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Introduction - Revenue Account Management

Historic Hotels of America supports each member hotel to maximize the effectiveness and revenue production 
of the Historic Hotels of America distribution network, products, and services.

This is done through certified Revenue Account Managers (“RAM”). Historic Hotels of America & Preferred 
Hotels & Resorts has more than 20 managers in 12 offices globally represents a diverse range of talent with 
more than 200 years of combined industry experience.

The service includes, but is not limited to:

• Strategic support for our distribution network, central reservations system, and iTools, Revenue 
Management Toolbox. RAMs help hotels to determine the best way to use our products, services, and 
systems to generate profitable bookings

• New and existing hotel systems implementation, and reservations and general process training. 
• Annual Business Review Reporting with consultative recommendations for improved revenue production 

for each hotel (You receive a personal phone call once per quarter including a Business Review webinar)
• Communication of important Best Practices for revenue optimization
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Revenue Account Management: Business Review

Business Review includes: 
• Executive Summary
• Channel Performance
• Rate Plan Performance 
• Arrivals – Day of Week Trends
• Hotel Rate Audit
• Pace Report
• HHA Marketing Program Audit
• Rate Parity Audit
• GDS Best Practice Audit
• Booking Engine Best Practice Audit
• Lanyon Best Practice Audit
• Sabre Hospitality University



Revenue Account Management: Business Review

Business Review 
• Executive Summary

Jun Jul Aug
2017 $57,548.60 $48,641.75 $61,615.05
2016 $45,969.60 $36,038.60 $41,357.85
% Chg 25.19% 34.97% 48.98%
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2016 291 226 244
% Chg 26.80% 39.82% 57.79%
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Revenue Account Management: Business Review

Business Review 
• Channel Performance

Expedia
Booking

.com
Sabre Worldspan

Apollo
Domestic

Trip Advisor
Google

Direct Book
Amadeus

2017 $43,526.00 $32,852.00 $10,837.70 $5,743.20 $3,912.15 $2,495.00 $2,047.00 $769.20

2016 $68,327.60 $24,309.70 $3,598.45 $3,090.60 $5,031.30 $2,436.00 $0.00 $1,009.00

% Chg -36.30% 35.14% 66.80% 46.19% -28.61% 2.36% 100.00% -31.18%
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Expedia Booking .com Sabre Worldspan
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Domestic
Trip Advisor
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Book
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2017 264 203 96 47 31 15 13 7

2016 427 156 31 24 39 17 0 7

% Chg -38.17% 30.13% 67.71% 48.94% -25.81% -13.33% 100.00% 0.00%

-60.00%
-40.00%
-20.00%
0.00%
20.00%
40.00%
60.00%
80.00%
100.00%
120.00%

0
50

100
150
200
250
300
350
400
450

Total Room Nights

Expedia
Booking

.com
Sabre Worldspan

Apollo
Domestic
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2017 $164.87 $161.83 $112.89 $122.20 $126.20 $166.33 $157.46 $109.89

2016 $160.02 $155.83 $116.08 $128.78 $129.01 $143.29 $0.00 $144.14

% Chg 3.03% 3.85% -2.74% -5.11% -2.18% 16.08% 100.00% -23.76%
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Revenue Account Management: Business Review 

Business Review 
• Rate Plan 

Performance 

Expedia
Traveler

Pref

Booking
.com

Best
Available

Rate

Preferred
Extras GBT

AMEX
BCD Travel

AAA
Member

BIC Graphic PHGCORP
Actuant

Corporation
3M

2017 $70,699.60 $48,349.10 $18,227.00 $7,539.30 $4,452.30 $3,924.00 $3,204.00 $2,867.05 $2,185.00 $1,955.00

2016 $117,110.60 $42,215.90 $20,821.00 $1,018.80 $1,152.00 $7,018.00 $4,539.00 $498.10 $0.00 $170.00

% Chg -39.63% 14.53% -12.46% 86.49% 74.13% -44.09% -29.41% 82.63% 100.00% 91.30%
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2017 457 315 133 63 43 33 36 27 23 23

