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THE WEB SITE

If you already have a web site,
and it is not living up to your expectations
by converting “lookers to bookers”,
your site probably needs fixing. Most sites
can be fixed without starting from scratch
and an inexpensive review of your web
site, by the 'fresh eyes' of an independent
hotel e-marketer, can reveal affordable
changes that will make your site
productive.

There are many hotel web sites
designed by ‘techies’ that are totally
dysfunctional, so find a company with a
history of designing successful 'hotel' web
sites.

Look for someone with hotel
marketing knowledge, who understands
search engine optimization (SEO) and
knows that success means 'reservations'
not just unique users surfing your site.

Your web site is serious
business and its success is measured by
increased reservations; pure and simple.

POWER OF PROSPECTING

Sometimes the worst sales
presentation will end in a YES if the
prospect wants and needs your product,
while the best, most skillfully delivered
presentation to the wrong prospect can
leave you with a NO and empty handed.

While we do not want to discount
the importance of making quality sales
presentations, it is the number of
presentations made that is significantly
more important than how they are done.

Prospecting takes only a few
minutes to determine if the lead wants
your benefits and can afford your
company's product or service; so don't
waste time on prospects that are
unmotivated or unable to buy. Focus on
those who can.



OTA RANKING

The best way to increase sales
is to look 'outside the building' . When
faced with diminishing sales, a shrinking
booking window, and less corporate
travelers on the road, hotels and resorts
need to use short-term actions to expand
sales.

Online Travel Agencies (OTA)
have changed the way consumers shop
for hotels. Smart travelers will click on
price and star ratings to obtain a quick
assessment of what they can get for their
money regardless of location. So do the
same, be objective by looking outside
your traditional competitive set.

The big difference today is that
buyer's use OTA’s like 'Goggle engines'
to select hotels, so making sure that your
hotel appears in the right position at all
times is important if you wish to maximize
online sales.

Anticipating your competitors’
rapid rate changes will also help your
hotel retain its page ranking because just
like on Google, the order your hotel
appears on OTA pages will make the big
difference in successful occupancies or
disappointing vacancies.

How many rooms do you
allocate on your OTA channels and what
happens when this number runs out?

Allocate resources in your
budget for real-time dynamic rate
optimization and room inventory controls.
These powerful tools will ensure proper
room inventories on all electronic
channels day and night giving your hotel
a proactive attitude versus a reactive
stance, ensuring that you are visible and
available to the increasing number of
online consumers. Continuously monitor
your booking pace and automate GDS
and OTA updates to maximize your online
potential.

THE VIEW ARTICLES

Tell us;
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SAY WHAT !

One important quality of an effective hotel manager is having the ability to
communicate clearly with hotel staff, superiors, peers, and guests. The art of good
communications is an under-rated quality that needs to be re-emphasized in this new age of
electronic communication.

Most people would agree that communicating, in a meaningful way, is a learned art
and not necessarily a natural skill. The true leaders, in our industry, are those individuals who
consider the art of clear communication as an essential part of their job responsibilities and
constantly work to improve their skills.

Successful hotel managers understand that good communication requires the ability
to develop a commonality of purpose  with their audience and have developed the capacity
to direct their message to the level and interest of their audience.

Effective communicators have mastered the art of developing genuine interest and
encouraging positive response versus simply presenting information. The utilization of new
communication tools has exploded during the last several years with hotel websites, email,
texting, mobile phones and social media featuring user-generated content. Any hotel would
be hard-pressed to operate effectively without any one of these tools, yet at the same time,
this has complicated the communication process for hotel managers.

Today, more than at any other time in our history, hotel managers undertake more
operational and marketing tasks than ever before. To manage a hotel today, prioritizing these
tasks is essential, yet there are some hotel managers working social media to the exclusion
of other tasks that would produce more business.

Those with time to do it all have probably missed something. Highly effective hotel
managers should continue to prioritize issues and tasks to move their hotels forward. As we
emerge from the recession, good communicators will be steps ahead in the marketplace.

TALK ABOUT GUEST HISTORY

Less than one in five businesses started today will be around in five years' time -
which puts this story in perspective. H shi Ryokan is a hotel and spa in Komatsu, Japan. It
has been owned and operated by the same family for 46 generations, and its famous hot
springs have been refreshing its patrons for no less than 1,291 years. H shi is the world's
oldest hotel and the world's oldest continuously operating business.

The world was a very different place in 718 AD when H shi first opened its doors.
- The fall of Rome still dominated the culture of the time.

The Muslim invasion of Europe and India was at its peak and people were
alive who had met the prophet Mohammed in person.
The Chinese had just invented gunpowder.
The Maya were about to crumble in South America.
The Byzantines and Bulgars were fighting over Rome's territories.
Great Britain was under the control of the Franks, but the Vikings were
about to shatter the relative peace there and Europe would have to wait
hundreds of years before it experienced its Dark Ages.

The hotel has survived the rise and fall of the Samurai, the Ninja, many Japanese
emperors and two world wars. Now that's guest history!

GUEST REVIEWS

The hospitality industry is in the beginning stages of figuring out how to master the
exciting potential of electronic media. The role of web based user-generated reviews is
exploding. Consumers are wielding more power and the pace of this change has caught
many hotels off guard.

A recent survey conducted by Market Metrix and TripAdvisor found that 85% of
hotels have no guidelines for monitoring or responding to on-line guest reviews. According to
TripAdvisor, only 4% of negative reviews are responded to! Empower someone to monitor
online site reviews with the authority to respond.
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