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GroupBusinessfor2014:OldTricks
inaNewEnvironment
ByBrendaFields,Founder,Fields&Company

The latest technology has afforded meeting planners greater
efficiency when researching venues, making a booking, and
when communicating with attendees. Technology has also
enhanced the actualmeeting experience for both attendees on
propertyaswellasoffsitewith live feedsandvideostreaming,
and real time social media feedback. Meeting attendees take
notes on tablets and take photographs and videos of
presentations with their smart phones, almost eliminating the
needforpaperandpencils!

Tostaycompetitiveandcurrentwiththechangingtrends,hoteliersareaddingtechnological
enhancements to theentirebookingandmeetingexperience,butdoes the jobendthere for
hoteliers?This articlewill address some “old tricks” in a newenvironment to help hoteliers
getagreatershareofthegroupbusinessandensuresatisfactionforrepeatbusiness.

BeYourPersonalBest

Experienced athletics use the term “Personal Best” tomeasure andmonitor their progress
against their own performances. It keeps them motivated and focused on continuing to
improveandtobetheirbest,regardlessofthecompetition.

This itemhasbeenplacedat thetopof the list,asmanytimes, therecanbeanattitudeof
complacencywithinoperationsandsales.Budgetsaretightsothereisalackofcommitment
toensurethatmeetingroomsandguestroomsareinexcellentrepair.Orifthereisdifficulty
inattractingstafforifthereisstaffcutback,thencustomerservicestandardsaresometimes
notmaintainedtothehighestdegreeofexcellenceandconsistency.

Every property has its market
regardless of its position in the
marketplace.Itisstill importantwhen
catering to thegroupmarket, tohave
roomsthatarecleanand inexcellent
repair and excellent service provided
by the staff. That is the most basic
and fundamental requirement. An
iPadorfreeWiFiwillnotcompensate
for a substandard guest/meeting
experience.

Whatbettercompetitiveadvantage is
there than friendly and responsive
staffandacleanandwellmaintained
property? A budget property can still
maintain high standards in its

operations and quality of service with limited budgets and limited staff. Excellent
managementwillproducethePersonalBest,regardlessofobstacles.
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Receiveourdailynewsletterwiththelatestbreaking
newsandhotelmanagementbestpractices.
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Unfortunately, it isfartoocommonthatahotelierhasneverbeentoacompetitiveproperty.
What are the standards in the marketplace?Within your property’s category, how do you
stackupagainstthecompetition?Whatdoyoudobetterthanyourcompetitorsandwhatdo
youneedtoimprove?Withoutthatfirsthandknowledge,it isimpossibletoselleffectivelyif
a customer is shoppingyourpropertyaswell as your competition. Informationgainedbya
personalvisitcannotbeduplicatedbyavisittoawebsiteoraninternetsearch.Athorough
understanding of the competitors’ property, as well as your property, creates a position of
strength inestablishingservices,amenities, ratesorconditionsofbooking.Apersonalvisit
willrevealallthesoftelementsinaproperty.Howwereyougreeted?Werethepublicspaces
clean?Didthestaffappearprofessionalandwellgroomed?Werethemeetingroomsingood
repair or in need of painting? Were the chairs or carpets stained? That level of detail,
combinedwithanhonestassessmentofyourownpropertyandgoodsalesskills,willplace
thehotelierinabetterpositiontobookthebestbusinessatthebestrate.

GetPersonal

Mostmeetingplannersandclientswillstillwantto“seeit,feelit,andtouchit”,regardlessof
howwell organized thewebsite isorhowuserfriendly it.Personal interaction is key to the
entire process and is the primary component to make the sell. Not every need or every
concerncanbelistedbyaclientinanRFP.Andnoteveryquestionorissueisbesthandled
via email. A phone call is actually a very personal touch and much more effective and
efficientindealingwithcomplexissues,whenpersonalmeetingscannottakeplace.

Itistheskillfulapproachbythesalespersonthatwilluncoverthoseissuesandresolveany
concerns,beforeandafter themeeting takesplace.And it is thesmileof thehousekeeper
who passes the client in the hallway and the compassionate front desk clerk that will
generate customer loyalty even when things go wrong. Those personal touches create a
bondthatisfargreaterthanthetexts,emails,andstandardRFPcouldevergenerate.

