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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………. 
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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 to be 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. 
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2. Who is your target audience for your promotions 

Every customer has a unique set of criteria that defines what they want and their 

willingness and ability to pay for it.  We are assuming that you already know all 

about your perfect customer - who they are, their likes and dislikes, what needs 

you are meeting when they come and stay with you, how much they are willing 

and able to pay for it, the best way to communicate with them, and so on.  

 

Knowing more about your customers, and understanding what they want and 

what you can offer to meet these wants means you can: 

 

��������        Make sure all your benefits are targeted at your customers 

��������        All your ‘advertised’ problems solved are problems you know your customers 

would like to have solved 

��������        Your prices are right for your target customers (they perceive they are getting 

good value for money) 

��������        Your offer or promotion relates to your customers’ attitude and interests 

��������        You can set your offer to appeal directly to your target market – either 

creating an affinity with them or demonstrating that you know exactly what 

they want. 

 

Before you start to plan your promotion have a ‘picture’ of your ideal target 

customers in mind. Bear in mind that any promotion may be aimed at just one part 

your hotel's target market. So home in on just one idea for now. 

 

Next you need to be clear that there is a demand for what you intend to offer.  

What need or want are you aiming to meet? 

 

■ What do your sales statistics tell you about what people want? 

■ What does your comments' book tell you they'd like more of? 

■ What does their feedback tell you they'd like to see you offer? 

 

Create a mental picture of your customer or prospects and imagine them 

receiving or responding to a forth coming promotion be it via a web page, offer, 

letter, advert, text or phone call. 
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Exercise 2 

Describe in as much detail as possible your perfect customer 

for any forth coming promotion 

Include age group, budget, likes, circumstances, reason for their stay, who they travel with, 

how they spend their time when staying with you, favourite foods, what influences their 

decisions to spend money, what is important to them, what constitutes good service for 

them, why do they come to you opposed to anyone else, and so on 

 

 

 

 

 

 

 

The buyer 

Are there any third parties involved who may be making the booking on behalf of the 

guest, and need to be targeted as part of the promotions e.g. personal assistants, social 

secretaries, parents? 

 

 

 

Establish a demand 

What need(s) are you satisfying?  

 

 

 

 

What are the things which are high value to your target market and that they are prepared 

to pay a premium for e.g. cater for babies, exclusivity, having a fun time, good quality food 

and wine, special interests, family friendly? 

 

 

 

 

What are the criteria they use to assess these things e.g. if value for money what constitutes 

value for money?  What are the things that are of high value to them but low cost to you, 

which you can then use to get their attention? 
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Today's Promotion ideas   

Try before you buy 

 

Give people the opportunity to sample what you offer in person (or current 

customers could bring a guest for free).  This type of promotion is a great way of 

encouraging people to try something new or entice them away from another 

venue with no risk to them.  Examples include: 

 

■ Taster evenings for your new menu for your local neighbourhood or regular 

customers. You don't need to give a full-blown meal, just a sampling of 

different menu items. Although the food will be free people will still be 

buying drinks. If you do this prior to your normal service times it might also 

encourage people to stay on for a full-blown meal. Offer vouchers or 

discounts for all those who attend for any subsequent visit within a set time 

period 

■ Wine tastings, particularly when you are changing your wine list. Your wine 

merchant might also provide some sponsorship for this.  

■ Invite local clubs, associations and business groups to use your meeting 

facilities free of charge for their first meeting. 

■ Invite representatives from your local tourist information centre to try out 

your facilities and experience what you offer first-hand. This means you will 

be the first venue to come to mind when asked. 

■ Invite front of house staff from local tourist attractions to sample what you 

have to offer so they can make recommendations to their visitors. 

■ Invite existing customers to bring a friend with them for free (your existing 

customers are your best form of referral and by bringing a friend you are 

increasing the loyalty of the existing customer). 

■ Offer first conference booking free if they book a series of events. 

■ Invite social secretaries from local clubs to a function menu tasting. 

■ Invite PAs and secretaries from local businesses to a networking meeting 

enabling them to sample your meeting and conference facilities. 

■ Offer a lunch or dinner for 4 to potential wedding parties. 

■ Set up a networking event for local trades people enabling them to sample 

your food and meeting facilities, so they might refer you to their customers. 

 

All the above suggestions are an ideal risk free way to give your customers and 

prospects confidence in what you are able to provide. But, even more 

importantly, this starts to build a relationship and loyalty towards you. 
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Your ideas for try before you buy 

 

 

 

 

 

 

 

 

 

 

 

Tomorrow we'll go to identify what makes you stand out from your competition to 

help you tailor your promotions so they can't be copied or undercut by your 

competitors. 
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3. Identifying an offer or promotion that stands out 

Designing a promotion needs to achieve a number of criteria. 

 

Firstly it needs to be something that will appeal to your target audience - so review 

the list of things that attracts them to you and that they place a high value on. 

Plus, of course, it needs to be something that will achieve your objectives. 

 

But for any promotion to work it needs to get your customers attention, by 

standing out from everyone else's offer.  So ask yourself: 

 

■ What's unique about you and the hotel 

■ What will set you apart from the competition? 

■ How does this compare with what your competition is already doing? 

■ What interests do you share with your customers and target market? 

■ What particular expertise or knowledge do you - or any of your team - 

possess that could be put to good use? 

■ What are the things you are passionate about, so you can pursue these at 

the same time?  

Hopefully you already know how you fare against your local competition, and 

what makes you different in terms of your general offer. 

 

Any promotions you hold are another way of ensuring you don’t just end up being 

the same as everyone else.   Now is the time to really capitalise on what makes 

you unique.  

 

There are an infinitive number of promotions you can offer, and combinations.  So 

although each of the services you offer may not be unique, it may be the 

combination of services or products that make you stand out from your 

competition.  

 

The key is to remember promotions should grab the attention of your customers 

and prospects and prompt them to respond, so without any sense of scarcity or 

urgency they will fail to prompt a response.  (Think of sofa stores and kitchen show 

rooms - we know they will always have some kind of sale on, so why rush there on 

bank holiday Monday?)  We'll cover more on this in lesson 13. 
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Exercise 3 

What do you do or offer that makes your hotel different?  

Today's exercise is to review your hotel against the competition.  If you don’t know what 

your competition are doing in the way of offers get out there and have a look. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Over the page you'll see some ideas to get the ball rolling on identifying 

promotions that will be unique to your hotel.  
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Today's Promotion ideas   

One off activities unique to your hotel 

 

Use your location, your team, your building, anything that is unique as a basis for a 

promotion which cant be offered in the same way by anyone else 

■ Themed evenings e.g. if your building has an interesting history put on a 

historical banquet; if you have a crochet lawn, set up a crochet challenge, 

or anything based around something that either makes you, your team or 

your hotel unique; if chef has just returned from holidaying in an exotic 

location plan a special menu around menu ideas gathered there 

■ Tie in with local activities such as flower shows, exhibitions, festivals, and 

sporting events and offer vouchers to the organisers of the events to give to 

visitors (see on vouchers in lesson 9) 

■ What do you supply in your hotel which guests love - can you make this a 

free gift (e.g. personalised toiletries) with every booking - which acts as a 

reminder of you once they get home 

■ If you have a wine cellar put on a wine tasting and cellar tour, and ask your 

wine merchant for input 

■ Run cookery classes - either intensive courses as a mid week break, or 

weekly lessons to attract locals 

 

 

Your ideas on promotions that would be unique to your hotel 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Now we've established some key principles for an effective promotion, in our next 

lessons we'll start to go into detail on a specific promotion.
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Module B  

Now we've established some basics principles of identifying the concept of a 

promotion we can start on the detail.  

 

You should now have a few ideas for promotions you could run for your hotel. In 

today's lesson you'll be asked to identify a promotion suitable for your hotel you 

can start to work on. Select some thing relatively easy so you can use this to work 

through the later exercises.   

 

Module B objectives 

The offer 

��������        Define the component parts of your offer 

��������        Specify the best timing of the promotion to achieve your objectives 

��������        Identify potential joint ventures, and how they could help 

��������        Cost the component parts of the offer 

��������        Calculate your volumes and selling price to achieve break even 

��������        Calculate your ideal selling prices and volumes to achieve your target profit 

��������        Identify the perceived value of each part to your customers 
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4. Defining the component parts of the offer 

We've already said you need to be creative with your promotions; don't just copy 

what your competition is doing, as it won't stand out. Promotions need to stimulate 

activity; they need to give people an incentive to come visit you so it needs to be 

exciting, worthwhile and enticing enough that your customers and prospects feel 

compelled to try out. 

