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Why do you need to 

know how to generate 
revenue? 

 



Revenue Generating 
Techniques – Direct Sales 

 



Google 
 

Use likely travel terms 
and zip codes 



Google 



Google 



Google 
 



Google 



Google 



Google 



Google 
 

Use “filetype:pdf” for 
broad terms 



Google 
 



Google 
 



Google 



Useful Google Searches 
 
Competitor address or phone 
“office locations” Austin 
Headquarters office Austin 
Meeting Austin 
Training Austin -personal 
Event Austin 



Useful Google Searches 
 
“Competitor hotel name” filetype:pdf 
“negotiated rate” Austin 
Relocating Austin 
“per diem” Austin 
“room block” Austin 
“corporate rate” Austin 



Google Alerts 
 

Any quality search term 
can be automated for 
future results 



Google Alerts 



Google Alerts 



Linkedin 
 

Search job title keywords 
associated with hotel use 



Linkedin – Travel (job title) 



Linkedin – Training (job title) 



Linkedin – Meeting (job title) 



GBTA.org Directory 



GBTA.org Directory - Dell 



GBTA.org Directory - Dell 



Databases – Hoovers.com 





Databases – Hoovers.com 



Databases – Hoovers.com 



Databases – Hoovers.com 



Non-Competing Partners 
 

“Companies looking for 
the same thing as you but 
not hotels.” 



Non-Competing Partners 
 

Tech Recruiters 
“Want expanding or 
relocating businesses.” 



Non-Competing Partners 
 

Car Rentals 
“Want out of town 
travelers too.” 



Non-Competing Partners 
 

Meeting Venues 
“Host events - attendees 
may be from out of town.” 



Mike Schultz, Mayor of Boerne 



Revenue Generating 
Techniques – Marketing 

 



Google AdWords 
 

Use keyword planner to 
see estimated search 
volume and cost 



Google AdWords 



Google Adwords 



Google Adwords 



Google AdWords 

Unbranded = all 
incremental revenue 
Branded = saved 
commission  



Google AdWords 

No minimum spend 
required 
They can exceed your 
daily budget by 10% 



Facebook/Instagram Ads 

 
Very specific targeting 
Minimum $5 per day 



Facebook/Instagram Ads 
 
Will not exceed your budget 
Can be impressions or clicks 



Facebook/Instagram Ads 

 
Good for local/staycation 
specials or to promote 
food/spa 



Facebook/Instagram Ads 



Facebook/Instagram Ads 



Facebook/Instagram Ads 



Facebook/Instagram Ads 



Facebook/Instagram Ads 



OTA PPC Advertising 



OTA PPC Advertising 



OTA PPC Advertising 



Load Custom Specials in OTA 
 

Email: 
hotelhelp@expedia.com 



Load Custom Specials in OTA 
 

20% off for Sun-Thurs stays, 
2 night min, exclude state of 
TX. Active: 5/30-6/29. 
Blackout: 6/6-6/8 



Use Opaque Sites 



Use Opaque Sites 
 

$52 for Sun-Thurs stays, 2 
night min, Must reserve 
within 48 hours of arrival. 



Directory Inclusions 



Directory Inclusions 
 

Upfront costs but are 
tracked, commission free 
bookings 



Email Specials 
 

Target off peak seasons 
and/or days 



Email Specials 
 

Remove existing 
reservations from list 



Email Specials 
 

Give F&B credit that 
requires extra spend 



Email Specials 



Flash Sales 



Flash Sales 
 

Offer 40-50% off rack  
Split 70-75% to you  
25%-30% to them 



Flash Sales 
 

Net 40% of rack 
Can isolate need dates 
Will sell between 200-500 



Flash Sales 



Flash Sales 
 

229 x 350 = 80150 (gross) 
80150 x .72 = 57708 (hotel) 
350 x 75 = 26250 (cost) 
57708 - 26250 = 31458 (profit) 



Late Checkout 
 

Offer at time of booking 
Include in all wedding 
blocks 



Late Checkout 
 

$20 for 2pm checkout 
$50 for 5pm checkout 



Late Checkout 
 

If needed restrict to low 
arrival dates (Sun) 



Late Checkout 
 

If brand standards don’t 
allow – sell to walk ins or 
hotel direct reservations 



Forecasting 
 



Budgets 
 

The easiest way to hit your 
budgeted revenue is to 
have an accurate budget 



Budgets 
 

Who is going to have a 
good July this year? 



