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FUTURE TECHNOLOGY USAGES

The American Hotel & Lodging Association (AH&LA) announced the findings of its
Current and Future Technology Use in the Hospitality Industry study. Among the major
findings, the survey revealed the following:
= There is an overwhelming agreement that IT is important for increasing customer
satisfaction (82.4 percent), increasing employee efficiency (79.9 percent), and generating
revenue (71.3 percent),
= Wi-Fi services were the IT system that guests care about most, according to 82 percent
of respondents, Eighty-six percent of responding hotels offered Wi-Fi services, and 20
percent of those not offering it plan to do so within the next five years.

SHOULD WE CUT PRICES

Everyone repeat after me: 'l will
not cut prices nor panic sell  because it
does not stimulate incremental demand

and only serves to drive down prices.'
(Jeff Weinstein, Editor, Hotels Magazine, Feb. 08)

All GMs, Revenue Managers,
and Directors of Sales should repeat this
mantra every morning.

Manipulate the Rate Structure
do NOT lower it!

Closely monitor inventory and
rate, open discounts to more room types
during periods of low demand and close
inventory to lower rated rooms when
demand warrants it. Packaging on the
hotel's web site is the cheapest and
easiest way to generate incremental
business as it is an opportunity to
generate incremental revenue and
'disguise' the rate within the package but
remember; you have to drive your
customers and potential customers to
your website using effective SEO (Search
Engine Optimization) and CRM initiatives.

PDA - ADDICTION

Just how technology-addicted
is our society?

87% of professionals bring their
PDA into the bedroom and, in a
potentially related finding, more than one-
third of folks surveyed a whopping (35%)
say if forced to choose, they would pick
their PDA over their spouse!

The vast majority of people
(84%) also say they check their PDA's
just before going to bed and as soon as
they wake up, 85% say they sneak a
peak at their PDA in the middle of the
night and 80% say they check their email
before morning coffee.



THE ECONOMY

SELLING IN A DOWN ECONOMY

Though the severity, depth and
timing of the current economic downturn
remains up for some debate doesn't
mean that owners & operators of small &
medium sized hotels & resorts should sit
idly by and wait for the debate to settle.

It has been proven repeatedly
that slashing sales & marketing spend is
the last thing hotels should do in
tough times.

A thorough understanding and
insight into current customer attitudes and
behaviors can help to determine whether
the slowdown is affecting your corner of
the world. Assessing the hotel's current
client base and primary market segments
can help shed light on whether those
markets will suffer more or less because
of a softening economy.

While hoteliers are accustomed
to focusing the majority of their efforts
around selling to new prospects, in a
slowdown it is critical to keep what
you already have , and use this base as
a key target group for continued growth. A
down economy requires additional work
with sales to determine which segments
and specific customers are in trouble as
well as identifying opportunities for growth
because of current conditions.

For accounts with significant
retention challenges, developing account-
specific action plans and assigning
dedicated ‘marketing resources’ to the
cooperative execution of these plans with
targeted ‘sales activity' can be very
effective. In a down economy hoteliers
who work hard to focus their efforts even
closer toward sales & marketing have a
better chance to not only survive, but to
thrive.

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

OUR INDUSTRY IN 2009

2009 will be a challenge for the hospitality industry in most markets. Of course,
there is a concern, but there can be opportunities as well.

The majority of businesses will still travel, conduct meetings, conferences will occur,
and people will take vacations. These are all things that drive hotel occupancy.

Conferences and vacations are not being eliminated, but regionalized. Vacations
are being reduced to activities closer to home. Consumer and business spending is being
reduced by shorter stays in upscale resorts and scaling down to lower cost accommodations.

To create effective targeted marketing hoteliers need to have a clear understanding
of their guest profiles and source feeder markets.

Smart independent hotel owners are now including online marketing in their
budgets. For independent hotels, this may be a time to capture a greater share of the smaller
market because the majority of shoppers will be online making their decisions. These
decisions are influenced by the power of the hotel's online presence and information.

Across the board rate reductions is not a solution!
concern for shoppers.

Value is still the primary

Online marketing offers a number of effective marketing methods. Update your
website often and emphasize your property strengths on your website. Reach out to your
targeted markets with email and better search engine optimization and make sure you know
your online reputation i.e. by visiting TripAdvisor and make an effort to offset the negatives
while responding to the positive.

Always, know your competitive set's offerings and trump them online where possible
with seasonal specials that include more in-house services, add more package choices with
local services and attractions. Focus specials and packages on groups and meetings where
you can.

The bottom line is the fact people will continue to vacation, businesses will travel
and businesses will have meetings.

WHAT'S IN A GREAT WEBSITE DESIGN

There are website designers who think all web sites should simply be attractive and
fail to see the difference between hotel site design and retail site design. It is the body text
content, not image content that is important; knowing that a hotel website must produce
sales. A site is measured by how many reservations it produces, not by how many visitors it
has.

Understanding that your hotel's location and its natural room night generators must
be strongly represented as the absence of this information results in designing an ‘online
brochure' and not a sales tool.

Important design elements are first and foremost, thoroughly researched key
words/phrases; keyword-rich text on all site pages and a good balance between text and
images. A good site navigation plan is critical; visitors should not have to learn how to
navigate your site.

Ensure that your site has researched, unique, and well-written title and description
tags along with a simple and attractive design with limited amount of flash content. The site
should contain body-text emphasizing the hotel's location, attractions, and room night
generators.

Hotel website design is not rocket science, but it does require an understanding of
how and why travelers find and select hotels online. A website first must be found and
second; drive visitors to your booking page!
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