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Marking Criteria:
 We expect the learners to write minimum one well expressed point in three lines against each allocated mark. This means one needs to write 15 lines with 5 well expressed points to get high grades for a 5 marks question.
For high grades use examples and illustrations where appropriate. 
	1.   
i. What does ‘hotel product’ mean? 
Hotel product is services provided by the hotel to the guest and can be divided into the following categories with lodging and catering services in normal hotels considered to be the primary product: 
Lodging, food and beverage services (restaurant and bar), health and spa services, recreation and leisure (sports), shops and retail (Consignment), and car rental services, e.g. Hertz, Budget. 
Which components are included in it? 
The components are as follows: 
1. Core benefit:  the fundamental benefit the customer is buying (hotel: rest/ sleep) 
2. Basic product: basic, functional attributes (room: bed, bath…) 
3. Expected product: set of attributes/conditions the buyer normally expects (clean room, large towel, quieter location) 
4. Augmented product: that meets the customers’ desires beyond expectations (prompt room service, music, and check in / out, aroma) 
5. Potential product: the possible evolution to distinguish the offer (all-suite hotel) 
ii. Out-line the factors that affect hotel pricing. 
Factors affecting hotel pricing can be as follows: 
Time of year: Christmas, weekends, public and school holiday periods are notoriously higher demand times of year and as a result the cost of rooms can be elevated. These times are referred to as peak times. 
Local weather conditions and temperatures/precipitation:  An example of this would be pricing in hotels that are affected by Monsoon weather cycles.  Another example could be snow in areas of the mountains in North America where people go to enjoy winter sports. This obviously is premium time for winter sports enthusiasts and subsequent pricing and demand for rooms reflects this with Christmas and Easter holidays being in extremely high demand. 
Local events and festivals: Local events have a very inflating effect on room pricing. In a town like Newmarket where I come from for example, the racing calendar dictates the price of rooms, as does the horse sales at Tattersalls in the town when owners and horse trainers from all over the world congregate to purchase thoroughbred bloodstock. This sends the prices higher and the hotels in the area are all at capacity.  Another example of this would be the Vancouver Olympic games, when the city of Vancouver was extremely busy and accommodated spectators from all over the world as well as the Olympians themselves in the Olympic villages. The rooms at that time in the City and surrounding areas were at premium rate and vacancies were impossible to find. 
Factors that may also influence pricing can be location, convenience and aspect. Hotels at Niagara Falls for example with a view of the falls tend to be more expensive than rooms without a view of the falls, The Banff Springs Hotel in Banff, AB Canada charges more for its rooms with a view of the valley, Mount Rundle and the Fairmont Mountain Range, a hotel in Central London for example with close proximity to the sights of the city is likely to be more than a hotel on the perimeter of London. But this is more than just supply and demand, and room pricing is also influenced by the value of the property in that area. The hotel may cost more to maintain and staff, and as a result the cost of rooms may be at a premium. Staffing can also influence room pricing, as a more high-end hotel will endeavor to staff their hotel at a ratio of 1:2 that being 2 staff members for every guest, and as such the cost of staffing a high quality hotel has to be considered and will reflect in not just the room pricing but other hotel services. An example of this would be the Fairmont Banff Springs Hotel which has approximately 600 rooms and subsequent restaurants and common areas, which are ultimately serviced by at the very least 1200 staff during the winter months. 
A hotel that is of historical interest such as a stately home or a castle may require or have recently undergone significant renovations and challenges as such the maintenance expenses may be greater than a generic new build which is able to function at a lower overall running cost. This has to be considered when it comes to room pricing and the overall cost of the hotel product. 
Pricing in conjunction with staffing can be affected by the level of service that is provided to the guest. An example of this would be a self-catering villa complex in Spain where the housekeeping services only attend the villa to service it once a week, this obviously diminishes the labor costs and ultimately the cost of the rooms. Another example of this would be Centre Parks. 
iii. What is franchising? 
Franchising is an arrangement where one party (the franchiser) grants the other party (the franchisee) the right to use its trademark or trade-name as well as certain business systems and processes, to produce and market a goods or service according to certain specifications. In the hospitality market this could be for example a hotelier who wishes his hotel to be adopted by Best Western. His hotel would then become a part of the Best Western chain, and he would pay fees to Best Western for this privilege. 
Franchising is based on a marketing concept that can be adopted by an organization as a marketing strategy with a view to business expansion. A franchiser licenses its know-how, procedures, intellectual property, use of its business model brand and rights to sell its branded product and services to a franchisee and in return the franchisee pays certain fees and agrees to comply with obligations, which are set out in the franchise agreement which both parties sign. 

What are the benefits of franchising in the hotel industry? 
