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1. INTRODUCTION TO HOSPITALITY INDUSTRY
 A. WHAT EXACTLY IS HOTEL INDUSTRY?
 Hospitality management involves the planning, organizing, directing and controlling of human and material resources within the lodging, restaurant, travel and tourism, institutional management, recreational management and meeting and convention planning industries. All of these separate yet related segments of the hospitality industry are interrelated to deliver kind and generous services to guests.
 The Hotel and Catering industry is one of the biggest industries in India and many parts of the world. According to the latest statistics in Great Britain there are 120000 businesses within the commercial sector including hotels, holiday camps, restaurants, cafes, snack bars, public houses, clubs, and catering contractors.Hotels, catering, leisure and tourism are service industries. They provide a service to the customer rather than a product. The service consists of looking after people when they are away from home, by providing food, shelter, drink, sleeping accommodation, entertainment and leisure facilities.
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B. PROSPECTS OF HOTEL INDUSTRY IN INDIA
 Over the last decade and half the mad rush to India for business opportunities has intensified and elevated room rates and occupancy levels in India. Even budget hotels are charging USD 250 per day. The successful growth story of 'Hotel Industry in India' seconds only to China in Asia Pacific.
 'Hotel Industry in India' have supply of 110,000 rooms. According to the tourism ministry, 4.4 million tourists visited India last year and at current trend, demand will soar to 10 million in 2010 – to accommodate 350 million domestic travelers. 'Hotels in India' has a shortage of 150,000 rooms fueling hotel room rates across India. With tremendous pull of opportunity, India is a destination for hotel chains looking for growth. The World Travel and Tourism Council, India, data says, India ranks 18th in business travel and will be among the top 5 in this decade. Sources estimate, demand is going to exceed supply by at least 100% over the next 2 years. Five-star hotels in metro cities allot same room, more than once a day to different guests, receiving almost 24-hour rates from both guests against 6-8 hours usage. With demand-supply disparity, 'Hotel India' room rates are most likely to rise 25% annually and occupancy to rise by 80%, over the next two years. 'Hotel Industry in India' is eroding its competitiveness as a cost effective destination. However, the rating on the 'Indian Hotels' is bullish. 'India Hotel Industry' is adding about 60,000 quality rooms, currently in different stages of planning and development and should be ready by 2012. MNC Hotel Industry giants are flocking India and forging Joint Ventures to earn their share of pie in the race. Government has approved 300 hotel projects, nearly half of which are in the luxury range. Sources said, the manpower requirements of the hotel industry will increase from 7 million in 2002 to 15 million by 2010.
 With the USD 23 billion software services sector pushing the Indian economy skywards, more and more IT professionals are flocking to Indian metro cities. 'Hotel Industry in India' is set to grow at 15% a year. This figure will skyrocket in 2010, when Delhi hosts the Commonwealth Games. Already, more than 50 international budget hotel chains are moving into India to stake their turf. Therefore, with opportunities galore the future 'Scenario of Indian Hotel Industry' looks rosy.
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C. TYPES OF FOOD SERVICE OPERATIONS
 Bistro: A smaller establishment with friendly informal staff and robust cooking. Brasserie: A large stylish room, with long bar serving one-plate items. Coffee Shop: Serves all meals from breakfast to supper. First Class Restaurants: Formal restaurants with classical preparation and
 presentation of food with table service. Restaurants: Covers a wide variety of types of operations. Service ranges from
 full table service to assisted service. Ethnic Restaurants: Different types of cuisine from different countries are
 available in such restaurants. International Destination Restaurants: Usually table service at various levels
 but mostly personal and attentive but a bit expensive. Themed Restaurants: Often international in orientation. Cafeteria: Primarily self-service with customer choosing selection from a
 counter in varying layouts. Health Food and Vegetarian Restaurants: Meeting the needs of lifestyle as well
 as dietary requirements. Popular Catering and Fast Food Outlets: Meeting the needs of all day meal
 taking and also meeting the need for ‘grab and go’ service especially for leisure, industrial and the travelling market requirements.
 Licensed Bars: Licensed environment especially for drinking. Wine Bars: Mixture of bar and Brasserie type operation, commonly wine
 themed, serving a variety of foods. The hotel industry has more than two million employees and it is growing all the
 time mainly because people have more time and money to spend on travel and other leisure activities:1) Young people take on holiday jobs which give them money to spend 2) There are better paid jobs in the service industries such as finance, insurance and
 advertising that attract people.3) Retirement leaves plenty of time for leisure activities.4) People’s job involve more travel
 The importance of the hotel industry cannot be overestimated. It makes a major contribution to the national economy; both in the large numbers it employs and in the quantity of taxes it collects for the government.
 2. WHAT IS MARKETING?
 Saraswati College of Engineering, MMS-Department3
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A. DEFINITION
 Marketing is defined as a social and managerial process by which individuals and groups obtain what they need and want through creating and exchanging products and value with others. Marketing is the management of exchange relationships.
 B. INTERNAL CUSTOMERS
 Internal customers are the staff and employees who work for the hotel. They provide service to the external customers who are the guests of the hotel. Internal customers should be treated fairly and should be trusted by the management so that they provide good and efficient service to the guests. Internal customers are also the residents of the hotel.
 NEEDS OF THE INTERNAL CUSTOMERS
 Good salary: The employees expect a good salary from the hotel in return of the work they do. Good salary is the most important need of the internal customer and if this need is fulfilled they are satisfied.
 Good treatment from the management: Money is not the only need of the internal customer; they also need good treatment from the management.
 Trust from the management: The management should have faith in their employees; this will increase the confidence level of the employees and will have a positive effect on their work.
 Promotional opportunities: Most of the employees are ambitious, especially young employees. So they look for promotional opportunities. Promotional opportunities are also one of the essential needs of the internal customer.
 Various perks: Perks or fringe benefits in other words have an immense effect on the attitude of the staff. By providing special perks to the staff the hotel in a way provokes them to work with their heart, which proves beneficial for the hotel.
 Job security: Employees need a kind of job security for their future. If the job of the employees is secured then they can work tension free.
 Saraswati College of Engineering, MMS-Department4
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Good working atmosphere: The working atmosphere of the organisation should be cool. There should be no pressure from anywhere so that the employees feel free to work.
 C. EXTERNALCUSTOMERS
 External customers are those who are the guests of the hotel. The pay the hotel for the services that are provided to them by the hotel. External customers should be provided with good and efficient service so that they become repeat customers of the hotel.
 NEEDS OF THE EXTERNAL CUSTOMERS
 Warm welcome from the hotel: First and foremost what external customer need is a warm welcome from the hotel. They should be greeted properly when they arrive in the hotel.
 Efficient service: Service is the most influential factor for the customers of the hotel. If the service provided by the hotel is efficient and effective it affects the reputation of the hotel in a positive way. The external customers can also recommend the hotel to other people.
 Friendly environment: The environment of the hotel should be friendly so that the customers feel like home.
 Some extra benefits if they are repeat customers: If the customers are repeat customers then they should be given some benefits like discounts or special rates, so they feel happy and remain the customers of the hotel for long time.
 Good facilities: The hotel should provide all the essential and also luxurious facilities for which they are paid for.
 Reasonable and affordable rates: The customers always expect affordable rates for their stay or meal in the hotel. This can result in making them repeat customers for the hotel.
 D. INTERDEPENDANCY OF INTERNAL CUSTOMERS
 Saraswati College of Engineering, MMS-Department5
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Internal customers depend on each other in a number of ways: Telephonist Receptionist Barman Headwaiter Wine waiter Chefs Kitchen porters Housekeeping
 All the above sections are interconnected. For example the chefs of the hotel have to be in touch with the receptionists to know how much bookings for food are made and then accordingly the chef or the kitchen staff can make the food.
 There are also suppliers and travel agents who have expectations from the hotel. Travel agents provide the hotel with guests by recommending the name of the hotel to the guests. In return they obviously expect the services of the hotel at some discounts or concessions. Also the suppliers who supply the hotel with food material, etc. expect that the hotel will give them and their family good service in their hotel when needed at discounted price. Also sometimes the suppliers or the travel agents hold big parties in the hotel, which is a source of revenue to the hotel.
 The internal and the external customers are satisfied only if the hotel or the organisation satisfies their needs.If the needs of the internal customers, both the staff and the residents are fulfilled by the hotel then they are satisfied and then they express their experience of the hotel to the external customers and this can oblige the external customers to be the internal customers of the hotel. This is known as internal marketing.
 Internal marketing has two benefits:
 Customer Satisfaction. Employee Satisfaction.
 The staff should be happy about what they do and about what the company needs to do in order to satisfy the customers. The fact of being is of more importance than the feeling of being secured. Good employees do not like dealing with dissatisfied customers. Employees always like to give service to the customers who are happy with the service provided.There is a two-way relationship between customer and employee satisfaction.Customer satisfaction is essential for the employees to feel satisfied. Employees like their service to the customers being appreciated by the customers.
 Saraswati College of Engineering, MMS-Department6
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The process of internal marketing consists of the following steps:
 Establishment of a service culture. Development of a marketing approach to human resource management. Dissemination of marketing information to employees. Implementation of a reward recognition system.
 The interdependency should always depend on the customers in order to achieve customer satisfaction.
