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The conference and event branch is very important for the Netherlands. Not only provides this branch a great deal of income for the economy it is important for the development of the tourist department as well. And last but not least, organising (international) conferences and events in the Netherlands will stimulate international acknowledge and recognition. For a small country like Holland we organise a large amount of events and conferences of high quality. In 2005 the Netherlands were ranked at the sixth place in the list made by the International Conference and Convention Association (ICCA).
Noordwijk is a small village located at the west coast of the Netherlands. It has been number one conference place in Holland, even higher ranked than Amsterdam. Last year it was number two of the list. Noordwijk is part of an area called “ De Rijn-, Duin-, en Bollenstreek”. In this area one can find a large amount of of hotels and conference centres. One of these locations is very important in this conference and event sector. This location is “ De Hotels van Oranje”. 

According to some articles
 I have stated my problem and central question.

In short these articles deal with the facts that the Netherlands are going to be more and more important in the 

Executive Summary

In this paper an answer will be given to the following central question: 

Is it necessary for HvO to expand or should HvO improve the efficiency to meet successfully the demands of (potential) clients in the conference and event market?

After thorough investigation the following answer can be formulated:

Yes, it is necessary for HvO to expand its means and develop their products if they want to meet the demand of their clients and attract potential customers to compete in the changing conference and event market.

The investigation consisted of making a SWOT-Matrix among others, in which the strengths and weaknesses of the company were examined as well as the opportunities and threats for HvO.


This is a sum up of the outcomes:

The Strengths of HvO are: the location and surroundings of HvO, the restaurants and bars in combination with events and conferences, the all-in-one package for organising a conference or event,  the leisure facilities combined with events and conferences, the unique atmosphere, the TV programme Business Class that is recorded at HvO and the certificate “Acknowledged Conference company “ .


The Weaknesses are that Noordwijk is a village, the lack of a Michelin-star and the  danger for ignoring the individuals.


The Opportunities for the company are: the green environment for environmental conferences for example, breaking into the demand of conferences and events by using the TV programme Business Class and the lack of cheap and enough parking spaces in Noordwijk.


The threats for HvO are: a minimum of international fame, its direct competitors in the market and the spending pattern in the conference and event market.

After the Internal Analysis and External Analysis the following strategies were developed and outlined in the Marketing Action Plan (according to the outcome of the SWOT-Matrix). The most important action will be the set-up of an internal organisation department. 

All actions including time plan are: 1. setting-up an organisation department (January 2007/ first quarter 2007), 2. HvO should advertise Noordwijk and its surroundings more (immediately), 3. “Keep it personal” in other words: maintain the personal atmosphere of the company (several tasks for now/January 2007 and May 2007 after the set-up of an Organisation Department), 4. using all available facilities (several tasks for now and May 2007), 5. getting more involved with the TV programme Business Class (first quarter of 2007), 6. emphasising the USP’s (several tasks for now and in January 2007 after set-up of the Organisation Department), 7. providing transportation (inform clients now and set-up in first quarter of 2007) and 8. coming up with new facilities and activities (immediately)

These actions can be translated into growth strategies of Ansoff: in appearing order in the previous paragraph: 1. market penetration, 2. market penetration, 3. product development, 4. product development, 5. market penetration, 6. market penetration, 7. market penetration and 8. product development.

For a full explanation see Chapter 6 Marketing Action Plan.

Other important items which are important to make it a good working company are: communication (between departments and personnel), responsibility for tasks (managers and supervisors) and clear cut tasks. Further more: enough personnel which is qualified and experienced (the right people in the right places) and fast decision making (because of the long chain of decision making in the company).
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Introduction

The market of conferences and events is very important for the Netherlands. Not only provides this sector a great deal of income for the economy, but it is important for the development of the tourist sector as well. And last but not least, organising (international) conferences and events in the Netherlands will stimulate international recognition. For a small country like Holland, it organises a large number of events and conferences of a high quality. In 2005 the Netherlands were ranked sixth on the conference list made by the International Conference and Convention Association (ICCA).

Noordwijk is a small village at the west coast of the Netherlands. A few years ago Noordwijk was even the number one conference place in Holland. Last year it was number two on the list. Noordwijk is part of an area called “ De Rijn-, Duin-, en Bollenstreek”. In this area one can find a large number of hotels and conference centres. One of these locations is very important in this conference and event sector. This location is “De Hotels van Oranje”. 

According to some articles found in the Marketing database1 I have stated my central question . These articles deal with the situation that the Netherlands is going to be more and more important in the international conference branch. As a conference country the Netherlands is highly ranked internationally and the country attracted more international conferences over the last years.

This thesis will cover the current situation and trends on the level of conferences and events all from the point of view of “De Hotels van Oranje”  (HvO in short). 

The central question will be:  

Is it necessary for HvO to expand or should HvO improve the efficiency to meet successfully the demands of (potential) clients in the conference and event market?

Sub questions:

· Does HvO have the means to deal with a flexible and changing conference and event market? 

· Do they have efficient processes and systems to meet the demands of their (potential) customers (and guests)? 

· Or should the company expand in the future?

Chapter 1: Company description

This chapter will cover the following aspects: general information about HvO, the mission statement, current aims in general and current aims for the Sales and Marketing Department, followed by the strategies for the Marketing and Sales Departments and finally the current target groups in general and the current target groups for the Departments. The information given for the Sales and Marketing Departments is taken from the interviews held withMr. R. van Leersum (Sales Department) and Mr. S. de Laaf (Marketing department.

General information

HvO is part of World Hotels, Deluxe Collection and is the largest five-star hotel on the Dutch coast. The company has existed for twenty years and provides a large variety of restaurants, bars and other luxurious facilities to give high quality and service to the individual guests as well as to companies. High quality facilities and service provided by the personnel are a condition for such a 

five-star hotel such as HvO.

The company culture is very important for employers and employees. Important aspects are enthusiasm, team spirit, commercial attitude and hospitality towards the guests. HvO is a very commercial company that wants to achieve the highest possible targets with the lowest possible costs.

Mission Statement  HvO

HvO wants to be the leading five-star conference and event hotel in the Netherlands.

1.1 Current aims (general)

· Quality and service are priorities

· Maintaining the unique package of products and services on offer

· Following trends and changes in the conference and event market

· Keeping a step ahead of the competition

· Staying recognizable to current target groups

Current aims of the Marketing Department 

· Stimulating profits and targets by all possible means 

· Meeting the needs of the target group

Current aims of the Sales Department

· Never say “no” to a client               

· Meet special requests of clients besides the standard requests

1.2 Strategies up to now for the Marketing Department

· Maximum occupancy of the rooms and conference halls

· Using technical and financial means as efficient as possible

Strategies up to now for the Sales Department

· Be as flexible as possible with a high level of service

· Keep contact with the clients and seek contact with potential clients; in other words, be active!

1.3 Current target groups (general)

· Companies (that want to hold conferences, meetings, parties, dinners and employee activities in HvO; both small and large companies).