 

Make offers personal and tailored. Show you have really thought about your 

customers.  Start by reviewing feedback from your customers, and then put 

yourself in their shoes - what are the things that will appeal and make an irresistible 

offer? 

Exercise 4 

What is your offer? 

 

Don’t worry about pricing just yet; we'll be covering that later. 

What are you offering customers? 

 

On food? 

On accommodation? 

On additional products and services? 

 

Include as much detail as possible. 

 

 

 

 

 

How does this add value for your customer? 
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Today's Promotion ideas   

Activity Packages 

 

Put together packages of everything guests need for an activity weekend or 

break, which includes access to sporting facilities, and hire of equipment, maybe 

even personal tuition or coaching (obviously as a joint venture with the 

appropriate club or venue) 

■ Business team building days to include team building activities or paint- 

balling 

■ Midweek fishing break including two nights bed and breakfast; fishing 

permit, bait and equipment hire; pack lunch; and dinner at choice of hotel 

restaurant or partner restaurant 

■ VIP Day trip to 6 nations rugby (or any other event) including: Full English 

breakfast prior to departure, transport to and from venue in executive 

coach, tickets to the event, 3 course lunch in hospitality marquee, supper 

on return 

■ Biking break including mountain bikes or road bikes (either the hotel's own 

or hired from your local bike hire shop), helmets, packed lunched or special 

deal with local pubs, planned routes and maps, highlighting places of 

interest on route 

■ It’s a knock out contest with local outdoor activity centre or stage your own 

if your grounds permit - invite local businesses and clubs to form their own 

teams - offer different types of packages with and without 

accommodation 

■ If your target market is families with young children build a package around 

children's' activities such as Socatots Coaching Sessions 

■ Make use of local facilities e.g. if you have a flying school locally, look at 

compiling a flying package to include helicopter flight, flying lesson, sight 

seeing flight or if there is a race track tea, up for a racing day, Aston Martin 

drive experience or similar (with all the necessary insurances, of course) 

 

Your ideas for activity packages  

List below what activity packages could you offer which would achieve your promotion 

objectives 
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5. Timing 

When planning your promotion you need to identify specific time scales: 

 

When will be the best time to run the promotion? 

■ When will be the best time seasonally 

■ What other competition might there be at this time from other hotels doing 

similar offers 

■ What is the current trend at this time - if you are already busy during this 

period, will you want to detract from this 

■ When are your quiet periods when you need to boost trade 

■ Do you have other events scheduled where this offer might clash e.g. a 

wedding, large conference, etc 

 

How long will the promotion run for? You need to be clear on how long you want 

the promotion to run to have maximum impact.  You know how Christmas 

decorations get stale and look tacky after the first week in January?  The same 

principles will apply if you run your promotion for too long.   Consider: 

 

■ Long enough to maximise the return on all the effort that has gone into 

setting it up 

■ Short enough to prompt a response and give impact  

■ Long enough to make best use of minimum orders requirements on 

marketing or products which need to be consumed 

■ Short enough that it is out of the way before other promotions or events kick 

in 

 

How much time is needed to set up the promotion? 

 

■ Sourcing suppliers 

■ Drawing up your marketing (you may not be able to determine the precise 

timing on this yet, until you've planned what marketing you need to do) 

■ Getting your marketing message out to your customers and prospects 

■ Lead in time for bookings  
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Exercise 5 

When will you run your promotion? 

Start date 

 

 

End date 

 

 

Why have you chosen this time frame? 

 

 

Start date for marketing to customers 

 

 

Start date for preparations 
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Today's promotion ideas   

Anniversaries, national and international days and holidays 

 

Think about your local community, your staff and where your customers come 

from.  Are there special dates on the calendar that lend themselves as an excuse 

to celebrate?  Unlike seasonal events, which will have a lot of competition, one off 

days and holidays are a good way to boost sales for a specific day or two during 

otherwise quiet periods.  Everyone promotes Valentine's Day, Mothers' Day, and 

Fathers' Day.  Be different, and celebrate some more unusual dates. 

 

 

■ Saints days: St Patrick's Day, St Georges Day 

■ Mid summer's day, longest day, first day of spring 

■ If you have a high number of overseas visitors (or staff) are there dates they 

like to celebrate: Independence Day, Bastille Day, Chinese New Year.  

Even if you don't, it's an excuse to do something different that might grab 

the attention of your target audience. 

■ On this day in history: Guy Fawkes' Night, VE Day, first man on the moon, 

coronation, celebrity birthday or anniversary of their death 

■ Celebrate important dates on the hotel's calendar: The anniversary of the 

hotel opening, a refurbishment, a new arrival to the team, even your 

birthday is an 'excuse' to offer something special 

 

With a bit of imagination you can base a whole themed event around the day 

with special menus, fancy dress, memorabilia and related activities.  Invite locals 

too to join in the celebrations, and involve your staff in the preparations - these 

can be fun events to run and a good way of gaining staff buy in. 

 

Your ideas for anniversaries, national and international days 

and holidays 
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6. Joint ventures – remember other businesses already 

work with your ideal customers! 

A Joint Venture is when you team up or collaborate with another business or an 

individual to either share resources or help each other out with your promotion (or 

any other service you can’t offer yourself). Joint Ventures provide an ideal 

opportunity for some low-cost marketing.  

 

To identify prospective Joint Ventures think about other businesses that will have 

lists of people you would like to attract as customers or who supply any of the 

component parts of your offer. These don't have to be competitors (although 

many businesses do form Joint Ventures with their competitors quite successfully) 

but they might be suppliers, clubs or organisations who deal with your preferred 

customers, or other businesses who sell complimentary services such as local 

attractions, or just fit the profile of your customers by age or location. 

 

Joint Ventures might form a partnership in the promotion such as supplying prizes, 

admission tickets, expertise, tours, promotional material, or any other component 

of the offer either for free or at a reduced price. A typical example might be 

hosting a particular event jointly with one of your suppliers e.g. a wine lover's 

dinner, where your wine supplier provides promotional material and maybe even 

some of the wine in return for a speaking spot on the night. A win-win all round. 

 

The joint venture might also extend to the sharing of respective mailing lists if your 

offer might be of interest to their customers and vice versa. You write to your entire 

list promoting the Joint Venture business, and they do the same to their list 

promoting your offer.  Note here - you don't just give your list to your Joint Venture 

partner - you are still the one writing to your list, so as to respect the privacy of 

those on your list.  (In fact this helps sell more as your list trust you and the same is 

true for your partner – so the message has more credibility and impact). 

 

Don’t limit yourself to entertainment or leisure businesses.  Think about your local 

community as a whole, what businesses do you trade with, what businesses are 

your customers or prospects using (either locally in person or virtually online). 

 

And finally, don’t dismiss the competition! What other hotels or restaurants may 

have complementary offers, or can you refer people to when you are full and vice 

versa.  As a hotel, recognise that your guest won't necessarily want to eat with you 

every night, so where do you recommend?  Can you do a joint promotion with a 

local restaurant? The restaurant offers a discount for your guests, and you give a 

complementary rate for any of their diners who stay with you? 

 

Whenever you're thinking about doing a Joint Venture, one thing to be clear 

about right up-front is the financial side of things. How much money and time will 
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each of you be investing and how will you distribute the profits when they come 

in? Also, what happens if the venture is not as successful as you hoped - who will 

carry the financial risk? The best option here is to be transparent at the start and 

keep costs to the minimum required to do the job well. 

 

Exercise 6 

 

 

Using the mind map below brainstorm what options you have for joint ventures and affiliates.  

Aim to have at least 3 ideas for each heading, but obviously don’t stop at 3 if you have more 

ideas 

 

 

 

 

 

 

Now for each potential joint venture or affiliate identify at least 2 promotions  

or ideas you could do with them, which will appeal to your perfect customer, and be of 

benefit to both you and the joint venture partner. 
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Today's Promotion ideas   

Joint Promotions  

Using any of the above potential joint venture partners gives you potential for a 

joint promotion, but here are a few ideas to get the ball rolling. 

