WHEN CUSTOMER IS WRONG

One woman, who frequently flew
on Southwest Airlines, was constantly
disappointed with every aspect of the
company’s operation. In fact, she became
known as the because after
every flight she wrote in with a complaint.

She didn't like the fact that the
company didn't assign seats; she didn't
like the absence of a first-class section;
she didn’t like not having a meal in flight;
she didn't like Southwest’'s boarding
procedure; she didn't like the flight
attendants’ sporty uniforms and the
casual atmosphere.

Her last letter, reciting a litany of
other complaints, stumped Southwest’s
customer relations people. They bumped
it up to Herb’'s [Kelleher, CEO of
Southwest] desk, with a note: ‘This one’s
yours.” In sixty seconds, Kelleher wrote
back and said,

FAILURE HAPPENS

The old maxim “failure is not an
option” means that we absolutely,
positively must succeed however; no
matter how many times you repeat this
maxim, failure remains an option! Ignoring
this fact only makes you more likely to
fail.

Putting pressure on people to
succeed makes mistakes more likely
because people who work under pressure
are less effective, resist reporting bad
news, and close their eyes to signs of
trouble.

Peter Drucker provocatively
suggested that businesses should find all
the employees who never make mistakes
and fire them because employees, who
never make mistakes, never do anything
interesting.



WHO GIVES COMPS?

One historical perk for working in
the hotel industry is the chance to get a
complimentary (“comp”) room when
traveling. One call to your former co-
worker or college buddy and you are all
set with a free junior suite, complete with
a welcoming wine and cheese basket.

Unfortunately, due to the
proliferation of yield management tools,
increased reporting, and the recent
industry recession, hotel managers are
increasingly reluctant to offer such acts of
kindness to friends of friends. Managers
now have to consider the impact of
complimentary rooms on their property’s
operating statistics, as well as the need to
offer an explanation to the hotel's
ownership. Instead, the
P has become the favor of
choice.

Since offering complimentary
rooms is frequently used as a marketing
tactic to entice certain demand segments,
it is not surprising that among all property
types’ convention hotels (1.91%) and
resort hotels (2.01%) offered the highest
percentage of complimentary rooms
relative to total occupied rooms. Resort
hotels will host travel agents and travel
writers in an effort to promote their
properties. Convention hotels extend free
rooms to meeting planners and offer
complimentary rooms to attract
conventions based on the number of
rooms booked by the group.

On the other end of the
spectrum, limited-service hotel operators
said that less than one out of every
hundred rooms occupied at their
properties (0.97%) were comp. These
properties are more dependent on the
spontaneous purchase of transient
travelers, as opposed to the planned
travel of conventioneers and resort
guests.

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

BUSINESS PROCESS OUTSOURCING

During the recent (some might argue ongoing) economic crisis, many hotels were
forced to eliminate, or simply not replace, some key sales positions, which forced the
remaining staff to take-on additional tasks and responsibilities and multi-tasking has become
the norm in many hotels. As a result, hotels are outsourcing; hiring sales specialists to create
new contacts and build hotel sales.

% " & is an act of delegating a company's sales activates in part or
as a whole to an independent third party. The outsourcing market has seen a major leap in
the recent years and virtually all companies small and big are taking a dive into the
outsourcing pool. Out of this almost 10% is made up by sales outsourcing with positive
estimates of this market segment growing up to 30% in the next few years.

Mostly companies outsource their sales activities to expand into newer territories,
experiment with new products, or try out new sales/marketing strategies. To carry out all
these functions in-house would require specialized workforce that would cost the company in
a major way. This is where sales outsourcing comes into play.

The advantages of outsourcing are obvious. For example, it reduces/cuts cost;
accesses experienced workforce; allows for the introduction of new sales strategies,
opens/reactivates market segments, dormant accounts and saves on HR and training costs.

An organization can plan for sales and marketing outsourcing when:

it is planning to launch a new product or service and needs aggressive marketing

it wants to expand into newer territories,

it requires skilled and trained manpower at a lower cost,

it wants to carry out sales strategies/programs/campaigns like email marketing,
telemarketing, cold calling or prospecting or simply to achieve some steadiness in
the sales and marketing process.

RACK RATE..., THE NEW REALITY

Once upon a time; the only rates hotels published to the consumer were their
highest rack rates; and sometimes other specially created rates for specific hot dates or
specific market segments. Times were good!
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Today; on the Internet have thrown a huge monkey-wrench into the
mix. A published “lowest rate” is now viewed as the hotel’s published rack standard rate. No
matter how many reservations are received directly from the Internet; many experts feel that
as many as 75-80% of all reservations are first researched on the Internet. Even at half that
number, that's a lot of viewing. We're actually promoting our lowest rates!

ANYONE FOR CRICKET?

For anyone who has ever wondered about the game of Cricket, the following will
help clear up the mystery, and help you understand what is happening on the pitch. ' (

You have two sides, one out in the field, and one in. Each man that is in the side
that's in goes out, and when he's out he comes in and the next man goes in until he's out.

When they are all out, the side that's out comes in and the side that's been in goes
out and tries to get those coming in, out. Sometimes you get men still in and not out.

When a man goes out to go in, the men who are out try to get him out, and when he
is out he goes in and the next man in goes out and goes in. There are two men called
umpires who stay out all the time and they decide when the men who are in are out.

When both sides have been in and all the men have been out, and both sides have
been out twice after all the men have been in, including those who are not out, that is the end
of the game... ! ) So now, you know....
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