2016 801 291 172 8 10 55 51 4 0 2

% Chg -42.95% 8.25% -22.67% 87.30% 76.74% -66.67% -41.67% 85.19% 100.00% 91.30%
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2017 $154.70 $153.49 $137.05 $119.67 $103.54 $118.91 $89.00 $106.19 $95.00 $85.00

2016 $146.21 $145.07 $121.05 $127.35 $115.20 $127.60 $89.00 $124.53 $0.00 $85.00

% Chg 5.81% 5.80% 13.22% -6.03% -10.12% -6.81% 0.00% -14.73% 100.00% 0.00%
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Revenue Account Management: Business Review   

Business Review 
• Arrivals – Day of Week Trends

Sun Mon Tue Wed Thu Fri Sat

2017 $23,317.6 $14,179.9 $10,284.7 $15,494.7 $11,205.2 $22,431.0 $6,508.00

2016 $16,216.7 $7,643.10 $7,323.60 $9,721.45 $11,951.7 $30,602.8 $27,157.7

% Chg 43.79% 85.53% 40.43% 59.39% -6.25% -26.70% -76.04%
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Sun Mon Tue Wed Thu Fri Sat

2017 172 105 80 107 78 109 32

2016 126 61 56 79 86 175 138

% Chg 36.51% 72.13% 42.86% 35.44% -9.30% -37.71% -76.81%
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Sun Mon Tue Wed Thu Fri Sat

2017 $135.57 $135.05 $128.56 $144.81 $143.66 $205.79 $203.38

2016 $128.70 $125.30 $130.78 $123.06 $138.97 $174.87 $196.80

% Chg 5.34% 7.78% -1.70% 17.67% 3.37% 17.68% 3.34%

-5.00%

0.00%

5.00%

10.00%

15.00%

20.00%

$0.00

$50.00

$100.00

$150.00

$200.00

$250.00

Average Daily Rate



Production Workbook & Dashboard

Production Workbooks and Production Dashboards
•High-level (GM) Report
•Three Year Rolling Report
•Channel Production Report
•Rate Category Report
•Rate Plan Report
•Day of Week Report
•Top Travel Agency Report
•Room Code Report
•Consortia Rate Report



Production Workbook

Production Workbooks - Data analysis is knowledge and knowledge is power!
•Three Year Rolling Report



Production Workbook

Production Workbooks - Data analysis is knowledge and knowledge is power!
•Three Year Rolling Report



Production Workbook

Production Workbooks - Data analysis is knowledge and knowledge is power!
•Rate Plan Report

Review Declining Production

Adjust your plan!



Production Workbook

Production Workbooks - Data analysis is knowledge and knowledge is power!
•Day of Week Report

Review Declining Production

Call to Action!



Business Review Case Study – RESULTS
- 50 Room Beach Hotel -

Hotel description:
• Over 50 Rooms Hotel
• Beach Location
• Primarily Leisure Business
• June, July, and August are the hotel’s need periods

Opportunity:
• Hotelligence360®
• Business Review – outline performance trends and opportunities 
• Production workbook – “analytics” – measure performance results

Implementation:
• Responsive Internet Booking Engine
• Rate Plans added

 Packaged Rate (breakfast, parking, spa credit)
 Advance Purchase
 3 nights Minimum Stay Rate 

• Distribution to all channels 
• Participation in Historic Summer Sale

Total Revenue Results:
• June 84% chg
• July 30% chg
• August 45% chg



Business Review Case Study – RESULTS 
100 Room Resort

Hotel description:
• Over 100 Rooms Hotel
• Resort Property 
• Primarily leisure business
• Q1 hotel’s need periods (primarily January & February)

Opportunity:
• Hotelligence360®
• Agency 360
• Business Review – outline performance trends and opportunities 
• Production workbook – “analytics” – measure performance results

