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THE INNOVATIVE MARKETING APPROACHES IN THE SPHERE OF HOSPITALITY

The paper examines the innovative approaches which are to be used in marketing activity
of firms and enterprises in the sphere of hospitality for the purpose of establishing the loyal
relationships with customers and satisfaction their needs more effectively than the competitors.
The sphere of hospitality is considered to be the producer of such specific product that consumers
as a rule buy not because of urgent need, but to obtain benefits in the form of pleasure and to
satisfy the needs of higher hierarchy such as the needs of self-actualization and self-esteem. The
competition in hospitality sector is significant and the usage of marketing innovations is
necessary. In the paper such innovations are classified into the following types: individual
approach for every client, electronic management of the hotel, the interactive screens in hotel
rooms, the innovational eco-hotel system and unusual solutions in hotel sphere. The individual
approach for every client is considered to be the main condition of successful marketing activity
of modern enterprise of the hospitality sphere. The mechanism of the service individualization as
the process of several consecutive steps is proposed. The practical ways of realization of unusual
solutions in the hotel sphere as application of the conception of impressions’' marketing are
examined.
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THHOBAIIIMHI MAPKETUHI'OBI ITIIXO/IA B COEPI TOCTUHHOCTI
Tkauyk C.B., Craxypceka C.A.

Hocnioscyromoca innogauitini nioxoou, AKi € OOUINbHUMU 011 BUKOPUCHMAHHA Y
Mapkemun2ogii  dianvHocmi nionpuemcme ma pipm  iHOycmpii  2ocmunHOCmI  3a01A
6CIMAHOB/IEHHA JIOAJIBHUX CHMOCYHKI8 3i Cchoxycusauamu ma 3a00601€HHA IXHIX nompeod
ehekmugniue 3a xoukypenmie. Cehepa zocmunnocmi po3enadaemuvca AK GUPOOHUK MAKO20
cneyugpiuno20 npooyKmy, AKUIl CROMCUeayi, AK nPpasulo, Kynyloms He uepe3 Ha2aibHy nompeoy,
a 3 Memow OMpUMAHHA 8U200U Y (POPMI HACONO00U ma 3A0080JIeHHA nOmped euuioi icpapxii,
makKux AK nompeou 6 camoaxmyanizayii ma camonoeasi. Y cehepi cocmunnocmi icnye 3nauna
KOHKYpeHUiaA | 6UKOPUCMAHHA MAPKEMUH2068UX IHHO8ayiil € HeoOxiOonum. IIpononyemoca maxi
iHHosauii nodinamu Ha HAcmMynHi euOU: IHOUGIOYANbHUN RIOXI0 00 KOMCHO20 KlieHma,
e/1eKmpOHHe YNPAGINiHHA 20mesiem, IHMePaKmueHi eKpanu y 20meabHuUx Homepax, cucmema
IHHOBAUINIHUX €K0-20meNlie ma He36UYHI piuienHA 6 2omenbvriil chepi. Inougioyanvruit nioxio 0o
KOJMCHO20 KNIEHMA pPO321A0AEMbCA AK 207106HA YMOGA YCHIUWHOI MAPKEMUH2060i OiANbHOCHI
nionpuemcmea cghepu 2ocmunnocmi. 3anponoOHOBAHUIL MEXAHIZM IHOUGIOyanizayii nociyzu AK
npouyec, ujo CK1a0acmuvca 3 0eKiibKoX nociio08HuUx Kpokie. /lociioxcylomsca npakmuydni
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waaxu peanizayii He36UYHUX piuleHb 6 20menbHill cghepi AK 3ACMOCYBAHHA KOHUenuyii
MapKemunzy 8pax3ceHs.

Kniouosi cnosa: mapxemune, iHHOBAYINHI MAPKeMUH208l NiOXo0u, MmapKemune iHOYCmpii
20CMUHHOCMI, THOUBIOVAIbHUL NIOXI0 00 KIIEHMA, MexaHizm iHousioyanizayii nociyeu, cucmema
IHHOBAYIUIHO20 eKO-20mellio.