 Examples:
 The booking of a particular customer at the front office should be reported to all the departments of the hotel.
 The booking of the customers’ lunch or dinner at the reception should be reported to the kitchen staff so that they can make the necessary preparations.
 If the customer orders for something like towel or soap at the reception, then the reception has to inform it to the housekeeping department so that they can fulfil the necessary requirements of the customer.
 If the customer orders for some drinks from his room, then the receptions has to inform it to the bar and then the room service staff will take the necessary drinks from the bar and then serve it to the customers in the room.
 E. METHODS OF ACQUIRING INTERNAL CUSTOMERS Internal customers are the employees of the hotel and also the residents of the hotel. Acquiring internal customers is a difficult task more than that of acquiring external customers. Employees are often attracted to join an organisation, because it has a good reputation. This means that the name of the organisation can attract good employees. The bigger the name of the organisation the employees are aware of the quality of service of the hotel and more employees are attracted to the hotel.The hotel as discussed above if fulfils the needs of the employees then it is likely to attract good quality staff.Another way of acquiring good staff is taking time to visit the schools, colleges, universities, etc. and making a survey of good students who can be good employees for the hotel in the near future. F. HOW TO RETAIN INTERNAL CUSTOMERS?
 Saraswati College of Engineering, MMS-Department7
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Retaining internal customers is more difficult than acquiring them. If the hotel or the organisation delivers the promise made to the internal customers then only it can retain its internal customers. The hotel should fulfill the expectations of the internal customers. Many employees leave their places of employment because their expectations are not met by the hotel. The hotel or the organisation should offer them what they want. Many young employees are ambitious about their career. So career opportunities are of particular importance for ambitious employees. The hotel should provide some scholarships to such employees. Also training is essential to prepare the employees for their next career move.For some employees other types of benefits may also be of great importance
 Examples: -
 Crèche facility for young mothers. Staff transport if the location of the hotel is far away from the residing place of
 the staff. Leisure facilities such as gymnasium. Company products and services at special prices or reduced prices.
 G. EXTERNAL CUSTOMERS INCLUDE
 External customers include: Suppliers The government and its agencies Shareholders Trade unions Community groups Bank and finance house Consumer groups Intermediaries and other channel members Affiliated trade and professional associations
 H. WAYS OF ATTRACTING EXTERNAL CUSTOMERS:
 Saraswati College of Engineering, MMS-Department8
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Advertising: It is a paid form of non-personal presentation and promotion of ideas, goods or services by an identifiable sponsor. Advertising is a purposive communication to external customers.
 Pricing: Reasonable pricing of the product and services can attract external customers to a certain extent.
 Channels of distribution: Like transport, stock holding and storage, local knowledge, promotion, display can attract external customers.
 Sales Promotions: These are marketing activities that stimulate consumer purchasing, and dealer effectiveness, such as displays, shows and exhibitions, demonstrations and various non-recurrent selling efforts not in the ordinary routine.
 Branding: A brand is a name, term, sign, symbol, or design intended to identify the product of a seller and to differentiate it from those of competitors. Brand names like Hilton, Marriott can often attract external customers to a wide extent.
 Personal selling: The sales force is an important part of the communication mix. Personal selling is concerned with an individual selling his own ideas of the typical personal sales.
 Customer loyalty schemes: Customer loyalty schemes can also attract external customers. Customer loyalty schemes like offering a discount cards, offering extra facilities during parties etc are effective attracting the external customers to the hotel.
 Public relations: Public relations are important to attract external customers.
 Public relations are all about getting publicity for the product through skilful manipulation of the media.
 Direct marketing: It is the planned recording, analysis and tracking of customer behaviour to develop relational marketing strategies.
 I. HOW TO RETAIN EXTERNAL CUSTOMERS
 Saraswati College of Engineering, MMS-Department9
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External customers can be retained if their expectations are fulfilled by the organisation. If the customers are satisfied then they become repeat customers and will return after some time. Dissatisfied customers will not return. The relationship with the customers is also important. Corporate customers, suppliers, distributors need personal attention, regular contact and concern. They should be kept in mind by the organisation. Close contact of customers’ especially corporate customers is essential because competitors can approach the customers. Close contact ensures that any problems are quickly and efficiently resolved. Customer loyalty schemes are of great importance in retaining customers.
 J. SIMILARITIES TO BE FOUND IN ACQUIRING AND RETAINING BOTH INTERNAL AND EXTERNAL CUSTOMERS:
 The hotel should trust the internal as well as the external customers. The hotel should live up to the expectations of both the internal as well as the
 external customers. The hotel should deliver the promises made to the internal as well as the external
 customers. The hotel should be in close contact with the internal as well as the external
 customers.
 3. MARKETING STRATEGIES OR MIX
 A. DEFINITION
 Saraswati College of Engineering, MMS-Department10
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It mainly concentrates on the variables under the firm’s control that the marketing manager manipulates in an attempt to achieve tactical marketing objectives. It is the organisation’s offer to the customer. The word mix acts as a pun in the sense that we can explore and explain the methods that make up organisations strategy and tactics of marketing.
 B. SALES PROMOTIONS
 Sales promotions are in one way the advertising of the products by marketing the product, so as to promote its sales. Sales promotions oblige the customers to buy the product by attracting them towards the product.Sales promotions techniques:
 Displays of the products, so as to attract the people. Providing sample things like tasting of wines. If people taste it they may like it
 and be obliged to buy it. Tent cards which display information about the product. Promotions of happy hours.
 Marketing is the promotion of the sales of your product with the aid of advertising like billboards, media, newspapers, etc. Marketing should be beneficial to the customer in any of the stages i.e. introduction, growth, maturity and decline. Marketing ethics is choosing between the right and wrong thing and then doing the right thing.
 C. THE 4 P’s:
 Product: A product is something that satisfies a set of wants that customers have. A product may be said to satisfy needs by possessing the following attributes.Tangible attributes: Availability and Delivery Performance Price Design
 Intangible attributes: Image Perceived valueThe product in marketing mix can attract external customers, because it defines the nature of the product and the facilities it can offer to the customer. For example if a customer goes to buy a mobile where there may be a mobile of the same looks and features and of same price, then there can be a situation where in the customer has to choose between the two. But if one of
 Saraswati College of Engineering, MMS-Department11
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them has a warranty for one extra year and the other does not have this then the customer might choose the former one. Price: Price can be defined as a measure of the value exchanged
 by the buyer for the value offered by the seller. The price reflects the costs to the seller of producing the product and the benefit to the buyer of consuming it. Pricing decisions affect profits through their impact on the revenue rather than costs.When setting prices the companies must consider the following:The price to be charged to cover all direct and indirect costs and which will produce a return or a profit. The level of competitors’ prices. The effect of price on consumer’s perception. Price of the product can be highly influential in attracting the customer. Some customers are attracted by high prices because they think that products with high prices are of good quality. On the other hand some customers go for products with comparatively lower prices.
 Promotion: Promotion is concerned with communication between the seller and the buyer. It includes advertising, public relations, sales promotions, personal selling, internet marketing, create awareness; create interest, and buying the product.Promotion plays a big hand in attracting external customers. Promotion lets the customer know about the product, its features and then customers are attracted towards it. Promotion through television, paper or anything can attract customers at a large extent.
 Place: The location of an organisation will influence the number of customers visiting the hotel. The place consists of channels of distribution, intensity of coverage, location, stockholding, and freight.Location is another important factor in the attraction of the external customer. If the product or its factory is located in the heart of the city then many customers will be attracted, but if it is located in a remote area then the chances of attracting customers are less.
 D. MARKET SEGMENTATION
 Saraswati College of Engineering, MMS-Department12
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Market segmentation is the subdividing of a market into distinct subsets of customers, where any subset may conceivably be selected as a target market to be reached with a distinct marketing mix. Market segmentation is based on the recognition of the diverse needs of potential buyers. Different customer attitudes may be grouped into segments. The important elements of market segmentation are as follows:
 Each segment consists of people with common needs and preferences, who may react to market stimuli in much the same way.
 Each segment can become a target market with a unique marketing mix.The bases for segmentation are as follows:
 Geographical area Age Sex Family Income Occupation Education Religion Race Nationality Social class Lifestyle
 A key factor in competitive success is focusing on little differences that give a marketing edge and are important to customers. Market segmentation matches consumer differences with potential or actual buying behaviour. It may prove more profitable to develop smaller market segments into a target segment.
 E. CUSTOMER ORIENTATION Customer orientation deals with the customer behaviour in the market. The organisation that develops and performs its production and marketing activities with the needs of the buyer driving it all, and with the satisfaction of that buyer as the main aim, is marketing orientation. It basically deals with the needs and wants of the customers, which can be bound by the behaviour of the customers. Better customer orientation can help attract and retain internal as well as external customers.
 4. MARKETING STRATEGIES OF BURGER KING
 Saraswati College of Engineering, MMS-Department13
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A. INTRODUCTION OF BURGER KING
 A leader in today's fast-food industry, with locations in all 50 states and 62 countries around the world, Burger King Corporation was founded in 1954 in Miami, Florida, by James McLamore and David Edgerton.
 McLamore and Edgerton, both of whom had extensive experience in the restaurant business before starting their joint venture, believed in the simple concept of providing the customer with reasonably priced quality food served quickly in attractive, clean surroundings.
