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A TARGETED GOAL 

Objective: 
Concentrating on a specific pool of travelers to increase exposure and 

bookings to your hotel. 

 

A Rapidly Growing Audience: 
Over 118 million people in U.S. enjoy cultural/heritage travel 

 

Strategy: 
To gain a repeat following of heritage and cultural travelers, play to 

your strengths: 

 

• Superior images 

• The hotel history  

• Historical packages - high quality, great value 
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DEFINING THE AUDIENCE 

Who are heritage and cultural travelers*?  
 

• Baby Boomer Generation 
   

• Female/Male: 53/47% 
  

• College degree: 83%, Postgraduate degree: 43%   
 

• Annual household income: $184,000 
 

• Household net worth: $1+ million  
 

• 92% own a principal residence 
 

• 88% visited a historic place in the last two years 
 

• 86% stayed overnight in a hotel in the last year 
 

• 89% traveled 3 weeks a year 
4 *2008 data from Preservation  

 



• National Trust for Historic Preservation 

Member Rate (NHP) – loaded and bookable 

 

• Historically Significant Packages – loaded and 

bookable  

 

• Images – Eye-catching, varied, high quality  

 

BEST PRACTICES 
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BEST PRACTICES – LANDSCAPE 
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BEST PRACTICES – CITYSCAPE 
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BEST PRACTICES – AERIAL 
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BEST PRACTICES – HISTORICAL 
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BEST PRACTICES – DETAILS 
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City Spotlights 

Cooperative Marketing Programs 

Civil War Sesquicentennial 

Preservation Magazine 

FINDING THE AUDIENCE 
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PRESERVATION MAGAZINE 
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What’s New in 2012? 

 
• Promoting the National Trust 

for Historic Preservation 

member rate (NHP) rate 

 

• Offering more ad space 

 

• Distributing to more hotels  

  



1886 Crescent Hotel & Spa 

American Club 

Antrim 1844  

Basin Harbor 

Bedford Springs Resort  

Bishop's Lodge 

Boone Tavern 

Brexton Hotel 

Churchill Hotel 

Cincinnati Netherland Plaza 

Colcord Hotel 

Concord's Colonial Inn  

Crockett Hotel  

Dunhill Hotel  

Emerson Inn By The Sea 

Fairmont Copley Plaza  

Francis Marion Hotel 

French Lick Springs 

Grove Park Inn 

Hamilton Crowne Plaza Hotel 
 

Hassayampa Inn 

Hawthorne Hotel 

Heathman Hotel  

Historic Menger Hotel 

Hotel Bethlehem 

Hotel Boulderado 

Hotel Galvez  

Hotel Hershey 

Hotel Metro 

Hotel Viking 

Hotel Whitcomb-San Francisco 

Inn at Montchanin 

John Rutledge House  

Kendall Hotel  at the  

 Engine 7 Firehouse  

King and Prince Beach &  

 Golf Resort 

Kings Courtyard Inn 

La Fonda Hotel 

Lancaster  

Landmark Inn 

 

Le Pavillon 

Lenox Hotel,  

 Back Bay Boston 

Mayflower Park Hotel 

Middlebury Inn  

Napa River Inn 

Nittany Lion Inn 

Omni Shoreham Hotel  

Peabody Memphis Hotel 

River Street Inn 

Saint Paul Hotel 

Settlers Inn 

Sherry-Netherland  

Spa at Norwich Inn 

St. James Hotel  

Stonewall Jackson  

Tremont Hotel 

Tubac Golf Resort & Spa  

Wentworth Mansion  

West Baden Springs  

Wort Hotel 

2011 HOTEL COMPLIMENTARY LIST 
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City Spotlights 

Cooperative Marketing Programs 

Civil War Sesquicentennial 

Preservation Magazine 

FINDING THE AUDIENCE 
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What is it? 

 
Integrated marketing campaigns 

that combine:   

• Print 

• E-communications 

• E-commerce  

  

COOPERATIVE MARKETING PROGRAM 
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HistoricHotels.org 
 

• Marquee placement  

Image on historichotels.org and 

Smartphone Mobile Website 

 

• Premiere placement  

Image with text ad  

  

  

BENEFITS 
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National Trust for Historic Preservation® 

Opportunities 
 

 

• Preservation ads 

Sent to 375,000 subscribers 

 

• Website banner on  

PreservationNation.org 

 

• Heritage Traveler  

monthly enewsletter 

Sent to almost 200,000  

subscribers 

   

BENEFITS 
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Social Media 
 

Promote an event, special offer, 

and your surrounding area on  

Facebook and Twitter. 