NMHHOBAIIMOHHBIE MAPKETHUHI'OBBIE ITIOAXO/1bI B
COEPE 'OCTEIPUMMCTBA

Tkauyk C.B., Craxypckas C.A.

Hccneoyromea unnosayuonnvlie nooxoovl, uenecoodpasnvie 011 UCHOIb306AHUA 6
MAPKEMUH20801 O0eAmenbHOCIMU NPEOnPUAMuUIL U Gupm uHOYyCMPUU 20CMENPUUMCEA O
YCMAaHOGIeHUA  JI0AIbHBIX OMHOWEHUIl ¢ nompedumenamu u  y0061eMEoOpPeHus  Ux
nompeonocmeii oonee IPpghexkmueno, uem Kouxkypenmwi. Huoycmpua 2ocmenpuumcmea
paccmampueaemcsa Kak RPOU36OO0UmMeENns mako2o chneyuguueckozo npooyKkma, Komopulil
nompeoumenu, Kak npasuio, NOKYnaiom He U3-3a OCMPOU Heo0X00umMocmu, a ¢ Ueabio
nonyYyeHus 6vi200bl 6 (opme y00601bCMEUA U YO0G1€MEOPEHUA NOMpedHOCmell evlcuiell
uepapxuu, makux KakKk HOMPEeOHOCMU 6 CAMOAKmMyanuzauuu u camoyeaxcenuu. B cgepe
20CMEenPUUMCIEA UMEEm MeCmO CUIbHAA KOHKYPEHUUA U UCHONb306AHUE MAPKEMUHZ06bIX
unnosayuii Heooxooumo. Ilpeonazaemca maxue unHosayuu nOOPA3OENAMb HA CledylOUiUE
6UOBL. UHOUBUOYAIbHBII NOOX00 K KAMHCOOMY KAUEHHLy, IJIeKMPOHHOE YnpasjieHue omenem,
UHMEPAKMUBHbBIE IKPAHbL 6 OMENbHBIX HOMEPAX, CUCMeMad UHHOBAUUOHHBIX IKO-Oomeneil U
HeoObluHble peuleHus 6 omenvHoul chepe. Hnoueuoyanvhulii n00X00 K KaAxcoomy KiueHmy
paccmampueaemca Kak 21A6HOE YCl06Ue YCHREUIHOU MAPKEMUH2080 O0eAmeabHOCmu
npeonpuamus chepol cocmenpuumcmea. Ilpeonazaemca mexanuzm unoueuOyanu3ayuu ycayeu
paccmampueams KAk RpoOuecc, COCMOAWUIL U3 HECKOAbKUX NOC1e008ameIbHbIX WaA208.
Hccnedyromea npakmuueckue nymu peanusayuu HeoObIYHBIX peuleHUll 6 OmenbHoll chepe Kak
npumeHenue KOHYenyuu MapKemuH2a OuyuieHu .

Knrwoueevte cnosa. mapxemune, UHHOBAYUOHHLIE MAPKEMUH2O08ble NOOXOObl, MAPKEMUHe
UHOYCMPUU 20CMENPUUMCMEBA, UHOUBUOYAIbHBIL NOOX00 K KIUEHN), MEXAHUIM UHOUBUOYATUZAYUU
yeayeu, cucmema UHHOBAYUOHHO20 IKO-0Mels.

Problem statement. Nowadays the strong competition takes place almost in every field of
activity, especially in the sphere of hospitality. The firm's task is to identify and to satisfy customers'
needs more effectively than the competitors. In practice most foreign firms, which work in the
sphere of tourism industry and hotel industry, use different special innovation methods in marketing
activity to form the loyal relationships with their customers. Such methods must be systematized to
form the theoretical and methodical approaches of marketing innovations in hospitality industry,
which could be used by the firms for building the loyal relationships with their customers.

