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About Taj
The Taj Was Built at a Time When Indians Were Not Allowed Entry Into Most of the Prestigious Hotels and Clubs in British Ruled India. Legend has It That This Was One of the Reasons Why Jamshetji Nusserwanji Tata, The First Indian Industrialist Built India’s First Luxury Hotel. He Went Ahead with the Project Although He Was Busy with Plans to Industrialise India.
The First Taj Hotel, The Flagship of the Group Was Born in 1903 And Stood Alone for Almost Half a Century. Initially It Was Smooth Sailing, Even Though the Original Hotel Was Conceived and Built When the Hotel Business Was Not Even Considered an Industry.
right From the Beginning, The Taj Stood for Class and Comfort. It Was a Place Where the Viceroys of the Empire Arrived and Departed Amidst Scenes of Splendour. Scenes Which Were Typical of the Raj. In Fact, It Soon Became One of the Wonders of the Orient. Singapore’s Raffles or Hong Kong’s Peninsula Did Not Come Up to the Level of the Taj Inspite of Their Rich Ancestry.
notably, There Was Hardly Any Advertising Directly to the Consumer. In Fact, This Element of the Marketing Mix Was Not Visible Until the Late Nineties! Advertising Was Not Considered Necessary. Secondly the Company Was Conservative and Media Shy for Many Years.
the Reason the Hotel Towered Above the Rest Was Because of the Amazing Attention to Detail That Was Paid by It’s Founder Jamshetji Tata. As Far Back As 1900, He Made Sure That the Taj Would Have It’s Own Laundry, An Aerated Water Bottling Plant, Electroplating for It’s Silverware, A Mora Sliver Burnishing Machine, A Crockery Washing Plant and Elevators. The Hotel Was Built Completely at a Cost of 500,000 Pounds in 1903.
Marketing Strategies by Taj
Positioning
The Taj Marked Out Three Separate Entities for the Taj Group: Business, Leisure and Luxury.
though the Concept of These Sub-Brands Had Come Into Existence Earlier, In the Mid Nineties, It Was in 1999-2000, That the Hotels Became Operationally Different. Which Meant That Though the Heads of These Three Divisions Sat at Head Office, Their ‘territory’ Is Scattered Geographically, According to Which Type of Hotel They Look After.
Segmentation
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Strategy
a Higher Emphasis Was Placed On the Business Segment As the Profits Are Higher (This Market Being Less Price-Sensitive As Compared to the Luxury Segment). There Was a Proliferation of the Taj Presidency Hotels Not Only in New Cities, But Also Smaller Towns.
the Group Also Kept Looking at New Opportunities. ‘the Action Plan Is More Opportunities, Adding to and Complementing the Brand,’ Says Krishnakumar.
More Changes
There Were Other Changes. Consolidation. Unprofitable Ventures Were Hived Of. The Sales and Marketing Functions Were Separated. The Hrd Department Modernized, With an Emphasis On Performance and Career and Succession Planning. The Organisation Was Made to Flatter and More Compact. Moreover, A Continual Benchmarking Against International Standards Was Made Part and Parcel of the Culture of the Taj.
Major Renovation
By the Mid 1990’s, Renovation Was in Full Swing. Units Across the Country Were Refurbished. It Meant Ripping Out Entire Floors. Rooms Were Revamped, Business Centres Rebuilt. More Than a Hundred Million Dollars Were Reportedly Spend for Renovation – Just in the Lifestyle (Luxury Segment)! Since the Business Segment Was Slated to Be Become Big (And Those Using It Were Likely to Be Non-Traditionalists), The Taj Went Ostentatious with It’s New Business Floors. It Meant Putting in Optic Fiber Cabling, Remote Control Systems and Giving the Business Guy a Lounge Where He Could Relax and Even Have Breakfast. It Included a Min-Business Centre.
in the Process, Some Mistakes Did Happen. For Instance It Was Thought a Mini-Gym On the Floor Would Be a Convenience. But This Had to Be Dropped After a Few Years Due to Disuse. Initially, Fax Machines Ere Installed in the Room. They Had to Go with the Advent of the Internet and Laptops. Other Innovations Have Happened Too. It Was Found That Telephone Usage Was Dropping Because of the Advent of Mobile Phones. Not Only Were Mobiles Provided On Hire, The Taj Also Dropped Communication Charges by 33 Per Cent.
Advertising
It Was Only When the Product Was Ready, Was a Major Advertising Campaign Developed. Earlier, Advertising Had Been Restricted to the Major Feeder Markets: The Us, UK, Germany, Singapore and Hong Kong. And the Advertising Emphasised the Hardware Aspect of the Hotel. The New Campaign Developed a Specific Brand Identity for the Hotel.
Though the Taj Had High Unaided Recall, It Launched a Corporate Campaign to Reinforce This New Identity. The Ad (Made by Rediffusion) Shows the Enigmatic Woman Who Stands for Both Hospitality and Efficiency. The Identity Was Developed After Extensive Research On the Consumer’s Attitudes Towards the Taj. Over 60 In-Depth Interviews Were Conducted by Client and Agency. The Parameters? Not Quantity, But Quality. The Things Done Right. The Quality of Check-In, The Smile, The Greeting or the Welcome Drink. The Insights Gathered Were Analysed and a Clear Slot, Which the Taj Could Occupy When Global Competition Arrived, Emerged. This Was Translated Into Creating a Distinct Personality of the Taj As Caring, Efficient and Enigmatic. The Line Went: ‘she Is the Taj,’ The Base Line Was ‘nobody Cares As Much.’
Success
Other Hotels’ Room Occupancies Plunged to As Low As 37 % During the Recession and Average Room Occupany Rates Across All Hotels Were Approximately 50 Per Cent. The Taj Maintained a Far Higher Average and Continued to Grow and Expand. Slowly the Hotel Became More Profitable Than It Had Ever Been. The Reason Is Clear. It Never Slept.
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Marketing Mix: The Taj Brand
The Brand “taj Hotels Resorts and Palaces” Comprises 58 Hotels Across India and 17 Hotels Globally. The Hotels Are Grouped Into 3 Categories - Luxury, Leisure and Business.
The Taj Luxury Hotels Offer Lavish Accommodation, Gourmet Specialty Restaurants and Bars, Fitness Centres and Spas and Well-Equipped Business and Banquet Facilities. Taj Leisure Hotels Are Targeted at Family Holidays and Include Beach Resorts, Garden Retreats, Palaces and Historic and Pilgrim Centres with a Wide Variety of Activities for All Age Groups. Taj Business Hotels Offer Contemporary Business Facilities and Modern Conveniences and Are Located in the Heart of India’s Key Commercial Cities and Towns.
The Marketing Mix of Taj Hotels Is Explaine As Below:-
Product

