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ABSTRACT :

Hotel industry is an essential vital sub-industry of a larger one -tourism
industry. Hotel industry provides a set of basic supplementary services
to the guest/tourist. The effectiveness of the hotel services marketing
function is a core factor of success for competitive and corporate hotel
strategies. This effectiveness can be achieved through an effective hotel
marketing strategy. This study determines the major functions that hotel
management has to consider in the process of formulating the
marketing strategy of diversified hotel services. These foundations are
mission statement, environmental scanning & analysis, marketing
objectives, & appropriate -efficient & effective- marketing strategy which
depends on hotel services planning & development, hotel services
pricing, hotel services promotion, & hotel services distribution.
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