 B. ESTABLISHMENT AND GROWTH
 Often abbreviated to BK, is a global chain of hamburger fast food restaurants. And has since used several variations of franchising to expand its operations. Burger King Holdings is the parent company of Burger King. In the United States it operates under the Burger King Brands title while internationally it operates under the Burger King Corporation banner. It is a publicly traded company with investment firms of TPG Capital, L.P., Bain Capital, and Goldman Sachs each owning about 25% of the company.
 Since its Florida beginnings 50 years ago in 1954BURGER KING® hamburger cost 18¢ and an Original WHOPPER® Sandwich cost 37¢, Burger King Corporation has established restaurants around the world – from Australia to Venezuela. By 1967, when the Company was acquired by the Minneapolis-based Pillsbury Company, 8,000 employees were working in 274 different restaurant locations. Today, there are more than 340,000 BURGER KING employees in more than 11,200 locations worldwide. In 1988, Grand Metropolitan, plc acquired The Pillsbury Company and its subsidiaries, including Burger King Corporation. In 1997, Grand Metropolitan merged with Guinness to create a new company called Diageo, plc. In December 2002, Diageo sold Burger
 Saraswati College of Engineering, MMS-Department14
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King Corporation to an equity sponsor group comprised of Texas Pacific Group, Bain Capital, and Goldman Sachs Capital Partners. This marked the first time in more than 35 years that Burger King Corporation was a privately-held company.
 The success and size of Burger King Corporation is the result of a tradition of leadership within the fast-food industry in such areas as product development, restaurant operation, decor, service, and advertising.
 Just as the Original WHOPPER® Sandwich was an immediate hit when it was introduced in 1957, each of the Company's products provides the quality and convenience sought by today's consumers. Still, the Original WHOPPER® Sandwich, one of the best-known hamburger sandwiches in the world, remains a perennial favorite. The company's first-ever extension of the WHOPPER® brand occurred in April 2002, with the launch of the Chicken WHOPPER® and Chicken WHOPPER, JR.®.
 One factor that has helped to increase the Company's expansion and growth has been the franchising of restaurants to individuals. By 1961, McLamore and Edgerton had acquired national franchise rights to the Company, which was then operating 45 restaurants throughout Florida and the Southeast.
 Burger King Corporation was the first fast-food chain to introduce dining rooms, allowing customers a chance to eat inside. Drive-thru service, designed to satisfy customers "on-the-go," was introduced in 1975, and now accounts for more than 58.8% of BURGER KING® business. "Take-out" represents another 19.6% of off-premise dining.
 Burger King Corporation's advertising campaigns have also contributed to the Company's success. The Company's first television ad featuring the HOME OF THE WHOPPER®, ran on Miami's only VHF station in 1958. One year after The Pillsbury Company acquired Burger King Corporation, the Company's first major promotion, "The Bigger the Burger the Better the Burger," debuted. In 1974, the memorable "HAVE IT YOUR WAY®" campaign was created. Other advertising campaigns have included "America Loves Burgers and We're America's Burger King;" "Best Darn Burger;" "MAKE IT SPECIAL, MAKE IT BURGER KING®;" "AREN'T YOU HUNGRY?®;" "Battle of the Burgers;" "Burger King Town;" "Best Food for Fast Times;" "We Do It Like You'd Do It;" "Sometimes You've Gotta Break The Rules;" "Your Way, Right Away;" "Get Your Burger's Worth;" "@BK, You Got It!;" and most recently, "THE FIRE IS READYSM" which features the Brand's "Fire-Grilled Advantage" over its competitors.
 Independent franchisees, many of them family-owned operations that have been in business for decades.
 Saraswati College of Engineering, MMS-Department15
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Burger King Holdings, Inc., the parent company, is private and independently owned by an equity sponsor group comprised of Texas Pacific Group, Bain Capital, and Goldman Sachs Capital Partners. In fiscal year ending June 30, 2004, Burger King Corporation had system-wide sales of $11.1 billion
 C. PRESENT STATUS
 At the end of its fiscal year 2007, Burger King reported that there are more than 11,300 outlets in 69 countries; 66% are in the United States and 90% are privately owned and operated. The company has more than 37,000 employees serving approximately 11.4 million customers daily. The company's two largest franchisees are Carrols Corporation with over 325 restaurants in United States, and Hungry Jack's, which exclusively owns, operates or sub-licenses over 300 restaurants in Australia.
 As with other multi-national corporations, Burger King has had its share of controversies and legal issues over the course of its existence. Issues have included trademark disputes, controversies with animal rights groups, health issues and labor relations. Several of its legal cases have been precedent setting in their scope, both in the United States and abroad. Depending upon its ownership and executive staff at the time, its responses to controversial situations has varied from acceding to demands to refusal to concede its position regardless of the outcome.
 D. INTERNATIONAL EXPANSION
 While BK began its foray in to locations outside of the continental United States in 1963 with a store in San Juan, Puerto Rico, it did not have a large international presence. This situation changed shortly after the acquisition when Pillsbury opened its first international restaurant in Canada in 1969. Other international locations followed soon after: Oceania in 1971 with Hungry Jack's and in Europe in 1975 with a restaurant in Madrid, Spain. Beginning in 1982, BK and its franchisees began operating stores in several East Asian countries, including Japan, Taiwan, Singapore and Korea. Due to high competition, all of the Japanese locations closed by the end of 2001. BK reentered the Japanese market in mid-2007. BK's Central and South American operations began in Mexico in the late 1970s. While Burger King lags behind McDonald's in international locations by over 12,000 stores, it has managed to become the largest chain in several countries including Mexico and Spain. To assist in its international expansion, Burger King has established several subsidiaries to develop strategic partnerships and alliances to expand into new territories; in Europe, Burger King's subsidiary Burger King Europe GmbH is responsible for the licensing and development of BK franchises in the that market, Africa and Western Asia. In Asia, the BK AsiaPac, PTE. Ltd. business unit
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handles franchising for East Asia, the Asian subcontinent and all territories Oceanic territories except Australia.
 Over the ten year period starting in 2008, Burger King sees 80% of its market share to be driven by foreign expansion, particularly in the Asia-Pacific and Indian subcontinent regional markets. While the TPG-lead group has continued BK's international expansion by announcing plans to open new franchise locations in Eastern Europe, Africa and the Middle East, and Brazil, the company plans to focus on the three largest markets, India, China and Japan. The company plans to add over 250 stores in these Asian territories, as well as other countries such as Macao, by the end of 2012. Its expansion into the Indian market has the company at a competitive disadvantage with other QSR vendors such as KFC because the country's large Hindu majority's aversion to beef. BK hopes to use it recent non-beef products, such as it's TenderCrisp and TenderGrill sandwiches, as well as other products to help it overcome this hurdle to expand in that country.
 Today, Burger King is the second largest chain of hamburger fast food restaurants in the world behind industry bellwether McDonald's (31,000 locations) and the fourth largest fast food restaurant chain overall after Yum! Brands (34,000 locations), McDonald's and Subway (28,400 locations).
 E. LOGO
 The first logo that Burger King used is identified simply as the Sitting King logo; the first version of the Burger King character is shown sitting atop the of the sign holding a beverage. The sign has several versions, with the King either sitting atop a hamburger or on an inverted trapezoid with the company name along the top and its motto Home of the Whopper below it; some signs did not include the King and only had the inverted trapezoid. This logo was used in one form or another until 1969 when the famous Burger King "bun halves" logo made its debut, and has continued in one form or another until the current day. As implied by its name, the logo is meant to resemble a hamburger; the logo had two orange semi-circular "buns" surrounding the name, which was the "meat" of the logo. In 1994 BK updated the logo with a graphical tightening, replacing the aging "bulging" font with a smoother font with rounded edges. In addition, all secondary signing, such as roof and directional signs, was also updated with new rounded font.
 In 1999, BK again revised its logo. The new Burger King logo is a stylized version of the original "bun halves" logo. BK changed the color of the restaurant's name from orange to red lettering, while leaving them sandwiched between two yellow bun halves. The new logo also tilts the bun halves and the font on an axis, has a smaller "bun" motif and wraps the burger with a blue crescent whipping around the buns giving it a more circular appearance. Most restaurants did not acquire newer signs with the new logo, menus, and
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drive-thru ordering speakers until 2001. Again all secondary signage was updated with the new logo and type face, and all sign posts were repainted to match the blue coloring of the new crescent from their original black.
 International variations
 The Hungry Jack's logo is based on the Burger King "bun halves" design. HJ currently uses a variation of the second generation "bun halves" logo, featuring the smoother font used in the Burger King logo from 1994. Currently, the only region that BK uses a non-Latin text logo is in the Middle East. In those Arabic speaking countries the logo is mirrored and uses Arabic characters; otherwise the logo is identical to the "blue crescent" logo used in the west.
 F. NATURE OF THE PRODUCT
 Tangible Elements: The tangible elements are those elements, which you can see and feel. These include:
 The chairs and tables on which the customer eats. In Burger King the tables and chairs are made up of plastic.
 The menu of Burger King is also a tangible element. It is specially designed with pictures alongside the food listings so that it attracts the customers.