· Government (departments and ministries)

· Individuals (the well-to-do/above average income mostly).

In general all these groups want to have a well-organised event/conference in a luxurious environment and luxurious atmosphere with a high level of service.

Current target groups (Marketing Department)

According to the Marketing Department the current target group is:

· Every company that organises a conference or event, at least once every three months

· A conference or event for at least fifty people

· With one night in HvO.

Current target groups (Sales Department)

· Business 

· Leisure

In the Business target group there are a four- and a five-star segment of clients that want to organise a conference or event. The company is divided into a four-and five-star hotel. The companies and organisations in the Business group can be found in each business unit or sector.

In the Leisure target group there are a four- and five-star segment as well. 

A four-star segment means individuals with an average income and five-star means individuals with an income above average. Average is means: everyone who has sufficial funds to stay at HvO. The exact numbers are not relevant, because the amount is different and a different priority for each indivdual. Person A wants to spend at least 300 euros on luxury items (such as going out for dinner, health treatments, hair styling and so on and so forth) and person B wants to spend a maximum of 300 euros each month. 

The definition of luxury items can differ as well. In short, an average income means that one has enough money left for luxury besides the fixed expenditure.

These customers (just like those in the Business group) can choose between a four- or five-star hotel according to their wishes and their spending pattern. The individual guests are for the most part inhabitants of Noordwijk and (inter)national tourists. The Leisure group is more a responsibility of the Department of Reservations.

1.4 Kind of product/service

The product HvO consists of the hotels, restaurants and other facilities for the guests. The service HvO stands is a high quality five-star service and products provided to the quests. This means that everything should be possible for the customer in the field of organising a conference or event.

According to both the Sales and the Marketing Departments HvO is more a service than a product. The target groups are buying the flexibility, service and hospitality of HvO. In these intangible aspects the facilities are included. In other words, if someone wants to hold a conference in HvO with several specific demands, in the first place that someone buys  the service and flexibility to meet his or her (intangible) demands. One of the demands could be a room, which is suitable for two hundred people (tangible item).

1.5 What needs are met?

· The need for high quality services and products

· The need to be in a luxurious environment

· The need to be in a quiet yet central location in the Netherlands

· The need (more a possibility) to show off to their competition and set a lasting memory with their own target groups/audiences.

· The need for special demands requests (Sales Dept.)

Chapter 2: Marketdescription 

For analyzing the market one can use models and figures to illustrate how a market is built up and what its segments are. With segments one can think of the target group, the needs and the functions of the target groups and so on and so forth. In this chapter there are two models for exploring the target group and its specifics. The first model is that of Abell and the other one is that of Ferell. These models will illustrate who is the target group and what the target group wants.

Model of Abell

This model consists of three segments:

1. Customer functions

2. Customer groups

3. Customer functions

With this model one can cut clear the market for a strategic business unit intended for the final consumer.

Model of Ferrel

This model stands for a customer analysis. In general: who are our customers/buyers? Ferrell developed a model on the hand of the six W’s: Who, What, Were, When, Why (how) and Why. These segments provide a total image of the target group.

2.1 Marketdescription: Abell

Model of Abell

Axes:

1. Customer functions

2. Customer groups

3. Customer functions
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2.2 Marketdescription: Model of Ferrell

Who are our current and potential clients?

Companies 

Government (companies and departments)

Individuals

The main target group consists of companies from every business sector. All companies organise conferences and events. The conferences and events differ from one day to multiple day conferences and conferences. Other forms of conferences are seminars, meetings and fairs. On the level of events one can buy dinners, parties and company trips for example. Another possibility are the outdoor activities.

What do our customers with our products?  (Situations in practice)

They use it for their own benefit, to meet their needs. This can be explained simply as in getting a Spa-treatment in the Wellness Centre (individuals) for example, but as well as in developing the knowledge of their employees on seminars (companies). In other words the customers use all of the companies locations and facilities to meet their needs.

Where do our customers buy our products?

Conferences and events can be “bought” at the Sales Department, Reservations Department and Marketing Department. Remaining products can be bought on the Internet, at the reception, the Beauty Centre and restaurants and bars.

When do our customers buy our products?

The customers will buy the products when they have a need that has to be taken care of by HvO. With need is meant the need for having a conference organised or an event, a party, a dinner or company drinks and trips.

Possible factors which can influence the choice of HvO can be that the customers do not want to organise the event them self or because they do not have the means to organise such activity. Another possibility can be that it is cheaper to outsource the organisation to HvO.

Why (and how) do our customers choose our products?

The customers have set high standards on quality, service and prefer a luxurious environment.

HvO stands for those aspects and is a concept in the branch of conferences and events.

Why do potential customers not buy our products?

HvO is to expensive for their spending pattern.

Another factor can be a lack of notion of the Hotels; not everyone knows about HvO and where they stand for or how to reach them.

Chapter 3: Internal analysis

The first part of the SWOT-Analysis (the Extern Analysis) is made up of the Strengths and the Weaknesses. These are the intern elements to which the company is confronted with.

3.1 Strengths

1. Location

HvO has a central position in the ‘Randstad’ of the Netherlands and the company lies in a seaside resort (Noordwijk). This flower and seaside resort lies central between Amsterdam, Amsterdam Schiphol Airport and The Hague among others.

The direct environment of HvO includes boulevards, dunes and broad sandy beaches. Because of this unique position it is possible to combine conference and events with outdoor activities.

2. Restaurants and bars

HvO own four restaurants and two bars. Each has its own characteristics and price segments. Because of these choices and varieties it is possible to meet the several needs and demands of the client. Another advantage is that the conferences and events held in the rooms can be combined with dinners, lunches and drinks in one of the bars and/or restaurants. 

The restaurants and bars owned by HvO: Restaurant Romanoff, Grand Café ‘t Elfde Gebod, Brasserie Orangerie, Steakhouse De Harmonie, the Imperial Bar and the Bentley Bar.

3. Facilities for organising a conference or event 

The facilities for events and conferences (banqueting) are flexible and of a high quality standard. Like the variety of restaurants and bars, the banquet rooms have there own characteristics and price segments. To meet the demands and needs of the customers most banquet rooms have removable wall panels, so that the size of the rooms can be changed. Separated rooms can be combined to one and vice versa. Another important aspect of the banquet rooms is that most of these spaces have ‘natural daylight’ and that they are not depended on ‘artificial light’. This is an important wish of clients who want to have meetings in natural daylight.

The banquet rooms in HvO are: Kroonzaal, Spiegelzaal, Aurorazaal (which can be put together as one into the ‘Balzaal’),Wintertuin,  Het Witte Huis (The White House), twenty boardrooms and thirty flexible meeting rooms which can be changed in size.

The names of these rooms and restaurants are in relation to the central themes of HvO: royal (House of Orange) and luxury.

4. Leisure facilities

Other facilities, which can be used by clients from the business sector, are the leisure facilities Sportsauna Aqualand and Beauty Centre Oranje. In combination with the event or conference there can be activities arranged in these complexes.