 

Don’t be put off by the fact that these businesses may only attract locals - Their 

customers will pass on your details and recommend you to their friends, relations 

and colleagues.  E.g. your local hairdressers or beauty salon may have a client 

who is getting married and needs to find a venue, and places for her family to 

stay. A local business will have visitors with people needing accommodation. Your 

local sports club may be holding an event and need a venue and 

accommodation for those that want a drink and not have to worry about the 

drive home. 

 

■ Stay any Saturday night in January (or your quietest month) and get two 

free top price tickets for your local theatre, the pantomime or attraction. 

Run this as a Joint Venture with the theatre/attraction. 

■ Team up with local boutiques for a fashion week (or month) to coincide 

with the arrival of new season stock, and staging fashion shows, exclusive 

shopping evenings and discount vouchers at the boutiques.   

■ Gardeners' mid week spring package - arrange talks from a local garden 

designer or nursery, arrange a visit to local gardens of interest (where you 

have arranged minimal admission prices or free in return for an invitation to 

the hotel, arrange discount for your guests at specialist nurseries or plant 

centres 

■ Offer a pampering and beauty promotion as a joint venture with your local 

salons, spa and hairdressers - you provide guests with discount vouchers or 

better still include treatments in the price of the package, and they in turn 

promote the hotel and your facilities sending their customers to you 

■ Team up with a local photographer to set up a portrait photo session - 

either at their studio or in the hotel e.g. family portrait to boost weekend 

business, photographic makeover or mother and baby for a day time mid 

week boost 

Your ideas for joint promotions 
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7. Cost your promotion 

Before launching your promotion make sure you do your sums so you know your 

breakeven point, and ensure you have the infrastructure in place to support the 

promotion.  

 

Promotions do not have to be costly. For example, you may have an oversupply of 

some particular stock, or able to purchase a particular product when in season for 

a very reasonable price. Or maybe your suppliers or Joint Venture partners are 

prepared to donate towards your promotion, if they are set to gain from it. Your 

promotion may help you to utilise some of your fixed costs, incurring very little 

additional cost. For example whether you sell a bedroom or not you will still have 

fixed costs associated with that empty bedroom. For single occupancy you will 

incur some additional cost but for a double or even family occupancy your 

variable costs will not rise proportionately. 

 

Make a list of all the operational costs of running your promotion 

 

■ Food 

■ Drinks 

■ Disposables and linen 

■ Toiletries 

■ Packaging and presentation 

■ Additional staffing 

■ Equipment hire 

■ Printing and stationery of running the promotion 

 

Be as accurate as you can and get prices from your suppliers.  Bare in mind - if this 

is a seasonal promotion the prices may fluctuate, so remember to specify the date 

the goods are required (e.g. if you are planning a Valentine's Day promotion you 

can be sure that the price of red roses will be at a premium price). 

 

Split your costs up into 2 headings: 

Your fixed costs which will be incurred however many sales you make 

Your variable costs - so you can calculate your cost per unit e.g. per head or per 

room night. 

 

There may be some items which fall between the two - these are items that have 

to be purchased especially, but are only available in specific quantities. E.g. gift 

items that can only be purchased in boxes of 25 - so if you sell 26 units of your offer 

you are then left with 24 gifts left over.  Unless you can readily use theses items for 

something else you need to factor these into your overall costings. 
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Once you have calculated these 3 figures you need to take an estimated 

projection of your sales volumes.  Without this you will not be able to calculate a 

budgeted cost per unit 

 

Remember you will need to add marketing costs to this, but we will cover this in 

lesson 14.  In the meantime enter an estimated figure to give an indication of your 

total costs. 

 

Before moving on the exercise 7 make sure you have downloaded and saved to 

your computer the excel costings spreadsheet  

 

Note: All the yellow cells are protected as they contain the formulae. 

Exercise 7 

 

Calculate your costs 
Open up the spreadsheet and save as (new name) to ensure you keep a master template. 

Enter your variable costs onto the individual sheets (tabs E-L) 

The totals from these sheets will be carried forward to Sheet A 

 

What are your projected sales figures? 

Enter your projections on sheet A Cell C16 

 

Enter your fixed costs in rows 16-23 

 

What is your total cost per unit based on these figures? 
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Today's Promotion ideas   

Supplier promotions 

 

Ask your suppliers what promotions they have scheduled for the year.  Some of 

these may be perfect to pass on to your customers to give added value.  The 

obvious ones will be food and wine suppliers, but there may be other areas too: 

■ Your toiletries supplier offering products as gifts (especially to coincide with 

Mothers' Day or Christmas) 

■ Your wine supplier for Fathers' Day, the arrival of a new wine from a 

celebrated vineyard, or end of bin offers 

■ Grocery supplier on luxury items and hampers as gift for guests, guest 

purchases, or as prizes for a competition or draw 

■ Your local butcher to offer special rates for guests on locally farmed meat 

that you serve in the hotel  

 

You might also team up with your suppliers to run events, where they provide 

information and maybe even give demonstrations, and invite their customers too 

to the event.  E.g. 

■ Your florist to run flower arranging workshops 

■ Your baker to give a bread making demonstration 

■ Your green grocer to give information and a talk on organic gardening or 

growing your own vegetables 

■ If you buy your toiletries from a local supplier who makes them from their 

own ingredients (e.g. a lavender grower) to give a talk on the production 

process and qualities of natural ingredients, and put together an exclusive 

gift package for your guests 

■ Your wine supplier to host a wine tasting and off sales of discounted wine 

and supply the wines for the dinner 

■ Your accountant to host a seminar on taxation…  

 

Anything that might be of special interest to your customers 
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Your ideas for supplier promotions 
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8. Calculate your selling price 

In lesson 1 you determined your objectives for running promotions. 

 

There are now 3 different ways you can approach your figures 

Method 1 

You know your cost price and you want to determine your selling price to achieve 

your margins. 

Method 2 

If it is a price sensitive market and you already know the maximum price your 

market will tolerate you will need to work backwards to determine how much you 

can afford to spend, and determine your maximum costs to maintain your target 

margin. 

Method 3 

If your promotion is to generate longer tem business you still need to cost this, but 

determine the payback period of the offer to establish if this is realistic and 

worthwhile.  You use the same method to establish your breakeven point. 

 

Today we will focus on method 1 

There are 2 things you need to know: 

■ Your cost per head calculated in exercise 7 

■ Your target gross profit margin percentage 

 

Once you have these, use the spreadsheet sheet B to calculate the minimum net 

selling price you need to charge to achieve your targeted profit, then add on tax. 

(Bear in mind you may need to amend your marketing costs, but we'll cover this in 

lesson 15). 
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The spreadsheet will calculate this for you, but just so you can check the figures 

this is how to do the calculation manually. 

 

Step 1  calculate cost %  

  100 – gross profit % 

 

Step 2  Add on the profit margin to find net selling price 

   

  Cost x 100 

  cost % 

 

Step 3  Add on tax 

Example    

 

Cost per unit of producing offer     5.50 

 

Target gross profit margin %      65% 

 

 

Step 1  If required profit margin is 65% 

 

  Cost %      =  100% – 65% 

  

        = 35%  

Step 2  Add profit to find net selling price 

 

  5.50 x 100 

  ÷ by 35      =   15.71 

   

Step 3  Add on VAT to find tariff x 1.175 

  (i.e. your selling price)    =  2.75 

 

  You would need to sell for a minimum of   18.46 

 

Once rounded up the minimum price you should sell this for is     £18.50 

        

 

The spreadsheets are set up for a 17.5% VAT rate for the UK market. If you need to 

change the tax rate for a different country simply alter the figure in C3 

 

 

Once you have done this you will need to reflect on this price to determine 

whether this fits in with your customers' likely willingness and ability to pay.   

This relates to the perceived value of your offer from your customers' viewpoint, 
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their willingness to pay, and their ability (e.g. it might be something they'd love to 

do, but simply could not afford it). Be careful to think of this from your customers 

perspective and not your own; just because you would pay it doesn't mean your 

customers will, and vice versa.  This is another reason why you really need to know 

and understand your customer. 

 

 

Exercise 8 

 

Calculate your selling price 
Complete spreadsheet tab B  

 

What is your gross selling price (including tax) needed to achieve your GP based 

on current costs 

 

 

How well does this figure relate to your customers' perception of its value? 

Too cheap     --      About right      --    Too expensive 
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Today's Promotion ideas   

Price promotions 

 

It’s a bit of a given that a lot of people will always want a good ‘deal’ but there 

are different ways of doing this.  