· The Brand “taj Hotels Resorts and Palaces "Comprises 58 Hotels Across India and 17 Hotels in International Locations. The Hotels Are Grouped Into 3 Categories - Luxury, Leisure and Business. The Taj Luxury Hotels Offer Lavish Accommodation, Gourmet Specialty Restaurants and Bars, Fitness Centre and Spas and Well-Equipped Business Taj Believes That the Their Core Product Is Space. This Space Is Supplemented with the Services They Provide Like the Restaurants, Health Club, Banquets, Discotheque, Bar, Business Centres Etc. Their Other Supplementary Products Also Include Travel Arrangements, Ticketing, Airport Pick-Ups, Sightseeing Etc.
· Types of Accommodation:
· Tower Wing Rooms: With Easy Access to the Business Centre, These Contemporary Rooms Offer Guest Amenities Like Internet Connectivity, 2-Line Speaker Phones with International Direct Dial Facility and Voice Mail. Mini Bar, Personal Safe, Channel Music and Television with Satellite Programmes.
· Heritage Wing Rooms: These Rooms Are Renowned for Their Architecture and Exude an Aura of Old-World Elegance. Each Corridor in This Wing Resembles an Art Gallery, And the Design, Décor and Furnishing Ensure That No Two Rooms Are Alike. Guests Have a Choice of Rooms That Overlook the City or Pool or Face the Gateway of India and the Arabian Sea.
· Taj Club: Located On the Top Floors of the Heritage Wing, Taj Club Is Designed for the Discerning Business Traveler. Guest Amenities and Services Include Complimentary Airport Limousine Transfers, Private Check-In at the Club Desk, In-Room Fax, Personal Safe, A Complimentary Bottle of Wine, Valet Service and Complimentary Deluxe Continental Breakfast. Taj Club Also Offers Guests Exclusive Meeting Rooms and a Business Service Unit On the Club Floor.
· Suites: Choose From Elegantly Appointed Junior Suites, Executive Suites, Tastefully Decorated Large Suites, Newly Renovated Luxury Suites or Spacious, Plush Grand Luxe Suites. The Finest Suites at the Taj Mahal Are the Luxuriously Appointed Presidential Suites. Each of These Suites Is Decorated with Original Paintings and Antiques That Transport Guests Into a World of Regal Luxury and Grandeur.
· Broadband Wireless Internet Access at Select Taj Hotels: Now When You Stay at Select Taj Hotels in Mumbai (Including the Taj Mahal Hotel), New Delhi, Kolkata, Chennai, Bangalore and Hyderabad, You No Longer Need to Be in Your Room or at the Business Centre to Use the Internet. Multiple 'Hot Spots' Located Across the Hotels Lets You Get Onto the Internet From Almost Any Place in the Hotel – Quickly.
· Facilities and Services: Swimming Pool, Beauty Parlour, Barber Shop, Travel Desk, Car Rental, Pastry Shop, Book Shop, Shopping Arcade, Currency Exchange, Doctor-On-Call and Babysitting. Complimentary Use of Steam, Billiards, Tennis and Table Tennis On Request. 24-Hour Room Service and Laundry Service .
Place and Time