Sportsauna Aqualand includes a sub tropic pool, saunas, whirlpool, Turkish steam bath, solaria, relaxing spaces and sport and shiatsu massages. Aqualand is situated next to the restaurant Brasserie Orangerie and is separated by a removable wall panel. This means that it is possible for a client to arrange a pool party for his or her company in combination with a drink and food buffet.

Beauty Centre Oranje is divided into beauty salons, a massage salon, pedicure and manicure spaces and a hair studio. The used products are famous and luxurious brands such as La Praire, Helena Rubinstein, Biotherm Homme and René Furterer.

5. Personal atmosphere

Because HvO is a private property, or in other words it does not have a mass production image when it had belonged to a chain (like Mc Donald’s for example), it does not have to operate with imposed rules and operation methods. Because of the unique style of HvO it is possible to meet even better the needs and demands of the client and create an atmosphere in which the customer can feel like home.

Like already mentioned, HvO has chosen for a national theme: the royal house of the Netherlands. This is shown by the names of the rooms and decoration of the hotels. Besides this theme luxury and comfort are important aspects as well.

6. TV programme Business Class

From the Grand Café ‘t Elfde Gebod the programme ‘Business Class’ with Harry Mens (real estate agent) is been broadcasted on RTL 5. It is a financial and economic programme with stockbrokers and the developments in the stock exchange business, guests from several business units and sectors, famous Dutch guests from the business community and national politics. 

This programme is important for the image and reputation of HvO, but also for attracting and interesting (potential) companies and organisations for HvO. 

7. Hallmark “Acknowledged Conference company”

This predicate guarantees to customers that HvO is a company which meets the high standard quality demands set by the branch organisation. The research is done by an independent organisation. This quality mark can be an important factor by attracting (large) business partners, because more and more clients consider this mark as important.

Summary of the Strengths:

S1: The location and environment of HvO

S2: Restaurants and bars in combination with events and conferences

S3: Facilities for organising a conference or event all in one

S4: Leisure facilities combined with events and conferences

S5: Personal atmosphere

S6: TV programme Business Class

S7: Hallmark “Acknowledged Conference company “ 

3.2 Weaknesses

1. Location: Noordwijk is a village

Noordwijk is a village and does not have all the capacities like Amsterdam for example. Important competitors like the Hilton Hotel, the Okura Hotel and the Krasnapolsky Hotel are all located in this main capital. Even Scheveningen with its Kurhaus is more famous with the foreign quests and customers. Noordwijk is a small village and of course this has its advantages, it misses the facilities a large city has to offer. Noordwijk should be more characterized as a conference city by HvO.

2. Lack of a Michelin star 

Another quality mark is a mark for restaurants: the famous Michelin star. None of the four restaurants of HvO owns this mark. Of course this mark is important to individuals (the visitors of restaurants) in the first place, but it is an overall mark and pull factor for business clients as well, especially for those in the food industry.

Food can be more important at events and conferences for these sectors and business units.

3. Ignoring individuals 

Like already mentioned in previous chapters, the target groups of HvO consist of two segments: a business segment and a leisure (tourist) segment. The business segment with its conferences, meetings and events is an important source of income for HvO and requires attention and care from several departments. HvO has to beware for the danger of overlooking the leisure department (individuals). This segment is important for the income of HvO as well and requires such attention and care lust like the Business target group. This attention and care can be specialized in the field of the restaurants, bars and leisure facilities.

Summary of the Weaknesses: 

W1: Noordwijk is a village

W2: The lack of a Michelin star           

W3: Danger for ignoring the individuals

Chapter 4: Extern Analysis

The second part of the SWOT-Analysis (the Extern Analysis) consists of the Opportunities and the Threats. These are the extern elements in the market to which the company is confronted with.

4.1 Opportunities

1. Location: the green environment
Despite the fact that Noordwijk is not a famous conference city it offers plenty opportunities for changing this. For organising events and conferences the environment is an important aspect as well as it comes to what a location has to offer. Amsterdam and Scheveningen are popular cities, but are less renewing. Here lies an opportunity for HvO: if HvO can profile Noordwijk with its sea and dunes it can grow from a less well-known place to a well-known place (inter)nationally.  A recent development on the level of environment is the Stern report about the climate and global warming.  HvO can break into this by attracting environment conferences and conferences (Environmental Affairs of the government) and use its own environment (the dunes and coast among others) and atmosphere to underline the ‘green effect’ of such conferences.

This can work renewing and act as something that the competition does organise.
2.  Breaking into the demand of conferences and events 

HvO can think of the possibility of combining events and conferences with an item in the TV programme Business Class and so exploiting their name and fame. Another possibility can be offering an item in this TV programme for clients in exchange for having organized their conference or event. This can attract more potential clients as well, because they can increase their reputation. These are possible consequences when HvO breaks into the rising demand of conferences and events in this market.

3. The lack of cheap and enough parking spaces in Noordwijk
Noordwijk has a lack of enough and cheaper parking spaces. HvO can break into this demand with an own transport line. Such line already exists and was set-up by a competitor of HvO (Conference Centre Leeuwenhorst in Noordwijkerhout). This company has arranged a bus line between the Central Station in Leiden and the place where they are located. This is because Noordwijkerhout has poor facilities on the level of public transport. There is only one bus line from The Hague to Haarlem and with one bus leaving in the hour. Leeuwenhorst is not on a hotspot location, it is a bit hided next to a high school with the same name. This can create a confusing situation. 

Therefore Leeuwenhorst has arranged a collaboration with Brouwer Tours (a large bus and taxi company) and on appointment guests and clients will be picked up from Leiden and when it has to even from Schiphol Airport. 

HvO does only have their company cars (Bentleys) to pick up or bring away their guests and can not transport large groups.

Summary of the Opportunities

O1: Location: the green environment

O2: Breaking into the demand of conferences and events

O3: The lack of cheap and enough parking space in Noordwijk

4.2 Threats

1. International fame
Although HvO is (inter)nationally well known the location is not. There are other locations which are more popular and better reachable than Noordwijk. The village is internationally not very famous for its coast position more for its bulbs.  Scheveningen is located directly at the coast as well and is internationally more famous being a location at sea than Noordwijk. 

2. Competitors
In the direct environment of Noordwijk there are a lot of important competitors which are active in the same markets as HvO.  These are the most important ones in the five star segment: Huis ter Duin (Noordwijk), Palace Hotel (Noordwijk), Hotel Sofitel (The Hague), Carlton Ambassador Hotel (The Hague), Crowne Plaza (The Hague), Steinberger Kurhaus Hotel (Scheveningen), Krasnapolsky (Amsterdam), Amstel Hotel (Amsterdam).

In the four star segment the following competitors are important in the conference and event market: Mercure Hotel (Noordwijk), NH Leeuwenhorst (Noordwijkerhout), Alexander Hotel (Noordwijk) and Hotel Noordzee (Katwijk).

In this sum-up of competitors one can find more companies alike HvO. For example: Huis ter Duin; a five star hotel located at the beach in Noordwijk. According to this fact HvO should focus on its unique selling points and keep developing them.

