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Abstract:

 Hotel organization offer their diverse services to many
environmental levels, local environment, national environment,
regional environment, international environment, and global
environment. This study focuses on promoting hotel services to
the hotel market.
   Hotel organizations have to adapt strategies according to their
target markets. Promotion strategy plays an important role to
achieve good hotel performance and hotel success. Hotel
management has to formulate an appropriate promotional
strategy for each environmental level of the hotel target markets.
There are many promotional tools that used to implement the
promotion strategy, such as personal contact, telephone calls,
sales letters, advertising, public relations, publicity….etc.
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Source: Habib, Ghazi, Lodging Industry, in Kassem, M. Sami, & Ghazi M.
Habib, Strategic Management of Services in the Arab Gulf States: Company
& Industry Cases (New York, Berlin: Walter de Gruyter, 1989), p. 239.
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Source: Schaffer, J., ”Strategy, Organization Structure & Success in Lodging
Industry,” International Journal of Hospitality Management, vol.3, no.4, 1984,
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