Budgets 



Budgets 



Budgets 
 

June stole July’s increase 
(or the opposite of you're 
a business hotel) 



Budgets 



Budgets 
 
Fri/Sat this year vs. last year 
Easter 
4th of July 
Labor Day 
Leap  Year 
City wide events 
 



Budgets 
 

Start/practice with your 
own budget. 
 



Forecasting with new inventory 
 

Look to what the experts 
say. 
I’ve read decrease in occ 
and ADR slightly up. 
 



Forecasting with new inventory 
 

This will be amplified 
negatively the closer you 
compete with the new 
inventory. 
 



Forecasting with new inventory 
 

But, your job is to 
minimize this impact, not 
explain it. 
 



Forecasting with new inventory 
 

When will this inventory 
impact the you the most? 
 



Forecasting with new inventory 
 

Off peak. Write a budget 
that has more aggressive 
losses during off peak days 
and is flat during peak days 
 



Forecasting with new inventory 
 

My suggestion is to 
implement an aggressive 
occupancy strategy on off-
peak nights/times. 
 



Forecasting with new inventory 
 

Do not lower published rate 
– use discounts. (AAA 20% 
off, Expedia specials, flash 
sales, email specials) 
 



Judge yourself by ranking 



The Numbers Don’t Lie 



Economic Downturns 
 



Irrational Exuberance 
 
Unsustainable investor enthusiasm 
that drives asset prices up.  
 
“RevPAR will increase 3% every year.” 



Economic Downturns 



Economic Downturns 



Revenue Mgmt Issues, 2009 



Price Wars 
 
“Hotels still haven't 
learned that dropping 
rates will not recover 
enough revenues to cover 
the discounting.” 



Price Wars 
 
“If one sells too 
low this may 
cause damage to a 
brand's perceived 
image.” 



Revenue Mgmt Issues, 2009 



Pricing 
 

“Media educating consumers 
to shop and call the hotel 
direct to get a better rate.” 



Pricing 
 
“How to convince 
owners and GMs 
to hold rate to 
protect current 
and future 
integrity?” 



Strategies used, 2009 
 



Strategy effectiveness, 2009 
 



Suggestions for next time 
 



Competition 
 



Visit other hotels often 

Network 
Know your competition 
Uncover leads 
 



Selection/Uses of Competition 

 
Why select a 
comp set? 



To judge performance 

How do you compare to your 
peers? 



STAR Report 

 
How to 
select a 
comp set? 



STAR Reports 

Participation 
Price 
Proximity 
Product 



STAR Reports 

Reverse Comp Set 
“Hotels that have selected 
you in their comp set.” 



STAR Report 

 
How is it 
being used? 



STAR Report 
 



STAR Report 
 



STAR Report 



STAR Report 



STAR Report 



4th Quarter 2016 Round Rock 



4th Quarter 2016 Round Rock 



To price properly 

How do you price your hotel 
compared to your peers? 



MarketVision Report 

 
Are they direct 
competition? 



MarketVision Report 

 
Are their rates 
properly 
managed? 



To find meeting business 

Where are meetings being held? 



Readerboard Reports 

 
Are you 
targeting the 
right hotels? 



To find GDS business 

Where are the travel agents 
booking? 



Hotelligence/Agency360 
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Questions? 
tajohnson7@uh.edu 

cell: 949 633 9201 

mailto:tajohnson7@uh.edu