Implementation:
• Responsive Internet Booking Engine 
• Rate Plans added

 Romance Package (targeted empty nest)
 Hotel Themed Package including cocktail recipe book
 Museum Package including Breakfast

• Distribution to most channels 

Total Revenue Results:
• January 53% chg
• February 32% chg
• March 5% chg



FUNDAMENTALS OF SYNXIS CR 
COURSE

The Distribution Landscape: 
Use SynXis CR to connect your hotel to the outside world

Rooms:  
How to build and optimize your room types for distribution channels

Policies: 
Learn how to build various policies based on your business needs

Rates:
Discover how to build various rate plans, including descriptions, assignments, pricing, offsets, etc.

Managing Availability: 
Explore the world of restrictions and how they can be used to maximize revenue for your hotel

Promotions: 
Learn how to configure Promotions and Pricing Rules to help create special offers for your customers

Managing Hotel Content: 
Understand the importance of hotel content and where this information is distributed.

Reports: 
Ascertain how to use reports within the SynXis CR to help support decision making for your business needs

The total cost of each workshop 
is US$395.00* per person 
(Excludes Travel and Accommodations).  

Workshops are scheduled 
throughout the year in regional 
locations. 



FUNDAMENTALS OF SYNXIS CR 
COURSE

In addition, we have provided some tools reviewed in the class to assist you in optimizing SynXis CR

1. Room Type & Rate Descriptions Tool
2. Room Descriptions Optimizer
3. Northstar Travel Media
4. HTML Text Translator
5. GDS Searchable Amenities



FUNDAMENTALS OF SYNXIS CR 
COURSE

Previously Held Classes for 2017:  

Miami, FL:                   September 20-21  
Paris, France:                September 14-15  
Warsaw, Poland:           June 26 - 27, 2017  
Newport Beach, CA:    April 26 - 27, 2017  
Chicago, IL:                April 10 - 11, 2017  
New York, NY:             April 6 - 7, 2017  
Boston, MA:                 April 3 - 4, 2017  
Lucerne, Switzerland:  April 3 - 4, 2017  

Previously Held Classes for 2016:

Milan, Italy:                   October 20 - 21, 2016  
Bogota, Columbia:         September 27 - 29, 2016  
Paris, France:                 September 15 - 16, 2016  
Beijing, China:               August 10 - 12, 2016  
San Francisco, CA:        August 9 - 10, 2016  
Chicago, IL:                 August 8 - 9, 2016  
Mexico City, Mexico:    June 21 - 24, 2016  
London, England:          April 28 - 29, 2016  
Newport Beach, CA:     April 26 - 28, 2016  
London, England:          April 25 - 26, 2016  



Fundamentals Of SynXis: Post Survey



Fundamentals Of SynXis: Post Survey



Fundamentals Of SynXis: Post Survey



Fundamentals Of SynXis: Post Survey



SynXis CR & Sabre Hospitality University SHU Access Procedures

• Please fill out the information for each 
employee of the hotel(s) you are requesting a 
SynXis Central Reservation Systems (CR) and 
Sabre Portal & Sabre Hospitality University 
Logins

• Logins should never be shared amongst hotel 
associates. 

• For security purposes logins expires after 90 
days of inactive usage. 



Revenue Management News & Updates
LATEST NEWS & UPDATES
• New Opportunities & Developments



Revenue Management: TOP 10 RATE LOADING BEST PRACTICES
10. Be Dynamic
If not in place, consider restructuring to a dynamic pricing model (Best Available Rate (BAR), Absolute BAR, and 
Floating BAR with auto-updates to derived rates based on a single update to just one rate code, e.g., amount 
ON/OFF, percent ON/OFF for packages and discounts). Dynamic pricing models are easily managed in the SynXis 
CRS and greatly enhance rate parity strategies.

9. Distribute to Full Potential in GDS
Global Distribution Systems distribute rates up to 330 days in advance – but only if they are loaded in the SynXis 
CRS. Set up automated inventory roll-in values to simplify it.