3. The economy: the spending pattern in the conference and event market

This is a fluctuating and uncertain pattern. It is hard to predict exactly how much and when the target groups are going to spend their money. Of course there are periods in the year that are more profitable than other periods (for example the period October till December). The figure on the next page will illustrate this pattern.

Summary of the Threats

T1: International fame

T2: Direct competitors in the market

T3: Economic situation: the spending pattern in the conference and event market

4.3 Diagram Occupied Months

In this diagram the percentage of occupation is reflected. One can see which months are more occupied than others compared to each other. This is an average reflection of an average year. 
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Chapter 5 SWOT-matrix and strategic choices

According to the previous chapters “Internal Analysis” and “External Analysis” there an overview can be made. In this chapter one can find the matrix and possible strategic choices in both word and illustration (the SWOT-matrix at the end of this chapter). In this model, made up by Weihrich (1982), the strengths, weaknesses, opportunities and threats will be set against each other in a matrix and for each cell one has to come up with possible strategies. 

The possible strategies and combinations are:

· Opportunities and Threats: Grow

· Opportunities and Weaknesses: Improve

· Threats and Strengths: Defence

· Threats and Weaknesses: Pull back or Change

The following data were processed into the SWOT-Matrix:

  b
Strengths:

S1: The location and environment of HvO

S2: Restaurants and bars in combination with events and conferences

S3: Facilities for organising a conference or event all in one

S4: Leisure facilities combined with events and conferences

S5: Personal atmosphere

S6: TV programme Business Class

S7: Hallmark “Acknowledged Conference company “ 

Weaknesses: 

W1: Noordwijk is a village

W2: The lack of a Michelin star           

W3: Danger for ignoring the individuals

Opportunities

O1: Location: the green environment

O2: Breaking into the demand of conferences and events

O3: The lack of cheap and enough parking spaces in Noordwijk

Threats

T1: International fame

T2: Direct competitors in the market

T3: Economic situation: the spending pattern in the conference and event market

5.1 Strategic choices

SWOT-matrix part 1

	
	Strengths

S1: The location and environment of HvO

S2: Restaurants and bars in combination with events and conferences

S3: Facilities for organising a conference or event all in one

S4: Leisure facilities combined with events and conferences

S5: Personal atmosphere

S6: TV programme Business Class

S7: Hallmark “Acknowledged Conference company “ 
	Weaknesses

W1: Noordwijk is a village

W2: The lack of a Michelin star           

W3: Danger for ignoring the individuals

	Opportunities

O1: Location: the green environment

O2: Breaking into the demand of conferences and events

O3: The lack of cheap and enough parking space in Noordwijk
	S1:HvO should profile Noordwijk more as a conference city by using Business Class and set-up an intern organisation department (S1+O1/O2
S2: Can develop an item in the TV programme Business Class so that the restaurants are brought under attention and be connected to an event or conference

(S2+O2

S3:Use environment as USP and set-up own means of transport 

(S3+O1/O3)

S4: Develop its leisure facilities and if necessary organise extern leisure activities connected with an even or conference. Use own transport if necessary (S4+O1/O2/O3)
S5: Use the personal atmosphere as an USP: “keep it personal!” Distinguish the company from competitors (S5+O2/O3)
S6:Attracting more (potential) clients by active bringing Noordwijk in the picture with the target group 

(S6+O1/O2/O3)

S7: Use the hallmark/ Put the hallmark more forward. Bring it under the attention of the target group

(S7+O2)
	W1: “Be unique”, exploit the advantages of the environment

(W1+O1/O3)

W2:Despite the fact the restaurants of HvO miss the Michelin-star, HvO should promote the restaurants to their target groups (the all-in-one concept)

(W2+O2)

W3: Create a division aimed on the individuals as well or set-up such an organisational department that other departments can give more attention to the individuals.

(W3+O1/O2/O3)


SWOT-Matrix part 2





Strengths


  Weaknesses


T3: economic situation: the spending pattern in the conference and event market

	
	S1:Increase the international acknowledge of Noordwijk

(S1+T1)
S1: Use the environment (Noordwijk) more than only for a place of establishment. Use elements as “nature”, “space” and “relaxing” 

(S1+T1/T2)

S1: ‘Go with the flow’ of the fluctuations of the economy. Adapt special offers for ‘bad times’

(S1+T3)

S2: Exploit the all-in-one concept. People are spending more nowadays 

(S2+T2/T3)

S3: Noordwijk does not have to offer as much activities and so on like Amsterdam, but HvO can create more. Create own facilities and activities which the competitors do not have 

(S3+T2/T3)

S4:Almost the same as S3: create your own (leisure)

facilities which other competitors does not have (cannot) to offer 

(S4+T2/T3)

S5: Creating own means of transport; personalise it. Because most of the competitors are independent on the level of transport and reach ability as well as al lack of parking space in Noordwijk,

(S5+T2/T3)

S6: Use Business Class for promoting the advantages of Noordwijk and kept informed about the economy. This is an USP because competitors do not broadcast a TV programme from its own company

(S6+T1/T2/T3

S7: Maintaining the hallmark (S7+T2)
	W1: Put the advantages of Noordwijk to the front. “What can Noordwijk offer a client of HvO?”

(W1+T1/T2/T3)

W2: Be creative and original in the kitchens and the especially in the banqueting kitchen to compensate the missing of a Michelin-star. Conferences and events usually do not need that kind of food (is not feasible as well for such numbers of guests in HvO) 

(W2+T1/T2/T3)
W3: Keep giving attention to the individuals and than especially the tourist segment, because this group does know Noordwijk

(W3+T1/T2/T3)


Chapter 6 Marketing Action plan

In this chapter the strategic choices, which were made in the previous chapter, are processed into workable plans. In short: who does what, where, when and with what means? 

These choices were formulated into eight main points (because some choices made in different cells of the matrix are almost the same).

1. HvO should set-up an organisation department for organising and attracting events and conferences. When having such a department, one can avoid the use of intermediaries and agencies, so that the company can add a personal touch at this level as well.

2. HvO should profile Noordwijk more as a conference and event city. They should highlight the advantages and positive aspects of this village and its environment.

3. “Keep it personal”. Because HvO does not belong to a chain, the company can give more personal attention to its guests and clients on levels which are important to the company. This can be shown on the level of organising conferences and events, the service and the approach of (possible) target groups for example.

4. Use all of the available facilities. Use not only the banqueting facilities, but the leisure facilities and restaurants and bars as well. Combine them to create a personal event or conference for the client.

5. Look for the possibilities to get more involved with the TV programme Business Class. This way HvO can highlight the company and Noordwijk.

6. Put the USP’s forward. For example: highlight the hallmark or the all-in-one concept of HvO.

7. Create transport means. Explore the possibilities for creating transport means to make Noordwijk and HvO more reach able for clients and guests. Noordwijk misses the transport means of a large city (and an airport nearby) and parking space in Noordwijk is sparse and expensive. This is also an opportunity for personalising. 

