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2012 Annual Conference 

 

Put Some Sizzle in Your Sales:  

Ten Tips to Boost Your Bottom Line 
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Session 

Overview 

Session Overview 

 
 Preservation Vertical Market 

 Preservation Client Database E-Blasts 

 National Trust Member Group Rate Program 

 Group Value Dates 

 National Sales Office and  Sales Partners 

 National Sales Representatives Network  

 Tradeshows 

 Client & Media Showcases 

 Group Sales Calls 

 2013 Sales Plan  
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Tip #1: Focus on the Preservation Vertical Market 

• The Preservation Vertical Market is comprised of hundreds of preservation-friendly foundations, 

societies, associations, boards, non-profits, and government entities, representing thousands of 

meetings and events with the potential to be hosted in Historic Hotels of America 

 

• Historic Hotels of America is the only hotel organization which can stake a credible claim to “owning” 

the Preservation Vertical Market 

 

• Membership in Historic Hotels of America provides a hotel with access to the Preservation Vertical 

Market and showcases the hotel to this growing market segment, while providing a competitive edge 

over non-historic hotels in the same geographic area 
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Tip #2: Utilize The Preservation Client Database E-Blast Program 

• The focus of the Historic Hotels of America National Sales Office in Washington, DC 

is cultivating the contacts listed in the Historic Hotels of America Preservation Client 

Database, with a goal of generating group business leads for all member hotels. 

 

• A listing of 700+ preservation-friendly meeting and event planners  

• Monthly e-blasts of special group offers at various Historic Hotels of America 

• Fee:  $375 
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The Preservation Vertical Market 

• National Trust for Historic Preservation   

• National Park Service 

• Smithsonian Institution 

• Civil War Trust 

• Advisory Council on Historic Preservation 

• State Historic Preservation Offices   

• State & Local Preservation Organizations 

• Historic House Museums and  Art & History Museums 

• Cultural, Heritage and Historical Societies and Foundations 

• Travel Agents specializing in heritage and cultural study tours  

 



Tip #3:  Participate in the National Trust Member Group Rate Program 

 

• The National Trust Member Group Rate Program is an add-on to the National 

Trust Member Rate Program, facilitating the booking of group business from 

National Trust members to participating Historic Hotels of America 

• Offer a bookable National Trust Member Rate 

• Offer a group rate which is 5% below your Best Available Rate (BAR); or your 

prevailing group rate, whichever is lower 

• It is not necessary to load a bookable National Trust Group Rate 

 

 

 



The National Trust Member Group Rate  Program 

• 10+ guest rooms constitutes a group booking   

• RFP’s are submitted via Historic Hotels.org 

• National Sales Office forwards the RFP to the hotel 

• Hotel responds directly to the client and closes the business 

• Placement fee applies only when a definite booking occurs 

 

 



Tip #4: Submit Group Value Dates  

• Share your hotel’s Opportunity or Need Dates with meeting planners  

• Submit need rates only, not group rates 

• Dates will be posted to the HistoricHotels.org Group Value Dates page as well 

as listed on the hotel’s individual home page 

• No fee 

 

 

 



Tip #5: Communicate with your National Sales Office and Sales Partners  

• Historic Hotels of America National Sales Office 

• Washington, DC 

• The Hyland Group 

• Washington, DC and Chicago 

• The Cramer Collection 

• San Francisco 

• The National Sales Office & Sales Partners are extensions of your in-house sales team 

• Placement fee applies only  to booked/consumed group business  

 

 

 



Tip #6: Coming Soon! National Sales Representatives Network  

• Independent contractor-style sales representatives 

• Home-based in key geographic markets 

• Focused on  new group market segments 

• Tour & Travel 

• Cultural Travel 

• Heritage Travel 

• Regional Markets 

• Recruitment Phase (Q4 2012) 

• Launch (Q1 2013) 

 

 

 



Tip #7:  Exhibit at Domestic and International Tradeshows 

• Co-op participation basis = excellent value 

• Exhibit opportunities with marketing partners 

• Brand USA 

• US Travel Association  

• National Park Service 

• International tradeshows 

 



Tip #8: Participate in Client & Media Showcases 

• Key markets 

• Chicago 

• New York 

• Washington, DC 

• San Francisco 

• Unduplicated clients 

• Preservation Vertical Market 

• Plus, media representatives 

• History-Themed Events 

• Heritage Partners 



Tip #9: Join in on Group Sales Calls 

• Client Access in Key Markets 

• Chicago 

• New York 

• Washington, DC 

• San Francisco 

• No fee to participate 



Tip #10:  Know the Historic Hotels of America 2013 Sales Plan 

 

• The 2013 Sales Plan is posted to the HistoricHotels.org Member Portal (Sales Link) 

• Review the Historic Hotels of America 2013 Sales Plan 

• After reviewing the Sales Plan, call Michael DiRienzo to discuss how to best incorporate 

the Historic Hotels of America 2013 Sales Plan into your own hotel marketing plan 

• Work the plan 
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2013 Opportunities 

 
 Group Value Dates 

 Preservation Client Database E-Blasts 

 Client & Media Showcases 

 Tradeshows 

 Group Sales Calls 

 HistoricHotels.org - Meetings & Groups  

 National Trust Member Group Rate Program 

 National Sales Network 

 National Sales Office & Sales Partners Referrals 

ACT NOW! 
 

Register by 12/1/12 for the Washington, DC and New York 

Showcases, plus the Chicago or San Francisco Showcase, and 

receive a complimentary registration to a fourth Showcase 
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For More Information and to register: 
 

Michael DiRienzo 

Director, Sales 

Historic Hotels of America 

+1 202 772 8337 

MDiRienzo@HistoricHotels.org 

 

or Visit the HistoricHotels.org Member Portal  

 

QUESTIONS? 

mailto:MDiRienzo@HistoricHotels.org

