Sales Strategies for Hotels
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The ultimate goal of any hotel is to have all of its rooms occupied, all year-round. While this is typically not possible, there are many ways hotels can go about bringing in more guests at any time of the year. The sales strategies available to savvy hotel managers and owners are many, but their aim is always focused on one target: to increase room nights.
Multiple Fronts
Hotels often advertise the same property in several different ways to attract key parts of the market that they would like to gain as customers. You may see a glossy fashion magazine advertisement showing the suite-level rooms in a particular hotel with copy and images aimed at the higher end of the market. The club level rooms in the same hotel may then appear in a financial magazine with a completely different presentation to attract the business traveler.And the hotel may run specials in local tourism guides aimed at families and budget travelers who may prefer the hotel's standard rooms. In this way the same hotel can reach a broad audience in an attempt to keep rooms at all levels occupied.
Travel Agents
Travel agents have long been a key part of the hotel sales strategy. Travel agencies provide an easy way to multiply your advertising and brochure market presence at very little cost. In most cases, national travel agencies create annual brochures, promotional fliers, TV and radio commercials and signage that feature key properties in key destinations. Hotels that are able to secure such placement enjoy broad exposure to the many travelers reached by all of these campaigns. In some cases, additional incentives are given to agents and travel companies to secure a large number of reservations.
[bookmark: _GoBack]Membership Rewards
Hotel chains often have membership programs that cost nothing to join and reward frequent guests with extra amenities, upgrades and free nights. Loyalty is an important sales tool for hotels, especially large chains with locations around the country or even the world. If a hotel company can manage to create loyalty in its guests, they are likely to look for and use the same brand every time they travel, if not for the experience, then for the rewards they earn by doing so. Either way, the hotel wins.
Online Discounts
Many hotels and hotel chains offer special rates for online or smartphone bookings. Online bookings save the time and effort of a real person at the hotel who must answer the phones and take the reservation. They also tend to attract younger customers who are more tech savvy and who have a long life filled with future hotel stays to come. Hotels ultimately are trying to build long-term relationships with their clients, and online discounts are one important way to start it off. Smartphones also allow the hotel company to reach you at anytime, anywhere, and this marketing tool can lead to more future bookings. The main drawback to online-only rates is that travelers already on the road can't access them if they don't have the right technology in tow.
Low Season Specials
Some destinations have clear high and low seasons. Hotels that thrive during the high season may find a majority of rooms open during their low period. In response hotels may promote low-season rates to attract guests to rooms that would otherwise be empty. While the rates may be far lower than in-season prices, the hotel is happy to offset the loss of empty rooms. The hotel also might recoup the difference through other charges and purchases, like room service meals, parking fees, tours and concierge services and in-room Internet fees. None of these fees would be collected if there were no bargain-rate guests present.
Cross Promotion
Hotels sometimes use popular events, movies or other pop culture tie-ins to promote their rooms, special amenities or motivation for traveling in the first place. For example, the popular book "Fifty Shades of Grey" and others in the series have led some hotels located in Washington state -- where the books are set -- to promote stays at their properties. The hotels combine the theme of a secret getaway for amorous couples with accouterments used by characters in the books, like a certain type of wine or a re-created scene. With popular tie-ins, hotels are able to turn the focus away from their rooms and convince guests they are buying something of a fantasy escape instead.
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