8. Come up with new (leisure) facilities and activities to be unique and keep the competition ahead. For example: Kids Castle; this is a concept which organises several activities for and with children lead by experienced personnel. Not every competitor has such means on the level of children and nursery. HvO should be new and refreshing, so following trends and knowing what customers want is very important. 

 6.1 Marketing Action plan

1. Set-up an intern organisation department

‘Intermediaries’ and ‘Organisation Agencies’ were earlier mentioned in the Company Description. HvO can consider creating a department for organising and attracting events and conferences. A lot of direct competitors of HvO do have a department like this. Because you can avoid intermediaries you can personalize the services more from HvO and have direct communication with the client. HvO will avoid preferences from the agencies as well. Another advantage is that it can return more financial profit to the company, because you can facture the organisation as a complete service distributor.  In this situation HvO will be able to compete with these agencies in the future when they have their own organisation department.
This is a task for both the Marketing and Sales Department. The Marketing Department should inform their existing and potential clientele about this new division by using their communication means, such as e-mail, advertisements, mailings, telephone contacts and so on and so forth. In other words: the Marketing Department has to make sure that the (potential) customers of HvO are aware of this possibility and its advantages. This can include lower costs, more personalised organisation of the conference or event and more direct communication between both parties. Another task would be the care after an event or conference. This means that they should hold intensive contact with clients who bought a conference or event activity in HvO about their satisfaction. This can take place by holding surveys and questionnaires for example. Provide them with information about new trends, prices and information about the company (for example: renovations of the rooms and halls).

The Sales Department should lead this division, because after all they are responsible for the ‘real selling’ of conferences and events in this company. They are in contact with the clients when they want to have an activity organised in HvO. 

All activities are the same as they used to be for both departments, only they will operate more together in a new separate division and have the tasks added what normally the agencies or intermediaries would do (search for an excellent fitting location with the activity and recommend it to the clients). The Sales Department gets the responsibility for organising the “total package” for companies or organisations what normally agencies or intermediaries would do. This means organising not only a conference or event, but also dinners and lunches, rooms to spend the night and locations for activities. The Department should sell HvO more as an all-in-one location.

In other words: this organisation department has to sell itself and its company more and act more as a number one location. 

All this should start within a short period of time with all available means and personnel (and if necessary attract more educated personnel for this department). 

This period should be the first quarter of 2007 and in the following periods of the year this department should function effective and be operational.

In January one should start the preparations and the set-up of this new department.  Important is to split up the existing Sales and Marketing Department, because HvO has to pay attention to their other target group as well (individuals). Creating a new organisation department on a short term can increase the lead over the competition according to the fact that most competitors of HvO already have such an organisation division.

An important factor to take into account is that the decision making will be faster. This company has a lot of managers and supervisors. In other words: they have a large hierarchy, every decision has to pass several links in the chain and this will take a lot of time. To keep up with the changes in the market and the competition, time is essential.

Sum up of the tasks planned:

· Set-up a new organisation department

(Start January 2007)

· The Marketing Department should contact and inform their existing and potential clients about the new department by all available means (Start January 2007)

· The Marketing Department should check the satisfaction of their clients after an event or conference (questionnaires) and keep them informed about new trends, prices and company information (all available means on the media level and personal meetings)

(From now on: the existing Marketing Department can start these tasks and create workable instruments which can be used by the new Division)

· The Sales Department should lead this division (main responsibility)

(Start January 2007)

· The Sales Department has the responsibility of the total package; they will take over the tasks of intermediaries and extern agencies

(Start January 2007)

· For the whole company is fast decision making essential

(From now on: directors, managers and supervisors have to think of a faster way of decision making)

The key market instrument
 is Market Communication (Promotion). Convincing and informing the target groups are priorities. Check results and customer satisfaction afterwards.

2. HvO should profile Noordwijk more and its environment

This would be a task for the Sales and Marketing Department and most for the new set-up Organisation Department, because this is important to attract more (potential) customers.

Noordwijk should be profiled as a conference city and the environment should be highlighted as well. Although it is a village without the advantages of a large city, Noordwijk does have its own advantages. 

For example: its environment, Noordwijk is situated at the coast of the Netherlands most (inter)national guests do not live nearby the beach or in a ‘green’ environment. 

The village and its environment can be combined with outdoor activities such as horse back riding, beach activities with the company and visiting the famous bulb beds.

Noordwijk is not that far from the main cities, within the hour you can be in Amsterdam, Schiphol Airport, Rotterdam and The Hague by car.

The Marketing Department should promote Noordwijk more by its clients. Maybe it is possible to cooperate with the local tourist agency (VVV) to create information packages which can given to guests and companies.

The Sales Department should try to sell more outdoor activities in combination with a conference or event to the client. Because once the client has experienced the environment by itself, the next sale would be easier. Or another advantage can be that the word goes round about what a nice and fabulous location Noordwijk is.

The Department should look for alternatives for every “disadvantage” Noordwijk has compared to a large city (like Amsterdam) not all facilities of a city and the Department should mark the positive characters of this location.

This can only take place, once the Organisation Department has been set-up.

Sum up of the tasks planned for the new Department:

· Marketing part should promote Noordwijk more by its clients by highlighting the advantages (peaceful environment, located at the beach, bulb beds) 

(From now on: the existing Marketing Department can start promoting Noordwijk and its activities)

· For promoting Noordwijk the Marketing part of this Division can think of a cooperation with the local tourist agency (information packages, guided tours, etc.)

(Start preparations in February before the tourist season in April)

· The Sales part should sell more outdoor activities in combination with a conference or event (for example: company day out on the beach with drinks and games)

(From now on: the existing Sales Department can think of autumn and winter activities to sell)

The key market instrument
 is Market Communication (Promotion). In this situation informing and promoting are important aspects.

3. “Keep it personal”

The personal atmosphere was already marked as a strength and a personal theme of the company. Make sure that it stays that way. This will be a task for the new division as well. 

The Marketing part of the department can think of a more personal approach of the clients: link the most fitting employee to the clients. Look at character and experience for example. Use personal addressed advertisements, letters, mailings and so on. The design of the media is also important. Use the background, the company or hobbies of the client for example. Arouse their interest.

Make sure that the Sales part of the department looks after an intensive and personalised care and guidance of the clients as well as on the level of organisation. Use personal meetings and show them the hotel in reality. This way the client can make a decision better for which room or hall he or she should rent and what kind of event or conference.

Seek actively contact with clients, do not wait until they contact you, but contact them. Keep bringing the hotel under their attention.

Look at the personal spending pattern and that in general and offer personalised proposals.

In general, it is a task for every department of HvO and every employee to bring out the high service and quality aspects of the company. 

This can be checked and regulated by each supervisor or manager of the relevant department. They have the responsibility to observe these regulations.

Remove the Department to another place in the hotel, so that the employees can welcome clients at the work floor. Normally this is most of the time done in a bar or restaurant. A disadvantage is that those places are not the most silent places to have meetings and conversations on a business level. Create a nice atmosphere to have meetings with the customers on the department itself.

