
Your Facilitator 
today -

Tamie Matthews

 Having spent a lifetime working in 3-5 star branded properties 
around the world, Tamie’s passion is helping hoteliers across 
Asia Pacific upskill their knowledge, understanding and skills 
in pricing, revenue management, distribution, sales & 
marketing. 

 Tamie and the team at RevenYou manage pricing, distribution, 
sales & marketing for a variety of properties all around the 
country. As we work with industry insiders daily, we’re always 
up to date on the issues facing the industry, which allows us a 
unique opportunity to develop strategies tailored to the 
people managing properties, based on the latest best 
practice. You learn from our team's collective experience 
and expertise

 Tamie is solutions driven and brings with her a wealth of 
knowledge and practical experience in how to increase profit 
margins by using what is available for free or at very little cost 

 She trained as a teacher at University, therefore she focuses 
on making learning entertaining and interactive
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The Theory
Why do we package? 



Promotion v Package

 A promotion is a variation on prices 

that already exist in your pricing 

structure

 Stay 2, save 20%

 Stay 3, save 30%

 BOGOF

 Prepay, save 10%

 A package is the act of combining a 

number of services together for 

one price

 Accommodation + transportation

 Accommodation + local activity

 Accommodation + food or beverage

 Wine + Dinner 

 Breakfast + champagne

 Massage + Facial + Lunch



Why: Inspire

 Inspire repeat visitation

 Create the dream 

 Story telling 

 Extend length of stay

 Decrease cancellations 

 Community Partnerships

 Convenience

 Increase ADR

 Value add 

 Avoid discounting 



Why: Website Content 

 Creating a package with 
a local attraction will 
give you some thing to 
talk about

 Packages create a 
reason to return to the 
area

 Collaboration with local 
attractions creates 
potential for: 

 Backlinks

 Social Media

 SEO



Why: SEO

The process of getting 

traffic from free, organic, 

editorial, or natural search 

results in search engines. 

It aims to improve your 

website's position in search 

results pages. Remember, 

the higher the website is 

listed, the more people 

will see it.



Why: Backlinks

 Links between your website 

and other reputable websites

 More links = better ranking 

 For example: 

 Social Media

 Blogs

 Packages

 ATDW

 Yarra Ranges Tourism

 Local Suppliers



Why: Reviews that 

count 

 Customers will review the really good or 
really bad.  If the experience is adequate, 
they leave no words.

 Majority of shoppers read between 1-10 
reviews before purchasing

 98% of customers will read reviews before 
they make a purchase

 A perfect score is suspicious

 A range of 4.2-4.6 is deemed good

 Respond to educate your next guests

 Ask for more reviews – it takes 12 good 
reviews to counterbalance 1 bad



What? 

 Pre-arranged combination of two or 

more components bundled together 

and offered for sale at an inclusive 

price. 

 When offered by a hotel this tends to 

be a combination of accommodation 

and an experience at a hotel or 

destination.

 Culture

 Food

 Attractions



Who? 

 Create partnerships 

with local suppliers 

that enhance your 

brand and potential 

marketing reach

 Our customers are our 

CEOs, they have the 

power to build us up or 

destroy in a moment

 Stand for something



When? 
 Off peak 

 Inspire

 Value for money

 Reason to travel

 Reason to return

 #takeanotsopublicholiday

 Peak 

 Increase ADR

 Standout

 Marketing potential



How? 
1. Identify your audience

 Research

 Choose the right partner

 Consider hotel add-ons

 Decide your GOALS

 Know your COSTS, determine your PROFIT margins

2. Create a Plan

 Which distribution platforms

 Budgets

 Contracts or agreements 

 Responsibilities

 Marketing collateral 

3. Build it 

 PMS

 Channel Manager

 Booking Engine 

 Distribution partners

 Website

4. Test it 

 Create a test booking then cancel it

 Train your staff then retrain them 

5. Launch

6. Analyse and review



Where?  Your own website 

 Special Offers

 Booking Engine 

 Pop up boxes

 Banners 

 Newsletters

 Social media 

 Hashtags

 Link to partner

 ATDW

 Yarra Ranges Tourism

 Visit Victoria

 Destination Influencers

 Paid Advertising 

 Print & Television

 Social Media

 Google Adwords

 Influencer



Goals

 Shift volume 

 Increase ADR

 Increase LOS (Length of Stay)

 New market segments

OR

 SEO

 Backlinks

 Social Media

 Recent & Relevant Content

 Inspire

 Community relationships



Add internal items 

 What can you include? 

 Licenses & Laws

 Time Management 

 Low Stress

 Easy peasy lemon squeezy

 ROI



Dare to be different
The world is full of ordinary



Let's Brainstorm 

 Who can we partner with?

