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Introduction of Company
The EHM (Electronic Hotel Managements) Limited was initially established in the early summer of 2000. Their primary business was developing Internal Hotel Accommodation systems and graphical user interfaces for small time hotels. Throughout the past few years they have sustained gradual growth. As the Company has seen the Internet to be a whirl pool of opportunities, they have migrated several of their systems to the Internet hoping to catch on a significant share in the E-Commerce Industry.
Introduction to Products & Services

Throughout the years, EHM has managed to develop several Hotel Reservation Systems for small time companies. However this year their sole intension is for Internet Based Reservation Systems. EHM has launched its first prototype model codenamed LSB (www.LastSecondBookings.com) on the Net. LSB receives customer traffic from various sources (Individual hotel home pages, travel operator home pages, banner ads in travel news sites & popular search engines). The options look promising, though they are not making internet bookings as they initially estimated. We will examine the promotional plan put forward by the company to boost booking numbers.
Our Objectives To Achieve – To induce more awareness, marginalize competitor activity, improve sales. We will be increasing sale Rs.1, 000,000 to Rs.2, 000,000 within 3 Months period. This sounds a very drastic improvement, however when analyzing patterns on the Internet, we find that this is very possible when using the right resources and the right tools.
Mechanics – Primarily the Internet; everything else will be considered secondary marketing. The targeting strategy will be concentrated on the lower to mid class budget travelers. Search engines will be our greatest strength for us to drive in potential buyers.
Promo Tools – LastSecondBookings has several promotional plans; they are discussed in detail below.
Timing – 3 months. During each week, we will analyze the throughput of the profit gained from the main booking engine to evaluate our stance. Since we are in a suitable position evaluate the outcome of our strategy, we are able to immediately divert our attention to well needed resources within days.
Budget – 1 million rupees. Since the bookings engine is situated completely on the internet, it will be wiser to target the tech-savvy general public from foreign regions only. Targeting the geographically local market would be futile.
Evaluation – Each week, a proper evaluation needs to be done to determine the average progress of the promotional campaigns. If the average progress of the promotions is not going according to plan, a thorough survey needs to be done to determine the proper path of focus.
Current Evaluation Sample Cost Factors – 

	Current Sales
	1,000,000
	

	Avg. Fixed Cost
	
	150,000/-

	Avg. Promo Cost
	
	150,000/-

	Avg. Development Cost
	
	250,000/-

	Avg. Miscellaneous Cost
	
	  50,000/-

	Avg. Profit
	400,000
	


Current Sales of 1 Million (An analytical perspective)

Based on the current track record, the following information was generated. The points submitted were submitted by the technology & marketing dept concerning the technology used thus far.
1. Natural listings in Search Engines. These are listing for Google, Yahoo, Overture etc. Many of the Search Engines uses Spider Technology to search for information on the internet. However the technology dept was completely unaware of this till recently.
2. Brochures for hotels (used as a simple promotional tool for submitting the Hotel Facility and the most convenient way of booking it). Although the brochure doesn’t highlight the Service itself, it promoted as a Sideline innovation which makes hotel-Booking an experience by itself.

3. Through Hotel home pages. Using the Hotels own websites the Online Booking System was promoted.
Improvements Needed (A technical approach)

Improvement on Spider Friendly Websites can be an enhancement to the website which leads the search engine to rank the pages at a higher precedence order. The technology dept of the EHM has identified this by using META-DATA to optimize on the web pages, thus making these web pages spider friendly. All search engine use specialized search algorithms that track each web page systematically. 

Optimization examples follow:

1. The Home Pages get a higher precedence order than the remaining detailed pages.
2. Spider friendly Links, such simple links to other pages increase the possibility of a spider actually being able to understand it. Having complex links which have too much fancy or dynamic multimedia hampers the effects of the spider. In the end one might have an extremely graphical website, which constantly remains in the dark.
“Spider” definition: A small software program running on hundred of Search Engine Servers across the world gathering and indexing millions of files daily. Each file or website is tracked by the links they are located, very like a Real Spider Web. Spiders are very popular among top search engines like Google, Yahoo, Altavista & Overture. Many developers are encouraged to make web pages “Spider Friendly” or “WebBot friendly”

META-DATA definition: Special key words embedded in the web-pages (which are not visible to the user), Example: “low price Spain hotels”, “special rooms in Spain”, “low cost rooms Spain”, “discount hotel rooms in Spain” are good example of META-DATA for Spider friendly Search Engines.
3. Special offers by booking with us concepts. The promotional plan is to provide 2 comprehensive prizes for the winners.

a. Prize 1: Return trip for 2 Passengers to Europe / Paris – 3 Day and 3 Nights at the Hotel Della Plaza (Qualifiers need to within the North American, European , Australian Subcontinents and over 18 years – All expenses paid)

b. Prize 2: Compaq Pocket PC (iPaq).

c. Prize 3: Apple iPod mini.