Another important aspect can be the dealing with complaints. At this moment there is only one Duty Manager who deals with complaints of guests. When this Manager is absent, other members of the personnel staff will take over his duties, but not everyone is qualified and relevant to deal with such situations. Another problem is that employees who have ‘Duty’ are members of other departments, for example: Housekeeping and Front Office. Besides a lack of experience, a lack of concentration and focus can exist because matters relevant to their own discipline are most of the time automatically priority. Consider to set-up a special team which only task is to focus on the complaints of the business and individual guests. 

This way, there will be every day at the week and every time of the day a qualified manager present to deal with such matters. By this one can create a more personal atmosphere and a higher level of service and quality. In the most extreme case, one can make it an USP.

A sum up of the tasks planned for the new Division:

· The Marketing team should use a more personal approach of its clients (linking the right team member to a client and use personalised mailings etc.)

(From May 2007 after setting up the new department and after informing the clients)

· The Sales Department should use more personal meetings and show the hotel and its facilities to the client in reality before selling an event or conference

(From May 2007)

· The Sales team should seek actively contact with clients, make the first move. Offer them personalised proposals.

(From May 2007)

· Move the new department to another part of the hotel and create a nice atmosphere to meet clients

(January 2007)

· To all members and personnel of HvO it is a task to put forward the high quality and service standards checked by the right manager or supervisor

(Start from now on)

· Dealing with complaints for the business unit and the leisure unit is nowadays a task for the Duty Manager. Perhaps set-up a special team for a 24/7 ‘helpdesk’.

(Start making preparations now if possible for setting up such team)

The key marketing instrument
 will be Market Communication (Promotion). Communicating with clients and informing them should be more personal. Close deals in personal meetings if possible and avoid e-mail or telephone conversations. Communicating and informing is not only important towards the clients but towards the personnel as well. Inform them about changes in time. Check results and customer satisfaction (and satisfaction among personnel) after starting the changes mentioned above in the company.

4. Use all available facilities

One of the USP’s was the all-in-one concept. If it is possible to set-up a new division, this can be a new task for the team: do not only highlight the facilities of the banqueting department for organising conferences and events, but all the available facilities of the hotel. Try to sell a total package by combining both aspects and create a more personalised event or conference. For example: after the meeting company X can have a drink on the beach pavilion. Or when company X has multiple day conferences the team can combine a multiple culinary arrangement in several restaurants. 

This means every day in another restaurant or rebuilding every day a dining room with a special theme for the group.

Despite the fact that HvO does not own a Michelin star for one of its restaurant, HvO should keep offering high quality food. Food for large conferences and events according to the Michelin star is not necessary. 

But to compensate this lack, items as luxury, quality and creativity are high priorities. It is another chance to distinguish one self from its competitors and gain (inter)national fame.

To come to the most efficient package possible it is necessary to have consultations with the managers and supervisors of the F&B and Banqueting departments. This is to avoid impossible sells and offers of the new Organisation Division. This is a general problem nowadays: often the Sales Division sells something to a client what creates problems for other departments because it can not be arranged immediately as the client wants it. Products are not available or the proportions of a hall can not cope with the number of guests, for example. 

When such situations appear it will create stress, annoyance and a waste of time and energy. Preventing is better than “healing”. 

A sum up of the tasks planned for the new division:

· For the Sales team it is important trying to sell the total package of facilities of the hotel. Do not only promote the banquet facilities, but the other facilities such as restaurants and bars as well.

(From May 2007 after the set-up of the department and the informing of the (potential) clients)

· For both the Sales team and the Chefs of the kitchens in HvO it is necessary that both parties come up with new ideas for company dinners and lunches adapted to the wishes of the clients. 

(This can be started from now on)

· The Sales team should cooperate more with the Banqueting Department about whether or not something can be sold to a clients. Are the proposals real and can they worked out in practice?

(This can take place from now on)

The key market instrument
 is in this situation Market Communication (Promotion). This means direct communication with the clients and communication between the departments in the company.

5. Get more involved with the TV programme Business Class

HvO (Organisation Department) should make a list with items which need more attention and are interesting for (potential) clients as well. These items conclude among others the themes mentioned above in the paragraphs 2, 3 and 4 and should be explained into an action plan. How (in what way), does HvO picture that the items should be processed into the programme? 

The department should confer over these matters with the crew of Business Class and Harry Mens how they can process these items in the programme. The Commercial Director is main responsible for this matter. HvO should act more as a main sponsor of the programme and not as ‘one of the rest’. 

In other words, HvO should be more present when possible in the TV programme. 
The company has an unique position because they give Harry Mens the opportunity and space for broadcasting his TV show. Of course HvO have to take into account that for more advertisement one has to pay (more) and that the crew of Business Class need to know what the benefits for their show are. This is one of the most uncertain situations for HvO to invest in because it involves a second party.  The first strategies mentioned are intern situations with ‘own’ personnel and means. So it is important that the benefits for both parties and the list with items are detailed and clear for the crew of Business Class. HvO can break into the rising demand of conferences and events and attract new clients by this strategy.

A sum up of the tasks planned:

· HvO should act more as a main sponsor

· This can be done by having items in the TV programme which are interesting for the (potential) target groups. These items should be listed and proposed to the team of Business Class by the new Organsation Department.

(Set-up in the first quarter of 2007)

The key market instrument
 is Market Communication (Promotion). It is all about informing and convincing the audience about the products of HvO.

6. Put the USP’s forward

The Organisation Department should put forward all USP’s of HvO with all available means and in all possible ways. For example: in local and national newspapers (advertisements), the TV programme Business Class (items/themes/commercials), on fairs (information folders and experienced personnel), on the internet site of the company, in mailings to clients (an extra leaflet with a sum up of the USP’s), in specialist literature (idem) and 

in databases of the intermediaries and agencies which book conferences and events for their clients.

They have to make sure that in every media as many unique selling points as possible are mentioned and they should keep the databases of the intermediaries and agencies up to date.  

Because these media channels are not used every day (they do not have interviews every day for example), the department should active highlight on a frequent base one or two USP’s.

For example: they can send their (potential) clients a mailing with a special offer containing an USP. This can be an offer for having a pool party or giving discount for using the bar after a dinner in the hotel.

The USP’s should be highlighted more, the situation at this moment is more alike a situation in which the USP’s are taken for granted and only put forward when someone wants to organise a conference or event. Most people know HvO and know that it is a four and five star hotel. Automatically they associate it with style, luxury, service, quality and enough facilities. These thoughts are correct though, but HvO is more than these items and it is important that the (potential) target groups know that. The company should be able to distinguish itself by this strategy from its competitors. The USP’s should be profiled more in advance to attract more customers and make the choice easier for those who doubt between HvO and its competitors.

A sum up of the tasks planned:

· The Organisation Department should highlight the USP’s of HvO.

