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HistoricHotels.org 2011 2012 2013 2014

Goal 

2016 

Goal 

2018 

Goal

Monthly Visitors 27,000 50,000 95,000 125,000 150,000 175,000

Monthly Page Views 150,000 185,000 350,000 550,000 675,000 800,000

Annual Revenue $372,800 $506,622 $2,351,047 $5 Million $10 Million $15 Million

HistoricHotels.org



• Load Year-Round Rates to HistoricHotels.org

• Top producing hotels: average of 7 rates

• Lowest producing hotels: 2 or 3 rates

• Submit new hi-res photography

• Update web content regularly

Strong Revenue Growth



How to Grow Your Revenue

• Load Rates to HistoricHotels.org and extend through December 2015

• National Trust for Historic Preservation member rate (20% off BAR recommended)

• Historic Hotels Employee Rate (50% off BAR recommended)

• Advance Purchase

• AAA/AARP/Senior Discount

• Credit card holder discounts

• Two-night, three-night historic packages

• Thematic packages (romance, dining, spa, golf, etc.)

• Update Photography

• High resolution: 300 dpi

• Media gallery: 40 photos/videos  

• Update Content

• Dining, Activities, Event Calendar

• What’s new at your hotel? 
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Enewsletters and Emails



Enewsletters and Emails



Enewsletters and Emails



Print Advertising

Back cover ad: summer 2014

Preservation Magazine

Complimentary Distribution

Program:

Don’t forget to sign up for 2015!



Partnerships

Combined Reach: 15 million heritage and cultural households

• National Trust for Historic Preservation

• Bank of America

• Recreation.gov

• National Park Foundation

• Organization of American Historians

• A&E/History.com

• Civil War Trust

• Adventure Travel Trade Association



Partnerships: Share the Experience 

• Sponsored by the 

National Park Foundation

• Featured in:

• 2 million e-blasts

• GoParks enewsletter

• 350,000 subscribers

• 150,000 brochures

• 25,000 postcards

• 3,500 posters 



Partnerships: Recreation.gov

• One-stop shop for trip planning, information sharing, and reservations 

• Only non-federal partner

• Over 100 hotels: National Historic Landmark or National Register of Historic Places

• Over 12 million visitors per year



Partnerships: Recreation.gov

August 2014 Cover Story: 

Hotel Boulderado 

Boulder, Colorado



Partnerships: History.com



What’s Ahead



• Increase revenue booked on HistoricHotels.org from $5 million in 2014 

to $10 million in 2016 and $15 million in 2018

• Increase customer email database from 275K households in 2014 to 

425K households in 2018

• Increase annual visitors to HistoricHotels.org from 1.5 million visitors in 

2014 to 1.8 million in 2016 and 2.1 million in 2018

• Increase conversion rate from 1.1% in 2014 to 1.8% in 2018

Updated 2014

Current Objectives



• Enhance digital marketing 

• Online marketing  - emails, online media

• Annual Directory - electronic distribution 

• Increase partnerships 

• NEW international marketing

• Expand domestic co-op opportunities 

2015 Key Marketing Strategies



2015 Key Marketing Strategies –
International Marketing Campaigns

Brazil

Mexico

Canada
United Kingdom

Germany
Japan



2015 Key Marketing Strategies –
Domestic Co-op Opportunities 



Your Takeaway

• Rates and Packages 

• Add recommended rates and extend through December 2015

• Photography 

• Update and share

• Content 

• Regularly review for updates



Thank you

Erin Ross

Director, Marketing and Partnerships

+1 202 772 9982

eross@historichotels.org


