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Welcome to 21 Lessons in Running a 

Profitable Hotel Promotion 
 

This course is designed for hotel owners and managers who want practical advice 

and a step-by-step guide to putting together a promotion to increase sales.  

 

The content is based on the business, marketing, training and operations 

knowledge of Caroline Cooper and Lucy Whittington (links). 

 

You'll find practical information and ideas to run promotions that you can use right 

away to increase sales and help you reach your business objectives. 

 

 

 

The small print: 

 

This programme is copyright protected 

Copyright © 2010 Lucy Whittington and Caroline Cooper  

All rights reserved. No parts of this book may be reproduced, stored in a retrieval 

system, or transmitted in any form or by any means, electronic, mechanical, 

photocopying, recording or otherwise without the written permission of the authors 

or Inspired Business Marketing and Zeal Coaching Ltd 

What we simply mean is that it would be easy to pass this along to someone in an 

email but we request that you respect the authors' rights and direct people to 

www.zealcoaching.com they can attain a copy for themselves.  

 

Thank you. 
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This is what you'll get by following this programme 

You will be able to: 

 

��������        Identify the best promotions to meet the wants and needs of your target 

audience 

��������        Define and tailor all your promotions to attract only the types of guests you 

want, and you love working with  

��������        Cost your promotions to ensure a break even point which can be easily met 

and over achieved 

��������        Find partners to assist you in attracting customers and with resourcing your 

promotion  

��������        Identify what differentiates your promotion from the scores of others out 

there, so you can shout about it and stand out from your competition 

��������        Tailor your promotion to add value and give maximum perceived value for 

money to make your offer irresistible   

��������        Plan how you will promote your offer to your existing customers and prospects 

both on and off line 

��������        Plan and implement your promotion smoothly in conjunction with your other 

day to day business so nothing suffers 

��������        Monitor and measure the success of your promotion against pre determined 

KPI's to refine and perfect for next time 

��������        Identify scores of promotion ideas to build up your own bank of potential 

promotions for your hotel 

 

How it is structured? 

We know you never have big chunks of time to sit down and work through a 

mountain of reading exercises.  That's why you'll get one lesson at a time.   

 

In each lesson we'll give a bit of the theory, then let you apply that to your 

business.  Most of these will ask some questions and end with an exercise.   

 

We'll also give you a few ideas each day on the type of promotions you could run, 

so you can reflect on how that type of promotion might work in your hotel.  Not all 

will be right for you, but by the end of the programme you will have identified a 

bank of ideas to work on over the coming months or even years. 
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What do you want from this programme? 

Now, we realise that every business will have a different set of priorities, objectives 

and goals. 

 

So now we'd like you to identify what specifically you would like to be achieve as 

a result of completing this programme. 

 

Why is it important to identify this?  

 

If you have some clear goals, and something that is important to you, it will help to 

give you focus and motivation. 

 

Here are some examples - you might want to just pick one of these, or add your 

own objectives.   

 

■ Start from scratch running your first promotion to increase sales 

■ Plan and implement a specific promotion you already have in mind 

■ Improve on your results when you re run a previous promotion 

■ Adapt an existing idea for a different market 

■ Learn how to cost a promotion and calculate your break even point 

 

This might be for a number of reasons 

 

■ Get noticed to attract the attention of new customers 

■ Launch a new service or offer 

■ Prompt your existing customers to book another visit 

■ Show off your new or upgraded facilities following a refurbishment 

■ Give an incentive for customers to stay longer 

■ Encourage customers to spend more by upgrading or buying more 

additional items 

 

What I want to learn or achieve from the programme: 
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Schedule 

Next plan when you are going to work on the programme.  In order for you to 

achieve your goals you'll need to set aside a bit of time each day to read and 

complete the exercises for each lesson.  When is the best time of day for you to do 

this?  You will get each instalment every at the same time, so plan around this.   