Latest research and publications analysis. In accordance with latest research and
publications analysis, innovational marketing approaches are in great importance in successful
business and in building the loyal relationships with consumers. Among the authors, whose works
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are dedicated to studying of theoretical and practical aspects of this question we can't, but mention
B. Aggarwal [1], D. Yankelovich [2], L. Bilik [3], . Budnikevich [4], E. Djandjugazova [6], L.
Ivanova [7], D. Matseka [8], M. Rega [10] and others. Nowadays the consumers' loyalty is one of
the determining factors of firm's competitiveness. At the same time the loyalty must be true. It
means that the customer buys the firm's services not because of his habit or convenient location of
the firm, but because of his loyalty to the brand. Such customer makes regular purchases of the
firm's services, doesn't respond on competitors' proposals and also spreads positive responses about
the firm. One loyal customer means more, than several occasional ones, and so most of the firms
use the conception of customer relationships marketing, which means, that customer is to be
considered as business partner and such partnership must be mutually beneficial. To build such
partnerships, the firms and enterprises of hospitality sphere use innovational marketing approaches,
and this experience is to be learned and systemized for regular perfection and further practical
usage.

The purpose of article is to systemize the innovational methods of marketing, which are
used by the firms in sphere of hospitality and to form theoretical and methodical approaches of
marketing innovations in this sector.

The main results of the research. In process of formation and development, the firms'
philosophy of business had constantly been changing from rather primary form, such as the
conception of production perfection, to the modern conception of customer relationships marketing.
The last one includes components of other conceptions (the conceptions of marketing, of social and
ethical marketing, of impression marketing) and also has its defining characteristic, orientation on
building of long term loyal relationships with clients. In practice the firms, which work in the sphere
of hospitality, use different innovational methods of marketing in order to attract the customers and
to satisfy their needs more effectively, than the competitors (Fig. 1).

Innovational marketing
approaches

v v ; v >

Individual Electronic Interactive The Unusual

approach to management screens in hotel innovational solutions

every client of the hotel rooms eco-hotel (accented on
system emotions)

Fig. 1. The Innovational Approaches in Marketing of Hospitality
Source: created by the authors based on [1 — 10)].

The first thing that firm's managers must realize is the individual approach to the client. The

approach must be taken into account not only on the stage of interactive marketing, when the
process of service is in action, but it must be the basis, the foundation of firm's philosophy.
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The mechanism of service individualization can be divided into several stages (Fig. 2). The
first stage takes place while the service is developing, before the firm proposes it on market.

The stage of service development

Realization of Customers' division on segment's Maximum consideration of the
STP-marketing > according to the specific features, »| specificities of each segment
strategy selection of one or several segments on the stage of marketing-mix
forming

The stage before service delivery

Using of interactive information technologies to make possible
customer's choosing of services package that he wishes to receive

The stage of service delivery

The interaction between client and contact personnel, consideration
of the all client's wises

The stage after service delivery

The analysis of key contacts

Forming of individual base of Making decisions about
every client's wishes an habits in the service improving
order to better satisfaction of his considering overall requirements

needs of the target segment

Fig. 2. The Mechanism of Service Individualization
Source: created by the authors based on [4, 6, 8, 10].

The manager's task is to make market segmentation according to specific features, to make
targeting of one or several segments and to choose the strategy of positioning of the firm on the
targeted segments.

Effective segmentation is the first step on the way of service individualization, it makes
possible for the firm to understand the common specificities of target segment and to form the
active marketing-mix in accordance to this. Many methods of segmentation have been worked out
by the scientists in the field of marketing and service marketing, such as the method by A.R.
Winkler (according to the European lifestyles), the VALS-system, the method by G. Gun (the
segmentation in tourism sector) and others.

