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LOCALLY NEGOTIATED RATES 
 
The traditional corporate group 

with its high-end F&B component is on life 
support for the foreseeable future. The 
verticals have changed dramatically in the 
past eighteen months. Government per-
diems are now more attractive and while 
they may not be the “glamour' groups,” 
they are a “hot” market.  

 
The large RFP’s have been 

brutal in their negotiations throughout 
2009 and in many cases have failed to 
deliver the promised volumes. However, 
the Locally Negotiated Rate  (LNR) has 
fared slightly better in that there is a 
personal relationship between the hotel 
and the client.  

 
The corporate travel sector is the 

second to stage a “come back” after the 
leisure sector. In the corporate sector, 
small to medium sized companies with 
'unmanaged' travel and smaller volumes 
drive rate as they don't have the clout to 
demand a lower room rate. Small is good! 

 
 

VALUE PROPOSITION  
 
If there is one thing to be learned 

it is that rate slashing alone leads to a 
vicious cycle of decreased revenue.   

 
Putting a 'floor' under rates 

should be part of a well thought out 
strategy to increase market share so we 
are better positioned to push rates .  

 
Value propositions are still the 

most important thing that we bring our 
guests. It is to whom and how we market 
that “value proposition” that counts. Value 
is not a price point but creates the 
perception we can afford something that 
we may not otherwise be able to afford 

 
Conversely, failure to address an 

objection properly will continually result in 
lost sales. 

 
 



 

THE FRIENDLY SKIES 
 
Why is it necessary to show 

photo ID prior to boarding a flight?  
 
Passengers live in fear of the 

gate agent taking one look and declaring 
“you are obviously too ill to travel.”  

 
This usually catches them with 

suddenly having to juggle the carry-on 
bag, a cup of hot coffee, their coat, book, 
and an overpriced non-nutritional but 
necessary substitute to airline food.  

 
Then withstanding the withering 

glances of their fellow passengers who, 
are now convinced that they will be 
responsible for the plane departing 
without them, showing little sympathy 
while they struggle to produce their wallet, 
which for reasons unknown, has suddenly 
and inexplicably become glued to the 
inside of their pocket.  

 
Knowing how simple it is for your 

average terrorist to manufacture a piece 
of fraudulent, laminated photo ID, having 
to show it at the gate will, in no way, 
guarantee our safety in the friendly skies, 
given that the cabin crew routinely tell us 
that “we are now on our final decent”  
towards the “termination of our flight !” 

 
As a particular transport mode, 

air transport is one of the safest. 
However, in a recent article on airline 
safety it was noted that; “research has 
recommended, changes in design, to 
steering, navigation, management, 
communication, cockpit views, and the 
development of advanced ground 
collision avoidance systems, in the belief 
that this will help to relieve cockpit crews 
from dealing with complex information 
about obstacles, terrain elevation or 
runway specifications, thus promoting in-
flight safety.”  

 
After appraising this research, it 

would seem that resolving these more 
pressing issues would have a far greater 
impact on in-flight safety than showing 
photo ID prior to boarding!  
 

THE VIEW ARTICLES 
 
 
 

Tell us  

�����������	
��   

Industry information, tips on the industry, 

what’s going right, what’s going wrong, 

 or simply what’s going on! 

Submit to 
articles@braidwood.ca  

 
 

 

THE HYPERACTIVE CONSUMER  
 
Taking full advantage of today's real-time marketing world  while focusing on real-

time communications with past, current and future guests is vital, as consumers expect us to 
be there for them via multiple channels and at all touch points.  

 
Social media and real-time information is being generated, disseminated, and acted 

upon with lightning speed providing hoteliers with an excellent opportunity to showcase their 
product.  

 
Today's hyperactive travel consumer expects access to real-time information in a 

24/7 fashion.  
 
“Consumer expectations are at a level never seen before. Immediacy is compelling, 

engaging, and highly addictive” (CNN Dec 09). At the same time consumers, for the first time 
in history, can create content in real time via social networks, mobile texts and email, etc., 
which automatically gets distributed across the traditional and mobile Web. Google already 
serves content in real time from across the blogosphere, Twitter, Facebook and other social 
networks in its search results. This presents the hospitality e-marketer with new challenges, 
as well as new opportunities. 

 
Hoteliers need to be there right away for their customers, as these customers will 

not necessarily come directly with their questions and feedback. They may post a comment 
on Facebook, or tweet about your hotel.  

 
Many companies have been very successful at responding to these 

communications, resulting in higher customer satisfaction and ultimately in new incremental 
bookings.  

 
Monitoring social media for comments about your hotel is also important; not only on 

hotel review sites, but also across all social networks ensuring the processes are in place to 
respond as quickly as possible.  

 
Hoteliers that take advantage of this new, staggering immediacy in information by 

dissemination-new postings on the hotel's website blog, Facebook Fan Page, Twitter profile, 
YouTube channel, Flicker account, etc. ensures they get picked by the search engines 
almost immediately and appear in the search engine results. 

 
 

 

KNOWING YOUR COMPETITION  
 
In the real world, consumers have a wide range of hotels to choose from. 

Experienced managers know that having a great hotel is no guarantee of success.  
 
Some managers sit back and wait for success to come ; while others go out and 

grab it. Smaller properties can play with the larger hotels, but they need to get much more 
aggressive about it. 

 
Smaller hotels need to borrow some techniques from franchise chain operations by 

performing a simple competition analysis.  
 
A simple SWOT analysis compares your hotel's Strengths, Weaknesses, 

Opportunities, and Threats with that of your competitors. This is a valuable tool 
understanding where your property sits within its competitive set. 

 
This is not simply a brick and mortar report; it also goes beyond the normal quantity 

and quality of rooms/rates. It includes a comparison of management styles, sales talent, 
operating limitations, website effectiveness, and productivity, and the ability of front desk 
staff. 

 
An honest appraisal of your hotel compared to your competition will reveal many 

ways to improve your position in the marketplace. From the SWOT report, you will be able to 
define your competition's comparative weaknesses, weigh them against your strengths, and 
develop your plan to exploit them.  
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