8. Load Continuously
Once a month, add one more month of rates on an ongoing basis – by doing so, you can use the experience of 
the month you just finished to apply appropriate strategies for the same time period next year. In short, keep a 
rolling 13 months of inventory deployed.



Revenue Management: TOP 10 RATE LOADING BEST PRACTICES
7. Be Complete
When building new rates be thorough and complete all pertinent fields, channels, and features within SynXis 
CRS including channel-specific descriptions, images, product assignment, etc.

6. Create a Checklist
For extending existing rate plans to be bookable you must remember to do three things:
Add rates and seasons/dates for each room type and rate plan
Make sure there is inventory for the specific rate plan
Test, test, test

5. Think One Season Ahead
Use pre-built promotion and package codes to quickly get seasonal/holiday packages out in a timely manner 
ahead of typical booking cycles. Just update descriptions on a “shell” SRP that you've pre-set for future use and 
reuse. For instance, U.S. families often create holiday/winter plans and start shopping hotels over the 
Thanksgiving weekend. It is advised that all special programs for Christmas and New Year's Eve, all the way 
through Valentine's Day and President's Day weekend, be loaded prior to Thanksgiving.



Revenue Management: TOP 10 RATE LOADING BEST PRACTICES
4. Extend Your Rates Now
Extend this year's locally negotiated rates now into next year at least through the first quarter to avoid fourth 
quarter lost business. Once new agreements are reached, simply update to the new price point.

3. Communicate!
Make certain that Director of Sales/IT Managers and Revenue/Reservation Managers are communicating 
regarding consortia rates. Once accepted into a consortia program, any rate plan must still be loaded into the 
SynXis CRS. Furthermore, if your consortia rates for this year are set equal to, or a percent off, a best available 
rate – just extend the rates periods now well into future years.

1. Test, Test, Test
You may use the IBE links within SynXis CR to test availability, sorting, and image displays for the brand booking 
engine. Testing the brand booking engine is a great way to view what is available on all channels if rate parity 
has been the basis for your rate set-up in SynXis CRS. Use the SynXis CRS rate and inventory calendar to ensure 
accurate deployment. An easy-to-review user manual with video demos is available in the user guide section of 
this member portal.

2. Preview Your Work
Use the SynXis CR Express View to ensure accurate deployment.



Consortia and TMC
Opportunities and 

Optimization

What is a Consortia?
• Consortia are a conglomerate of  travel agency 

members or ‘mega agencies’ that have joined an 
organization and by doing this can now increase 
marketing to their customers by offering 
competitive rates at hotels worldwide.

• A Consortia Rate is a preferred rate negotiated 
between a the property and a travel management 
company “TMC”.  

• Viewership of  these rates in the GDS by a travel 
agent or other GDS user is restricted and the rate 
may be booked only after entry of  either the 
Agents or the Client authorization code.



Consortia and TMC
Requirements to participate

Standard Requirements:

• A minimum of  10% off  the lowest single 
published rate (Rack or Corporate)

• Rate Parity

• Last room availability guarantee

• 10% commission to the Agent
• All rates quoted are to be 

guaranteed for the entire year 
starting from  Jan 1 – Dec 31, 
unless otherwise noted.



Consortia
Benefits

Benefits of  Participation
• Increased visibility – Your hotel will be 

listed in each program directory, website 
and special rate access in GDS

• Increased Revenue via increased 
distribution and exposure

• Relationships with Travel Agents these 
programs give you opportunities to form 
your own relationship with consortia 
agencies.  

• Marketing Opportunities – Each 
program has a number of  opportunities for 
upgraded listing. 

Recommended Consortia Programs



Consortia
Lanyon

What is Lanyon?
iBid, Lanyon is the annual registration 
process to enroll hotel with a LANYON 
web-based electronic submission tool to 
locate leads and send rate proposals to 
partner with global hotel travel programs.