After signing a franchise in the hospitality industry, the franchisee gains immediate and readily established name recognition already built on reputation, a tried and tested hospitality product and service, usually a standardized building design and décor with readily recognizable signage and marketing concepts. The franchisee also benefits from detailed techniques in running and promoting the business, the way that the staff are trained, and maintained, and ongoing help in how to promote and upgrade the Hotel Product. This makes the hotel reputable as part of a larger already established chain with the same theme and identity and assists with any marketing and promotional challenges. It can join a website or reservation site which is already functioning, and it is quick to generate revenue. This means that the hotel can function, take bookings online, and compete with other hotel chains from the minute it opens, and more successfully knowing that it already has an identity, and that the guests will already understand the culture and quality of amenities and hospitality product provided by the hotel. 
2. Compare a product mix of a city hotel with a resort hotel. Also, identify those services which may create a competitive difference between both types of hotel. 
For this study and comparison, I have chosen as my hotels two very distinctly different hotels, namely the Wingate Signature Inn at the Calgary Airport in Calgary, Alberta, as my city hotel and the Fairmont Banff Springs Hotel in Banff, Alberta, Canada as my resort hotel. The differences between the style and amenities of these hotel products are extreme and contrast well to separate the two products which appeal to two very different service markets where the expectation is very different despite both being owned by chains, those being Wingate, and Fairmont. 
The Wingate Signature Inn is located within walking distance of the Calgary Airport YYC in Calgary, Alberta. It is part of the Wingate Hotel Chain which is a significant and successful chain in Canada. It is a newly built and developed hotel which has been built on vacant cheap land overlooking the runways of the airport. As such the room prices reflect this as the hotel has less overheads than a resort hotel in a more expensive location. The hotel has been developed in the style of a Wingate hotel, and the furnishings are tasteful and minimal some would say utilitarian. I would still however describe it as a comfortable hotel as the standard of the hotel is very good as the base line expectation of standard in North American hotels, despite being somewhat generic is fairly high. The hotel does not have its own restaurant, although they do provide cooked and continental style breakfast, but the hotel minimizes it’s costs by encouraging guests to eat at many of the varied local restaurants and a taxi ride into town would be approximately 10 to 15 Canadian dollars. The hotel appeals to corporate guests, business travelers, and holiday makers who are flying in or out of Calgary to start or end their vacation and who are looking for a no-frills basic needs location that is close to the airport. The hotel runs a shuttle service to the terminals for no additional charge, and the hotel offer early and late check in’s and out’s as a negotiable service for an additional 30 dollars per room. The hotel also offers pet friendly rooms and is well designed to support disabled guests with ramps in the hotel breakfast room and the attractive pool/gym area. The hotel fulfils its core, basic and expected product. I believe that it also fulfils its augmented product expectation of quality for a hotel of its kind in that a guest would find it perfectly within the expectations of a North American Airport Terminal Hotel of its kind. There is little to distinguish it from others of its kind located in the same subdivision and it can appear somewhat soulless in its appearance, however it is warm, clean, comfortable, and efficient and the staff will personalize service to the guest where ever possible to provide a high level of flexibility and excellent customer service and hospitality to the guest. Wingate also offer incentives to business and corporate travelers for repeat stays and this is also an attractive sales feature which sets them apart from other hotels in the city that provide corporate stays. The corporate travelers are also attracted to the business center within the hotel which provides them the facility to check their emails, watch the news, print off documents and communicate with colleagues via skype and conference calls. 
The Fairmont Banff Springs Hotel is a Canadian resort hotel situated in a prime and some would say priceless historical location in the Town of Banff, in Banff National Park, in Alberta Canada. It is approximately 90 minutes from Calgary, Alberta in a rural and extremely picturesque location in the Canadian Rockies. The Fairmont has been a resort hotel historically since the first railway was introduced by Canadian Pacific Railway at the turn of the century, and it was built as a Luxury hotel stop for wealthy travelers who wish to socialize and who have time on their hands. It is a hotel to spend time luxuriating in and can be referred to as a resort hotel because it would be quite feasible for a guest to stay for a week or even two without seeing everything that the hotel has to offer in the way of services. The Bow Falls and Bow River is within a short walk from the hotel and is accessible all year round. There are exceptional walks around the hotel and by the river and many photo opportunities for holidaymakers to record their stay. The hotel is located on a site that would today be considered priceless and impossible to replicate as it looks out to the aspect of the mountains, including Mount Rundle, Mount Cascade, and the Fairmont Mountain Range. Part of this view also incorporates the world class golf club which incorporates the infamous Devils Cauldron one of the most difficult holes to play in the world. This view is one of the most photographed in Canada, and the hotel has many aspects that are a photographers’ dream partly because of the view but also the wildlife that roams free in Banff National Park including Deer, Elk, Bison, Grizzly and Black Bears and Wolves. The Hotel is close to nature and is famous for receiving