 

  

BENEFITS 
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Eblasts 

 
• Targeted E-Communications 

• Geo-target from 300,000 names in the consumer database 

• Qualified meeting planners in the preservation client 

database 

 

• Name Exchange Database  

Sharing Program 

• Double the impact 

 

BENEFITS 
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Press Releases 
 

Reach national and international digital and print media 

with a monthly or quarterly release featuring multiple 

hotels.  

  

BENEFITS 
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COOPERATIVE MARKETING CAMPAIGNS 

Opportunities Marquee Premiere Showcase 
HistoricHotels.org Placement Homepage and mobile 

masthead ad   

Homepage ad with text 

ad 

Run of site button ads 

Social Media Campaigns Maximum postings/month:  

Facebook: 2 / Twitter: 5 

Maximum 

postings/month: 

Facebook: 2 / Twitter: 3 

Maximum 

postings/month:  

Facebook: 1 / Twitter: 2 

E-Blast to Consumers 1 per month (maximum 

20,000 names) 

1 per month (maximum 

10,000 names) 

1 per month (maximum 

5,000 names) 

E-Blast to Meeting Planners 1 Article Article   

Name Exchange Program 

  

Yes Yes   

Preservation Magazine 

BONUS! 

2 1/6 ads + readership 

services 

1 1/6 ad + readership 

services 

Heritage Traveler E-

newsletter 

Main story with link Sidebar listing with link   

Press Release Added to the monthly 

release 

Added to the quarterly 

release 

  

National Trust Website 

Banner 

Banner with text ad       

Hot Deals’ Featured Spot 

  

Featured listing   

  

  

  

Meetings & Events Featured listing   
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MONTHLY PRICING 

• Marquee -   $3500 per month 
Includes Two Preservation Ads (an $1800 value) 

 

• Premiere -   $2250 per month 
Includes One Preservation Ad (a $900 value) 

 

• Showcase -   $1250 per month 

 

Special offer through December 21, 2011 

$7500 

$3750 

$2500 
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Destination Campaigns 
 

• What is it?  

Online marketing campaigns to promote a state, city, or region 
 

• How will you benefit? 

If your area purchases a campaign,  

your hotel will be included and you will receive a marquee package   

 

COOPERATIVE MARKETING PROGRAM 
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Wedding Campaigns 
COMING SOON  mid-2012 

  

What is it?  

Online marketing campaigns to promote your hotel’s wedding spaces 

and packages 
 

Benefits 

• Online 

• Social media 

• E-communications 

 

COOPERATIVE MARKETING PROGRAM 
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City Spotlights 

Cooperative Marketing Programs 

Civil War Sesquicentennial 

Preservation Magazine 

FINDING THE AUDIENCE 
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CITY SPOTLIGHTS  

NEW PROGRAM:   

City Spotlights 
 

 

• What is it?  

Online marketing campaigns to promote a major city and our hotels 
 

 

• How will you benefit? 

If your area is featured, you can participate with a special offer  
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City Spotlight: San Francisco 

CITY SPOTLIGHTS  
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728% more page views, 88% more time on page  



2012 Scheduled City Spotlights 

 
• January – TBA 

• February – TBA 

• March – TBA 

• April – Boston   

• May – Chicago   

• June – TBA 

• July – San Diego   

• August – San Francisco   

• September – Washington, DC   

• October – Charleston   

• November – New York   

• December – New Orleans   

CITY SPOTLIGHTS 
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City Spotlights 

Cooperative Marketing Programs 

Civil War Sesquicentennial 

Preservation Magazine 

FINDING THE AUDIENCE 
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CIVIL WAR SESQUICENTENNIAL 

Civil War Packages: 
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• Willard InterContinental 

 

• Union Station –  

 A Wyndham Historic Hotel 

 



City Spotlights  

• Participate by offering a package in your area 

Cooperative Marketing Programs 

• Hotel: Sign up with the order form or opportunities form 

• Destinations: Refer your CVB contacts 

Civil War Sesquicentennial 

• Post a Civil War related or inspired package 

Preservation Magazine 

• Offer the National Trust member rate (NHP) – loaded 
and bookable on historichotels.org 

• Advertise with the signature 1/6 page ads  

• Sign up to receive the magazine at your hotel 

NEXT STEPS 
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QUESTIONS? 

 
Contact Information 

 
Erin Ross 

Manager, Partnership Relations 

+1 202 772 9982 

eross@historichotels.org 

32 


