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Positive Public Relations for Your Property

BY AL RICKARD, CAE

Nothing attracts attention like a great special event. So what type of special
event have you held recently to promote your chain or property? Too often
hotels and venues focus on client events (rightly so!) but forget about planning
and promoting their own events. Learn how one hotel gained excellent media
coverage and provided a valuable community service at the same time.

very hotel and meeting venue
WANLS SITOTg COMMUNily con-
nections and visibility. And
it’s a safe bet that everyone
lacility employees and
community residents — wants to have

fun on occasion.

So why not combine the two to create
a special event that positions your prop-
erty as a contributor to the community?

That’s what the Westlields Marriott, a
resort-style conference center property in
Chantilly, Virginia, did for a special event
in September 2002.

The hotel's Executive Committee
asked 1ts publi(: relations agency, to devel-
op an evenl Lo generate positive publicity
and provide a community service henefil.

Together, they came up with a greal
idea: The Hospitality Olympics.

Coming on the heels of the announce-
ment that the Washington, D.C. area lost
its bid to host the 2012 Summer
Olympics, the event had a timely news
hook that helped in promotions.

“OK, so it wasn’t the real Olympics,”
read the post-event press release high-
lighting the activities. “But for more than
100 members of Boys & Girls Clubs ol
Greater Washington. it was actually bet-
ter. That’s because these kids had an
opportunity to get an inside look at how
a hotel operates and to compete in some
‘Olympic’ events.”
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The Games
Competitions included The Luggage Pull,
Tray Toting, Towel Folding, Ad Drawing,
and Cake Decorating. Fach was designed
to teach the children something about a
major arca of hotel operations. Five teams
of young pceople rotated among the five
cvents throughout the day.

For example, in The Luggage Pull,
young people were bricfed on the entire
guest check-n process. beginning with

greeting new guests, tagging luggage,

check-in at the front desk, escorting
guests 1o their rooms, and explaining key
features of the hotel o guests. Children
worked in pairs to go through the entire
process and were given “funny money™ as
“lips” depending on how well they did.

Tray Toting included a quick talk
on the food and beverage operation;
Kids were taught how to properly carry
a tray of food and then had to navi-
gate a winding course through several
restaurant tables.

[n the housekeeping area, Towel
Folding featured a look at the back-room
laundry service, an in-room briefing on
the many steps required to clean and
prep a guest room, and a contest where
children folcded a towel and washcloth
together in a decorative presentation.

Ad Drawing was an opportunity lor
young people to learn how a hotel con-
ducts effective marketing, and teams of

kids got together to draw advertisenents
for the hotel — the winning entries were
displayed in the hotel.

Cake Decorating included a visit to
the hotel kitchen and a talk by the pasty
chel, who coached the young people in a
cake-decorating contest.

The Outcome

The Hospitality Olympics included all the
pomp and circumstance appropriate for
an Olympic event, including an Olympic
theme song and Opening and Closing
Ceremonies. Each team member received
Gold, Silver, or Bronze medals at the
l*lospilzllity ()lympi(‘s Closing Ceremonies,
and special medals were given 10 two
teams voted “Most Enthusiastic™ and
“Most Likely to be [Hospitality
Professionals.” Channel 8, 1« Washington,
DC television station, ran a story aboul
the event on the evening news. Local
newspapers ran half-page spreads on the
cvent, including several photos.

Besides the community connection,
the event also generated interest in hos-
pitality careers among the children. To
reinforce this angle, students from the
Marriott Hospitality High School, a
Washington, DC public charter school,
also joined in the activities and shared
their experiences with the children.

“As the hospitality industry continues
to rebound [rom last year, it's more
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