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Answer All Questions

Q.1. Describe in brief the four levels of market segmentations. Give examples. (05 Marks)
Q.2. Which type of sales person would be successful in the hospitality industry and why? (05 Marks)
Q.3. Whyyydo companies engage in new product development? (Give 5 points). (05 Marks)
Q.4. Analyze the case study on Lemon Tree Hotels Ltd and answer the questions. (10 Marks)

Three Ps of Lemon Tree: People, Planet, Profit

Rattan Keswani, Deputy Managing Director, Lemon Tree Hotels Ltd tells BW HOTELIER that the evolution

of their brand portfolio and transformation of the business model have been based on market dynamics.

P~

ilt was back in 2004 that Lemon Tree was mcepted Over the Iast 17 years it has come a Iong way from

"'8'

:j.belng a hotel with 49 keys to one. of the co‘untry s largest chains in the m|d prlced hote‘IAsector and the

third largest overall, on the basis of controlling interest in owned and leased rooms, as of june 30, 2017,
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according to the Horwath Report. The brand has evolved and grown over these years and not just spread
its geographic footprint.

‘Explaining the company’s strategy on expansion plans, Rattan Keswani, Deputy Managing Director,
Lemon Tree Hotels Ltd, says that the evolution of their brand portfolio and transformation of the
business model have both been based on market dynamics including the demand-supply gap at different
destinations, availability of business development projects that meet feasibility requirements, changes in

consumer behaviour and the width of brands, both global and domestic, available in any hotel segment.

FOR PEOPLE, PLANTS AND PROFIT

With a commitment for a healthy and happy planet, Lemon Tree Hotels follows eco-friendly and Go
Green practices. Built around sustainable practices, all products and services are designed around these
principles. The way of working includes building a diverse as well as an inclusive organisation and
creating an environment-friendly one.

The business model is defined around the concept of the Triple Bottom Line (TBL):

People: Fair and beneficial business practices toward labour and the community

Planet: Sustainable environmental practices

Profit: Economic value created by the organisation after deducting all costs

All Lemon Tree hotels are designed and built in alignment with the best engineering and sustainability
practices, environmental protection, pollution control measures, fire and life safety equipment as well as
energy and water conservation equipment. The hotels are built in compliance with norms laid down by
government authorities. “Building design ensures the maximum use of natural Iight. We.are working
towards zero waste, zero discharge and carbon neutrality with medium and long-term goals defined for

2026 and 2030 and beyond,” Keswani puts in.

* Inclusivity being the cornerstone of brand’s phbil,oso/phy, Lemon Tree has carved a niche by bringing the
- sspecially abled to the mainstream.. The compa;ny;believes the brand should stand for moge:;tﬁan ‘Just

profit’. Talking on the same lines, Keswani says, “We have focussed our efforts on creating a socially

Marketing for Hospitality, Tourism & Leisure Page 3 of 6 05.10.2023



V.M. SALGAOCAR INSTITUTE
of
INTERNATIONAL HOSPITALITY EDUCATION

inclusive work environment which seeks -to bring in people of different backgrounds, abilities and

ethnicities and offer them work as a unified team with a common goal.”

On its part, Lemon Trée hires OpportunitjDeprived Indian'é (ODIs) into its workforceiwhich ihcludes
employees with physical disability, speech and hearing impaired, orthopaedically handicapped, acid
survivors, visually impaired, low vision as also intellectual disability: Down Syndrome and autism; people
from economically/ socially weaker segments like Below Poverty Line (BPL) individuals, widowed or
abandoned/ battered/ destitute/ divorced women or orphans or abandoned girls; transgenders andj

individuals from economically weaker families.

Hiring at Lemon Trees is done from the communities who don’t get education or employment
opportunities easily ie the North Eastern states, Bihar, Jharkhand, Chhattisgarh, Odisha and tribal/
interior areas of any state. In the early stages, the company inducted EwD in backend roles like kitchen

stewarding and housekeeping where direct guest interaction was minimal.