Registration includes a dedicated Lanyon 
team at PH&R who will train your sales 
associates on how to use and to 
successfully complete RFP bid offers



Consortia
Frequently Asked Questions

Are Consortia Sales for my hotel? 
Global TMC (Travel Management Companies) brand partnerships include American Express Global Business Travel, BCD Global Travel, CWT (Carlson Wagonlit), 
Flight Centre Corporate Travel, HRG (Hogg Robinson). These companies specialize in both consortia and corporate travel, giving your property exposure to 
thousands of  corporate travel managers and independent agency networks.

How can I determine which Consortia programs will provide the best ROI to my hotel?
Our members are coached how to identify the best opportunities using client resources that include participation costs, marketing opportunities, city production 
volume and company office locations.

For those using iBid - how to make the most of  iBid
Our Lanyon administrators at PH&R partner with your team on training
and best practices to help you make the best RFP offers to receive program acceptance .

How to find opportunities in my region?
We’ve identified our consortia partnerships
and how they best perform in markets around the globe.



STR and Agency360

Historic Hotels of  America

September 2017
Rhett Hirko

VP, Distribution & Revenue Management



Agenda

About STR 
Case Study
Exclusive Historic Hotels of  America Offer

About A360
Case Study

Exclusive Historic Hotels of  America Offer



© 2017  STR, Inc. All Rights Reserved. 
Any reprint, use or republication of all or a part of this presentation without the prior written approval of STR, Inc. or  STR Global, Ltd.  trading as  STR 
(collectively “STR”) is strictly prohibited.  Any such reproduction shall specifically credit STR as the source.  This presentation is based on data collected by STR. 
No strategic advice or marketing recommendation is intended or implied.

STAR Benchmark Report



About STR

• Located in Hendersonville, TN
• Founded in 1985
• Global leader in hotel market 

performance and pipeline research
• In 2008, purchased Deloitte UK and 

HotelBenchmark for global reach
• Annual Hotel Data Conference attracts over 500 hoteliers 



Case Studies – Competitors Gaining
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Case Studies – Competitors Gaining

• Historic Hotel
• Hotel is outperforming market place

• At first glance they are performing very well 
• Competitors are gaining much faster than hotel

• What is hotel’s plan to reverse the trend?
• Is there an expectation this will stop?
• What would ownership think if  they found out hotel may be outperformed soon?

• Look at specific day of  week to isolate potential problem area
• Find an account or promotion to improve that day?
• Would LOS Pricing help?



Exclusive Discount for Historic Hotels of  America

• $650 for primary comp set
• Includes Monthly and Weekly reports
• Billed centrally from Historic Hotels
• Subscription from March 1 – February 28, prorated
• Auto renewal

• Additional products also available directly from STR with an HHA 
discount

• Contact:  str@historichotels.org

mailto:str@historichotels.org




About TravelClick

• Located in Schaumburg, IL
• Operating over 30 years
• Legacy access to GDS data unique in travel
• 14 global offices, over 1,000 employees
• Quarterly Webinar on market performance is 

an industry leader



PHR Case Studies – Maintaining Pace



Case Studies – Maintaining Pace 

• Atlanta Hotel
• Initial concern for next several weeks
• Further evaluation shows at fair share – but still only 4th in set
• How do we penetrate?

• Look at ADR performance vs competition – correct pricing?
• Offset due to in house business – is this the strategy?
• GDS Advertising may help
• Target specific accounts that are underperforming next 13 weeks



Case Studies – Agency Targeting



Case Studies – Agency Targeting

• Atlanta Hotel
• Numerous accounts with opportunity in the market
• Not any one “large” account
• Sales or Marketing tactics

• Are sales (local or national) planning on targeting any of  these accounts?   Are 
any sufficiently local to have the hotel attack?

• Do we have any marketing planned to attract any of  these agencies for BAR 
business?

• Sufficient ROI on any activities?   
• What is the current hotel strategy?  Are they key group or non GDS during this 

period?



