











This has been achieved by giving staff a measure of
latitude, adherence to the hallmarks and quality of product.
Once familiar with the bar hallmarks, staff are given the
freedom to express themselves. The Merchant is famous
for its range of malt whiskeys and other spirits, and for its
extensive list of cocktails, including the Merchant's own
innovations. They employ a consultant master of wine to
source and maintain their wine list and train staff.
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We never miss the
fashion teas. It just
seems the height
of glamour and
indulgence.

MARKETING



MARKETING

Having established a prestigious
niche in Northern Ireland’s hotel
offering, the Merchant now
needed to get the story out.

A lot of work went into the brand, from creating its swirly
M to its hallmark practices, while the Merchant prides
itself on its creative marketing initiatives to help sales
and encourage new and repeat visits. Their event driven
marketing is integral to this. The themed afternoon teas
have been a particular success, attracting a high degree
of media attention.

The fashion afternoon tea, held bi-annually, is always sold
out and has been instrumental in glamorous images of the
Merchant appearing in media around the world. Following
that has been a ‘Ladies Day at Ascot’, with a three-course
lunch, big screen, advice from expert tipsters and a betting
service. A ‘Cheltenham Day’ tends to be more male
orientated.

The Connoisseurs’ Club, which allows industry
professionals and lay people to be educated in cocktails,
both reinforces the Merchant’s reputation for expertise
in this area and generates a good deal of positive PR.
Music and theatrical events, however, have not proved as
successful.
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The Merchant's marketing strategy has been PR led and
some of its most effective innovations have been in providing
newsworthy stories to the media. Its most successful
marketing strategy was in creating the world’s most
expensive cocktail (€750 a glass, largely due to the rareness
of the rum), a story that was covered around the globe and
greatly increased the Merchant's brand recognition.
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MARKETING

At time of writing the Merchant is reviewing its website and
E-marketing strategy, focusing on its growing database of

customer emails. A range of seasonal, weekend and mid-

week breaks are integral to its sales strategy, as are tailor

made packages.

Networking with industry partners has also proved useful.
With a presence on the local Cathedral Quarter Steering
Group, they have supported a number of initiatives to

boost tourism within the area. A recent example was their
involvement in the Belfast City Council led initiative to

liven up Sundays in the area. As part of this the Merchant
provided free children’'s meals at its adjacent Cloth Ear pub
to accompany free street theatre across the road.

They are currently in negotiation with an innovative new
tour company and have worked with the Northern Ireland
Tourist Board [NITB) on a number of different fronts. They
have accompanied NITB on hosted trips to travel shows in
the US and as part of a working group of hoteliers to learn
about the incentive market. Management of the Merchant
are members of the Belfast Visitor and Convention Bureau,
hotel federations and hospitality associations.
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WHY IT WORKS

A vision for a contemporary urban tourism
product founded on a historically attractive
building, quality and high levels of customer
care.

Systems in place to motivate staff and maximize
their contribution to the quality of the customer
experience.

Attention to detail, with customer service
hallmarks defined.

PR led marketing strategy based significantly
on an innovative events programme.

Innovation, product and service development
integrated into systems to learn from other
international industry leaders.
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