 The food is also one of the tangible elements, which the customers can feel by tasting The room décor is another tangible element.
 The service counters are also one of the tangible elements. In Burger King the service counters are made out of wood and behind them on the walls there are pictures of the food like burgers, chips, etc. This attracts the customers to the counters.
 Lighting is yet another type of tangible element which the customer can see and experience.
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Intangible Elements: Intangible elements are classified as those elements, which we cannot feel or which cannot be touched. These include:
 The ambience, which cannot be sensed or imagined by the customer, is an intangible element.
 The customer also cannot judge the service of the restaurant. So this is an intangible element. The service in Burger King is single point service.
 Room heaters or AC’s are also intangible elements because they cannot be seen or touched.
 Perishable Products:. The perishable products of Burger King include: Raw materials, which if kept for too long can get spoilt and eventually perish. Cooked food is also a perishable product because if it is not consumed with a
 limited time span then it has to be thrown away. The cutlery of burger king is a perishable product, because the cutlery which they
 use, is ‘use and throw.’ The plates, which they serve on, are also perishable because they are also use and
 throw.
 G. SERVICE STYLE IN BURGER KING
 Burger King is a fast-food outlet. So the type of service provided to the customers over there is “Single-Point service”. Single-point service means service to the customers from a single point. The customers stand in a queue till their chance comes. When their chance comes they order what they want on the service counters, they pay and then they collect their food. The food is consumed on the on the premises or taken away.Here basically the service is at a counter where customers receive a complete meal or dish in exchange of cash or ticket. Here the menu is of limited range, the service is fast and with take away facility.
 H. OTHER SERVICES PROVIDED BY BURGER KING
 Drive-Thru: It was introduced in Burger King in 1975. It is a form of take-away where the customer drives vehicle past order, payment and collection points. This type of service accounts around 58.8% of the company’s total business.
 Take-Away: It is a type of service where the customer orders and is served from a single point, at counter, hatch or snack stand, customer consumes off the premises. It represents about 19.6% of the total business.
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I. PRODUCTION STYLE
 The production style of Burger King is “cook-serve”. The service is related to the production in the outlet. No sooner the food is produced than it is served to the customers. If the time-span between production and service is more than 10-15 minutes then the food is thrown away for the safety of the customers. When the customer orders, the food is being cooked and then immediately served to him.
 J. TARGET MARKET
 Burger King basically targets customers like Young children: Young children often like to visit Burger King because they get
 attracted to the complimentary toys which Burger King provides on certain meals. So young children with their parents visit Burger King.
 Students: Students from colleges and schools want to satisfy their immediate needs of eating so they prefer to go to Burger King. Also they prefer fast food more than heavy food, so they prefer Burger King.
 Families: Families like to eat-out many times without wasting a lot of time and as well as lot of money, so they prefer to go to Burger King.
 Old people: Old people like to have light food so they like to visit Burger King. Businessmen and Working People: Businessmen who do not like to waste a lot of
 time and just want to satisfy their basic needs of eating and drinking. Also customers who are in a hurry come to burger king just to satisfy their basic
 needs of eating and drinking. They mostly prefer drive-thru or take-away.
 K. GUEST EXPECTATIONS FROM BURGER KING
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The guest expectations from Burger King are: Fast food Friendly and informal service Quality food with respect to money Variety in dishes Complimentary gifts Entertainment like music
 L. MERCHANDISING OBJECTIVES
 The basic merchandising objectives are: To persuade the customers to patronise the hotel or restaurant more often. Create a desire for a product/service in the minds of the potential customers. Emphasize benefits and advantages of the product/service. Create an awareness of the product/service. Increase the market share. Improve the revenue. Influence the attitude of the public towards the product/service. Improve the brand royalty. Confirm in the minds of the customers that they have made the correct choice. Enhance the desired image of the hotel or restaurant.
 Flow Chart
 M. MERCHANDISING TECHNIQUES
 Burger King uses many merchandising techniques for the sale of their food products. They make advertisements on TV, in newspapers.
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They also display the pictures of food in the menu and on the walls of the outlets so as to attract the customers.
 They launch new meals at very affordable prices to attract customers. One of the merchandising techniques used by Burger king is; they give toys on
 certain meals. This is very attractive to the young children for which they might want to visit Burger King.
 If one of their products fails in the market they combine it with another product and launch it again giving it a different name.
 They also launch festival offers They provide discounts at special occasions to attract customers. They also provide some complimentary gifts to promote their sales. They also suggest the names of their other outlets to promote their sales.
 Burger King has employed varied advertising programs, both successful and unsuccessful, since its foundation in 1954. During the 1970s, output included a memorable jingle, the inspiration for its current mascot the Burger King and several well known and parodied slogans such as Have it your way and It takes two hands to hold a Whopper. Burger King introduced the first attack ad in the fast food industry with the help of then unknown Sarah Michelle Gellar in 1981. The television spot, which claimed BK burgers were larger than competitor McDonald's, so enraged executives at McDonald's parent company, they sued all parties involved. Starting in the early 1980s and running through approximately 2001, BK engaged a series of ad agencies that produced many unsuccessful slogans and programs, including its biggest advertising flop Where's Herb?
 Burger King was a pioneer in the advertising practice known as the product tie-in with a successful partnering with George Lucas' Lucas film, Ltd. to promote the 1977 movie Star Wars film Star Wars (later renamed Star Wars Episode IV: A New Hope) in which BK sold a set of glasses featuring the main characters from the film. This promotion was one of the first in the fast food industry and set the pattern that continues to the present. BK's early success in the field was overshadowed by a 1982 deal between McDonald's and the Walt Disney Company to promote Disney's animated films beginning in the mid 1980s and running through the early 1990s. In 1994 Burger King reversed the situation with its own ten film promotional contract with Disney; the venture led to great success for both companies as this period in Disney animated film production is considered to be film company's second Golden Age. BK was able to promote such top ten films such as Aladdin (1992), Beauty and the Beast (1991), The Lion King (1994) and Toy Story (1995). A partnership in association with the Pokémon franchise at the height of its popularity in 1999 was one of the most successful in the industry, rivaled only by McDonald's\Ty Beanie Babies cross-promotion in 1999-2000.
 Shortly after the acquisition of Burger King by TPG Capital, L.P. in 2002, its newly hired CEO Bradley (Brad) Blum set about turning around fortunes of the company by
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initiating an overhaul its flailing advertising programs. One of the first moves by the company was to reinstate its famous Have it your way slogan as the corporate motto. BK handed the effort off to its new advertising agency, Miami-based Crispin Porter + Bogusky (abbreviated as CP+B). CP+B was known for having a hip, subversive tack when creating campaigns for its clients, exactly what BK was looking for.[7] [83] One of CP+B strategies was to revive the Burger King character used during BKs 1970s/1980s Burger King Kingdom children's advertising campaign as a caricatured variation now simply called "the King". The farcical nature of the Burger King centered advertisements inspired an internet meme where the King is photoshopped into unusual situations that are either comical or menacing, many times followed with the phrase Where is your God now?.
 Additionally, CP+B created a series new characters like the Subservient Chicken and the faux nu-metal band Coq Roq featured in a series of viral web-based advertisements on sites such as MySpace and various BK corporate pages to compliment the various television and print promotional campaigns. One of the more unique promotions that CP+B devised was the creation of a series of three advergames for the X-Box 360. Featuring company celebrity spokesman Brooke Burke, the games sold more than 2 million copies, placing them as one of the top selling games along with an another Xbox 360 hit, Gears of War. These innovative ad campaigns, coupled with other new promotions and a series of new product introductions, drew considerable positive and negative attention to BK and helped TPG and its partners realize about $367 million in dividends.
 N. RANGE OF PRODUCTS
 When the company began, its menu consisted predominantly of hamburgers, French fries, soft drinks, and desserts. In 1957, BK added its signature item, the Whopper. This quarter pound hamburger was created by Burger King founders James McLamore and David Edgerton as a way to differentiate BK from other burger outlets at the time. The sandwich became famous enough that BK eventually adopted the motto "Home of the Whopper."
 One of Donald N. Smith's first changes to the menu was the addition of the Burger King Specialty sandwich line in 1979, which significantly expanded the breadth of the BK menu with many non-hamburger sandwiches including new chicken and fish offerings. The new specialty sandwich line was one of the first attempts to target a specific demographic; in this case adults 18-34, members of which would be willing spend more on a higher quality product. One of Smith's other significant contribution to the menu was the addition of a breakfast product line, which until this time was not a market Burger King had entered. Besides the addition of the the Croissan'Wich in 1983, the
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breakfast menu remained almost identical to the McDonald's offerings until a menu revamp in 1985. This expansion introduced BK's Am Express product line which added new products such as French toast sticks and Mini-muffins.
 As the company expanded both inside and outside the US, it introduced localized versions of its products that conform to regional tastes and cultural or religious beliefs. International variations add ingredients such as teriyaki or beetroot and fried egg to the Whopper, beer in Germany, Italy and Spain, and halal or kosher products in the middle East and Israel. To generate additional sales, BK will occasionally introduce limited time offers (LTOs) that are versions of its core products or new products intended for either long or short term sales. Items such as the Texas Double Whopper and various sandwiches made with mushrooms and Swiss cheese have been rotated in and out of its menu for several years while products such as its 1993 offering, a Meatloaf Specialty Sandwich and limited table service along with special dinner platters, failed to generate interest and were discontinued.