 

The difficulty is that drastic price reductions might only increase occupancy levels 

slightly, but can have a negative impact on your customer's perception of quality, 

a massive impact on your margins and, once cut, it is extremity difficult to put 

prices back up again. 

 

It's easy to be the ‘cheapest’ but this is a hard game to play, as it's so easy for your 

competitors to match or undercut your prices further. So stop thinking about price 

being your differentiator and start thinking about value. 

 

You need to firstly understand what your perfect customer perceives as good 

value. Then you need to translate this into your pricing.  If your perfect customer 

says they want the ‘cheapest’ alter what's included in the price rather than 

lowering the price, by offering a package which represents good value to them 

but doesn’t damage your bottom line. In other words, include some extras that 

raise the value, but allow you still to make a profit.    

 

(Note: If you feel you must lower prices to compete 2 for the price of 1, and Buy 

One Get One Free are better for you then selling something at half price.  Half 

price devalues what you are selling, whilst 2 for 1 means that you effectively make 

twice the sales as you would with half price, and also opens up the possibility they 

pass the 'free' one onto someone else effectively giving you a referral.) 

 

Most of the packages mentioned earlier could be included here, but in addition 

some other ideas include 

 

■ Stay 2 nights get 3rd night free 

■ Spend over £900 on your holiday and we’ll provide free airport car parking 

■ 10% off your second week stay or your return visit 

■ Free breakfast for all conference day delegates 

■ Free dinner, bed and breakfast for the conference organiser 

■ Free guided tour of xx Gardens included 

■ Buy one evening meal and get the 2nd main course free 

 

You get the idea.  Its all about getting a sale first and offering added ‘value’ once 

the income is at a level you’re happy with in terms of margin.  It’s not about 

cutting your margin to a thin sliver and hoping the customer will buy more… as 
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they might not! 

 

Also these ‘deals’ can be made unique to you with some subtle tweaks. Focus on 

what you know your audience finds appealing and include this in your package.   

 

The goal is to get the sale, so the deal does not need to apply to everything - just 

the price sensitive items. So on accommodation just apply the offer to your room 

rate on nights with low occupancy, but all extras (and popular nights) remain at 

full price; in the restaurant just apply the offer to your main courses, but all starters, 

side orders, deserts and drinks will still be at full normal price. The room rate and 

main course are normally the prices that customers will look at first so they see this 

offers great value for money.  Result - a booking you might not have otherwise 

had, and no negative impact on your margins on the full price items. 

 

 

Your ideas for price promotions 
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9. Calculate what you can afford to spend 

There will be times when you need to work backwards as you know what selling 

price your market will stand, so you'll need to calculate what you can afford to 

spend 

 

To do this you will need to know: 

 

■ The selling price your customers are willing to pay 

■ Your targeted gross profit margin percentage 

 

Step 1  Deduct VAT from the selling price  

  Selling price  ÷ 1.175 = net selling price 

 

Step 2  calculate cost %  

  100 – gross profit 

    

Step 3  Cost x  cost % 

     100 

Example 

 

Selling price     =  23.50 

 

Target gross profit %   = 65% 

 

Step 1  Deduct tax from the selling price  

 

  23.00  ÷ 1.175   = 20.00 

 

Step 2  calculate cost %  

 

  100 – 65  = 35% 

 

Step 3  net selling price x  cost %   

   100 

 

  20.00 x 35    = 7.00  

       100 

 

Here you can afford to spend no more than £7.00 producing this offer. 
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Exercise 9 

 

Calculate your maximum costs  
Complete spreadsheet tab C 

 

What is the maximum you can afford to spend per unit / per head on this offer? 

 

 

How well does this figure stack up with your costs so far? 

Too little     --      About right      --      Plenty to spare 

 

 

Now is the time to take stock of your offer and determine whether the numbers 

stack up. 

 

If at this point it looks as if you won't make a healthy profit without compromising 

on quality, now is the time to rethink your offer.  Cutting back on quality or service 

may have a damaging impact on your customers perception of value for money 

which could be counter productive. 
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Today's Promotion ideas   

Vouchers 

 

Vouchers are another great way to encourage people to try things they might not 

otherwise buy.  Your objective with existing customers should be to get them back 

for more, or experience something they would not normally buy.  Or you want 

them to pass their vouchers on to their friends, and family or your prospects to 

experience your hotel's offers and services once at low risk in the hope they will like 

it so much that they come back again. So vouchers need to be for the best of 

what you offer. 

 

■ Spend over £200 and get a 15% discount off your next booking (if taken 

within x period). This could be off the room rate, or could be on specific 

services, e.g. just on wine, or just on spa treatments (obviously the initial 

spend needs to be appropriate.  The key here is to prompt a further 

booking 

■ Stay for dinner on your first night and get a voucher for a free bottle of 

wine/free main course with your dinner the next evening  (encouraging at 

least 2 nights in your restaurant) 

■ Book your Christmas function by 30th September and receive vouchers for 

lunch for 4 people  

■ Book a spa weekend and get £60 voucher to spend on spa products (run 

jointly with your spa products supplier) 

■ Give vouchers to your joint venture partners to give to their loyal customers 

for money off or receive a discount on certain products or services to 

encourage them in for a first visit 

■ Give us the names of friends, family or colleagues who may be interested in 

receiving details of our offer and we will send them a voucher worth 20% 

discount or £x off their first booking 

Make sure that any vouchers you take include the person's name and contact 

details so you can add them to your list, and track success 

Your ideas for vouchers 
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10. Calculating your breakeven point 

So now you know what your promotion is going to cost in total, it’s a good idea to 

calculate your breakeven point, so you know how many you need to sell before 

you even start to make any profit.   

 

This will be dependent on 4 things: 

 

■ Fixed costs 

■ Variable costs 

■ Overhead costs 

■ Selling price 

 

We have not covered overhead cost, but hopefully you already know what 

percentage of your sales cover your overheads. 

 

To calculate your breakeven point: 

 

Step 1     Take your selling price (less tax) and deduct your variable costs 

 

Step 2   Deduct the appropriate percentage for your overheads to give  

a gross margin  

Step 3   Take your fixed costs figure and divide this by the gross margin 

figure. This gives you the number of units you need to sell to 

break even 
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Example 

 

Using the same figures in lesson 8, and assuming an allowance of 30% of sales to 

cover our overheads: 

 

Assuming  Selling price    = 18.50 

  Variable costs    = 5.50   

  Overheads    = 30% of sales 

  Fixed costs    = 160.00 

 

Step 1     Selling Price     = 18.50 

   Less tax @ 17.5%   = 15.74 

   Less variable costs   =   5.50 

   Margin      = 10.24 

 

Step 2   Deduct overheads @ 30% of sales 

   16.09 x 30%     =    4.72 

 

   10.59 less 4.83    =   5.52  gross margin 

    

 

Step 3   Fixed costs      160.00 

   Gross margin       5.52 

 

   =        29 

 

So this means you need to sell at least 29 units before you break even on this 

promotion   

   

 

One thing to bear in mind with your breakeven point:  If this is a long-term 

promotion or a promotion where you don’t expect to convert those partaking in 

your offer into paying customers until a later date, it may be some time before you 

see this return.  This is referred to as your payback period.  If the cost of the 

promotion is minimal this may not be a problem, but if larger investment is required 

this could have serious impact on your cash flow. So it is useful to think about the 

time it will take to see this return. 
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Exercise 10 

How many units do you need to sell to break even? 

Now your turn 

Use the spreadsheet  Tab D and enter the maximum selling price your market will 

tolerate and enter this in cell D2. 

Check your rate of tax (C3) 

Enter a percentage figure for overheads (D5) 

 

Check the figure in D9 

 

How realistic is this? 

Very optimistic       --     Should easily be achieved     --        Should easily sell many 

more 

 

How long will it take to achieve this level of sales? 

 

Can you afford to fund the promotion for this length of time? 

 

 

 



 

 

 

43 

Today's Promotion ideas   

Upgrades 

 

A variation on price promotions is offering free upgrades on availability. People 

often remark that once you have flown first class you'll never want to go back to 

economy! This follows the same principle - giving people a taste for your best 

offers, services and products can encourage them to upgrade at their own 

expense next time around.  

 

It also leaves them with a better experience than they may have expected which 

promotes a talking point and a great way to prompt testimonials and get referrals. 

 

You can offer upgrades on most of your items not just rooms. E.g. 