On the stage before service delivery the firm may use interactive information technologies,
which make possible for the client to form his own package of services by choosing more attractive
and useful among the all that the firm proposes. While this not only so called "must-be" services
can be proposed, but also the attractive ones. For example, the Hotel Affinia (New-York, Chicago,

- 65 -



IHBECTULIIMHO-THHOBALIIMHA JISJIBHICTh Iarenext XXI Ne I 2016

Washington) proposes its clients to enter the website before arrival and to choose one of the
different pleasant little things. The Hotel Palazzo Magnani Ferroni (Florence) makes especial accent
on aromas. During room reservations service staff ask client about his aroma's preferences, even
about such preferences in different time of day and night, to consider it while room flavoring [4].
On the next stage, the stage of service delivery, the interaction between client and service staff takes
place. The task of contact personnel is to find out all client's wishes about service process to satisfy
them now and to form the client's personal portrait to individualize his service in future. The task
can be accomplished better using the specialized electronic system that provides special electronic
customer database. Such experience is successfully applied by the hotel chain of "Ritz-Carlton".
The other innovational approach in hotel industry is the electronic management of the hotel. It
means the creation of specialized system that connects all the employees and gives them the next
opportunities by the using of Web resource: effectively obtaining of all necessary information about
hotel; making room reservation; access to the widest possible set of sales channels, etc [9]. The next
innovations in hotel sphere are interactive screens in hotel rooms or other places, visited by clients.
The screens enable to find the necessary information about hotel, restaurants, country or territory of
residence, monuments of history and culture, entertainment institutions.

One more innovation that combines effective marketing method of customers' attraction with
social and ethic aspects, is the creation of innovational eco-hotels system. The system is designed to
ensure the client's comfort and to save the environment by using natural sources of energy. It
includes the next solutions: solar panels on the roof for water heating; air generators for electricity;
producing of heat and power from household waste; system of rainwater collecting; converting food
waste to fertilizer; thin layer of soil and greenery on the roof as sound and warm insulation etc.

But maybe one of more interesting and creative innovational approach in marketing of
hospitality is the next one that includes aspects of conception of impressions marketing. We are
talking about the original solutions in hotel sphere, the proposition for the customers, who are
travelling for the purpose of obtaining of unforgettable impressions and emotions, the hosting
services in unusual and places and conditions. Among such propositions are the next ones: hotels in
ancient castles, monasteries, cathedrals, in the former prisons, in caves, in hollows and homes on
trees, in underwater hotels and others [5]. The examples of more unusual hotels are Crazy House
Hotel (Vietnam) that has a form of a chimerical angles tree with spiral steps, Green Plaza Shinjuku
Capsule Hotel (Japan) that is like the spaceship or submarine with room-niches, Propeller Island
City Lodge (Germany), named after the novel of Jules Verne "Floating Island" etc. Speaking about
elements of the conception of impressions marketing in hotel sphere, we can't but mention about the
accent on romantic emotions and emotions of fear. For the customers, who enjoy unusual
otherworldly stories, there are many hotels, covered with legends about ghosts, poltergeist and other
ulterior things. For example, Hotel del Coronado (USA), Fairmont Banff Spring Hotel (Canada),
Hotel Hoshi Ryokan (Japan) and others.

Conclusions. The sphere of hospitality is the rapidly developing branch of industry, where the
significant competition takes place. This fact requires using the marketing innovations in hospitality
business to form loyal relationships with clients and to strengthen market position. One of the main
marketing innovations in hospitality industry is the individual approach to every client.
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The mechanism of service individualization is considered to be the process of several consecutive
steps: the realization of STP-marketing strategy and working out of effective marketing-mix for
every segment on the stage of service developing; using of interactive information technologies to
make possible customer's choosing of services package that he wishes to receive on the stage before
service delivery; the interaction between client and contact personnel, consideration of the all
client's wises on the stage of service delivery, the analysis of key contacts on the stage after service
delivery. Other innovations in hospitality marketing is implementation of innovational eco-hotel
system as the application of social and ethical marketing conception, realization of unusual
solutions in hotel sphere as the method of impressions' marketing conception and also the usage of
electronic hotel management system as the way of increasing of efficiency and interactive
interconnection with clients.
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