IMPRESSIVE IMPRESSIONS

Public Relations for hotels in Post 9/11 times 

It became evident to many of us a few months after the 9/11 tragedy occurred that public relations was going to be the key tool to create awareness. Hotels were going to need to create impressive media impressions.   PR was the tool of choice because it can

· Create impressive numbers of media impressions quickly

· Be measurable 

· Quickly refocus upon a new audience

· Require a smaller investment than advertising 

· Tell an in-depth, reassuring story

· Speak more directly to the consumer.   

· Refresh the hotel’s all-important Crisis PR Plan.  (Media training has also become more important than in non – crisis periods.)      

The management team and PR firm in this climate 

While the General Manager or Director of Marketing is usually the primary contact for a public relations program, management teams have bonded this past year through their efforts to stay the crisis and rebuild business.  It is now more important than ever to capitalize on this team spirit in support and understanding of the public relations goals. By doing so, the hotel becomes “media friendly.”  The staff will extend courtesies and conveniences that will assist the visiting press or film crews to do their jobs. .    

The case for PR at this time  

Occupancy is a challenge.  Revenues are rebounding, but not as quickly as the hotel would like.  Consider that the value of public relations is thrice-times as effective as paid advertising because of the value of  “third – party endorsement factor. “  Messages are delivered by neutral reviewers, unbiased customers, and comments from satisfied meeting planners.  The public’s awareness of dignitaries and celebrities that may have stayed at the property boost the appeal of your product.  In making a travel decision, this third-party endorsement or testimonial is critical and most effective. Advertising is a strong reinforcement of the message.  

What do you look for in a PR firm today? 

More than ever, you must discern the capabilities and the “firepower” of a public relations firm.    

1- Engage the services of a specialized firm with strong experience in the hotel, resort, and travel industries.  You have no time in this climate to teach a PR firm what a “room night” is or to have them establish vital airline contacts to obtain press rates.      

2- Select an agency with a team of highly experienced specialized staff who has been in the business during “down periods” prior to this.  Contacts are vital. 

3- Hire a multi-media and techno-savvy agency.  Today a PR specialist cannot just know newspaper and magazine editors.  The agency has to have contacts and expertise in broadcast, internet sites, and excellent promotional contacts.  

4- Craft a brief that is tailored precisely to your property’s needs.  Clearly establish at the outset the goals for PR.  The campaign objective should set forth 2 or 3 principal goals.  Here are some examples:  

a-we want to increase shoulder season business for the southwestern states for our resort property which appeals to the 35-50 year old market, with an average income of $100,000, and a flair for adventurous activities. 

b. –we want to position our city center hotel to be perceived as the property of choice prior to 3rd quarter,  bringing attention to it for business stays, corporate meetings, and eventual diplomatic missions. 

c-we want to introduce our new spa to females in the 40 + market, and attract the frequent spa-going audience from the Pacific Northwest during the summer season.  We want to the audience that currently goes to the Southwestern U.S. to stay at our property.   

All of the new public relations efforts should reinforce your brand awareness. 

To create impressive impressions in this crisis time, engage the tools of public relations.  Involve the management team.  Discern the capabilities of the agency and be assured your hotel has a public relations team that is powerful and experienced in downmarket upturns.  Finally, be quite specific in the results you require.  This will creative not only impressive impressions, but a wealth of media impressions – calling attention to your property.  
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