 

■ Get a free evening meal with a stay of 2 nights or more (effectively 

upgrading to half board) 

■ Pay for a continental breakfast when you book and upgrade to our full 

English at no extra cost 

■ Stay 2 or more nights and get a free upgrade to a suite or executive room 

(on availability) 

■ Upgrade to our platinum conference package at no extra costs if you pay 

in full prior to the event 

■ Complementary upgrade to our executive package* for any stays of 2 

nights or more, or if your stay includes a Sunday night 

(* this could include access to business facilities, unlimited teas and coffees, 

pre dinners drinks, or anything else your guests value - you determine what 

this includes) 

 

Depending on the services offered by your hotel, you can effectively upgrade on 

any of these in return for advance booking, longer stays, deposits paid, or 

anything else that helps your in some way.  But it doesn't have to be conditional - 

offer an upgrade anyway on arrival if you know you won't otherwise let that that 

room - this give the customer something unexpected and special to remember 

you by and promote goodwill and loyalty. 
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Your ideas for upgrades 

 

 

 

 

 

 

 

 

 

 

Congratulations you have now completed module B and are well on the way to 

planning a profitable promotion.   You should now have a very clear idea of: 

 

■ Your objectives 

■ Your target audience 

■ The component parts of your offer 

■ When you will run the promotion 

■ What it will cost, the maximum you can afford to spend and how many you 

need to sell to reach breakeven point. 

 

Now you have this clear you are ready to plan your marketing, which we'll look at 

in the next module. 
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Module C 

Over the next 5 lessons we will focus on: 

Marketing 

��������        Identify the best communication channels and messages for your target 

audience 

��������        Specify your top 3 marketing mediums both on and off line 

��������        Identify your marketing messages 

��������        Draw up a detailed marketing plan 

��������        Review your costings to reflect your investment in marketing 

 

11. What will make the offer attractive to your target 

audience? 

Your goal is to create a buzz and enticement to your offer; to get people talking 

about it, and your existing customers telling their friends. 

 

Identify what is the hook or benefit for your perfect customer.  Look at it from your 

customers' perspective and imagine them reading or hearing about your offer. 

What benefits and incentives will stop them in their tracks and make them read 

about your offer, pick up the phone and compel them to make a booking? 

 

Think back to their priorities; what are the things they are prepared to pay a 

premium for? 

 

This could be: 

■ Exceptional value for money 

■ Exclusivity 

■ Everything in one place - so easy, save time, hassle,  

■ Opportunity to try something new or exciting they don’t normally have 

access to 

■ Have a fantastic fun time 

■ Opportunity to relax, be pampered, indulged 

■ Meet fun, interesting, and like minded people 

■ Indulge in their favourite pastime with people who share their enthusiasm 

■ Experience something that is normally out of their price range 

■ Be the first to have this in your area 
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■ Something totally unique they could not experience staying anywhere else  

 

Now consider how your offer will stand out against your competition.  Avoid 

following the herd; determine out of this list what are the things, which are totally 

unique to your hotel or to this specific offer so it really stands out against everything 

and everyone else.   

 

If you need to tweak your offer in some way to differentiate it, now is the time to 

do this.  With every option you consider ask yourself – is this something different? Is 

this unique? 

Exercise 11 

What makes your offer attractive to your target market? 

Identify as many reasons as possible 

 

 

 

Now go back and highlight 2-3 things which will appeal the most 

 

 

 

What differentiates your offer? 

Focus on what makes this offer different from anything else on offer from any of your 

competitors or anything you have done before. 
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Today's Promotion ideas   

Loyalty programme promotions 

 

These have an element of exclusivity, which give them an automatic perception 

of scarcity and therefore prompt attention.  They are a good way of rewarding 

loyal customers and encouraging them to keep buying from you to accumulate 

their points or rewards. 

 

Loyalty programme promotions can work in two ways - you may run a promotion 

which is only open to your key customers, such as a special invite to an exclusive 

event, or preview, giving first refusal on a popular date of event, or offered a 

preferential rate.  

 

The other type of loyalty programme offers incentives to keep your customer 

spending by offering progressively better value rewards the higher their spending. 

 

Monitoring their rewards levels does not have to be complicated - just a simple 

card that gets stamped is all you need, but keep a track of people's rewards levels 

so you can remind them when they are nearing a reward threshold to encourage 

them to visit or spend more to reach this. 

 

Your rewards need to suit your target audience - something that is of real value to 

them or regarded as special, but still of low enough cost for you to remain in profit. 

If your customer's bill is normally paid by a third party (e.g. business expenses) 

make the offer something they can benefit from personally - otherwise there is little 

incentive! 

 

■ Bring a guest for free 

■ Free upgrades 

■ Free weekend break 

■ Extra night free 

■ Exclusive use of special guest facilities e.g. 'members' lounge',  

■ VIP access to  

■ Members' access to sister sport's facility  

■ Offering 'secret' or special items not available to other guests 

 

In fact any 'special deal' can be applied as an incentive for loyal customers 

 

For customers to qualify for a reward may be dependent on something other than 

just their spending level. How about rewarding customers who: 
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■ Give you glowing testimonials 

■ Follow you on Twitter and retweet your messages 

■ Refer you to others 

■ Give you names and contact details of potential customers 

And of course don’t forget your customers' birthdays.  If you don’t know when 

these are start collecting this information, and then invite them on their birthday to 

celebrate and offer them a special gift.  Make sure you send the offer before they 

make plans for their birthday.  The great thing is they're unlikely to want to 

celebrate on their own - bringing lots of others with them. 

 

Your ideas for loyalty programmes 
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12. Identifying the best communication channels 

Here you need to think about your customer again and this time what other types 

of communication channels and language are most likely to get their attention.  

 

Your Style 

■ Should your style be fun and funky or family focused; 'sexy' and indulgent or 

no-nonsense and businesslike. 

Off line 

■ What papers and journals do they read? 

■ Where do they socialise, network and spend their time? 

■ Are you targeting prospects or existing customers?  - Remember, you will 

already have built up a relationship and trust with your existing customers 

■ Don't forget the power of direct mail - postcards are a great way to grab 

attention 

■  

On line 

■ What access do they have to the Internet? 

■ What social networking platforms are they most likely to use? 

■  

Note: detailed guidelines on the use of the Internet to market your promotion is 

beyond the scope of this program. If you need more help with this we recommend 

The Hotel Success Handbook 
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Exercise 12 

Your communication channels 

What types of message will appeal to your target audience?  

What style of communication and language would be most relevant to them?  

 

 

 

 

 

 

 

 

What are your best marketing mediums? 

Online? 

 

 

 

 

Off-line? 
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Today's Promotion ideas   

Promotions centred on your 'expert' topic 

 

One way of capturing the interest of your customers or prospects is to become an 

'expert' in something that they (and you) are interested in.  Any promotions 

centred on your expert topic are very difficult for your competition to copy; 

therefore they will really stand out.  And having a specific area of expertise also 

makes it easier for you to find a forum to promote your offer, and find prospective 

joint ventures. 

 

■ If you have a spa you could write articles about different treatments and 

therapies, and put together your own small guide, which becomes part of 

your promotion 

■ If your hotel is popular with golfers you could include tips from a golf pro, 

blog about golf tournaments, or be a critique on various local courses, with 

an offer based around a golfing holiday or weekend 

■ If you have a particular hobby or interest in classic cars you might want to 

promote classic car events in the area, write about the events, and maybe 

even chart your own progress with your own car if you have one. Then set 

up promotions around these events (maybe jointly with the organisers) 

■ If you have a particularly extensive or unusual wine list and want to make 

this a feature you could write about the wines, or ask your wine supplier to 

write articles for you. Then build this up into one of the wine related events 

mentioned earlier 

■ If you have an unusual or particularly renowned menu, using local 

ingredients, put together your own recipe book. You may even want to 

include the source of some of your ingredients and maybe get your key 

suppliers to share the costs.  Then offer cookery lessons or courses centred 

around your signature dishes 

■ If you love gardening then write up a guide to all the local gardens to visit 

in your area and perhaps hold a tour of your own hotel gardens. Then 

organise promotions based around garden visits, design or garden 

maintenance talks, plan your own gardeners' question time or quiz and put 

all this together in a Gardeners' Promotional mid week package, with 

sponsorship and special deals with a local nursery 

■ And if you are an avid shopper, how about a Shop-haloids' mid-week 

package with transport to shops, fashion show, and vouchers for lunch at a 

partnering restaurant 
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If your passion appeals to your perfect customers it will make your job of marketing 

your hotel and making it unique so much easier.  And it's much easier to be 

enthusiastic and passionate about something that interests you and this 

enthusiasm will translate into bookings if managed smartly. 