 

Module A 

The concept 

The initial focus is on defining your offer, who it is for and what you want it to 

achieve, so that by the end of the module you will be able to: 

1. Specify your objectives for running a promotion and your measurement(s) 

of success 

2. Describe your target audience, and what "need" or "want" you believe 

you are satisfying  

3. Identify potential promotions or offers to achieve your objectives and 

appeal to your customers  

 

Module B 

The offer 

Now we'll go into detail on a specific promotion - what it comprises, and do the 

sums 

 

4. Define the component parts of your offer 

5. Specify the best timing of the promotion to achieve your objectives 

6. Identify potential joint ventures, and how they could help 

7. Cost the component parts of the offer 

8. Calculate your ideal selling prices to achieve your target profit, based on 

the perceived value  

9. Calculate how much you can afford to spend 

10. Calculate your breakeven / payback period 
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Module C 

Marketing 

In these lessons we'll focus on how you are going to tell the world to get those 

bookings rushing in 

 

11. Identify what will make your offer attractive to your market 

12. Identify the best communication channels and messages for your target 

audience & specify your top 3 marketing mediums both on and off line 

13. Identify your marketing messages 

14. Draw up a detailed marketing plan 

15. Complete a costings review incorporating all your marketing costs to 

ensure your numbers still stack up to make your projected profit 

 

 

Module D 

Project plan 

Now we get ready to bring it to fruition 

 

16. Draw up a detailed project plan 

17. Count down to your promotion 

 

Module E 

Evaluation 

Finally you need to know whether it's been a success and what you can learn from 

it for next time 

 

18. Review the success of the promotion against your objectives 

19. Calculate your conversion rates and ROI to review the effectiveness of 

your marketing 

20. Reflect on what you have learnt and what to note or do differently next 

time 

21. What's next - identify the theme for your next promotion and schedule this 

onto your calendar 
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Schedule some time in your diary when you will read and action each lesson.  

Some of the activities will take longer than others, depending on your starting 

point, but you might be able to judge from your objectives and the subject 

headings when you might need to devote more time. 

 

Remember if you don’t take action you will have wasted your money! 

So time to get your diary out and block out some quiet reading time and activity 

time right now! 

 

 

Ok, have you done that?   

 

So, let's get started………. 

 

 



 

 

 

8 

What is a promotion? 

Promotions are all about adding value.  And anything that adds value will attract 

attention and stimulate sales providing people know about it, so give people an 

incentive to try you out or make a return visit and set you apart from the 

competition. The aim of any promotion is to make something so irresistible to your 

customers they would be mad not to take up your offer.   

 

Promotions, (unlike discounting - but more on this later) can be applied to specific 

products or services, or limited to certain times and generally have a finite period, 

which help prompt action. Once this has expired it can be followed by another 

offer, attracting further attention. So this keeps you in control, allowing you to tailor 

your promotions to specific times, services or target audience. 

 

The purpose of this programme is to give you a set of steps you can apply to any 

promotion you run for your hotel - from identifying the theme to evaluating its 

success. 
 

Module A 

The first 3 lessons focus on: 

The concept 

Our primary focus is on defining what you want it to achieve and who it is for so 

that by the end of the module you will be able to: 

��������        Specify your objectives for running the promotion and your measurement(s) 

of success 

��������        Describe your target audience, and what need or want you believe your 

promotions need to satisfy 

��������        Identifying potential promotions or offers to achieve your objectives and 

appeal to your customers  

 

You may already have some specific promotions in mind.  If not, don’t worry; you'll 

have plenty of ideas by the end of the week. 

 

Before going into specifics there are 3 questions you need to ask: 

 

■ What do you want to achieve as a result of running a promotion? 

■ Who is the promotion or offer aimed at? 

■ What type of promotion will achieve your objectives whilst appealing to 

your market 
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1. What do you want to achieve as a result of running a 

promotion? 

Promotions are all about adding value to stimulate interest and ultimately increase 

sales by doing one of three things:   

■ Increasing the number of customers - e.g. introducing new people to the 

hotel 

■ Increasing the number of times they visit - e.g. getting existing customers 

coming back, maybe at a time of year when traditionally business is slow 

■ Increasing the spend per head on each visit - e.g. up-selling to customers 

once you have secured a booking 

 

This may be to get an instant result on your sales, or could be a as part of a longer-

term marketing strategy that involves an interim step - that of building trust, 

goodwill and loyalty -  before you convert someone into a loyal and profitable 

customer.  An example would be running a preview event in the hope that people 

attending will then go on to make a booking or refer others to the hotel. 

