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WHY ROOM DISCOUNTING DOES NOT WORK 
 
According to a Cornell University study, the long-running debate over whether hotels 

should discount room rates to boost financial performance becomes particularly contentious 
during these tough economic times. The results reported in this study show that discounting 
rates relative to your hotel’s competition would, fill your hotel, but the study also clearly 
shows that hotels in direct competition make more money  when they maintain their price 
structure and do not discount to fill rooms. In short, if one hotel discounts and the other do 
not – it’s a Win- Lose game, if both discount - it’s a Lose- Lose game. 

 

TRAINING ~ EDUCATION 
 
“Most sales training is a 

complete waste of time and money 
because, at times, the best you can hope 
for is to turn a moron into an idiot.” Says 
Peter Drucker ; author of the “Peter 
Principle.” 

 

Though not to be taken literally, 
the point he is making is that it takes 
more than sales training alone  to 
improve sales performance. Training is 
designed to improve specific skills; 
education is designed to teach 
knowledge. Consequently, it is important 
to know when to train and when to 
educate. 

 

To maximize the effectiveness of 
sales training, coaching/mentoring the 
salesperson becomes part of the process. 
This is especially important when the skill 
set required is more difficult. Coaching 
allows for feedback; allowing the 
employee to demonstrate his ability to 
perform. It is imperative to feel confident 
that the salesperson understands 
completely and can demonstrate that 
understanding through performance. This 
is especially true when training sales 
people.  

 
STRESS THE VALUE  

 
What is the most appropriate 

tone to deliver in advertising and 
marketing messages during this 
recession? Adweek Magazine  was 
determined to find out. It surveyed nearly 
1,500 advertising and marketing 
members of LinkedIn, the professional 
social network, and the overwhelming 
answer was - VALUE 

 
In fact, when offered a list of five 

choices the majority of marketers said 
“It's the Value, Stupid.”  Well, maybe not 
in those exact words, but 52% did say 
communications should “focus on value.” 
Hospitality marketers should note only 8% 
of executives thought marketers should 
“focus on price” - the lowest rated of all 
five choices.�



 

SELL THE VALUE…  
 
While many hotels focus on 

assisting their reservations agents to 
increase their sales effectiveness, many 
still overlook the significant source of 
additional revenue potential from their 
Walk-In Sales.  Typically, the response to 
the question, “How much are your 
rooms?” is all too often “$99 a night!” 
Quoting price without demonstrating 
value  is the worst mistake an agent can 
make.  

Walk-ins allow the desk agent to 
evaluate first hand the guest’s potential 
needs and their level of commitment. Are 
they on business or vacation? What is 
their age? Are they traveling alone or with 
family? Do they park the car, walk-in with 
luggage, or just run in to find out the 
price? With walk-ins, one is able to 
formulate a first impression. This is why it 
is critical for hotels to maintain curb  
appeal.  Make it easier for the prospect to 
check-in than to get back in the car and 
drive down the road.  

 
Here are some 

“Capture & Training”  
tips for the next front office meeting: 

 
Offer A Menu Of Options:  

Greet the guest before they greet you; 
establish eye contact, smile & offer two or 
three choices when possible, versus only 

quoting the lower rate. 
 

Describe Room And/Or Rate Option:  
Avoid terms like 'standard room' and 

'continental breakfast'  
as they do little to convey value.  

Instead, fully describe the furnishings, 
views, concierge level lounges, and/or 

continental breakfast – 
 

 i.e. paint “word pictures” 
 while emphasizing the value by saying  
“Although this room does have a limited 
view, it includes all the same amenities 

and services of our other rooms,  
and is a really great value.” 

 
 
 
 

THE VIEW ARTICLES 
 

Tell us  

�����������	
��   
Industry information, tips on the industry, what is  going 

right, what is going wrong, or simply what is going  on! 

Braidwood uses many of our 
 reader’s suggestion and questions  

 for articles in the “View” 
CONTACT 

articles@braidwood.ca  

�

BEYOND HOSPITALITY  
 

Seismic upheavals are leading to a paradigm shift in hospitality. Companies have 
clamped down on travel and the economy has battered the meeting and convention 
business. Leisure travel is exhibiting anemic and last minute booking patterns while the 
Internet keeps bubbling along serving up what seems to be the social media flavor of the 
month. It's no surprise hospitality marketing professionals are thinking beyond hospitality. 

 
It is times like these - when old ways of solving problems no longer apply  - that 

spawn completely new and creative ways of thinking. You have a choice: keep pounding your 
head against the wall and expecting different results (the definition of insanity), or look at the 
market the way it is today, throw out yesterday's strategies that no longer apply and think 
differently. 

 
In a recent Advertising Age interview with John Wallis, Head of Marketing and 

Brand Strategy for Global Hyatt Corporation John talks about how Hyatt has shifted more of 
its marketing online and how analytics are becoming increasingly important. Nothing new 
here, loads of hotels are doing the same thing.  

 
But here's the catch - and what makes John's way of thinking so interesting and 

refreshing. He says, “Our goal is to become a database driven company that's in the hotel 
business.” Brilliant! Hyatt is thinking beyond hospitality, and certainly shifting its strategic 
approach to the business.  

 
Today, business is all about relationships and the most profitable companies have 

the strongest relationships and the most loyal customers, and the only way to get there is 
using integrated 1 to 1 marketing launched from a marketing database using highly skilled, 
direct marketing professionals to design and manage your program. It doesn't matter if you 
are selling rooms, widgets or cell phones  it's all about the database and using it to better 
understand and serve customers and prospects that will improve results and ultimately 
success. 
 

OUR GUEST REVIEWS ARE GLOBAL  
 
The role of user-generated reviews is exploding. TripAdvisor (TM) attracts nearly 30 

million monthly visitors and 88% of these visitors are influenced by content they read.  
 
One in five hotel customers read a review about a property before booking that 

hotel. Luxury guests (25%) were more likely to read a review before purchase while Casino 
guests were least likely (14%) to read reviews, which may be due to the high rate of repeat 
guests in this segment. 

 
Why is this important? Because with an increasing number of user-generated 

reviews and people reading and acting on them, the impact of guest satisfaction  and 
dissatisfaction is multiplied and has a quicker economic impact. It used to be said that an 
unhappy customer would tell 3 others about their poor experience; now they tell 3 million 
(with less effort). The guest experience has never mattered more. 

 
Market research has demonstrated that beyond the additional revenue that repeat 

customers provide, their word-of-mouth communications can translate into significant profits 
or peril for a hotel. Smart hoteliers engage every guest on their experience before they speak 
to the world. Beyond providing great service, they understand the need to listen better and 
even more importantly, respond to guest feedback instantly. 

 
Asking the guest about their experience today, before they leave the property, can 

minimize, or help deflect tomorrow’s negative feedback online. Whenever possible, respond 
appropriately to the online comment and if responding on the site is not an option, respond 
politely to the guest directly and attempt to resolve their problem by providing an appropriate 
compensation or promise for a future visit. 

 
In service recovery, it is wiser to shift the cost from constantly courting new 

customers to cutting customer defection.  
 
A hotel's effort to ensure that its customers are satisfied over the long term is 

rewarded by an increase in profit through repeat business, referral sales, decreased 
customer maintenance costs, and reduced exposure to price competition. 
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