touring hotel guests from all over the world and as such maintains an international feeling and atmosphere. The hotel has over 600 rooms as core product and these rooms are furnished in antique furniture, and soft furnishings while maintaining the Fairmont Standard of excellence and many of the rooms are boutique style. The Banff Springs Hotel also has a gold floor on the 9th floor which is a hotel within a hotel for frequent Fairmont guests again furnished in boutique style and is run by a select group of superior service employees, honeymoon suites in the baroque towers, a presidential suite, and numerous other suites on the 6th and upper floors which cater to the higher end traveler. Basic product fulfils and exceeds all expectations and would satisfy a world class traveler. Standards of housekeeping and restaurants are extremely high. The chefs are some of the finest from all over the world to create the truly international and exceptional standard of cuisine. It would be almost impossible to have a bad or uncomfortable stay in this hotel. Ratios of staff to guest exceed 1:2 ratio’s and service standards are exceptional. Amenities in this resort hotel include the world class Willow Spring Spa, The Banffshire Club Restaurant which is by appointment only, The Wald Haus Bavarian Restaurant and Bar, The Lobby Cocktail Bar, The Pantry, Resort clothing Boutiques, The Fairmont Store (marketing luxury Fairmont Products such as bathrobes, sheets, the soaps and bath lotions, and historic memorabilia, Art galleries, Ski and Golf Consignments, Jewelry Boutiques, and general store. The hotel is equipped with a full concierge and bell desk facility, a money and currency exchange, valet parking, a conference center, banqueting halls, swimming pools, extensive gym and leisure facility, skating and curling rink, sports equipment rentals outlet, outdoor fire pits, car rental services and the list goes on. The augmented product at this hotel is the feeling and atmosphere that exists within the hotel. It is an intangible that is impossible to replicate as it is impossible to stay here and not feel extremely glamorous. The hotel is stylish, and sophisticated, from the intoxicating aroma of perfume and leather, that subtly but is very deliberately circulated via the air conditioning system, to the Baronial uniforms and the calm and attentive manner of the staff, to the lighting, and the views. It is very clear that this atmosphere is cultivated historically and is also partly an atmosphere created by years of exceptional hospitality and good times, which would be as impossible to replicate as is the view. There is a feeling that almost seeps out of the marble walls and floors like a memory of the best of times. This description may sound ethereal and excessive, but it is the only way I can describe this hotel and its atmosphere, and it really has to be experienced to understand how other hotels will never be able to replicate the feeling of staying at the Banff Springs for its sense of sheer historical adventure and luxury. 
The Wingate Inn in Calgary could not compete with the Fairmont Banff Springs nor should it be expected to. It is like comparing apples and oranges. It is a completely different market and purpose. Both hotels are built for a specific purpose. Both hotels appeal exceptionally well and are successful to their target market, the Banff Springs being opulent luxury, the Wingate being function and close proximity to ease of travel and economy. The Banff Springs Hotel is a place that one would aspire to stay at at the very least once in a lifetime. It is a ‘bucket list’ hotel. The Wingate may be a more affordable and regular stay as one comes and goes from the Calgary airport. The difference in price point speaks for itself, as a room at Fairmont will cost between 600 to 1000 CAN per night for a standard room depending on the time of year, with the presidential suite if available for up to 10,000 CAN per night depending on the time of year. The Wingate on the other hand has rooms available for 60 CAN per night as standard with the exception of during the Calgary Stampede when the price of a room may go up to 150 CAN per night because of the volume of travelers visiting Calgary for the annual 10-day rodeo event in July. 
3. Identify how important it is for a hotel located at a hill station to use “promotions” during the off season. Also, identify the possible sales promotion it can offer. 
Banff National Park has a hill station called Sunshine Village. The village is located at the top of the base station of the ski hill and is at capacity bookings over the winter period as it provides skiers the opportunity to stay at the top of the hill and ski in and out of the resort. The ski season in Canada traditionally runs from November to May and the facility experiences capacity bookings during this time, but the facility and the bars and restaurants is also open during the summer and fall when there is no snow, for shoulder bookings. During this time the hills are green and can host a variety of other events such as climbing lessons, mountain survival training, outdoor wildlife seminars, mountain biking, skate parks, summer trick ski-ing and Arial ski training, and hiking. There are also Bavarian beer festivals onsite, and festival bands. The village also provides hikers the opportunity to utilize the lift systems so that they can orientate the mountain ranges, and hike in and out of more remote locations. These promotional activities are usually advertised well ahead of the end of the ski season and the marketing departments are always a season in advance to ensure adequate revenue is still flowing in the shoulder season between ski seasons. 
Possible sales promotions can include a reduction in group tour bookings for the ski lift for hiking groups, promotions in the restaurants, two nights for the price of one in the hotels on the mountain, Spa packages, and combination mountain tours, where Sunshine Village collaborates with other marketing groups locally to incorporate the hill as a part of a larger activity. These collaborative marketing strategies work exceptionally well during the summer months when travelers are trying to see and do as much as possible to fill their days and maximize on their experiences
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