 A meal including small French fries, a Whopper, Jr., Barq's Root Beer, and packets of Heinz ketchup.
 In order to appeal to as many demographic groups as possible and better compete with its QSR competitor Wendy's, Burger King added a multi-tiered value menu in 1993 with items priced at 99¢, $1.99 and $2.99 (USD). The project called, Operation Phoenix, was an attempt to add not only a value menu but a line of value meals. The tiered menu was replaced with a more standard value menu in 1998, while the value meals were separated into their own menu segment. This value menu featured seven products: Whopper Jr., 5 piece Chicken Tenders, a bacon cheeseburger, medium sized French fries, medium soft drink, medium onion rings and small shake. In 2002 and 2006, BK revamped its value menu adding and removing several different products such as chili and it’s Rodeo Cheeseburger. Many of these items have since been discontinued, modified or relegated to a regional menu option. To better appeal to a more adult palate and demographic, BK introduced several new products to its menu in 2003, including several new or revamped chicken products, a new salad line and its BK Joe brand of coffee. Some of the new products, including its Enormous Omelet Sandwich line and the BK Stacker line, brought negative attention due the large portion size, amounts of unhealthy fats and trans-fats. Many of these products feature higher quality ingredients like whole chicken
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breast, Angus beef, natural cheeses such as cheddar and pepper jack, and other menu fare. Again, not all these products, such as the BK Baguette line, have met corporate sales expectations.
 Burger King does not have very extensive menu but certainly has a good variety.It consists of WHOOPER SANDWICHES, Fire Grilled Burgers, Chicken and Fish, Salads, Breakfast such as croissants, Hash Browns, Coffee, French Toast Sticks, Orange Juice.Treats such as Apple Pie, Shakes, Icee. Sides and Beverages like Fries and Onion rings, Soft drinks. Kids menu like Hamburger, Cheese Burger.
 Fire grilled burger
 Chicken tenders
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Tendercrisp garden salad
 Breakfast croissant
 Chocolate sundae
 O. THE MEAL EXPERIENCE
 The meal experience is a type of product, which can be described as a tangible element as well as an intangible element. It starts when the guest enters and ends when the guest leaves the outlet. The tangible elements include the series experiences, which the guest undergoes when eating which include food and drink and the intangible aspects include service, atmosphere, moods, etc.
 The general factors, which affect a customer’s choice of meal experience, are:
 Social: The social elements like birthdays, anniversaries, festivals give the people to have parties and a place like Burger King is the best suited for such
 Saraswati College of Engineering, MMS-Department26

Page 27
                        

occasions. People have many reasons like to celebrate a special occasion, to treat you or spouse or friends, meet friends, and make a change from eating home. Burger King provides a great centre for all these social events at a very reasonable rate.
 Convenience and Time: If the outlet is close where people are staying or working and if it is easy and convenient to reach the outlet then people visit the outlet. For example if a couple is tired from work and wants to eat out not too far from their home and not wanting an elaborate meal then they might visit Burger King.
 Atmosphere: The atmosphere and service of the outlet can attract the first time customers to be repeat purchasers. Burger King Provides excellent friendly atmosphere to the customers, which is why they have held their market. Also it provides excellent fast-food service as and when required.
 Price: The price of the products of the outlets will certainly affect it’s sales, because if it is too high then the customers might not visit the outlet as frequently and also the impulse-buying customers might think twice. Burger King being a fast-food outlet provides food at reasonable rates so that any customer from young children to old people can eat over there.
 The Menu: The menu is the most important factor as to why a customer might want to visit a particular outlet. If it is attractive and tasty the customers might visit the outlet again and again. Burger King’s menu provides a variety to the guests and all the products are at a reasonable price. They always introduce new things on their menu to attract their customers and hold their position in the market. It is not a very extensive menu.
 Expectations: The customers have expectations before entering the hotel or outlet. If the outlet or the hotel lives upto the customer’s expectations then the customers like to visit the hotel again.
 Accessibility: It is an important factor. There should be parking facilities around the outlet, good transport facilities nearby, so that there is convenience to the customers.
 5. INTRODUCTION OF THE WHOOPER SANDWICH BY BURGER KING
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A. PRODUCTION AND SERVICE DEVELOPMENT
 The key stages in product and service development are:
 Introduction: Burger king started in 1954. Two to three years later they introduced a burger named THE WHOOPER SANDWICH. When they first introduced the WHOOPER SANDWICH, it made profits but not at very high level. The cost of the burger was very high because the company had made a lot of investment in research and development of the product and in advertising the product. So the company had to recover all the expenses from the sales of their just launched product. The sale of the product was made by the first time buyers. At this stage there were chances of losses but Burger King made profits on THE WHOPPER SANDWICH. There was also no competition, as the ‘follow the leaders’ competitors had not seen the outcome. The ‘follow the leader’ scene comes into play only when the product is a hit.
 Growth: After a certain period of time there was a growth stage for the WHOOPER SANDWICH. At that time the cost of the product fell by a considerable amount as the product wanted to cement its place in the market. Also there was not much money spent on publicity and advertising of the product. Since the cost of the product was low the sale of the WHOOPER SANDWICH was growing rapidly at this stage and also people had started liking it. The first time buyers had become repeat purchasers. Due to lot of sale at low costs Burger King made lot of profits on WHOOPER SANDWHICH. Competition had not exactly entered at this stage but it was on the verge of entering as the burger was making a lot of profits.
 Maturity: After sometime competition entered the market. So Burger King had to increase the cost of the burger for promoting it. The sale of the WHOOPER SANDWICH had become normal, because competition had entered the market. Due to this there was stability in the profits and hence the prices fell down so as to compete in the market. The total demand for the product stabilized and the product matured.
 Decline: It is the final stage of a product. The WHOOPER SANDWICH could have gone in the decline stage but stood up again at maturity level due to good merchandising. The product had to go through this stage because there was a lot of competition in the maturity stage and many competitors took a step back. There was a rapid rise in the cost of the product so as to make sure that the product did not perish. Due to this there was a fall in the profit margin of the product. On one side the demand for the product fell while on the other side the supply was in abundance.
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B. APPLICATION OF THE P’S IN THE PRODUCT LIFECYCLE
 Introduction stage:
 Product: The quality of the whooper sandwich was not that great during the introductory stage. The whooper sandwich was still discovering flaws and problems, which were not detected during the product-planning programme.
 Price: The price was high because a lot of money was invested in promoting the product, in advertisements, like newspapers, billboards, etc.
 Promotion: There was a lot of money invested during this stage for the promotion of the product. Promotion of the product was made in the form of advertisements like television, newspapers, billboards, etc.
 Place: Burger King Outlets.
 Growth:
 Product: The lines become established in this stage. The attributes of the whooper were identified in this stage. The quality of the whooper was improved in that stage.
 Price: During this phase the whooper made maximum profits and the price of the whooper was stabilised.
 Promotion: The promotion of the whooper was still high and a lot of money was still invested in the promotion. Now that the whooper was in the growth stage it wanted to make more and more profits, so there was more promotion of the product by advertisements in newspapers and television.
 Place: Burger King Outlets.
 Maturity:
 Product: The whooper was now established in this stage and the market shares were stabilised.
 Price: The price of the whooper was stabilised at this stage, as there were a lot of competitors in the market it was necessary to ensure that prices were competitive.
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Promotion: Growth extension strategies rely heavily on effective advertising and promotion. The promotion was high in this stage as well to target the non-user targets.
 Place: Burger King Outlets.
 Decline:
 Product: The development of the product was completely ceased and the expenses of the product are maintained. The popularity of the product was not that high as before
 Price: The price of the whooper fell and so did the sales of the product.
 Promotion: The promotion of the whooper was completely eliminated and there was no more advertising of the product.
 Place: Burger King Outlet.
 C. BRANDING
 When several companies are offering rival products, they will want to identify and distinguish their particular offering. This is known as branding. When the whooper sandwich was invented it was under the brand name of burger king. Brand name is important in the introductory and the growth stage where the product needs to be promoted in the image of the customers. The name whooper sandwich itself had become a brand in the growth stage. It attracted the customer’s attention. Secondly the name whooper is alliterative and hence was remembered by everyone and it also communicated about the product that it was big. That means that the name whooper suggested to the people that the burger was big in size. Branding was important in the introductory and the growth stage. In the maturity stage the brand was already established and the brand name was also established. In the decline stage the brand name did not matter as the product was about to decline. Branding is very important in the sales of the product. Thus the name of the Burger King made the sales of the product whooper sandwich and made it a huge hit.
 D. MERCHANDISING
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Merchandising is very important in the promotion and the sales of the product. Its activities include:
 Display cards Tent cards Giveaways Menus Brochures Notices Signs Children’s toys Sweet trolleys
 Merchandising was important in the introductory and the growth stage of the whooper sandwich for its promotion and sales. In the maturity stage merchandising was important because the competitors had entered the market, so the product needed to be merchandised in order to get promoted and get sold. In the decline stage merchandising was of no use, as the product image had become zero in public.