· There are several ways to reach the clients: 

in local and national newspapers (advertisements), the TV programme Business Class (items/themes/commercials), on fairs (information folders and experienced personnel), on the internet site of the company, in mailings to clients (an extra leaflet with a sum up of the USP’s), in specialist literature (idem) and in databases of the intermediaries and agencies which book conferences and events for their clients.

· The department should active highlight on a frequent base one or two USP’s. For example: they can send their (potential) clients a mailing with a special offer containing an USP

(All this can take place from now on, by the existing Sales and Marketing Department. They can start with these activities and design instruments to work with in January for the new Department)

The key market instrument
 is Market Communication (Promotion). Inform and convince the target group about the fact that HvO is the place to be for their event or conference.

7. Create own transport means

To make Noordwijk more reach able and compensate the lack of enough and cheap parking spaces, HvO can consider having their own ways of transport. Not only is this a compensation but it can be a part of the all-in-one concept package of HvO as well.

As already mentioned in the External Analysis a competitor of HvO (Conference Centre Leeuwenhorst in Noordwijkerhout) has arranged a bus line between the Central Station in Leiden and the place where they are located. 

HvO only has their company cars (Bentleys) to pick up or bring away their guests. But as shown these cars are not meant for large groups.

HvO should consider the possibility of having a cooperation as well with a touring car company. By this they will be able to transport larger groups to the hotel. The company can use taxi cabs, small taxi busses and touring cars. An interesting detail is that the personnel of Brouwer Tours have the same sort of name badge as the personnel of HvO. So the recognition and combining of both companies are easy made for people. 

Another advantage for hiring this company can be that the company is a regional company. They are familiar with the environment and the region. This creates a possibility to involve them when having organised an outdoor activity. A field trip to the bulb beds for example.

Having transport means can make the choice easier for doubting potential clients for choosing this particular company. 

Advantages can be: people do not have to drive in a strange foreign country, the relaxing can already (luxury item of the company) begin, they do not have to drive themselves after an intensive journey or flight and it is an organisation part over which the hotel takes care of instead of the visiting company. Arranging transport and making time schedules take a large amount of time and effort.

The costs of this cooperation and transport can be processed into the total amount of the conference or event. This should be conferred with the transport company and all agreements have to be approved by the Financial and Commercial Director.

Eventually, when they can arrange such a thing as their competitor, this can develop in an USP. The Organisation Department should explain the advantages to the customers.

Sum up of the tasks planned:

· Set-up a transport line between main cities (such as Leiden and Amsterrdam) in cooperation with Brouwer Tours. This should be set-up by the new division and approved by the Financial and Commercial Directors.

(In the first quarter of 2007)

· The Organisation Department should explain the advantages to the clients and possible costs.

(Inform about the set-up before January 2007; make people curious and make it workable after the set-up in the first quarter of 2007)

The key market instrument
 is Distribution (Place). How can the products of HvO be received (easier)?
8. Come up with new facilities and activities

This is an item, not only for the new department but it is a task for all departments and personnel of the company. Set-up a brainstorm session once in the two months to come up with new ideas. When everyone is involved and has the possibility to come up with ideas, the motivation is larger when these ideas are brought into practice. 

Another source of ideas can be the complaints of guests from both sectors. Every complaint needs a solution and may be it is something which does not already exist in the company. Work it out into workable plans. 

The collecting and processing of these ideas are responsibilities for a special team working under the Duty Manager (considering the complaints) and if necessary the F&B and Banqueting supervisors and managers which are involved. Of course the final word is up to the appropriate director.

For the carry out of these plans the relevant managers and supervisors and their departments are responsible. The overall responsible is the Director of Operations and the Financial Director.

It is important to renew and refresh some of the concept when looking to direct competitors. The conference and event market is a changing market and it is necessary to know the trends and what customers want and expect of the company.

Sum up of the tasks planned for the company:

· Organise brainstorm sessions once in the two months to come up with new ideas on each department of the company. This is a task for all managers and supervisors.

(Can be introduced from now on)

· Use the complaints of guests (business and leisure) to improve products and service. Work them out in workable plans. 

The constructing of such plans are a responsibility for the Duty team and the working out is for the relevant department and executives.

(Start from now on: whether or not an official Duty team has been created. Develop useable instruments so that the Duty team can work with it)

The key market instrument
 is Market Communication (Promotion). This means the communication between departments and to the clients. Let them show what the products and the brand HvO are.

One can conclude that these are all items in the first place for the Sales and Marketing Department. This makes, because these departments are most in contact with the (potential) clients. They are responsible for selling conferences and events and attracting potential clients.

6.2 Growth strategies of Ansoff

These strategies can be linked to the growth strategies of Ansoff
.

1. HvO should set-up an intern organisation department for organising and attracting events and conferences. 

Market penetration: HvO wants to grow within the existing market by setting up a new division.

2. HvO should profile Noordwijk more as a conference and event city. 

Market penetration: HvO wants to grow within the existing market by attracting new clients. This should be done by profiling Noordwijk and its environment. The customer group can change.

3. Keep it personal. 

Product development: by keeping it personal and approach (potential) clients with a personal touch one creates a better product (service). The customer group and its needs remain the same.

4. Use all of the available facilities. 

Product development: the same as point 3. By this the offered product(s) will improve for the same needs and customer groups.

5. Look for the possibilities to get more involved with the TV programme Business Class. 

Market penetration: HvO wants to reach more (potential) clients in the already existing target groups in the market.

6. Put the USP’s forward. 

Market penetration: Almost the same as in point 6. By attracting new clients in the target groups HvO can grow in the market. 

7. Create own transport means.

Market penetration: creating growth by making the products of HvO and the brand HvO (literally) more reach able for its clients and perhaps for new clients in the future.

8. Come up with new (leisure) facilities and activities to be unique and keep the competition ahead. 

Product development: creating new products for the same group of consumers and their needs.

7 Conclusions and recommendations

Central question:

Is it necessary for HvO to expand itself or its means if they want to meet successfully the demands of (potential) clients in the conference and event market?

After research and analysing this company the conclusion is that HvO should expand its means if they want to meet the demands of their (potential) clients. Another important aspect is that they can keep up with the competition and the changing market. Expanding itself (as in: the building or subsidiaries) is not necessary, because they have enough potential and suitable means to meet the demands and needs of the target groups.

