MEASURE OR DIE!

Measuring Your Marketing Efforts

By John S Fareed, ISHC

The hospitality industry has yet to resolve John Wanamaker’s century-old dilemma – “I know half my advertising is wasted, I just don’t know which half” – but with the industry battling the soft economy and the legacy of problems left us by the tragedy of September 11th, the time has come.

It’s no secret that waste and inefficiency in hospitality marketing has traditionally been significant, but now there’s increasing pressure to demonstrate the effectiveness of our efforts. Shareholders, owners and asset managers want and are demanding measurable financial return on their marketing investment. 

Part of this pressure stems from the fact that marketing costs have risen by 20% and advertising costs by 50% over the past 15 years. But the real pressure is building because dollars have become harder to come by and we’ve done a poor job of demonstrating results. 

The practice of measurement begins during the process of creating our marketing plans. Typically, we identify market segments, determine the marketing vehicles that will be utilized to reach them, establish timelines, and create a budget. But most of us miss the last and most important step of the process. 

Every one of our marketing vehicles must also be assigned a measurement tool. Otherwise, how can we quantify and qualify what we’re doing? How do we determine cost per lead, cost per sale or capture promotional program performance? Without measurement, there is no ROI.

With a planned measurement program we can enjoy the benefit of knowing the ongoing effectiveness of our efforts, have the ability to reallocate dollars to vehicles that are working, thereby spending less while achieving greater results. This ultimately leads to a real competitive advantage.

Measurement tool and usage examples – 

Dedicated Toll free numbers have become more affordable and telecommunication companies typically provide a detailed call report with the billing. Simply assign a dedicated number to each primary marketing vehicle such as newspaper advertising, web site or public relations efforts. When the bill arrives, a review of the usage report will show exactly how customers are learning about the property or company. 

Dedicated E-mail addresses can be used for vehicles such as banner ads, thus providing results of web site advertising efforts. 

Renaming or changing price points on existing packages is helpful when running newspaper or magazine ads. As customers request the dedicated packages the effectiveness of media placements becomes clear.

Business reply cards included in direct mail, inserted with magazine placements or attached to brochures is an underutilized yet highly effective tool. 
Most trade publications provide advertisers with mailing labels or a computer disc of bingo card respondents to ads. By utilizing a dedicated tool in follow-up efforts to these respondents, converted leads can be measured.

Coupons are still a strong tool for measuring food & beverage advertising. They may also be used for a special gift or discounted rate upon check-in.

The most important tool in the box however, is the reservations department. Every time a reservations agent picks up the phone, they must discover how the caller learned about your hotel or company.

All the data must then be collected and loaded into some type of relational database or spread sheet before they can become useful. This is no easy task, as it also requires working with some supposedly uncooperative departments like sales, reservations, and the front desk. But I know from experience and hard work that it can be done. The secret lies in motivating the teams, having them work together in the common pursuit of knowing what’s working where and why.

Once the data is funneled into a common database or spreadsheet you can determine the critical success factors  -- measure sell-through related to specific marketing programs and tools and analyze ROI. Programs that are working get supported, ones that aren’t don’t. 

All the tools necessary to answer Wannamaker’s age-old problem are here today – if you take the time to use them.
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