 E. SELLING
 Selling is the presentation of the products and associated persuasive communication to potential clients, employed by the supplying organisation. Selling is the most direct and the longest established means of promotion within the promotional mix. The selling was high in the whooper sandwich’s introductory stage as the product was a hit. In the growth stage the product was almost stabilised and the sales of the product rose more than the introductory stage. In the maturity stage the sales of the product stabilised and in the decline stage there was a fall in the sales of the whooper sandwich.
 F. PRODUCTION PLANNING The need for production planning is:
 It provides the first step in providing a dining experience to the guest. It should be related to the type of operation and should always meet the needs of
 the operation. It should determine the quantity of menu items to be prepared. It should save food wastage.
 Production Planning of Burger King:
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The production planning of Burger King is done in a very simple way. It follows the following procedures:
 Taking orders at service counters from the customers. After taking orders the food is prepared in the kitchen. Payment of the food. Making of bill. And then the food is served to the customers.
 Burger King has ‘cook-serve’ system of production type and hence there is not so much wastage of food and there is portion control done in the right way. As the customers order the food is prepared so production and service are inter-related.
 G. SERVICE PLANNING
 Service is another important part of the hotel. Without efficient service the hotel cannot create goodwill.The main activities of service include:
 Welcoming the guests. Making them feel comfortable. Taking their orders. Then filling their needs. Clearing the wastage.
 In Burger King the service style is single-point service where customer orders from a single point and is served over there itself.
 H. MANAGEMENT
 Management is to use the available resources to achieve organisational objectives. The main resources involved are:
 Men Money Machinery Materials Methods Minutes
 The resources are managed by:
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Planning: It is pre-thinking to implement the organisational policies and to achieve objectives.
 Scheduling: There should be a procedure for managing the operation. Organising: There should be some kind of organising of the operation. There
 should be communication between the manager and the staff. The manager should allot different duties to everyone. The staff should be guided to achieve the tasks. The individuals should be encouraged or motivated to do their respective tasks. And lastly there should be co-ordination between the management.
 Controlling: To manage the resources there should be controlling done by reporting, evaluating, controlling, analysing, and reviewing the operation of the outlet.
 Management of Burger King:
 The main objectives of Burger King Management are: Good Food Fast Service Friendly and Informal Staff Value for Money Pleasant Environment Attentive Management Good Choice of Food and Beverage Accessibility Good Reputation Good Hygienic conditions
 I. OPPORTUNITIES
 Managing Operations: The manager should be well efficient to manage the operation of the outlet. The staff should look after the customers properly and should be aware that the hospitality products and services are delivered on time. The manager must ensure that the operation runs smoothly with respect to the constraints of a customer driven business.
 Managing the Business: It is concerned with controlling the finances of the operation. The manager must have the ability to supervise the current performance and should be skilful enough to correct the actions of the staff. He should always look for the future prospects of the operation. The manager should always ensure that the plans are going as planned and all the times the business must operate within legal guidelines.
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Managing the People: As hospitality rules the manager’s activity will be achieving results through the staff work. There should be sufficient communication between the manager and his staff so that he can rectify the staffs mistakes and the modus operandi goes as planned. Managers must be able to provide a framework within each individual or team to contribute to the best of their ability.
 Personal Management Skills: The manager of the operation should be skilled in all the departments related with the outlet. His knowledge should not be restricted to the technical operation of the business. He should not think much on the done things, but on the things, which should be done. The manager must be able to deal with new situations, new technology and new challenges.
 J. CONSTRAINTS
 There are many factors, which can affect the system of operation of Burger King:
 EXTERNAL FACTORS
 The external factors affecting the operation of Burger King can be:
 Government/ Political: It is one of the most important factors, which can affect the operation of the outlet. If for exam
 ple; the government amends any laws for the hotel and fast food industry, then
 accordingly there will be a rise or fall in the rates of the products, which will affect the sales of the outlet. If the government sets any particular laws for the fast food industry then it can affect the sales of burger king.Also if there are any happenings in the area where the outlet is located the government can impose laws. For example: if there is fire anywhere nearby the outlet then the local government can impose law like the area is prohibited for a certain amount of time. This can affect the sales of the outlet because due to fire very less people or none would be visiting the outlet.
 Changes in the Fiscal structure of the Country: This is another important factor, which can affect the operation of the outlet. One of the target markets of burger king is a businessman. If his company is giving him any expense allowance at the present moment and if at any later moment the company stops giving the allowance; then the individual might not visit the outlet as frequently as he used to do before. This might affect the sales of the outlet.
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Specific Government Taxes: Specific government taxes like Value Added Tax (VAT) also affect the sales of the outlet. If VAT is not added the cost of the product falls, then there would be more sales, but if VAT is added then the cost of the product increases and then there might not be so much sales as without tax.
 Policies on Training and Employment: Policies of training and employment affects the cost of the products and can inversely affect the sales of the outlet. If the outlet has any policies of training individuals then they have to spend some money on it. And to recover this money there might be an increase in the cost of the products. This might inversely affect the sales of the outlet.
 ECONOMIC FACTORS
 The factors are:
 Rising costs: The rising cost of food is the most important factor in determining the sales of the outlet. If the cost of the products is constantly rising then there will be fall in the sales of the outlet.
 Sales Instability: There can be sales instability of the outlet if there are constant variations in the cost of the products
 Changes in Expenditure pattern: Changes in expenditure pattern can affect the sales to a certain extent. If people pay cash they pay the exact cost of the product. But some people make use of discount and credit cards, which have an expansion and retraction credit facilities, which can affect the sales of the outlet.
 Interest Rates on Borrowed Capital: If the outlet has borrowed any capital, then there can be interest rates on that capital, so the profits made by the outlet have to cover those interest rates. This affects the profit margin of the outlet and also the sales.
 SOCIAL FACTORS
 The social factors, which affect the system of the operation, are:
 Changes in Population: This is one of the most of the most important factors, which can determine the sales of the outlet. If for example there is rise in the population of the area, in the form of tourists, etc. where the outlet is located then there will be a certain rise in the sales of the outlet as more people would visit the
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outlet. But if there is a fall in the population then there will be fall in the sales of the outlet.
 Demographic Changes in certain areas: Demographic changes like birth, death, diseases can affect the sales of the outlet. If there is any disease prevailing in the area, then people would avoid outside eatables and this will affect the sales of the outlet.
 Changes in socio-economic groupings can also affect the sales of the outlet.
 6. HOLIDAY INN AND THEIR MARKETING STRATEGIES
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In many ways, Holiday Inn may be called the Wal-Mart of the hospitality world. In its heyday, Holiday Inn promised low prices, consistent quality, and convenient locations to a generation of Americans heading out for the highway. And, like Wal-Mart, the arrival of a bright shiny new Holiday Inn often spelled doom for the older motels. Free ice, clean pools, kid-friendly pricing, and aggressive marketing proved an attractive lure for business and leisure travelers.
 A. HISTORY
 The original Holiday Inn chain of hotels was founded in 1952 in Memphis, Tennessee, by homebuilder Kemmons Wilson to provide inexpensive family accommodation for travelers within the USA. Wilson opened the first Holiday Inn in September 1952 at 4941 Summer Avenue in the Berclair district of Memphis on the main road to and from Nashville. In 1954, Wilson incorporated the chain with Wallace E. Johnson.
 Historical marker for First Holiday Inn Hotel in Berclair, Memphis. (2008)
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Holiday Inn Hotel in Toronto, Ontario, Canada
 Holiday Inn, Belmont, California, USA
 Wilson initially came up with the idea after a family road trip to Washington, DC, during which he was disappointed by the quality and consistency provided by the roadside motels of that era. The name Holiday Inn was given to the original hotel by his architect Eddie Bluestein as a joke, in reference to the Bing Crosby movie.
 In 1957, Wilson franchised the chain as Holiday Inn of America, and it grew dramatically, following Wilson's original tenet that the properties should be standardized, clean, predictable, family-friendly, and readily accessible to road travelers. By 1958 there were 50 Inns across the country, 100 by 1959, 500 by 1964, and the 1000th Holiday Inn opened in San Antonio, Texas, in 1968. The chain dominated the motel market, leveraged
 its innovative Holidex reservation system, put considerable financial pressure on traditional hotels, and set the standard for its competitors like Ramada Inns, Quality Inn, Howard Johnson's, and Best Western. By June 1972, when Wilson was featured on the cover of Time magazine, there were over 1,400 Holiday Inn hotels worldwide. Innovations like the company's Holidome indoor pools turned many hotels into roadside resorts.
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By the 1970s, Wilson's 300,000 beds outdistanced his nearest competitor in the same market more than three-fold. Companies like Quality Inn, Howard Johnsons, and Ramada Inn found that keeping up with Holiday Inn required matching the company step by step. The results are apparent even today with each room in every motel looking pretty much the same as any other room.
 As the chain evolved, it tried its hand at various marketing gimmicks including the oddly conceived John Holiday (right). The evolution of the Holiday Inn may also be studied in its changing slogans. During the 1960s "The Nation's Innkeeper" and "Your Host from Coast to Coast," became "The World's Inn Keeper." In 1975 corporate execs choose "the best surprise is no surprise" as their slogan, promising that a night in one Holiday Inn was like a night in any.
