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Abstract- The hospitality industry has witnessed
significant disruption with the emergence of budget
hotel aggregators like OYO. This research paper
examines OYO’s marketing strategies for customer
acquisition and retention, focusing on digital
marketing, loyalty programs, pricing strategies, and
customer experience. The study employs a mixed-
method approach, combining secondary data
analysis and a primary survey of 150 OYO
customers. Hypothetical survey data is analyzed to
assess customer perceptions and behaviors. The
findings suggest that OYO’s aggressive digital
campaigns, dynamic pricing, and membership
benefits contribute to its growth. However,
challenges such as service consistency and brand
trust need improvement for long-term sustainability.

Indexed  Terms- Hospitality  industry, QOYO,
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I INTRODUCTION

The hospitality industry is highly competitive, with
customer acquisition and retention being key
challenges. OYO Rooms, a leading budget hospitality
chain, has rapidly expanded using innovative
marketing strategies. This study evaluates OYO’s
approach to sustaining growth by analyzing its
customer acquisition and retention techniques.

Research Objectives:

1. To examine OYO’s marketing strategies for
customer acquisition.

2. To assess OYO’s customer retention strategies.
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3. To evaluate customer perceptions of OYO’s
services.

4. To provide recommendations for sustainable
growth.

1. LITERATURE REVIEW

2.1 Customer Acquisition in Hospitality

Hospitality firms use digital marketing, referral
programs, and partnerships to attract customers
(Kotler et al., 2019). OYO leverages online travel
agencies (OTAs), social media ads, and influencer
collaborations.

2.2 Customer Retention Strategies

Loyalty programs, personalized offers, and superior
service improve retention (Reichheld, 1996). OYO’s
“OYO Wizard” membership offers discounts and
early check-ins to encourage repeat bookings.

1) Read already published work in the same field.

2) Goggling on the topic of your research work.

3) Attend conferences, workshops and symposiums
on the same fields or on related counterparts.

4) Understand the scientific terms and jargon related
to your research work.

Il.  RESEARCH METHODOLOGY

3.1 Data Collection

e Primary Data: A survey of 150 OYO customers
(hypothetical data).
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e Secondary Data: Industry reports, OYO’s case
studies, and academic journals.

3.2 Survey Questionnaire & Responses

A 10-question survey was conducted to assess
customer behavior and perceptions.

Question

Response Options

Responses
(%)

Question Response Options Responses
(%)

8. Do you compare

oYo With | yes / No 70% / 30%

competitors  before

booking?

9. Which OYO | Discount Offers /

marketing campaign
do you recall?

50% / 20%

Referral B
eferral Bonuses / /30%

Social Media Ads

1 How did vou first Social Media [/ | 40% / 30%

RN gvov Online Ads / | / 20% I
' Friends / Other 10%

2. How often do | Frequently /

you book OYO
hotels?

Occasionally /
Rarely

25% / 50%
/25%

3. What influences
your booking
decision?

Price / Brand
Trust / Reviews /
Location

35% / 25%
/[ 30% /
10%

4. Are you satisfied

Very Satisfied /

20% / 50%

with OYO’s service | Satisfied / Neutral | / 20% /
quality? / Dissatisfied 10%
5. Have you used
0YO’s loyalty 0 0
orogram (OYO Yes/ No 60% / 40%
\Wizard)?
6. How likely are

0, 0,
lyou to recommend 1213/ 45 15% / 30%

OYO to others? (1-
5 scale)

/ 55%

7. What
improvements
would you suggest
for OYO?

Better Cleanliness
/ Lower Prices /
Faster  Customer
Support

40% / 30%
/30%
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10. Would you | Definitely / | 50% / 35%
book OYO again? Maybe / Unlikely / 15%

3.3 Interpretation of Survey Responses

e Customer Acquisition: 70% of respondents

discovered OYO through digital channels (social
media, online ads), indicating strong digital
marketing effectiveness.

Retention & Loyalty: 60% used OYO Wizard,
showing loyalty programs impact retention.
However, 40% are unaware, suggesting a need for
better promotion.

Customer Satisfaction: 70% are satisfied, but 30%
demand better cleanliness and  pricing,
highlighting areas for improvement.

Brand Advocacy: 55% would recommend OYO,
indicating moderate brand loyalty.

IV. FINDINGS & DISCUSSION

4.1 OYO’s Customer Acquisition Strategies

Digital Dominance: Heavy reliance on social
media and Google Ads.

Referral Incentives: Discounts for referrals help in
organic growth.
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4.2 Retention Challenges

e Service  Consistency: Mixed  reviews  on
cleanliness and customer support.

e Competition Sensitivity: 70% compare OYO with
rivals like Treebo and FabHotels.

V. RECOMMENDATIONS

1. Enhance Service Quality: Stricter quality checks
for partner hotels.

2. Boost Loyalty Program Awareness: Promote
OYO Wizard through targeted emails.

3. Dynamic Pricing Adjustments: Offer competitive
rates without compromising profitability.

4. Improve Customer Support: Faster grievance
resolution via Al chatbots.

CONCLUSION

As we reflect on OYO's remarkable growth story, it's
clear that the company has successfully democratized
budget travel through innovative digital strategies.
However, like any ambitious venture scaling rapidly,
OYO now faces the crucial challenge of moving
beyond customer acquisition to building lasting
relationships. Our research reveals both the strengths
of OYO's approach and the human elements that need
attention to ensure sustainable success.

The Digital Advantage with a Human Touch

OYO's mastery of digital marketing has been nothing
short of impressive. Most travelers today first
encounter the brand through targeted ads or sleek app
interfaces - a testament to OYO's understanding of
modern consumer behavior. Yet, behind every click
and booking is a real traveler seeking not just
affordability, but reliability and care. While discounts
and promotions effectively bring customers in, it's the
actual stay experience that determines whether they'll
return.

The Loyalty Paradox

The enthusiastic adoption of OYO Wizard by many
members shows the potential of well-designed
loyalty programs. However, the significant portion of
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guests unaware of these benefits represents missed
opportunities to turn one-time bookers into brand
advocates. In hospitality, true loyalty isn't just about
points and perks - it's about creating emotional
connections that make guests feel valued and
understood.

Where the Human Element Matters Most

Our findings highlight several pain points that no
amount of digital innovation can fully compensate
for:

e The frustration of arriving at a property that
doesn't match expectations

e The anxiety of dealing with unresolved issues

e The disappointment when a much-anticipated stay
falls short

These are fundamentally human experiences that
technology can facilitate but not replace. The most
successful hospitality brands understand that their
core product isn't rooms or beds, but peace of mind
and memorable experiences.

A Balanced Path Forward

For OYO to sustain its growth, the path forward
requires balancing technological efficiency with
human-centric hospitality:

1. Quality as a Culture: Implementing more rigorous
standards while empowering hotel partners to
deliver genuine hospitality

2. Service with Empathy: Building support systems
that address not just the logistical but emotional
needs of travelers

3. Trust Through Transparency: Setting clear
expectations and consistently delivering on
promises

Final Thoughts

The hospitality industry, at its heart, is about people
serving people. As OYO continues to evolve, its
greatest opportunity lies in complementing its digital
prowess with the warmth and reliability that travelers
inherently seek. By doing so, OYO can transform
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from being just a smart booking option to becoming a
truly beloved travel companion - one that customers
choose not just for price, but for peace of mind and
the promise of a good night's rest.
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