BeProactive

Whywaitforaclienttopostfeedbackonasocialmediasiteoryourownsiteafteranevent
orameetinginyourpropertytolearniftheclienthadapositiveornegativeexperience?Itis
importanttomeettheclientbeforeheorseeleavestheproperty.Aconversationoveracup
of coffee can elicit feedback and simultaneously allow the property to make amends or
correctionsonthespot.Agenuinedesiretocorrectanegativeexperiencewillgoalongway
to leaveapositive impression.Mostpeopleunderstandthatthingscangowrongi.e. theair
conditioningbreaksdownonthehottestday,thecompany’sChairmanisplacedinthewrong
guest room, and the coffee break is late. But the genuine desire to get it right and to
communicatethat ina timelyway ismanytimes,all it takesto leaveapositive impression
andensureclientloyalty.

TraintheSalesStaff

Lastly, although the sales and marketing landscape has changed over the years, sales
expertiseisstillcriticalforsuccess.Ownersandmanagersmaybefrustratedwhenthesales
staff books business at rates that are below the budget or books business that unduly
burdensoperationsandathighcostsor losesbusiness toa lessdesirablecompetitor.But
havestepsbeentakentoarmthesalesdepartmentwithskillsthatwillallowthemtodealin
a competitive booking environment? The skilled and professional sales person that will
develop loyalty and inspire confidencewith clients, despite product deficiencies or outside
factorsoverwhichthepropertyhasnocontrol.

Skills todo the jobare required ineveryareaof thehotel.And thesalesdepartment isno
different. The skilled sales person will develop new business, convert leads to actual
business, and produce the highest revenues, regardless of market conditions. How much
revenuesare lefton the table justbecause thesalespersondoesnotpossess theproduct
knowledge or great sales skills to sell at a higher rate? It is the most successful sales
personwhohasagoodunderstandingofthehotelasabusiness.Whatdoesa6:00pmgroup
checkoutmean to theoverallbusiness? It typicallymeans thatexpensesaresignificantly
increasedtocovertheadditional laborcostsrequiredtocleanthoseroomsduetoovertime.
Armedwith those sets of skills, the sales person is fully prepared to negotiate in the best
interestofthehotelwhilesimultaneouslyensuringthattheclient’sneedsarefullymet.That
winningformulawillhelpfosterclientloyaltyandwillhelpminimizeanyissuesthatmayhave
comeupduringtheclient’sstay.

Afewsimplesteps,combinedwithacommitmenttobeyourPersonalBestare“oldtricks“
thathavewithstoodthetestoftime.Theyworkinanymarketandwithanytypeofproperty,
and only require the expertise of great management and expert sales and marketing. It’s
nevertoolatetostarttheprocesstoensuresuccessfor2014.
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BestPracticesonMaximizingRevenueManagement
Asitpertainstothehotelindustry,revenuemanagementisacomplexsetofstrategiesandtacticswhich
areemployedtogeneraterevenuebytakingadvantageofavailablesegmentsofoccupancy.Theprimary
strategyinvolvestheadjustingofratesandinventorybaseduponroomdemand.Factorsthattypically
influencetheseadjustmentsarecurrentreservations,historicaldata,localmarketanalysisanddemand
forecasting.Revenuemanagementstrategistsalsofrequentlycollaboratewithotherhoteldepartments
whendesigningandimplementingtheirtactics,typicallygleaningcriticalinformationfromoperations,
marketingandfinancialmanagementpersonnel.Intraditionalrevenuemanagement,discountedratetiers
areclosedasoccupancyincreasesandasoccupancyincreases,remaininghotelroomsaresoldathigher
rates.Oneconventionalstrategythatmanyhotelsemployinvolvesprovidingdiscountedratestogroup
business.Bydedicatingaportionoftheirdiscountedroomstogroups,itactuallyenablesthehoteltoend
upwithstrongeraverageratesoverall.Becausetheartandscienceofrevenuemanagementisstill
emerging,thereareseveralsignificantissuesthathotelownersandoperatorsmustcontinuetoaddress
themostdecisiveiswhethertohirearevenuemanagementspecialistinhouse,ortooutsourcethis
responsibilitytoprofessionalcompaniesthatarespecialistsinthisfield.TheOctoberissueoftheHotel
BusinessReviewwilladdresstheseimportantsubjectsandexaminehowsomeleadinghotelsare
maximizingtheirrevenuemanagementoptions.
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For15years,theHotelBusinessReviewjournalhasbeenaleadingonlineresourceforhotel
executives,providingwhitepapersonbestpracticesinhotelmanagementandoperations.Witha
dedicatedboardofmorethan300contributingeditorssomeofthemostrecognizablenamesinhotels
theHotelBusinessReviewmaintainsaprogressiveflowofexclusivecontenteveryweek,sothat
owners,operators,seniorexecutives,investorsanddeveloperscanstayinformedontheconstant
changesinthehotelindustry.