Exclusive Offer for Historic Hotels of  America

• 10% off  annual subscription for consecutive years
– Go here to request a subscription:  www.surveymonkey.com/r/Agency360

• Price based on GDS revenue
• Will offer a “teaser” report of  potential for you and your 

market
– Ask Willie Steele



Susan Logan

Director Reservations, Distribution, 
Reservations

Historic Hotels of  America
Historic Hotels Worldwide
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HistoricHotels.org
Revenue and Distribution Department:
Optimizing for booking conversion

Located in downtown Chicago, our role is to:

• Annual Business Review
• Quarterly Engagement Calls
• Member Support 
• Produce five seasonal promotions
• Fine tune rate plans and packages that work best with our 

customer base 
• Check availability and rates for parity across all channels
• Train and Optimize at our Call Center to maximize conversion
• Help optimize your booking engine page on HistoricHotels.org 

and Historic Hotels Worldwide to increase conversion



Best Practices
Seasonal Campaigns

Find Campaign Calendars:
www.historichotels.org/member-login.php



Best Practices
Seasonal Campaigns



Best Practices
Seasonal Campaigns

How to Participate:

• Participation invitation delivered 
by email one month in advance 
with 2-3 reminders prior to the 
start of  the promotion.

• Hotels can be added to the 
promotion anytime prior to the 
end of  the promotion

• The longer a hotel is listed, the 
greater amount of  exposure

• We will verify the rate is available 
on our booking engine prior to 
listing it on the landing page.

• Fill out the offer completely 
within the email and email back 
by reply.  A confirmation email 
will be sent that your offer was 
received.



Best Practices
Seasonal Campaigns

Media Launch per campaign
• Dedicated Landing page
• Banners
• Newsletters
• National Trust Media 

Distribution
• Social Media
• eBlasts



Best Practices
Seasonal Campaigns



Best Practices
Seasonal Campaigns

Website Footer

• Website Banners
• Social Media Channel 

Links
• Website Menu



Best Practices
Seasonal Campaigns

Social Media Channel Posts
throughout Seasonal Campaigns



Best Practices
Seasonal Campaigns

Twitter & 
Instagram



Best Practices
Seasonal Campaigns

• Detail value
When your offer is a package, detail the 
value or convenience to the potential 
customers

• Convenience Value
Detail why the package is convenient to 
pre-purchase

• Unique to your hotel
Detail why this package is unique to your 
hotel



Best Practices
Optimize for Call Center Bookings

Call Center Source of  Information 
Historic Hotels of  America and Historic Hotels 
Worldwide Websites:

Review Content
• Occupancy information including 

ages
• Location in relation to landmarks 

and conference centers
• Deposit and cancel policy in detail



Best Practices
Optimize for Call Center Bookings

• Overview
• Hotel Amenities and Policies:

• Located on home page under your 
marquee and photo

• Icons quick reference
• Detailed information below

• FAQ’s
• Pet Policy
• Parking
• Adjoining rooms
• Transportation/location



Best Practices
Optimize for Call Center Bookings

Overview
• FAQ’s

• Pet Policy
• Service animals 

or all pets?
• Size restriction?
• Advance 

reservation?



Best Practices
Optimize for Call Center Bookings

Overview
• FAQ’s

• Fees
• Adjoining rooms?

• Which categories
• Transportation/location
• The more detail, the 

better:  $30 per night for 
adults over 12 years old, 
children stay fee in existing 
bedding.  Rollways 
additional $15 per night.



Best Practices
Optimize for Call Center Bookings

Activities and Events
• Include Activities and Events both 

in and out of  the hotel.
• City events and festivals
• Concerts and Plays
• Conferences & Trade Events



Best Practices
Optimize for Call Center Bookings

Call Center Agent Training:

• Live webinar recorded and repeated 
for all agents

• Hotel Video
Agents can be trained using your 
most recent video on YouTube or 
video file

• Daily monitoring and in-person 
training of  call center agents 6 times 
per year



Top selling rate types include:

• BAR
• AAA 
• NHP National Trust Rate
• Promotions
• Historic Employee Program

Best Practices
Optimize for conversion on www.HistoricHotels.org



• Non profit organization headquartered in Washington DC with a loyal group of  
over 1 million members and supporters.  300 employees, 13 field offices, 27 
historic sites, $55 million annual budget, 120 statewide and local partners.