HvO is the largest conference and event hotel at the Dutch coast. To maintain this position (or even create a growth) it is necessary to highlight its strengths and USP’s. These are in short: 

· The location and environment of HvO

· Restaurants and bars in combination with events and conferences

· Facilities for organising a conference or event all in one

· Leisure facilities combined with events and conferences

· Personal atmosphere

· TV programme Business Class

· Hallmark “Acknowledged Conference company “ 

Not only are the strengths important for analysing a company and its position in the market, but the weaknesses, opportunities and threats are essential as well. All these elements are put together into the SWOT-Matrix:

· S1: The location and environment of HvO

· S2: Restaurants and bars in combination with events and conferences

· S3: Facilities for organising a conference or event all in one

· S4: Leisure facilities combined with events and conferences

· S5: Personal atmosphere

· S6: TV programme Business Class

· S7: Hallmark “Acknowledged Conference company “ 

· W1: Noordwijk is a village

· W2: The lack of a Michelin star           

· W3: Danger for ignoring the individuals

· O1: Location: the green environment

· O2: Breaking into the demand of conferences and events

· O3: The lack of cheap and enough parking space in Noordwijk

· T1: International fame

· T2: Direct competitors in the market

· T3: Economic situation: the spending pattern in the conference and event market
For using the USP’s efficiently and keeping up with the competition and the changing market, several strategies were developed according to the SWOT-Matrix and are dealt with in the Marketing Action Plan: 

· Set-up an organisation department (January 2007/ first quarter 2007)

· HvO should profile Noordwijk more and its environment (immediately)

· Keep it personal (several tasks for now/January 2007 and May 2007 after the set-up of an Organisation Department)

· Use all available facilities (several tasks fro now and May 2007)

· Get more involved with the TV programme Business Class (first quarter of 2007)

· Put the USP’s forward (several tasks for now and January 2007 after set-up of the Organisation Department)

· Create transport means (now informing and set-up in first quarter of 2007)

· Come up with new facilities and activities (immediately)

The most important strategy is to set-up an organisation department, which makes the agencies and intermediaries unnecessary. Most other strategies result from this ‘main’ strategy.

The strategies mentioned above can also be translated into growth strategies (Ansoff):

· HvO should set-up an organisation department for organising and attracting events and conferences = Market penetration

· HvO should profile Noordwijk more as a conference and event city = Market penetration

· Keep it personal = Product development

· Use all of the available facilities = Product development

· Look for the possibilities to get more involved with the TV programme Business Class = Market penetration

· Put the USP’s forward = Market penetration

· Create transport means = Market penetration

· Come up with new (leisure) facilities and activities to be unique and keep the competition ahead = Product development

Other important items to pay attention to are: communication (between departments and personnel), responsibility (managers and supervisors) and clear cut tasks. 

Other important items are: enough experienced and qualified personnel (the right people in the right places) and fast decision making (because of the long chain of decision making).
 

These points of attention will provide that HvO can meet the (personal) needs and demands of its clientele more effective. The company can even increase its clientele by attracting more (potential) clients and create the possibility to keep up with its competition and the fast changing conference and event market.
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Appendix 1 Organisation Structure of HvO


Appendix 2 Expert interview

Interview with Seger de Laaf, Marketing Department HvO

Asked questions

1. General info marketing in point of view of the topic

2. Current aims

3. Strategies until now

4. Which is most profitable?

5. Kind of product/service

6. What are the available means of HvO?

7. Accessibility of HvO

Summary interview

The Marketing Department has to be creative and reach out from the already existing means. With what can they come up with to increase their clientele and profits? The systems they work with are technical and visual media like Internet, e-mail, and mailings etcetera. But also exchanges with companies for free publicity. For example, company A can stay one night for free in exchange for free publicity among their clients.

In this interview there were several important aspects: accessibility as high as possible, high service and flexibility.

Appendix 3 Expert interview

Interview with Rolf van Leersum Sales Department

Interview questions

1. General info sales in point of view of the topic

2. Current aims

3. Strategies until now

4. Current target groups

5. Regular customers

6. Which is most profitable?

7. Kind of product/service

8. Which needs have to be meeted?

9. Current situation reservations events/conferences

10. What kind of reservation system? Is it effective? Is it efficient? 

11. Process from demand to event

12. What are the available means of HvO?

13. Accessibility of HvO

14. How does HvO reach its (potential) clients?

15. USP’s?

16. What time of year are the peaks considering conferences and events?

17. Possibilities for time spreading?

Summary of the interview

The Sales Department is more in contact with companies and organisations on a business level. Eighty percent of its profits come forth from a business point of view. The ideal situation is to have one large group that stays at least one night. The top three of most visiting sectors are: 1. Pharmaceutical organisations and companies, 2. Oil and gas companies and 3. Banks and other financial organisations and companies like accountants.

Also in this department service, flexibility and hospitality are important key words. HvO does not want to sell “No” for an answer.

A trend in this conference and event branch is that there are going to be more and more international conferences and events. HvO is recognized more internationally over time. This should be handled with care for the future. It needs high attention, just like the national market.

The business peak is from May and June and from September till December. 

The leisure takes place more in the summer vacation and the Holidays. December is a month full of festivities, parties, company drinks and so on and so forth. Spreading is not so easy, but there are possibilities, for example to promote the summer meetings. Another interesting development is the so-called “Kick-Offs” in January. Companies literally want to start (kick off) the new year with their employees.

To stay in touch with their (possible) target groups the Department uses Internet (Nexus of the World Hotels and Star site of the NTBC for tourism). Also a lot of intermediaries seek contact with HvO for their clients. For contacting the potential clients the Sales Department send their Sales Managers. The accessibility of HvO consists of the media and logistics (Noordwijk is close to Amsterdam and other main cities in the Netherlands).

The location is one of the USP’s, others are for example: the stand alone, which means that HvO is a private company; it is no part of other a chain and its image and name. Further more, the all-in-one concept: HvO does not only has banqueting facilities (for holding events and conferences), but also restaurants, bars, wellness centre, pool, etcetera. More unique points are (what the competition does not have): a thirty metres sub tropic pool, an extern villa for meetings and stays, a large capacity of banquet rooms (50) so that for example 260 guests can stay in several spaces with divers F&B concepts.

Appendice 4 Research proposal

Introduction

The branch of conferences and events is very important for the Netherlands. Not only provides this branch a great deal of income for the economy, but it is important for the development of the tourist sector as well. And last but not least, organising (international) conferences and events in the Netherlands will stimulate international recognition. For a small country like Holland, it organises a large number of events and conferences of a high quality. In 2005 the Netherlands were ranked sixth on the conference list made by the International Conference and Convention Association (ICCA).

Noordwijk is a small village at the west coast of the Netherlands. A few years ago Noordwijk was even the number one conference place in Holland. Last year it was number two on the list. Noordwijk is part of an area called “ De Rijn-, Duin-, en Bollenstreek”. In this area one can find a large number of hotels and conference centres. One of these locations is very important in this conference and event sector. This location is “De Hotels van Oranje”. 

I have stated my problem and central question according to some articles found in the Marketing database1 .

These articles deal with the situation that the Netherlands are going to be more and more important in the international conference branch. As a conference country the Netherlands are highly ranked internationally and the country attracted more international conferences over the last years.

This thesis will cover the current situation and trends on the level of conferences and events all from the point of view of “De Hotels van Oranje” (HvO in short). 

The central question will be:  

Is it necessary for HvO to expand itself or its means to meet successfully the demands of (potential) clients in the conference and event market?

Sub questions:

· Does HvO have the means to deal with a flexible and changing conference and event market? 

· Do they have efficient and effective processes and systems to meet the demands of their (potential) customers (and guests)? 

· Or should the company expand in the future?

Research methods:

I will use expert interviewing, desk research and my learned theory.
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