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PKF consulting has forecast a 7.8 percent decline in REVPAR for 2009. This is the result of an increase in the number of available hotel rooms, a decrease in demand and therefore occupancy and a decrease in ADR. The pricing transparency offered by the internet wholesalers has only added to the prospects of a difficult year ahead for sales and revenue managers.
Data to the Rescue

One solution is to focus your marketing efforts directly toward the “hot button” features that prospective guests will respond to. You probably should not market the “Extreme Mountain Bike” weekend to guests that came on an Elder Hostel trip. Nor should you advertise the “Weekend with the Boston Pops” package to guests that came to the “Singles under 30” event.  This type of marketing is intuitive. There are other insights that are not.

Every person is a member of a large number of communities. Each community defines a certain set of mutual points of view, life styles and preferences.  Here are some obvious examples:

· Where you life now. Your state, city, neighborhood

· Where you grew up.

· Your religion.

· Your age group.

· Your level of education.

· Your interest in sports and team preferences.
· Your marital status and number of children.

· Your sexual orientation.

· Your political affiliation

If we knew everything about a prospective guest we could craft individual offerings to that guests that would be different than that offered to any other guest. And we could charge top dollar for the package since it would uniquely meet his needs.

We will never know everything about our guests and prospective guests. However your PMS database can yield some excellent information that will enable you to group past guests into “tribes” of people with similar characteristics and therefore with positive responses to an offer crafted to their similar desires. 
Basic Assumptions and Principles:

· The guests most likely to come in the future are those that have come in the past.

· Guests that enjoyed their visit and who are treated as VIPs will want to bring their friends or recommend the hotel to their fiends.

· The more personal the message the more likely a positive response.

· People like to feel special

Here are some things you can do with your database.

· Send a card along with a coupon for a free drink of meal on the anniversary of the guest’s last visit. Include a coupon for a discount when the guest brings a new guest.

· Are you collecting guests’ birthdays? If so, send the guest, the guest’s children and the guests’ pets birthday cards either by postal mail or e-mail. Include a coupon for a discount, drink or gift.

· Analyze past reservations by market, room type and calendar. A tribe may be defined by the type of room, market and time of year. For example, guests that reserve two-bedroom condo units, in February, in a ski area, who are leisure guests, may be different that those reserving one-bedroom condo units. The offers to the two groups should likewise be different.

Once you have begun to define the tribes among your past guests you can reach out to real and virtual organizations that service these groups. Real organizations may be sport clubs for sport-oriented tribes and age-based organization for age-based tribes. The Internet provides a rich feeding ground to find tribal groups.  For example a Google search on the phase “seniors that ski” yielded 1,830,000 hits including the “Seniors Alpine Ski Club” and the “Rocky Mountain Senior Ski Club”. An email to the organization from a marketing manager at a ski lodge is sure to yield excellent results.
Another analytical approach is to look for peaks and valleys in groups of guests defined by market, room type and length of stay.  Each tribe defined in this manner will have high and low occupancy throughout the year. Both prior guests and new guests can be susceptible to special offers targeted to their preferences. There may be an event or holiday that is appealing to them.