• Brings together people to protect, enhance and enjoy the places where history 
happened and that connect us to our diverse pasts and cultural experience.

• Loyal, high value leisure customers who are experience driven rather than rate 
driven.

• Valuable distribution of  the Historic Hotels of  America program through 
www.savingplaces.org website and beyone

• Preservation Magazine quarterly
• eBlasts
• Newsletters
• Member mailings

• National Trust members receive a 10% off  your best published rate

• Average rate for the NHP rate type averages 10% off  rack which is a benefit 
widely promoted to members.

National Trust for Historic Preservation
Member Rate Program 



National Trust for Historic Preservation
Member Rate Program 



National Trust for Historic Preservation
Member Rate Program 



National Trust for Historic Preservation
Preservation Magazine

Monthly e-newsletter distributed to 
188,000+ households from the 

National Trust for Historic 
Preservation database

Guestroom and Public Space Distribution
•Advertising
•Back Cover
•Interior 



A Glance at our Audience

Keeping our experience driven, core customer in mind in all that we do



• A Benefit - Open to all employees at yours and 
member hotels

• Closed Channel, requiring Promo Code HHE. 
Reservations are made online. 

• Verification can be required at check-in to prove 
eligibility.

• Exposure: Monthly Newsletter distributed to 
XX,XXX is an opportunity for exposure to help fill 
soft periods.

• Travelers using the program: Those who travel most -
National Trust Management and team and Hotel 
Managers 

• Educational/Site opportunity for those interacting 
with potential customers

Historic Hotels Employee Rate Program



Historic and Experiential Packages

Packages:
• Sell the experience rather than the 

rate
• Help fuel social media and PR 

stories
• Can help build ancillary revenue 

utilizing your outlets



Historic and Experiential Packages



Rate Plans NHP & HHE



• Step by Step instructions for NHP 
and HHE rates/Promo Codes

• Support for rate loading

Rate Loading Instructions



• Higher conversion
• Fewer Cancellations
• Opportunity for additional Social Media and Marketing Exposure
• Consumer trust for your brand
• Accurate reading for source of  business

Best Practice 
Example for Rate Parity and Availability



Best Practices
Optimize for Exposure

Marquee requirements:

• Available inventory
• Rates in parity

Photo:

• Exterior or public space (lobby, gardens, etc.)
• Show historical elements - no contemporary 

lobby shots
• Wide Landscape – ratio of height to width is 1:3
• High Resolution, minimally 2000 pixels width
• Not eligible: nighttime, with people, modern cars 

parking lots, streets, too much foliage blocking 
the view



Larry Horwitz, Executive Director (202) 772-9983 lhorwitz@historichotels.org
Michael DiRienzo, Director, Sales and Development (202) 772-8337 mdirienzo@historichotels.org
Susan Logan, Director Revenue Distribution & Reservations (312) 542-9269 slogan@historichotels.org
Isabel Sarmiento Muehlich, Director, Marketing & Partnerships (202) 772-9982  isarmiento@historichotels.org
Heather Taylor, Senior Manager, Marketing Communications (202) 772-8333 htaylor@historichotels.org
Stephanie Calhoun, Senior Manager, Member Services & Support (202) 772-8330 scalhoun@historichotels.org
William Steele, Revenue Account Manager (312) 542-9221 wsteele@historichotels.org
Hanh Pham, Web Content Manager (202) 772 9992 hpham@historichotels.org
Diana Landivar, Rate Coordinator (312) 356-9522  dlandivar@historichotels.org
Brijette Chenet, Executive Assistant (202) 772-8330 bchenet@historichotels.org

Historic Hotels of  America 
1420 New York Ave NW 
Suite 200
Washington, DC 20005

HistoricHotels.org HistoricHotelsWorldwide.com Recreation.gov
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