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W e all know that half a day races by 
in our industry like a heartbeat 

but how can we make sure that a few hours 
of considered thought can pay for our 
occupancy gaps? My article this month 
leads on from some of the thoughts I shared 
with you all last time about the importance 
of having an eye on what is happening 
outside of your business.

Getting organised in advance before any 
problems manifest themselves is key. Having 
a strategy in place is more straightforward 
and valuable than many regard. Anybody 
who has been running a hotel for more than 
12 months needs to have a plan for the year 
based on their bookings cycle. This year we 
have the Jubilee, but it is no good waiting 
for these seasonal dates to appear. I had a 
meeting with a hotel only last week, which 
reported that it was very quiet last year 
during the summer months, Easter and the 
Royal Wedding!

After your first year running a hotel you 
already know where your peaks and troughs 
are. Whether that is every Tuesday night, 
or on school holidays, you start to see those 
gaps pretty early on. As a hotelier you need 
to take the time to do your own marketing 
and ensure you look after your business 
before it is in trouble.

Find somewhere quiet and sit with a 
calendar, diary or wall planner and mark in 
all of the key seasonal events like Valentine’s 

Forward planning
Angie Petkovic urges you to take time out of your day-to-day 
routine and sit down and work out how you can capitalise on 

forthcoming events and activities

offer an added value hotel offer to leverage 
something from those events.

It is beneficial to see what the local 
attractions do to push their bookings 
to bring people in. For example, a local 
garden or country estate celebrating their 
snowdrops might prompt you to offer a 
‘snowdrop break’ package. When armed 
with your offers and ‘way in’, you will be 
clearer on the actual routes to your target 
market. This could be gardening magazines, 
senior interest websites, local sponsors or 
e-newsletters. Just letting people know could 
result in these third parties adding reciprocal 
links on their website to your hotel.

Do you still have an empty restaurant on 
a Monday night? Identify this gap and you 
might decide to run a book club, pie and 
chip night or pudding night. A hotel locally 
to me is holding a ‘traditional games’ night. 
It’s an easy thing to organise and gets 
people in, while bringing the hotel back 
into the local psyche. Market your rooms 
to the locals. A ‘stay away’ day option 
might be a chance for local people to grab 
a break from home and escape. A package 
of brunch, newspapers and the chance to 
go off to work revitalised after a mini break 
can be quite an appealing proposition! The 
mantra for your half day sitting with your 
planner is to not re-invent the wheel but 
see what is working elsewhere and what 
you can benefit from.

Angie Petkovic is the managing director of apt marketing & pr, an integrated full service agency based in Cheltenham. Angie is an ex-hotelier herself and a well-connected tourism 
ambassador who understands the business. With a long pedigree in hospitality, spa and tourism client campaigns, Angie’s team help their clients boost occupancy, maximise their profile 
and improve their customer offering by formulating a realistic, cohesive and affordable strategy. Ring Angie for a coffee and a chat on 01242 250 692 or email angie@aptmarketing.co.uk 
to find out how her expertise in effective communication can help you, whatever your current business situation. For further information go to www.aptmarketing.co.uk

Day and also notable local dates such as 
when a festival in your town takes place or 
school holiday dates. Literally sit there and 
mark all of these up so that your hotel can 
piggy-back on them. Once they are in place 
they will highlight even further occupancy 
gaps you didn’t know you had. You can 
look at this alongside your booking pattern 
for the last 12 months. You may find you 
are always busy or always empty when a 
certain festival or holiday is on. Take each 
example in turn and break it apart to see 
how it is being marketed to the public in 
general. For example, on a festival or local 
tourist attraction website you might be 
able to post up an offer as the local partner 
hotel – it really could be as simple as that. 
If an event has a sponsor, find out who 
that is to see how you can engage with 
them and join their marketing. You may 
not have a big marketing budget but you 
can take advantage of others and perhaps 

Find somewhere quiet and 
sit with a calendar, diary 
or wall planner and mark 

in all of the key seasonal 
events like Valentine,s Day


