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“A Customer is the most important visitor on our premises; he is not dependent 
on us. We are dependent on him. He is not an interruption in our work. He is 
the purpose of it. He is not an outsider in our business. He is part of it. We are 
not doing him a favour by serving him. He is doing us a favour by giving us an 
opportunity to do so.” !� Mahatma Gandhi. �
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NET TRENDS 
 
A study by Merrill Lynch  

estimated that of all hotel bookings 
generated in 2008, ~ 40% were via the 
Internet, compared to ~ 33% in 2007 and 
close to ~ 30% in 2006.  

 
The research noted that at least 

another one-third of all hotel bookings in 
2008 were influenced by the Internet , 
but done offline (call centre, walk-ins, group 
bookings, etc). By the end of 2010 over 
45% of all hotel bookings will have been 
completed online.  

 
JD Power and Associates' 

Independent Travel Website Satisfaction 
Study (2008) presented an even brighter 
outlook for Internet marketing in that of 
the total travel global bookings in 2008, 
close to 70% were made online. 

 
There is no question that this is 

today’s trend and tomorrow’s future.  
Remember, your website is your ‘window 
to the world’  and it should be positioned 
accordingly!  

 
YOU TOO ~ CAN ‘YouTube’  

 
As the Internet continues to 

evolve and grow, YouTube stands tall  
as one of the most popular online 
communities.  

 
Millions of videos are hosted and 

are viewed billions of times.  
 
Businesses have recognized the 

advertising potential and cashed in.  
 
Hotel property’s can easily use 

YouTube to promote and expand 
business, attracting new guests, and 
grabbing the attention of an extremely 
large number of surfers through viral 
marketing and well-produced videos.  

 
These can be commercials to 

attract attention, or videos covering major 
events at your hotel, or something 
completely different and creative. 
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ALL SHIFTS COUNT …   
 
What happens when, the sun 

sets, the shifts change, and the service 
settles down? 

 
Why would a hotel manager 

consider having those less trained or less 
focused on service during the last shift 
just because there are seemingly less 
guest interactions during that time?  

 
Consider that the biggest guest 

challenges and most intense guest 
exposure can take place during the night. 
Grumpy, tired, and impatient guests may 
need extra reassurance, empathy, and 
problem solving when emergencies, 
unexpected problems, delays, or mishaps 
take place. Service recovery needs to be 
immediate and employees should be 
empowered and trained to do whatever it 
takes to reassure the guest. 

 
It is important to make sure each 

employee working throughout the night 
understands the many touch points and 
points of contact they might have with 
guests. It’s the realization that they are 
still part of the guest experience and they 
do have opportunities to make midnight 
memorable or late lousy .  

 
Train managers and employees 

to ensure that empathy, efficiency, and 
excellence are part of any nighttime 
encounter, no matter how brief or how 
intense it may be. 

 
Review problems that come up 

during the night and develop responsive 
service solutions that are put in place. 
Solicit feedback form all night shift staff 
and ask for their observations and ideas 
on how to make service a top priority, 
even when the lights go out. 

 
Recognize that the hospitality 

business is a 24-hour business  and that 
no one hour is less important than the 
next when it comes to creating a positive 
guest experience and that exceptional 
service will make a difference. 

 

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  
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MARKETING THE NET  
 

With tongue in cheek, here is Braidwood’s countdown of the 

TOP TEN TIP-OFFS… 
…your hotel website needs attention when... 

   10.  2������������
������
�	�������������,�����������
��
 ��
�������  

     9. ��
��
����������
�
�������������������������������
� ����%�������32��
�%�������  

     8.  That template you used to make your site looked great until you published it. 

     7.  The Home Page takes longer to load than "Gone with the Wind". 

     6.  Guests click a link on the site and nothing happens. 

     5.  When the website is found it looks like it was designed by Picasso. 

     4. A GPS device would help with navigation. 

     3.  You think Meta Tag is a cool game kids play in elementary school. 

     2. The site is so out-of-date, even the photos seem dusty. 

     1.  You are the owner and, even you; don’t refer people to your website. 

The difference between hotel website designs versus other website design lies 
primarily in the way one views the use of the Internet. As the popularity of using the Internet 
to research and book hotels increased, more hotels discovered the virtues of search engine 
optimization  however in many cases, this was the total extent of their Internet marketing 
programs. Until now!  

Today, a good Internet marketing program  includes site market positioning, 
revenue management, search engine regional marketing, link strategy, package marketing, 
promotion creation, email promotion mailings, guest comment referrals, website design 
optimization, and more. Collaboration with the IT specialist should go far beyond simply 
having a website designed and published. 

Marketing your hotel on the Internet is a complete process; can you do it yourself?  

Of course, you can…, but will you and how long will it take? 

 

CHECKING IT OUT  
 

The most frequently anticipated 'changes' in future travel behavior appear to be 
motivated by a desire to reduce the cost of travel.  

No surprise here  (hence the reason for the 'trading down' phenomenon  now 
underway in practically every category of the travel industry). And the Internet is clearly the 
traveler’s weapon of choice. However, the market force that appears to be exerting 
downward pressure on demand is the conscious effort on the part of travelers to reduce the 
number of nights they plan to spend away from home, regardless of the purpose of their trip 
(business or leisure).  

Half of all travelers who state they are likely to modify their future travel behavior, 
plan to do so by staying fewer nights. Assuming an average trip length of 3 nights for 
business and 4 nights for leisure , the negative impact of the realization of this expectation 
on the lodging, cruise and attraction industries in particular could be significant.  

The implication is clear:  

The challenge facing Hotels and other hospitality venues is less one of 
getting people to take trips they otherwise were going to postpone or cancel, and 
more one of getting them to extend their length of stay. This should therefore be the 
focus of your creativity, and communications, in your hotel’s future marketing 
programs.  
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