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EXHIBIT 1
Hotel performance by world region
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EXHIBIT 2
Strategies and tactics studied

Category Tactic Description
Discounting Lower Rates Offered lower rates, not necessarily any conditions or packages.

Rate-Obscuring

Value-added Packages Included other things (e.g., F&B, spa, parking) in addition to the room for one price

Extra Night Free Offered an extra night for free when a guest stayed for a certain number of nights

Opaque Channels Used opaque distributions channels such as Priceline.com for selling rooms

Offered Free Breakfast Included free breakfast with the room rate

Two for One Offered two nights for the price of one

Prepaid F&B Offered prepaid food and beverage packages

Packages with Air/Car Offered packages that included airfare and car rental

Marketing

New Market Segments Developed new market segments that had not been used before.

Pay per Click Used pay per click advertising (e.g., AdWords with Google.com)

Other Revenue Streams Developed other revenue streams (e.g., f&b, spa) within the hotel

Cost-Cutting
Reduced Hours Reduced the operating hours for certain facilities

Closed Facilities Either shut down part of the hotel or scheduled renovations

Hotel Performance. 
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EXHIBIT 3
Strategies and tactics used



EXHIBIT 4
Marketing tactics

Cost-cutting tactics. 
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Rate-obscuring tactics
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It is never too early to be prepared. You 
should always have a contingency plan that you can imple-
ment within minutes

Maintain the 
brand image, be insistent on the pricing strategy. Focus on 
your long-term goal and be patient

(1) Don’t panic!

Do not panic. Do not compare downturn 
periods with previous good periods. "ink more in terms of 
long-term decisions

(2) Be wary of broad-scale discounting

Don’t 
drop rate—or let me state it this way: “Don’t drop your public 
or retail rate.” Use the retail rate as the benchmark for dis-
count rate programs and fence these discounts appropriately

My advice would to be 
careful about playing the rate reduction game. In 2007 and 
2008 we were aggressive with increasing our corporate pricing 
and in the space of a few months, all that and more has been 
undone. We have literally undone 3 years of solid work in the 
space of the last 8 months. It will take us another 3 to 4 years 
at least to get that back

(3) Don’t cut your marketing budget

The foremost piece of advice 
from this survey was to be 

prepared and to have a plan 
(some people even suggested 

a standard operating 
procedure manual) on how to 

respond to a recession.



 

When the bad 
times hit again, save the marketing dollars on new initiatives 
(e.g., acquire new customers or promoting new hotels) but 
focus the spending on the existing customer base.”

(4) Consider marketing approaches

Explore 
new market segments and new ways of promotions. Try not 
to drop down rates for all market segments, there are some of 
them that are not so price sensitive. We have to identify these 
guests and work hard to attract them to our property.”  

We just 
have to diversify our business rather than rely too heavily on a 
particular business and geographic segment. At the same time, 
more emphasis has to be put on how to optimize revenue con-
version from all revenue streams be it major or minor, which 
will ultimately help to improve bottom-line.”

Capitalizing on e-channels. We have re-launched 
our website, re-structured our URLs for better ranking, and 
organic search in the search engines

(5) Consider rate-obscuring practices

My 
advice is maintain rate, continue to look for new markets 
(e.g., religious retreats, romantic weekend packages), develop 
specials which focus on value added extras like spa treatments, 
be creative in your F&B promotions, and watch for pro-
longed gaps in occupancy which might be #lled with internet 
promotions or opaque distribution channels which won’t later 
e!ect your rate strategy so dramatically.”  

Don’t drop rate drastically, and use opaque dis-
tribution systems when you are forced to do so.”  

Opaque channel customers are not desirable. "ey 
don’t want to pay the premium an upper-upscale or luxury 
charges on services (e.g., parking, F&B), but expect the moon 

Lessons from this Study

(1) Don’t panic. Instead be 
strategic.

(2) Beware of broadscale 
discounting.

(3) Maintain marketing efforts.
 
(4) Focus on market-based 
initiatives.

(5) Consider rate-obscuring 
practicies.

(6) Maintain service levels.



in return. In the long run, it doesn’t cover your costs and o$en 
can drive down your GSI.”

(6) Maintain service levels

Don’t reduce standards but add added value; guests 
are very sensitive to changes. Bad times are not forever, and it 
could take a longer time to recover if you cut corners to save a 
buck

Do not make cost 
cuts on quality service. It is okay to bring prices down, but set 
yourself a limit which will not handicap you when you want to 
bring the ADR up again the following year. “