4. Travel Agencies are one of the best travel outlets to promote travel information. Current brochures can be spruced into a more multimedia experience for a more experience based traveling. Each confirmed booking off the LastSecondBookings can now obtain a free DVD of all the destinations LastSecondbookings are promoting. Thus giving each customer an experience that will never leave them.
5. Travel Agencies can secure the lastSecondBookings by obtaining a further 2% off each confirmed booking that goes through our system.

6. Obtaining Inventory to support the promotional plan was delegated to the Finance & Technology dept. current 3rd party Hotel inventory is obtained by a few providers situated in Europe alone. By increasing our span to Australia and US, we will be able to penetrate into the largest Pool of Inventory Providers on the Internet. This will cause an added problem of becoming a threat to market leaders.
The Liquidity Factor – the volatility service / technology

The internet is such, the technology changes at a dramatic rate. By miss-analyzing promotional plans, it is very easy to loose or gain Rs 100,000/- in 24 hours. Explanation follows.

· Bidding on the wrong hotel, destination, period, just for a few hours can have immediate negative impact on the promotion. Bidding technology consists of a technique popularly used by major search engines. If you bid for key words ‘Paris, hotel rooms, low price, low cost, December, Hilton”, and this particular hotel is already over booked for this period, you will loose by the thousands in minutes, since every mouse clicks counts as a Rs 50/- & above.
· Any mismatch in Hotel promotions or lack of Hotel Inventory will have lasting impressions on the site. The internet is in such a liquid state that the promotions change almost every hour. Competitor monopoly is such; they will return a counter tactic that will penetrate into our market segment without compromising their own markets.

Competitor Profiles

Our primary competitors are extreme specialists in the field of online reservations. The following competitors described in brief outshine all other competition by a several magnitudes.
1. Expedia Online
2. Hotels.com

3. LastMinuteLondon.com

4. Hilton.com

5. TravelOCity.com

6. TripAdvisor.com
7. TravelStay.com

8. Orbitz.com

9. TravelAsia.com

The above competition is such they compete with other at different levels. This preserves the competition to a minimum. Each company caters to different market, thus reducing marketing and competitive costs by a large margin. This is a tactic used by most online reservations systems.
Current Booking Trend Analysis

Based on the following graphs, we have noticed throughout the years, there is a definitive improvement in the traffic during the summer months of April, May, June, July & August. Using this increased visitor trend, we are able to proactively define our promotional plan in a systematic way.
	 
	Jan
	Feb
	Mar
	Apr
	May
	Jun

	All Visitors
	20,000 
	19,500 
	12,000 
	21,000 
	24,000 
	28,000 

	Intentional Visitors
	12,500 
	9,580 
	5,000 
	15,000 
	17,500 
	21,000 

	Confirmations
	950 
	1,000 
	400 
	1,100 
	1,250 
	1,350 

	Booking Value $ x100
	1,150 
	1,225 
	740 
	1,250 
	1,400 
	1,685 

	Profit Earned
	8,500 
	8,950 
	5,540 
	10,050 
	10,450 
	11,790 
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The above graph shows an unusual pattern for March. This was primarily due to terror attacks within regions, which generally causes a global panic. Such drops are extremely common during summer peaks as well.
	 
	Jul
	Aug
	Sep
	Oct
	Nov
	Dec

	All Visitors
	29,500 
	27,500 
	21,500 
	19,000 
	17,500 
	18,000 

	Intentional Visitors
	22,500 
	18,500 
	12,500 
	10,200 
	8,500 
	8,000 

	Confirmations
	1,395 
	1,250 
	1,050 
	995 
	950 
	895 

	Booking Value $ x100
	1,712 
	1,504 
	1,352 
	1,305 
	1,315 
	1,251 

	Profit Earned $
	12,850 
	11,080 
	10,200 
	9,215 
	9,105 
	8,850 
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The above trend graph stabilizes during the last quarter of the year since there are many travelers moving out of the extreme northern hemisphere during peak summer periods. This pattern is observed yearly and is well known in the industry.
Target Market

The target market needs to be aware of the market leader. This is a must; if the target market is unaware of the market leader, they will not be aware of the smaller competition, neither would they care. This is the primary reason why Sri Lanka will not be promoted. From recent surveys conducted, almost all booking engines have failed miserably when promoting a few South Asian Countries. The work around for this; is to have a massive database of many South Asian Countries and inventory providers with maximum flexibility.
Our target market has been Europe, England & New York. But once we begin to expand operations, Australia and Singapore will be targeted. Our current aim is to increase popularity of the Booking Engine among fellow Internet Travelers.

Inventory Providers
Expanding the geographical limits will be an added bonus to the LastSecondBookings engine. Currently with only 2 inventory providers, there is lesser scope for us to secure more confirmations. Our primary promotional goal is to reach into the Australian and Singapore/ Malaysian & Chinese travel industry, thus securing a larger portion of the market within that area. In this scenario, it will be advisable to have completely different pricing & availability objective, to prevent competing head-on with the market leader www.travelasia.com.
Each inventory provider has specialized in its field of inventory. For example: the inventory providers in Australia & Singapore cater to a majority who do not stay indoors too long. They are further differed even further when Singapore caters to customer with cut off periods of just 1 day. Australia caters to customers with cut off periods not less than 5 days.
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