 

Either way you need to know what you want your promotion to achieve for you in 

measurable terms.  So the first question to ask is - do you need to attract more new 

customers or are you looking for your promotions to get the attention of your 

existing customers to encourage them to come back?  (- It may of course be a 

combination of the 2, but unless you establish this you won't know how to reach 

your target audience.) Or are you wanting people to spend more once they visit - 

maybe staying more nights, or spending more on additional items such as evening 

meals, spa treatments, buying your unique gifts, etc.   

 

Once you know this you'll want to set some measures of success - your key 

performance indicators (KPI's) 

 

You may aim for: 

 

■ A specific number of bookings for a specific date / period 

■ % Occupancy 

■ £ Spend per head 

■ RevPAR (Revenue per available room) 

■ Total income compared to same period last year 

■ % Increase in local trade to your bar or restaurant 

■ £ Income from your meeting rooms 

 

It is easy to give something away, but unless there's a measured financial benefit it 

can be very damaging to your business.  
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Now you need to make this as specific as possible: 

 

■ What are you measuring? E.g. number of guests, spend per head, profit, 

room/nights, revenue per room, lifetime value of the customer, etc 

■ Over what time period you're measuring this e.g. one calendar month, 4 

weeks, the whole year, comparison to same trading period last year? 

■ Is the goal relevant to your overall business goals? 

■ Is it achievable (but still stretching and motivating) in light of current trading 

trends, and within the capabilities of your team, budget and resources? 

■ Do you have current statistics so you can measure the results? 

 

At this point you might be thinking that you just want the promotion to raise your 

profile and let people know what you offer.  That's all very well, but if there is a cost 

involved you need to know what you expect to get back from this in the long run, 

and over what period of time.  Any efforts put into building the relationship with 

prospects and existing customers should still have numbers as an ultimate goal.    

 

You may be totally aware that not everyone who takes up your offer will become 

a long-term loyal customer but what you do need to know is the percentage who 

will and the ultimate lifetime value of that customer.  Once you know this you are 

in a position to determine how much you can invest in your promotion. 

 

We'll be talking about conversion rates in lesson 18  

 

Another approach may be to aim to break even on your promotion with the 

prospect of more repeat business from these - now loyal - customers. 

 

So whatever your initial goal, through such activities as PR, introducing friends, 

tasters of your new menu, new wine list buffet menu, party menu, etc - all these 

need to lead ultimately to some tangible sales levels to make the investment (of 

money, time and effort) worth your while. 

 

Exercise 1 

What is your primary objective of running promotions? 

 

 

 

 

So that concludes Lesson One. Tomorrow we'll go on to look at your target 

audience.  But before that let's start to build a bank of promotion ideas.  

Today's ideas are all simple packages. 
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Today's Promotion ideas   

Packages 

 

Bundling a number of your services or products together is great way of offering 

value for money, and encourages your customers to try something that they might 

not otherwise buy. Don't be scared off by what, on paper, looks like a small margin 

when you cost everything in; the more you include in your offer the less likely it is 

that everyone will take up all parts of the offer. For example 2 nights stay including 

dinner, bed and breakfast, afternoon tea, up to 2 free spa treatments. The 

chances are that most customers will only take up a proportion of these offers. The 

important thing is that you make the offer excellent value for money, irresistible 

and prompt a booking. 

 

The permutations are almost endless, especially if you look beyond your own 

facilities and join up with partners.  Here are a few potential deals and packages 

for you to get the ball rolling: 

 

Any combination of what you already offer within the hotel 

■ Two nights B&B to include first night dinner - this encourages your guests to 

eat in the hotel and provide an increased spend on wines and spirits. 

■ Fixed-price 2 or 3 course table d'hôte.  

■ Gourmet weekend to include two nights bed and breakfast, six course 

dinner and pre-dinner drinks on Saturday night, use of all leisure/spa 

facilities.  

■ Murder mystery evening including dinner, period costumes, overnight 

accommodation and breakfast 

■ Order a starter and a main course and get a glass of champagne included 

■ Eat in the restaurant on a Wednesday evening and receive a signed copy 

of chef's latest recipe book 

Your ideas for packages  

List below what you could combine from your existing services to make attractive packages 

would achieve your promotion objectives 

 

 

 

 

  

Each of these packages may appeal to different customer profiles, so tomorrow 

we'll look in more detail at your target audience. 

 