 Holiday Inns boasted air-conditioned rooms, restaurants, meeting rooms, pools, television, direct dial telephone service, piped music and radio, wall to wall carpeting, cocktail lounges, and the Holidex - the computerized reservation system that put many Mom and Pop outfits out of business. Millions of road weary business travelers and harried families learned to organize their trips around the ritual of Holidex reservations, knowing that the same room, food, and night-lit pool awaited them down the road.
 The company later branched into other related enterprises, including Medi-Center nursing homes, Continental Trailways, Delta Queen, and various related enterprises.
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Holiday Corporation logo; 1985-1990
 Although still a healthy company, changing business conditions and demographics saw Holiday Inn lose its market dominance in the 1980s. Holiday Inns, Inc. was renamed Holiday Corporation in 1985 to reflect the growth of the company’s brands, including Harrah’s, Embassy Suites, Crowne Plaza, Homewood Suites and Hampton Inns. In 1988, Holiday Inns International was purchased by UK-based Bass PLC (the owners of the Bass beer brand), followed by the remaining domestic Holiday Inn hotels in 1990, when founder Wilson sold his interest, after which the hotel group was known as Holiday Inn Worldwide. The remainder of Holiday Corporation was spun off to shareholders as Promus Companies Incorporated. In March 1998, Bass acquired the InterContinental brand, expanding into the luxury hotel market. In 2000, Bass sold its brewing assets (and the rights to the Bass name) and changed its name to Six Continents PLC. InterContinental Hotels Group was created in 2003 after Six Continents split into two daughter companies: Mitchells and Butlers PLC to handle restaurant assets, and IHG to focus on soft drinks and hotels, including the Holiday Inn brand.
 The brand name Holiday Inn is now owned by IHG who in turn license it out to franchisees and third parties who operate hotels under management agreements.
 In January 2002, the Wall Street Journal reported that the company, led by Ravi Saligram, was producing a new 130-room "Next Generation" prototype hotel to rebuild the brand. It would include a bistro-like restaurant and an indoor pool. The first of these prototype hotels, the Holiday Inn Gwinnett Center, was built in Duluth, Georgia, in 2003.
 On 24 October 2007, IHG announced a worldwide relaunch of the Holiday Inn brand family. The relaunch will be "focused on delivering consistently best in class service and physical quality levels, including a redesigned welcome experience [and] signature bedding and bathroom products..." The first relaunched Holiday Inn is expected to open in the USA in the spring of 2008.
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Great Sign
 Great Sign
 The "Great Sign" is the traditional, historic roadside sign used by Holiday Inn during their original era of expansion in the 1950s-1970s. It was the brainchild of Kemmons Wilson who introduced it to the world when he opened his first motel on August 1, 1952. The signs were extremely large and eye-catching, but were expensive to construct and operate. In 1982, following Kemmons Wilson's departure, the Holiday Inn board of directors made the decision to phase out the "Great Sign" in favor of a cheaper and less catchy backlit sign that still maintained the classic script logo. The decision was not without controversy as it essentially signaled the end of the Kemmons Wilson era and removed a ubiquitous and internationally recognizable company icon.
 In 2003, in a program of hotel redesign, the company brought back a revamped version of the Great Sign that showed up the company's advertising under the slogan "Relax, it's Holiday Inn." The makeover came with a new prototype hotel that included photography of the sign and a retro-style diner named after founder Kemmons Wilson.
 Business relationship with Gulf Oil
 In 1963, Holiday Inns signed a long-term deal with Gulf Oil Corporation in which the lodging chain would accept Gulf credit cards to charge food and lodging at all of its hotels (in the United States and Canada) and in return, Gulf would build service stations on premises of many (if not most) Holiday Inn properties particularly those along or near major U.S. and Interstate highways. Many older Holiday Inns (including locations no longer part of the chain) still have the old station properties intact today, either still in
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operation or closed down, but with the exception of a few locations in the eastern U.S., hardly any of the still-open stations are now Gulf outlets. The portion of the agreement which permitted Gulf credit cards to be used for payment of food and lodging at Holiday Inns was soon copied by competing lodging chains and major oil companies during the mid-to-late 1960s but most of those agreements fizzled out with the 1973-74 Arab Oil Embargo with the Gulf/Holiday Inn arrangement ending around 1982.
 Historical trademark conflicts For two decades a hotel called Holiday Inn located in Niagara Falls, Ontario
 prevented the Holiday Inn Corporation from operating one of its own hotels in that city since the name was already in use. The hotel used a logo similar to the old Holiday Inn logo from the 1970s. The Holiday Inn Corporation directory referred to the hotel as "not part of this Holiday Inn system". The hotel also owned the holidayinn.com domain [1] which forced the much larger corporation to use holiday-inn.com. In 2006 an agreement between IHG and the Niagara Falls, Ontario hotel owners was reached that allowed both the Hotel and Holidayinn.com to be incorporated into the IHG system.
 During the 1960s and early 1970s, Holiday Inn hotels located in Myrtle Beach, South Carolina were simply called "Holiday" because a local motel already had the "Holiday Inn" name. The name was contested by Holiday Inns, Inc. v Holiday Inn before the United States District Court, D. South Carolina, Florence Division in 1973. The South Carolina Holiday Inn had franchised their name to Strand Development Corporation who filed a counterclaim against Holiday Inns, Inc.[4]
 The dispute resulted in a concurrent use registration for the Myrtle Beach hotel, which still operates as "Holiday Inn", although it is required to use a distinctly different font.
 The Village Inn and Restaurant was renamed "Holiday Inn" after the release of the 1942 film Holiday Inn starring Bing Crosby and Fred Astaire. It had been operating as The Village Inn since 1908. This Irving Berlin musical was actually about a hotel that was open only on holidays. See Holiday Inn at the Internet Movie Database. As of 2007 the hotel has been restored and is operating as the Village Inn and Restaurant.
 In order to increase the name of their brand and its sales Holiday Inn opened many brands of its own type some for business people called as Holiday Inn Select, some as budget hotels, hotels and suites, resorts, Holiday Inn Garden Court especially for England which reflect their culture and many more types some of them are listed below:
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B. BRANDS OF HOLIDAY INN
 Holiday Inn - the most recognizable tier of service. There are two distinct types: high-rise, full-service plaza hotels and low-rise, full-service hotels. The former also included many high-rises with round, central-core construction, instantly recognizable from the 1970's. Both offer a restaurant, pools at most locations, room service, an exercise room, and functional but comfortable rooms.
 o Holiday Inn Hotel & Suites - properties offering all the amenities and services of a regular Holiday Inn but consists of rooms mixed with suites.
 o Holiday Inn Resort - Offering all the amenities and services of a full-service Holiday Inn, resorts are considered a more of an advertising branding then a completely different brand. Most Holiday Inn Resort's are located in high leisure tourism markets.
 Holiday Inn Select – upper range full-service hotels which cater to business travelers. In 2006, it was announced that Holiday Inn Select hotels will be discontinued. Existing hotels may continue to operate under the Holiday Inn Select flag until their existing license expires, however many are converting to Crowne Plaza or regular Holiday Inn hotels. The Select brand is effectively dead, with no further marketing or advertising based around the "Select" moniker.
 Holiday Inn Sunspree Resorts – properties in resort areas with full-service amenities and deluxe service. These are typically very large properties.
 Holiday Inn Garden Court – which exist only in Europe and South Africa and are designed to reflect the national culture
 Nickelodeon Family Suites – Nickelodeon-themed Holiday Inn hotel near Orlando, Florida
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C. HOLIDAY INN EXPRESS
 Holiday Inn Express logo
 Holiday Inn Express (currently known as Express by Holiday Inn outside North America, however IHG plans to standardize as Holiday Inn Express worldwide by 2010) is a mid-priced hotel chain within the IHG family of brands. As an "express" hotel, their focus is on offering solid value at a reasonable price. Standard amenities lean toward the convenient and practical which cater to business travelers and short-term stays.
 Although there are no on-site restaurants and lounges, most hotels offer a fitness center, indoor swimming pools and a hot tub. Complimentary hot breakfasts are available for travelers on-the-go (including award-winning cinnamon rolls) and guests also receive complimentary toiletries, including staples such as shampoo, mouthwash, lotion and grooming items.
 Because the chain has been undergoing tremendous growth, the majority of Holiday Inn Express hotels are brand new or newly renovated. Though most Holiday Inn Express hotels are smaller than their sister Holiday Inn hotels they are equally ubiquitous, conveniently located in cities and small towns alike. Their no-nonsense value offerings allow them to serve smaller markets more efficiently.
 In the mid-2000s, Holiday Inn Express began producing humorous television commercials featuring "average Joes" performing extraordinary activities that only experts would know. The concept attributes these exaggerated abilities to the fact that they "stayed at a Holiday Inn Express last night". The campaign reflects the brand's slogan "Stay Smart" which is still in use today.
 In the summer of 2007, IHG took the "Stay Smart" theme even further. The hotel chain has teamed up with AOL and HBO's new comedy site, "This Just In", to develop a two-month daily web series called "The Smart Show". The premise of the show is a virtual tour with the two hosts on a coast-to-coast road trip exploring what's so smart about America. The idea is to showcase the diverse and non-traditional culture of "smart", such as people, places, businesses and inventions that are clever, witty, and unexpected as
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opposed to simply "book smart". Beginning in Boston, Massachusetts, the traveling show will stop along major metropolitan cities as well as small, back road towns on the way to Los Angeles, California, where the program ends in December 2007. Website visitors will be able to interact with the hosts, submit their own video content about smart ideas in their home towns and respond to other smart postings. In effect, the site is a forum for an open-ended conversation about the meaning of "smart".