Also, the focus was on speech and hearing-impaired employees. This gave them an opportunity to
develop standard operating procedures and training modules in an iterative manner. Subsequently, the
brand extended this initiative to guest contact areas such as restaurants where the interaction with
guests is an integral part of the job role. Lemon Tree then re-engineered the relevant service process to
enable EwD to interact with guests. They engaged with people with orthopaedic impairment where theiri
disability didn’t come in the way of their job performance. The brand has now done six trials with Down
: Syndrbme in Delhi-NCR at the coffee shop. With sufficient learning experience from this exe.r'cise, the

company will soon start hiring such candidates across other hotels and slowly ramp up to a national

scale. Autism and acid survivor trials have started and the learnings are getting assimilated. Ever since -

“the initiative Startéd;'3,000—p'lus ODIs have been t’fained at Lemon Tree, of which many cbntinu’eiﬁto work

with them.

STRONG PIPELINE OF INVENTORY
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Lemon Tree currently operates 8,300 rooms in 84 hotels (including Key Hotels) across 52 destinations, in
India and abroad, under its brands — Aurika Hotels & Resorts, Lemon Tree Premier, Lemon Tree Hotels,
Red Fox Hotels, Keys Prima, Keys Select and Keys Lite. As the current pipeline becomes operational, LTHL

will be operating 10,600 rooms in 107 hotels across 66 destinations, in India and abroad.

Lemon Tree Hotels, including Keys’ Hotels, are located across India, in Delhi-NCR, Mumbai, Kolkata,

Bengaluru, Hyderabad and Chennai as well as Tier | and Il cities like Pune, Ahmedabad, Chandigarh,

0 Jaipur, Indore, Aurangabad, Udaipur, Vishakhapatnam, Kochi, Ludhiana, and Thiruvananthapuram. The

company expanded on the international front with hotels in Dubai (opened in December 2019) and in

Bhutan (February 2020). New hotels are set to open in Bhutan and Nepal.

The group offers seven brands to meet hotel requirements of guests across the upscale and mid-market

segments:

Aurika Hotels & Resorts: The upscale brand of Lemon Tree Hotels that curate extraordinary experiences
in a stunning ambience, Aurika Hotels & Resorts are stylishly elegant yet comfortably informal.

Lemon Tree Premier: This chain of upper midscale business and leisure hotels elevates the experience
while retaining the freshness, quirkiness and energy that Lemon Tree is well known for.

Lemon Tree Hotels: The midscale business and leisure hotels uplift your spirits at the end of a long day.
Like the fruit they are named after, Lemon Tree Hotels are fresh and sparkling with zest.

Red Fox Hotels: With :bold interiors and clean rooms, these economy hotels delight guests with
unbeatable value and reliable safety standards. Here friéndly smiles and a lively environment go hand:.—.in—
hand with professional service.

Keys Prima: This premium brand offers stylish features and excellent 'sv_;evrvice'. ‘
Keyss-Select';iAnother populér brand that offers comfort and convenience, for both business and leistire
travellers. . . | o . | ’
Keys Lite: Ta’rgeted at smart ig"Lllie‘sts'I.oo.king for aff'orda‘b‘lé‘énd stress—‘fr/;a:;cc):bmrﬁodation durihg traver '

Ever since its inception, Lemon Tree has kept pace with the evolving demands of guests and created
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seven different brands. “The asset lite portfolio allows us to be nimble and responsive to opportumtles
and to spread the geographlcal footprint without having to invest heavily in capital expenditures and
time. We are able to chus better on our brand, loyalty programme and network across India and now

outside the country too,” Keswani puts in.

GUEST EXPERIENCE

From being shut to operate with certain guidelines, the hospitality industry has re-invented itself. With
growing concerns of health and safety, there has been a notable change in the guest’s demand. Keswani
says they have seen demand shrink to a mere fraction of earlier demand. “COVID-19 protocol and
government guidelines lead to a significant re-definition of standard operating procedures and guest
services and hotel companies increased their investment in learning and development, though done

virtually,” he adds.

The customer profile has seen a large change in these 15 months with typical guest no longer travelling
on account of restrictions. The quarantine guest or SME guest or individual leisure traveller have

different expectations of both price and service.

The brand’s loyalty programme continues to present special offers and deals to its loyalty members.
“Once the country is able to recover from this pandemic and the economy stabilises, we will see recovery
in the hotel sector. At that stage we will be relaunching our loyalty programme to make it more customer

friendly, rewarding and interactive,” Keswani informs.

Questions:

Q. A. Explain the company strategces that helped Lemon Tree Hotels Ltd to succeed in the highly
~~"competltlve market.’ . S R ,’ R
- Q B What are the measures taken by Lemon Tree Hotels Ltd in the area of sustamablhty and how has

'Lemon Tree Hotels Ltd created a soually mciuswe work environment?
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