 

In addition your expert topic gives you the opportunity to write about your topic to 

get visibility on line and in print. You may even run clubs or seminars in your hotel 

relevant to the topic. These don’t have to be hosted or written by you; ask fellow 

enthusiasts to get involved too.  The great thing about an expert topic is it provides 

an opportunity to attract the attention of your prospects, and is also a fantastic 

way to help you build your list, as well as bringing your promotion to the attention 

of a wider audience. 

 

Your ideas for promotions based on your expert topic  
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13. Marketing messages 

Your marketing message has one key objective - to prompt a response. 

 

Obviously all the 'hook's you identified in exercise 10 will help do this.  But there a 

two other key tools - scarcity and urgency.  These are very effective marketing 

tools that should not to be underestimated. 

 

Imply Scarcity  

■ Limit an offer to the first xx customers who book 

■ State the maximum number of people you can accommodate for the 

event  

■ Let people know when you only have a limited number of rooms for this 

price 

Create a sense of urgency 

■ Impose a deadline for booking. The shorter the time frames the better to 

prompt action.  

■ Keep the offer for a limited period only  

 

A word of caution in your planning: if using the 'urgency' approach, do ensure that 

you're confident about the timing; you'll shoot yourself in the foot if your offer goes 

out after the deadline has passed.  

 

Ensure that once an offer has expired it is no longer available on your website or to 

book. It can however make sense to show the offer on your website but as ‘no 

longer available’ or ‘fully booked’.  This works to remind people to be quick next 

time an offer like this comes along! That way the offer carries on working even 

after it's expired! 

Give a reason why 

People are suspicious about offers that are too good t be true.  Or they conclude 

that you must have been over charging them in the past!  So tell your customers 

the reason why you are making such a great offer. Maybe it's your birthday, it's a 

quiet time of year, you've got some stock to shift (you see this all the time with wine 

bin ends).  

Give options for responding to your offers 

Recognise that different people will prefer different ways of getting in touch. Not 

everyone has access to the Internet all of the time, so always include a contact 

phone number (including the best times to call if this line is not manned 24/7). If 
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you do have literature to send by post (although a comparatively expensive 

option these days) you could use any inserts or flyers as a prepaid card to post 

back to you. 

 

With any print advertising include your off line and on line contact details, and 

always include a code so that you can track the source of the enquiry and 

measure the performance of different adverts. 

 

You may want to offer a dedicated email address for an offer (which is easy to set 

up) or collect enquiries from a landing page. 

 

Whatever your chosen contact options, make sure you test they work, and 

everyone who will ‘see’ or ‘field the enquiries (e.g. on the phone) knows the details 

of the offers. 

Call to action 

Check you always tell people exactly what to do next, and by when.  It may seem 

obvious, but unless you tell them to call today to avoid disappointment, or click 

here to complete their booking you may end up losing them at the last hurdle.  

 

 

Exercise 13 

What are your marketing messages? 

 

 

 

How will you create a sense of scarcity or urgency? 

 

 

 

What are the options for responding? 

 

 

 

What is your call to action? 
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Today's Promotion ideas   

Early Bird Promotions  

 

Give your customers an incentive to book in advance rather than leaving things to 

the last minute or on an ad hoc basis - this way you have a better chance of 

securing the booking and it helps with your planning (and cash flow too if they pay 

a deposit). 

 

You might offer a special price for bookings made by a certain date but you can 

be more creative with your early bird promotions: 

 

■ Order a picnic lunch the night before and get a half bottle of wine 

included 

■ Book your spa treatment on check in and receive a voucher for £10 worth 

of spa products, plus 25% off your second treatment 

■ Free guide book and local map when you pay your deposit, so you can 

plan your holiday  

■ Book by x date and be entered into a prize draw 

■ Book for your Mother's Day lunch by end of February and receive a 

bouquet of flowers for Mum 

■ Book your weekend break more than 6 weeks in advance and get a 

complimentary upgrade 

■ Book your meeting room one moth in advance and get complimentary 

breakfast on arrival 

■ Make a table reservation with your room booking and receive a 

complimentary bottle of house wine (a good incentive for business users 

who are unable to claim for alcohol on expenses!) 

 

Your ideas for early bird promotions 

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

could you offer which would achieve your promotion objectives 
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14. Marketing Plan 

Now you can bring the last three exercises together to build up your marketing 

plan. For every action you put on your marketing plan identify the following: 

■ Action: describe the action you need to take in as much detail as possible. 

This will force you to think through exactly what needs to be done.  Break 

each step down into the smallest component part.  Although you end up 

with a longer list, it is a lot easier to chip away at it one step at a time. 

■ Objective: what this action achieves and how you'll measure this 

■ Cost: what's your budget for this item 

■ Timescales: there are three elements to consider here - firstly when does this 

need to be completed by, second, how long will it take; and lastly work 

back to determine when you need to start this action 

■ Who is responsible for taking this action, and this might include any external 

support or resources needed 

 

Here is your marketing plan checklist - these are just ideas, you won't want to do all 

these. And it's not exhaustive; you'll come up with some of your own ideas, but will 

get the ball rolling. 

 

Website 

■ Create a new page devoted specifically to the promotion 

■ Setup links to joint-venture/participating venues' websites 

■ Make reference to the promotion on other pages within your website 

■ Create a landing page to capture details of any prospects enquiring about 

the promotion 

■ Create a booking form to take bookings online 

■ Setup a Google Ad words/Pay Per Click campaign 

 

E-mail marketing and other on line activity 

■ Write to all existing customers/subscribers to inform them of the offer 

■ Create a series of messages as the countdown to the launch/end of the 

promotion 

■ Prepare a series of related blog posts to attract attention to your promotion 

■ Write messages on Twitter, Facebook, LinkedIn 

■ Submit relevant articles on any other membership sites you are part of 
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Joint Venture partners 

■ Prepare any messages or mailings you wish your joint-venture partners to 

send out on your behalf 

■ Discuss with JV partners any other joint promotional activities 

 

Direct mail 

■ Prepare a mailing - letter, postcard or leaflet to send to your list 

■ Distribute promotional flyers to existing guests leading up to the launch 

■ Write directly to organisations who have members who fit your target 

audience e.g. clubs, businesses, societies 

 

PR 

■ Is your promotion newsworthy enough for local publications to write an 

article 

■ Invite local press to any launch events 

■ Invite local business forums or organisations to launches e.g. local 

chambers of commerce  

■ Write your own article or feature to pre-promote or your own account of 

the launch 

■ If your promotion is based on a specific theme, hobby or interest, find out 

what magazines or forums cover this topic and tell the editor of your 

promotion as it may interest their readers 

■ Write to the editor or send a letter or comments for publishing 

 

On-site promotion 

■ Fully brief all your team so they can tell guests, and anyone enquiring, 

about the promotion 

■ Create promotional signage giving details of the promotion 

■ Leave details of the offer in bedrooms, and any other high traffic areas 

such as reception, on tables, on the bar 

 

Tourism organisations 

■ Advise any tourist organisations you use to promote your hotel of any 

promotions relevant to attracting new business 



 

 

 

58 

 

Events / Networking 

■ Are there any shows or exhibitions you need to attend to get noticed by 

your target audience e.g. wedding fairs, business exhibitions, and trade 

fairs? 

■ Where does your target audience go or get together where you can meet 

them and tell them first hand about your promotions? 

 

Exercise 14 

Your marketing plan 

 

Action Objective Cost Who Start  Finish  

      

      

      

      

      

      

 

Tracking 

One final point about your marketing.  You need to know what works and what 

doesn't work so that in future you can avoid wasting any time or money on 

ineffective marketing.  The only way to do this is to track the source of any 

bookings.  It is important that you and your staff note how people heard of the 

promotion.  Later on we will talk about conversion rates and help you determine 

what are the best marketing strategies for you. 
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Today's Promotion ideas   

Seasonal promotions 

 

Running promotions at times when there is a lot of demand but inevitably a lot of 

competition too.  The key with these is to plan ahead. Because your customers 

know that lots of other places will be offering other deals you need to ensure there 

is a real incentive to book early.  (See Early Bird Promotions for more ideas) 

 

You also need to be offering something different than your competition - what will 

make your offer stand out above the rest? What will be attractive to your target 

audience? 