 Holiday Inn Express has also reinforced their "Stay Smart" slogan online by opening an Internet "Smart Mart" on their website allowing customers to buy showerheads, towels, toiletries, and cinnamon rolls identical to those featured at the hotels.
 There are over 1,500 Holiday Inn Express hotels worldwide.
 D. OTHER
 Although originally called Holiday Inn Crowne Plaza, Crowne Plaza split to form a distinctive brand from Holiday Inn in 1994.
 During the 1960s, there were two Holiday Inn Jr. motels; one in Rantoul, Illinois and the other in Missouri. Motel rooms were located in portables although the Rantoul location also had one small section in a traditionally-constructed building.
 E. PROMOTIONS
 Holiday Inn was the first hotel chain to co-produce (or sponsor) a syndicated game show, He Said, She Said, in 1969.
 Elton John's song "Holiday Inn (song)" is about being at the hotel chain while touring.
 Holiday Inn was the first hotel chain to introduce a frequent stayer reward program. It debuted in 1977 as Holiday Inn Inner Circle, but was quickly reorganized into Priority Club Worldwide and later Priority Club Rewards.
 Holiday Inn is mentioned in a line in the 1979 Sugarhill Gang song "Rapper's Delight" ("I say hotel, motel, Holiday Inn...")
 Rapper Chingy has a song ironically entitled Holiday In Off his album Jackpot featuring Snoop Dogg
 Holiday Inn was a corporate funder and once, an advertising partner of the PBS 1990's kids' game show, Where in the World is Carmen Sandiego?
 On April 27, 2006, Major League Baseball Properties (MLBP), Major League Baseball Advanced Media (MLBAM), and the InterContinental Hotels Group announced a three year sponsorship deal to make Holiday Inn "The Official Hotel
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Of Major League Baseball" As part of the deal Holiday Inn will run a certain amount of commercials during Major League Baseball games and other MLB produced programming, be the main sponsor of one of the activities of fanfest during the All Star Week, and offer baseball-related sweepstakes to its Priority Club Members.
 In Canada, Holiday Inn is a major sponsor of the Canadian Football League (CFL) and is "The Official Business Hotel of the CFL."
 On October 24, 2007, Holiday Inn Hotels the InterContinental Hotels Group, and Richard Childress Racing announced a muti-year agreement to sponsor the #29 RCR Chevy in the NASCAR Nationwide Series. Drivers Jeff Burton and Scott Wimmer will share the ride with Scott driving 23 races and Jeff driving the rest of the 35 race schedule.
 At the beginning of the video for The Rolling Stones' song "Undercover of the Night", the Holiday Inn "Great Sign" is visible.
 F. STANDARDS
 Holiday Inn has a history of standards, part of Wilson's original idea. Not meeting these standards may mean a lost franchise. Many of the older Holiday Inn hotels, especially the two-story ones with exterior corridors, have been removed from the Holiday Inn system as franchises expired and rebranded. Some old Holidomes have been rebranded as Best Westerns, Days Inns, and Quality Inns.
 G. SOME OF THE HOLIDAY INN LOGOS
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7. METHOD OF MARKET RESEARCH FOR BURGER KING
 The type of research methodology which I have implemented is Questionnaire form, where I have asked a group of people some questions, regarding Burger King, fast food, their likes of food according to age and preferences and then have drafted it on a graph followed by inference of each question and its answer, and eventually at the end of all the questions I have come to an overall conclusion.
 Interviewing with a questionnaire means:
 Asking Young & old couples Groups Individuals from different age groups.
 15-2530-4550-70
 So that we will be able to conclude about what are the exact needs and demands of the public in respect to the fast food types they like and dislike.
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A. QUESTIONNAIRE
 1. WHICH IS THE MOST IMPORTANT DEPARTMENT IN HOTELS?
 A. Food and Beverage 20%B. Marketing 30%C. Front Office 25%D. Production 25%
 INFERENCE:
 When a group of 25 employees working in the hotel industry were questioned about which is the most important department in the hotel industry, to make good business maximum people; i.e. 30% voted for marketing, which proves that marketing is the most important part of an organisation.
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2. WHAT IS THE MOST IMPORTANT WORK PROFILE OF THE MARKETING DEPARTMENT?
 A. Promotion of services 30%B. Sales 20%C. Planning 20%D. Pricing of Product 30%
 INFERENCE:
 When a group of 25 people was questions which is the most important work profile of marketing department, “promotion of services” and “pricing of products” received equal and highest number; i.e. 30% votes.
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3. IS MARKETING REQUIRED FOR FAST FOOD CENTRES?
 A. Yes 95%B. No 5%
 INFERENCE:
 When a group of 25 people was questioned if marketing was all that essential for fast food centres a huge volume; i.e. 95% said yes, thus proving marketing is essential in every business.
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5. BEING AN OWNER HOW WOULD YOU PROMOTE YOUR PRODUCT IN THIS EXTREME COMPETITIVE MARKET?
 A. Advertising 30%B. Promotional Offers 20%C. Promoting the USP of a Product 20%D. Promoting the Brand of the Outlet 30%
 INFERENCE:
 When a group of 25 hotel and fast food professionals were questioned about how they would promote their product in this extreme competition, equal and highest number of people; i.e. 30% voted for advertising and promoting the brand of the outlet.
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8. CONCLUSION
 This assignment was about the marketing strategies of Burger King and Holiday Inn. This project shows how companies whether large size hotel like Holiday Inn or fast food outlet like Burger King have to do marketing in order to attract customers and sell their products in order to make profits.
 Marketing department is an important part of an organisation, responsible for up selling of the company products by different ways like advertising, providing seasonal or promotional offers, giving discounts, hiring celebrities for the advertisement of their products, etc.
 This project shows how Burger King expanded globally, in different parts of the world, by their strategies of marketing.
 Also how Holiday Inn expanded their business from European countries to other countries, by introducing budget hotels, business hotels. Burger King provides its customers with great offers which keep its customers bonded with them. Since in most of the areas the fast food outlets serve burgers, people tend to like them more, and spend on them more than other fast food items. Also due to hectic schedules of people and marketing strategies of burger king, people tend to visit Burger King and other fast food outlets more often, rather than cooking food at home.
 Saraswati College of Engineering, MMS-Department52

Page 53
                        

9. RECOMMENDATIONS
 After the research methodology using questionnaire form I think Burger
 King is a very good fast-food outlet, which has outlets all over the world
 and is spreading more in the Asia-pacific region now. It not only provides
 with an extensive menu for all ages but also maintains the nutritional
 value of its menu food items. Also it provides its customers with offers.
 According to my research about Burger King I have only discovered the
 positive aspects of Burger King which shows what standards it sets in
 comparison to its competitors. I have no hesitation in recommending
 people to Burger King.
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12. GLOSSARY
 Term Meaning
 A
 Accessibility Ease of Access.Alliterative Tending to produce alteration.Ambience Atmosphere.Advergames Games in play station like X-Box.Accord Be consistent.
 B
 Brewing To make tea, beer, coffee, etc., by infusion, boiling and fermentation.
 Bistro Eatery or Café.Brasserie Restaurant serving beer with food.Bulging Rounded or swollen.Baguette Long narrow French loaf of bread.
 C
 Crèche Pre-school play group.Cook-serve Technical term used in kitchens where
 food is cooked just prior to service.
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Catering Food preparation.Crescent Semi-circular or hemisphere.Cutlery Crockery, plates, bowls.
 D
 Drive-thru Type of service usually offered at fast food outlets.
 Décor Decoration, Furnishings.Desserts Sweet food items usually at the end of a
 meal.Demographic Statistical study of birth and death, etc.Demand Requirement
 E
 Eroding To get destroyed with time.Elevated Lofty, high minded.Era Age, period.Economic Cost effective.Emphasize Highlight.
 F
 Farcical Ridiculous.Franchisee A right or privilege granted to a person.Foray Raid, attack, expedition.Fiscal Financial.Forum Meeting, discussion.
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13. APPENDICES
 HOLISITIC MARKETING CONCEPT:
 The holistic marketing concept is based on the development, design and implementation of marketing programmes, processes and activities that recognizes their breath and interdependencies. Holistic Marketing recognizes that “everything matters” in marketing – and that a broad, integrated perspective is often necessary.
 The holistic marketing is thus an approach that attends to recognize and reconcile the scope of complexities of marketing activities. Successful companies will be those that can keep their marketing changing with the changes in their market place – and market space. “Breakthrough marketing”; Nike describes how that company has successfully changed – and thrived – through the years.
 A marketing network consists of the company and its supporting stakeholders – customers, employees, suppliers, distributors, retailers, ad agencies, university scientists and others – with whom it has built mutually profitable business relationship. They estimate individual customer’s lifetime value and design their market offerings and prices to make a profit over the customer’s lifetime.
 Reference: Marketing Management – Philip Kotler 13 th
 edition
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