sentiment, calculated through reviews, to those of its competitive set.
ORMs like Revinate, ReviewPro, and Digital Alchemy, New Media guru, provide
solutions for hotels to engage customers through their social media, to utilize reviews
to improve service, and to monitor the digital landscape in an efficient and timely
fashion.

Conclusion
The Indian Hotel Industry Survey 2013-2014 reflects a positive change indicated by
the key operating
statistics, which may be an early indicator towards the end of a downturn for the
Indian hotel industry. The All-India average occupancy remained constant; however,
the average room rate for 2013-14 was recorded at `4,729, the highest in the last five
years. Going forward, factors such as a stable government, declining inflation,
estimated increase in GDP growth (to 5.6%), and the government's strong focus on
tourism initiatives are all expected to boost hotel performance going forth. The
tourism initiatives include developing tourism infrastructure, pilgrimage circuits, focus
on railways to increase domestic tourism, inland waterways for transport and tourism,
and the 'Swachh Bharat Abhiyan' campaign (India's biggest cleanliness initiative
expected to cost `62,000 crore, which has gained widespread momentum). Moreover,
the recently announced extension of Tourist Visa on Arrival (TVoA) and Electronic
Travel Authorisation (ETA) to citizens of 43 countries is expected to drive tourism
and, in turn, fuel the growth of demand for hotels in the country.

All in all, hotels in India and around the world should acknowledge the power of
social media and digital marketing, are investing in it broadly, and are tapping into its
hidden revenue sources. Looking ahead, connecting with customers on the move
through mobile marketing is the next great challenge for hoteliers. According to
Google, eight in 10 mobile users are also mobile shoppers. And research by eMarketer
indicates that by 2016, 85% of all digital shoppers will be mobile shoppers too.
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