■ Easter for the family market - include Children's Easter Egg hunt, and other 

fun family activities 

■ Christmas - decide if your audience want the traditional fare or do you do 

an alterative Christmas lunch or parties for those who really want to get 

away from the norm 

■ Can you help customers with their Christmas preparations - party organisers 

get a free turkey or hamper, case of wine or gift voucher for your local 

butcher or wine merchant to make their own choice (as a joint venture with 

your suppliers) 

■ Summer holidays - what activities and entertainment can you include for 

even the wettest summer's day (organised on site or as a joint venture with 

local venues) 

■ Mothers' day include a very special personalised gift for Mum that others 

can't copy 

■ Father's Day with some activity or entertainment suitable for Dad (suitable 

for their age group/interests) which has to be pre booked - to prompt 

advance bookings 

Your ideas for seasonal promotions  
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15. Costings review 

Now that you have drawn up your marketing plan you will have a better idea of 

the total cost of your promotion. You now need to take that into consideration 

and review your initial costings to ensure that your numbers still stack up. 

Go back to your initial spreadsheet and select Tab A Total costs and amend your 

marketing allowance figure (B19) to reflect your marketing plan  

 

Review all of your other figures based on your projected sales volumes to check 

your projected profit margins. If your projections fall short you have three options: 

 

Review your costs and identify where savings could be made  

■ Could you use less expensive materials/ingredients without compromising 

the offer or perceived value for money? 

■ Could you secure more sponsorship or resources from suppliers or joint 

venture partners? 

■ Do you have existing stock that could be utilised instead of purchasing 

material specifically for the promotion? 

■ Can any of the materials needed for the promotion be sourced elsewhere 

at a lower cost? 

■ Is all your marketing expenditure really necessary or are there more cost-

effective ways of reaching your target market? 

■ Are you including anything in the offer that does little to add value and 

could be taken out? 

 

Review your selling price 

■ How well does your selling price reflect the value of your offer? 

■ What impact would a small percentage increase (e.g. 5 %) make to  

- your customer's perception of value for money? 

- your profit margin? 

■ How does your selling price compare with relative offers from your 

competitors? 

■ What could you add to the promotion with minimal extra cost to you, but 

with high perceived additional value to your customers? 
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Increase your sales volumes 

By increasing your sales volumes this should help to absorb more of your fixed 

costs.  However, the lower your volumes to achieve a breakeven point the better. 

Don't be tempted to be overambitious on your sales volumes, as if you don't 

achieve these, this could be an expensive mistake and hit your bottom line badly. 

■ Can you extend the length of the promotion without it becoming stale or 

reducing its impact? 

■ Can you widen your target audience (but without diluting the offer)? 

■ Can you find other opportunities to promote your offer to a wider 

audience? 

Exercise 15 

Review your costings sheets (tab A) 

What actions do you need to take to bring your promotion in 

line with your target profit margin? 
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Today's Promotion ideas   

Competitions and prize draws 

 

These are a good way of reaching out to prospective customers and building your 

list in advance of future promotions.  Competition and prize draws can be a good 

way building rapport and goodwill with existing customers.  At the same time they 

can be attracting the attention of prospects with little or no risk to them, whilst in 

return for entering you are able to build your list in advance of future promotions 

and offers. 

 

Use your joint venture partners too - to help promote your competition, but maybe 

to provide or sponsor prizes too. 

 

■ Attend x event and be entered for our prize draw to win £xx worth of 

vouchers for (wine, plants, etc what ever appeals to your customers) 

■ Send in recipes (or similar) for chef to choose new dishes - if yours wins you 

get a dinner for 4 featuring your recipe on the new menu. 

■ Name our new restaurant and win £200 vouchers for you or your friends to 

use in the hotel 

■ Book your Christmas party by x date and enter our prize draw for a special 

Christmas Hamper (including lots of your unique goodies such as home 

made Christmas Pud made to chef's special recipe, hand made chocolate 

truffles, etc. I'm sure you get the idea! 

■ Come for lunch Monday to Thursday (or any specified time frame) and be 

entered into our prize draw for our chef to cook a 4 course dinner in your 

own home for up to 6 people 

■ If you are family hotel sponsor a school competition or set up your own on a 

theme that attracts attention to the hotel - it could be as simple as a 

colouring or painting competition based on a particular local landmark or 

related to a feature of the hotel.  

 

Note, that many of these ideas include something from the hotel as the prize, 

ensuring further value to what you offer, and ensuring that winners at least will 

have a first hand experience of the hotel and a memento after the event to show 

or share with others.  This also creates goodwill and loyalty and therefore a greater 

chance of further business either directly or indirectly. 

 

Of course, for any type of competition or draw, make a big feature of the prize 

giving inviting competitors, sponsors, local customers and press for further 

exposure. 
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Your ideas for competitions and prize draws 

 

 

 

 

 

 

 

 

 

 

 

Now you have your marketing planned out it's time to think about all the other 

preparations needed to make the promotion a reality.  We'll cover this in the next 

module 
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Module D 

 

Now is the time to think about all the operational aspects of putting together a 

promotion in your: 

Project plan 

��������        List all the preparation required to run the promotion successfully 

��������        Draw up a costed list of all the materials and resources needed, their source, 

order dates and delivery dates 

��������        Identify who will perform what tasks 

 

16. Project plan 

You've already identified the component parts and costed everything out, so you 

need to put this together with your marketing plan and any other actions needed 

to make this a reality, and ensure you are ready to cope with the extra business 

your promotion will bring.  Ensure you are prepared to handle the response. If you 

are slow in responding, your staff can't deal with the enquiries or you run out of 

stock you will lose goodwill and the trust of your customers. 

 

Now go back to exercise 7 and list in detail: 

■ all the resources and materials you need 

■ where you will get these 

■ when you need to take delivery 

■ and work back to your order dates.  

 

Make arrangements with any joint-venture partners 

■ What resources are they supplying? 

■ When do you need these by? 

■ What are the terms or any contractual arrangements? 

 

What logistical arrangements are needed? 

■ Room setup's for launches 

 

Staffing 

■ What staff training is required? 

■ What additional staffing or changes to rosters are needed? 
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Now bring everything together on one master plan. This can include the same 

headings as your marketing plan.  You may prefer to do this on an Excel 

spreadsheet so you can then organise your list into date order; you can use Tab N 

on the spreadsheet. 

 

Exercise 16 

 

Complete your project plan and keep it somewhere visible 
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Today's Promotion ideas   

Promotion of the month 

 

If your customers get to know that you feature different things each month this 

gives them an incentive to check you out to see what you have on offer this 

month.  Even if they are not interested in the offer this might still be enough to get 

their booking, but even if not it keeps you in their mind and gives you a reason to 

keep in touch 

 

■ Wine of the month - diners buy 2 glasses and get the rest of the bottle free 

■ Featured wine region (or food region) of the month - 15% off all wines 

(dishes) from the region - ask your wine merchant or suppliers to sponsor 

this! 

■ Your restaurant could feature different seasonal ingredients of the month - 

e.g. make a point of dishes including locally grown asparagus in June, 

Strawberries in July, Raspberries in August, Chilli dishes in September and so 

on. 

■ Base your promotional around unusual seasonal or special events - pick on 

something your competitors won't be doing too. 

■ Monthly promotions could be based on any of the previous types of 

promotions mentioned - but draw up a schedule in advance so you can 

ensure variety and with your themes and what's actually on offer 

 

Your ideas for potential themes for promotion of the month 
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17. Count down 

Now the hard work is done and you need to put your plan into action. Review your 

plan to ensure that you're not being overambitious with what you can achieve 

and that you're not leaving yourself with too many tasks to do on any one day 

over and above running the business on a day-to-day basis. 

 

Depending on the scale of your promotion you may want to aim to do something 

every single day to break it down. 

 

You should have enough information here to keep you going up to the launch of 

the promotion. However tomorrow we will send you the lessons you need to 

evaluate its success. Although you obviously can't do this until after the event, you 

may still find it useful to read through the lesson in advance so you can be mindful 

of these questions as the promotion is running. 

 

At this point I think it's time we wish you lots of luck, so here is to a highly successful 

and profitable promotion. 

 

 

Exercise 17 

 

Review your plan daily 
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Today's Promotion ideas   

Charity or good cause awareness  

 

Help your favourite charities or the causes you and your customer care about to 

raise their profile and maybe some much needed funds at the same time.  This 

type of theme may lend itself more to bar or restaurant trade than hotel guests, 

but all the same is another idea which may fit with your customers and objectives 

as well as your establishment's sense of identity. 