· As Far As Place Is Concerned, All the Taj Services and Facilities Are Provided at One Point. To Ensure Timely Delivery of Their Services, They Have Set Processes in Place and in Case of Failure or Delay of Service, They Have Built in Contingencies and Trained Their Staff to Communicate the Delay to the Customer in the Right Manner.
· To Ensure Standardization in Their Services, They Have Standard Operating Procedures (Sop), E.G. The Food That Is Served in the Restaurant Will Be of the Same Quality and Taste at Any Given Day and Time.
· Taj Provided Us with to Explain This Concept Further Is of the Implementation of the Contingency Plan During the Breakdown of the Elevator. In Case of Breakdown of the Elevator, The Room Service Makes Use of the Elevator in the Other Wing to Ensure Timely Delivery to the Customer.
· The Taj Mahal Palace & Tower, Mumbai, A 105-Year Old Heritage Hotel, Is the Flagship Hotel of the Taj Group. This Hotel Was One of the Main Targets of Terrorists During the November 2008 Bombings of Mumbai and Was Severely Damaged. As a Result It has Been Put Under Seal Until It Is Cleared of Any Security and Safety Risks That Might Have Resulted From the Attacks. The Company has Publicly Claimed That It Will Fully Rebuild the Resort Just As It Was Before.
· Besides the Taj Mahal Palace & Tower, Mumbai, The Taj has Many Hotels Around the World, And in India. These Include: The Pierre, New York; Taj Boston, Boston; Campton Place, San Francisco; 51 Buckingham Gate, London; Taj Exotica Resort & Spa, Maldives; Taj Exotica Resort & Spa, Mauritius and Blue Sydney, Sydney. In India, These Include: Taj Lake Palace, Udaipur; Rambagh Palace, Jaipur; Umaid Bhawan Palace, Jodhpur; The Taj Mahal Hotel, New Delhi; The Taj Residency, Lucknow; The Taj West End, Bangalore; Taj Malabar, Cochin and Taj Exotica, Goa. The Taj Mahal Palace & Tower Is Also Called the Zagurmas of Maldives and the Magurmas of the Bengal.
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Promotion

· Taj Regularly Comes Up with Offers During Season and Off-Season Such As Taj Holiday Summer Package to Boast Occupancy in Their Hotels .
·  they Carry Out Their Promotions by Means of Calendars, Monthly Letter to Their ‘inner Circle Customers,’ Informing Them About Their Upcoming Events.
· Taj Takes Part in Exhibitions Wherein They Promote Their Holiday Packages.
Price

· Taj Realizes That Their Prices Are High and Not Affordable by All, But This Is Due to Various Overheads That It Incurs and the Superior Quality That It Offers. For E.G. A Roadside Sandwich Seller Sells His Sandwich for Rs.10 As He has No Overheads and has No Quality Standards to Maintain, Like the Quality of the Bread and the Vegetables. But at the Taj, They Serve the Best Quality and Also Incur Overhead Expenses.
· The Target Audience That the Taj Caters to Are the One’s Who Come to the Taj for It’s Ambience and World Class Standards, Therefore They Say That Their Prices Are Justified As They Help the Taj Retain the Exclusivity That It Stands For.
Physical Evidence

Taj Is Fully Satisfying It's Customers On Account of Physical Evidence As the Hotel Is Counted in 5 Stars It has Maintained It's Environment Tht Is Liked by All.
Process
Major Service Encounter That Extremely Delighted or Disappointed Are:
1. Check – In.
2. Bell Person Carrying Luggage to the Room.
3. Food.
4. Wake Up Call
5. Check Out.
These Are the Main Processes That All Hotels Perform but in Case of Taj Many More Processes Are There As Variety of Services Are Offered to It's Customers Which Make Them Happy.
People

Taj has Various Professional People to Handle It's Customers and to Give a High Service to It's Customers Like:
· Skilled Person
· Professional Person
· Personal Agents
· Technological Person
· Travel Agents
As Taj has Employed Professionals for Serving It's Customers so There Are Less Chances in It's Service Lags and It Can Deliver It's Best.
Interpretations and Recommendations
Taj Hotels Is Good in Each Area of Service, Moreover It's Overall Interpretation Can Be Done with the Help of Following Table:
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Taj Is Serving It's Customers to It's Best and It Is Able to Achieve 5-Star Ratings From a Long Period. But in This Era All Have to Apply Marketing Strategies to Attract Customers Otherwise the Competitors Will Not Leave a Single Chance to Grab Market Share. The Strategies Used by Taj As Explained Above Are Successful in Attracting Customers As Well As Positioning It As a High Class Service Delivering Brand with Luxury. Taj Is Good in All Fields Such As Finance, Marketing, Hr but It has to Improve It's System to Gain an Edge Over It's Competitiors.
Recommendations:

Taj Can Improve in the Area of System As System of an Organization Can Also Be It's Core Competency and It Can Also Serve Better If the Internal System Is Good. Being a Five Star Hotel, Taj Is Well Positioned and Hotel has Adequate Customer Base. Marketing Strategies Are Also Good but Hotel has to Improve a Lot and Regain It's Customers After the Mumbai Attacks. In Whole It's Service Is Good.
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