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KEEP SELLING

Unfortunately, during tough
economic times, marketing activities
touching every element including

electronic and print advertising, P.R.,
travel, trade shows, Fam-trips, and
personal sales calls are curtailed.

Convention/meetings dependent
hotels don't have enough time to solicit
short and medium-term business because
they are spending too much time
renegotiating existing contracts and
talking groups out of cancelling.

However, hotel sales and
marketing should be the very last area
facing cuts and downsizing . Operators
that choose to do so risk facing even
greater challenges when the market turns
~ and we all know that day will come.
Those operators that adopt a policy of
“hunker down” and “we're going to sit this
one out” may be very disappointed
after the economic recovery to find how
badly their property has slipped and how
ill equipped they are to take advantage of
the recovery when it arrives.

WILL IT TURN AROUND

PKF Hospitality Research
recently released a video featuring Mark
Woodworth , President of PKF Hospitality
Research, and Jack Corgel , PhD, Senior
Advisor, PKF Hospitality Research, and
Robert C. Baker Professor of Real
Estate, Cornell University. In the video,
Mr. Woodworth and Professor Corgel
analyze the lodging industry's current
location in the business cycle, how long
the downturn will last, and when the
turning point in this recession will occur.

The video incorporates content
presented by Mr. Woodworth at the
Americas Lodging Investment Summit
in San Diego on January 26, 2009.

Link to the video is bellow.

http://www.pkfc.com/en/videos/MarkJackFeb09/default  .aspx



SELL SMARTER

It is obvious that operators
cannot continue spending the same
amount of hotel sales and marketing
dollars that were committed in business
and marketing plans presented and
adopted back in the fall of 2008.

On the contrary, these current
economic times demand that operators
must establish tighter and smarter
controls along with new hotel sales and
marketing metrics enabling operators to
better monitor progress and as Deloitte's
‘2009 Industry Outlook' points out to help
‘justify’ marketing, advertising, promotion
and sales budgets.

More focus on optimizing your e-
marketing tools and upgrading your
hotel's website ~ drawing more visitors
to a landing page where reservations take
place quickly and seamlessly.

Make certain too, that your hotel
is properly aligned with those third party
providers that can drive room nights and
revenue when you need it most.
Simultaneously, sales managers need to
be deployed correctly where they will
have the greatest opportunity to interact
with clients and prospects most likely to
book.

It is no longer a valid nor
acceptable excuse in not knowing how
much to spend, with whom, where, when
and why, or how best to direct and deploy
the sales team. Sales directors and
general managers at the property level,
not the Corporate Office , should have
the benefit of corporate oversight in
making these decisions.

If that is not available to an
operator ~ or if you seek a second opinion
~ there are plenty of very skilled hotel
sales and marketing consultants who
would be happy to provide that
professional service.
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OPTIMISM

We've heard far too many gloom and doom projections of late that would have us
all believe the recovery will not take place until 2011 or beyond.

Let's keep an open mind here and listen to some of the more positive voices
speaking out today. Fred W. Smith , CEO of Federal Express expects the U.S. economy to
improve by late summer or early fall, according to a speech Smith delivered to community
leaders at a January Town Hall meeting in Los Angeles. Former White House Economic
Policy Director, Todd Buchholz told those attending the ALIS Conference in San Diego
last month that “I think we're going to have an economic recovery just in time for back-to-
school sales in September” and that “lodging and hospitality is going to benefit from this
upswing as well.”

Smith Travel Research President, Mark Lomanno reminded hoteliers during the
same ALIS conference to take “some comfort in the fact that we are much better at pricing
our product, understanding our guests and making sound decisions than we were during
past downturns.”

Laurence Geller , CEO of Strategic Hotel Capital has a lot of faith in consumers
“getting bored.” Geller believes that consumers will get frustrated by this fall and that they
“won't stand for this anymore.” He says, “The North American entrepreneurial spirit will lift
society out of the recession. It's our biggest asset to drag us out of this situation.” Further
supporting his position, Geller told a hotel industry gathering in Chicago in December “this
time around the hotel industry is more professional than ever before” and “that the brands
have gotten smarter and the owner relationships are more collaborative.”

Stay optimistic, do not fall back on your heels; and most importantly, do not sit this
one out!

REVENUE MANAGEMENT

With all the key industry indices down, 2009 is turning into one big challenge. So
where is the good news?

The Hospitality Industry is cyclical, and the good times will return. Don't give up!
Hoteliers should use this time as an opportunity to be smart with effective revenue
management strategies . Weather the down cycle and be well positioned for when the
recovery arrives.

While it may be difficult or impossible to grow revenue share , current conditions
present an opportunity to hone your skills and focus attention on effective (and constantly
evolving) revenue management. The goals that need attention are as follows.

+ Price rooms appropriately and affordably to keep your current client base
4+ Attract new clients now and keep them for the long run

+ Ensure that you sell rooms at a profit

£ Maintain, and eventually grow, market share

Revenue management is a daily practice , and should not be relegated to once a
week meetings. Your GM, DOS/M, and Revenue, Reservations and Front Office Managers
are all key players in successful rate management and hotel profitability. The word on the
street for Revenue Management is 'Don't be foolish, don't discount.' Nevertheless, since
someone in your competitive set most likely will, it is a decision you will likely be faced with.
Tread lightly in all market segments and remember to keep discounts on a short leash.

CUSTOMER LOYALTY

Giving a lot of thought to your marketing programs aimed at current customers is
one aspect of building customer loyalty.

It takes a lot less time and money to increase your
customers than to find new ones.

Contact ~ contact ~ contact with current customers is a good way to build their
loyalty. The more the customer sees or hears from you, the more likely you will retain their
business. Send thank you cards, see them at trade shows, stop by to make sure everything
is okay...and never be afraid to ask for their business and close the sale!

retention of current
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