 

This is good for your PR too ~ anything like this makes a good story for the press too.  

Don’t worry if this sounds callous; as long as the charity or cause benefits too, 

they'll be quite happy. 

 

Contact your favoured charities to see if you can tie in your event or promotion 

with their awareness week or other special events, and ask for more information on 

the charity or their cause to share with your customers and they may even be able 

to help out on the publicity too. 

 

■ Hold a fund raising event at the hotel and invite locals and involve guests 

and staff  

■ If the charity is local, offer them special rates for any of their own 

requirements - at cost, so you don’t make a loss, or free if a one off 

■ Donate a percentage of your takings on specific items or services to the 

charity for the day or week.  I know the big cheque presentation sounds 

corny, but it does get attention 

■ Offer special rates or events for members or those the charity works to help 

■ Offer a discount or gift of some kind to all those customers who can 

demonstrate their commitment to the charity e.g. wearing the pink ribbon if 

you are supporting breast cancer awareness 

■ Arrange a reception for charity volunteers before or after their own fund 

raising activities and assist them with their publicity by inviting the press 

 

Your ideas for supporting a charity or good cause 
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Module 5 

Evaluation 

��������        Review the success of the promotion 

��������        Reflect on what you have learnt 

��������        Draw up a list of what to note or do differently next time 

 

18. Evaluating its success  

Before you do anything give yourself and your team a pat on the back for the 

efforts you've put in. 

 

Assess the general feeling about the promotion. What feedback have you had 

from your customers? What has been the general reaction? Have they shown an 

interest in further bookings or events? 

The numbers  

Now it's time to look at the nitty-gritty of how the numbers stack up. Firstly review 

your total costs; not what you budgeted to spend but what you physically spent 

on the promotion. Make sure you include everything, to get an accurate picture. 

 

Next calculate the revenue the promotion has generated.  

Promotions for immediate gain 

Once you have reconciled all of the income specifically from the promotion you 

can enter your figures on to your results spreadsheet (Tab O) and calculate your 

profit (or hopefully not loss) from your promotion.  

 

Promotions for long-term gain 

If your promotion is based on a longer term return on your investment you may not 

be able to accurately calculate your income until 6, 12 or maybe even 18 months 

into the future.  

 

Your first test however is the general reaction and the level of interest your 

promotion generates.   

 

When you have a more accurate figure of the revenue your promotion has 

generated you can enter this on the results spreadsheet. 

 



 

 

 

70 

Review your objectives 

Now you need to measure your results against your objectives.  Here are some of 

the questions you should now be asking about your promotion: 

■ How close did you get to your revenue objectives?   

■ What impact overall has this promotion had on your bottom line? 

■ What has been the reaction from your existing customers? 

■ What additional interest has it generated from potential new customers? 

■ Has it been worth the time and effort you and your team have spent on the 

promotion? 

 

Exercise 18 

How successful was your promotion in achieving its objectives? 
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19. Evaluating your marketing  

Conversion rates 

In order to review your marketing strategy is useful to keep track of your conversion 

rates for each stage.  This will help in two ways; firstly it will help you assess whether 

or not your marketing has paid for itself, and secondly it enables you to track the 

impact of any changes you make to your marketing messages. 

 

For example if this was a one-off event and you invited 50 people, and this 

generated five further bookings this gives you a 10% conversion rate.  So next time, 

if you want to generate let's say 10 bookings, you know that you would probably 

need to invite 100 people to get this number of bookings.   

 

If you promoted your offer through an e-mail marketing campaign, how many of 

the people on your list either enquired about the offer, or made a firm booking? 

Again keep track of the percentage conversion rates; if you know that only two 

people in every 100 you contact actually makes a booking (i.e. a 2% conversion 

rate) you will then know on average how many people you need to write to for 

every booking you want in future. Go to Tab P for an example conversion table to 

complete to measure your marketing campaign. 

 

Of course, the better your conversion rates, the better the return on your 

investment in marketing. So whenever you make any changes to your marketing 

message it's important to track what impact this has had on your conversion rates. 

 

Return on marketing investment 

Once you've identified your conversion rates you are then in a position to evaluate 

your marketing strategy - which tactics have paid off and which ones have not 

been cost-effective for you.  

 

For example if you spent £500 on printing and postage of postcards, which 

accounted for 15 bookings, each with a profit margin of £20, this equates to only 

£300 profit, so clearly your postcard campaign has not paid for itself. If on the 

other hand you had received 40 bookings as a result of your postcards, this 

equates to £800 profit, less £500 spent on postcards, leaving you £300 of clear 

profit - in other words a 60% return on my investment. Unless you know the statistics 

you won't know what's worth doing and what's wasting your money. So it's key with 

every enquiry and every booking you take you have a system in place for tracking 

back the source. 
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Exercise 19 

How effective was your marketing? 
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20. What have you learnt? 

Having reviewed the success of your promotion it's good to take stock and reflect 

on what you have learnt from experience and most importantly, what you might 

do differently next time.  

 

Here is a checklist of questions you may want to reflect on: 

 

■ How much demand was there for what you were offering? 

■ How well did it meet the needs of your target audience? 

■ Do you need to do more research? 

■ How will you do this? 

■ Did it represent good value for money?   

■ What could you do next time to add value? 

■ How well did your offer stand out from the competition? 

■ What could you do next time to give it more or an edge? 

■ Was it within budget? 

■ Where could you make savings next time? 

■ How cost effective were your marketing methods? 

■ How effective were your marketing messages? 

■ What could you differently to improve on your conversion rates next time? 

■ What would you differently next time? 

■ How realistic were your time scales? 

■ How could you be more efficient next time? 

■ How much support did you get from your joint venture partners or suppliers? 

■ How could you get better input from them next time? 

■ Howe much profit / loss did you make?  

■ How can you improve this next time? 

■ How involved were your team?   

■ How can you get them more involved in future? 
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Exercise 20 

What will you do differently next time? 
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21. What's next? 

So with everything you have achieved and everything you have learnt now is the 

time capitalise on the new business the promotion has brought you, and start 

planning to fly solo and to put into on a new promotion. 

 

Firstly think about how you are going to build upon the interest that has been 

generated by your promotion. This will fall into four categories: 

■ General new enquiries, no actual booking made. Now is the time to follow 

up with these people to keep them interested in the hope that you will 

convert them next time around. 

■ New customers, who have come as a result of your promotion. Did you 

deliver everything they expected? What will turn these people into 

regulars? Add them to your database and follow up. 

■ Existing customers who have made an additional visit as a result of the 

promotion. Thank them for their additional business and ask for their 

feedback; would they like to see similar events in future, or what else would 

they like to see. 

■ Existing customers, who would have come anyway. Did they enjoy it and 

would they come again (bare in mind you may have some regulars who 

like things just the way they are without any promotions, so always be 

prepared for this feedback. You have to make the decision - how valuable 

is their business, and can you afford to alienate them in return for additional 

new business? 

 

You will also want to capitalise on the event in future marketing, particularly online. 

During the event(s) take lots of photos, which you can then use on your website, 

send to the local press, use on Facebook and Twitter, and ultimately on future 

promotional material. If you have a Facebook fan page post pictures and contact 

attendees asking them to find and tag themselves on the pictures. This is a great 

source for getting your name out to a wider audience. 
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Now go back over all your ideas for promotions suitable for your hotel and identify 

your next promotion. 

 

Then schedule a series of promotions for the coming 12 months to sustain interest. 

Aim for a variety of styles of promotion to appeal to different interests and 

customer types. 

Exercise 21 

Contact 

Each of your four customer groups to maintain momentum 

Post photographs to your website, social media, press. 

 

What is your next promotion? 

What are your objectives?  

 

 

Who is your target audience? 

 

 

 

When will you run this? 
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Schedule your next 12 months' promotions 

 

Promotion Audience Objectives 

   

   

   

   

   

   

   

   

   

   

   

   

 

Now get this in the diary and get planning! 

 

Good luck! 
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Useful contacts and resources 

 

For help with websites, landing pages, and micro sites for your promotions 

www.inspiredhotelmarketing.com 

 

Costume hire and period accessories 

www.haslemerewardrobe.co.uk 

 

Further help with costings and menu planning 

www.zealcoaching.com  

  

  

 

 

 

  