 Nothing to random

 Nothing to odd

 Nothing to strange



Using your packages?
Shift volume 

Increase ADR

Increase LOS 
(Length of Stay)

New market 
segments

SEO

BacklinksSocial Media

Recent & 
Relevant 
Content

Inspire

Community 
relationships

Brand 
recognition



Who are your customers? 
Define your customers so you can market to them



Baby Boomers – health, wealth and quality 

 Aged 57-75

 Grew up in the 60s

 Woodstock

 Pill

 Sex, Drugs and Rock n Roll

 Tech savvy: they were part of the change from 

typewrite to word processer to computer to internet

 Travelled before the internet

 Love the internet, spend hours researching because 

they have time

 They are on social media

 Their grandkids are the most important thing to them

 Getting it right Airbnb

 Do not call them old 

https://www.youtube.com/watch?v=7krmGilR0BE&feature=share


Millennials – grew up with technology  

 Born 1981-96

 Aged 26 – 41

 They have children in private schools

 They have mortgages

 They have student loans 

 Travel for work and pleasure

 Focused on experiences

 Digital detox

 Purchase based on “doing good”

 Love Facebook 

 Equality



Gen Z – born digital

 Born 1997 – 2012

 Aged 9 – 24

 Grew up with technology, it is 

simply a part of their life

 Communicate with their thumbs

 Children of Millennials

 Influence the decisions on when 

and where to travel

 Ethnically diverse

 Community minded 

 Instagram and TicTok



Gen X – The Forgotten Generation

 Born 1965 – 1980

 Aged 42 – 57

 Children are starting to leave home

 Far more independence

 Latchkey kids, children of divorce

 Cynical: 9/11, GFC, Pandemic … 

 Research, analyse and gather more 

data

 Helicopter parents of Gen Z

 Busy

 Love a bargain



Customer market segments

 Define your customers

 Who are they? 

 Where do they come from? 

 Age

 Income

 Social Group

 Values

 Desires

 Give them a name & persona

 Talk about them

 Get the data

 Analyse it

 Review often



Activity: Market 

Segments

 Brainstorm the different types of 

customers who come to your area? 

 What segments do they represent? 

 How has their behaviour changed 

post covid? 

 What do they want, value and need? 

 What activities do they do when 

visiting your region? 

 Who do they travel with? 

 When do they travel? 

 What motivates them? 



Let's sort

 Take each idea and sort it 

into the different market 

segments

 Where do you see overlaps? 

 Where can you reuse? 

 Can one inclusion apply to 

many different groups of 

people? 

 What would be better in a 

blog or on social media? 

 What is too much work? 



Internal items 

 What can you include? 

 Licenses & Laws

 Easy peasy lemon squeezy

 ROI

 Time Management 

 Low Stress



Creating your Package
Building it out



Operational considerations

 What are your goals? 

 How many do you expect to sell? 

 How many do you want to sell? 

 How many can you sell? 

 Is it easy to deliver well? 

 Is it repeatable? 

 Can any staff member deliver? 

 Is it cost effective? 



Agreements

 When working with other 
suppliers: 

 Invoicing  

 Discounts / pricing visibility

 Shared marketing

 Social media 

 Collateral

 Logos

 Bookings 

 Time slots

 Famils

 Expectations v reality



Cost v Profit

 How much will each INCLUDED 

item COST you to prepare and 

deliver? 

 Breakfast sells at $25

 Breakfast costs you $7.50

 Tickets sell at $45

 You pay $35

 Wine sells at $25 on your menu

 You pay $4

 Wages



Pricing 

 Terms and Conditions

 Are you pre-ordering 
specific perishable 
items?

 Pricing of each 
inclusion

 Margin 

 Commission 

 Nett excludes 
commission

 Gross includes 
commission 

 Don’t forget labour
costs if they will be 
excessive

Package Name

Description

Included Guests

Included Nights

Conditions 

Commissionable 10% 15% 20% N/A

Cost Price Selling Price Package Price

$150.00 $280.00 $250.00

$5.00 $30.00 $10.00

$30.00 $100.00 $50.00

$40.00 $90.00 $50.00

$60.00 $72.00 $70.00

$285.00 $572.00 $430.00

Package Costing Sheet 
Attract customers over off peak times

Located directy across the road from the zoo - save on car parking

Spa recently reopend with a fabulous renovation 

Upgraded rooms have amazing views of the zoo at night

Unique Selling Points

Goal
Zoo accommodation is a key search term, piggy back on that

Spa is quiet - focus on selling additional treatments 

Upgraded room types produce great reviews - need more reviews

Wimbledon Common Zoo Stay

The wombles of Wimbledon Common are back at the Zoo this winter 

and cannot wait to see you.  Book two nights with us and receive 

complimentary tickets for two to the zoo.  Each booking receives a 

complimentary upgrade on arrival so you can watch for wombles from 

your own private balcony overlooking the zoo.  A fully cooked breakfast 

is included each day and a complimentary foot massage is included for 

all guests with sore feet after a wonderful day exploring the zoo.

2

2 Nights Accommodation

Breakfast

Foot massage after the zoo day ($45pp)

Tickets to Zoo ($36pp)

TOTAL

51%Profit Margin

2

Stay 2 consecutive nights, Sunday to Thursday, book a minimum of 48 

hours in advance, 48 hour cancellation policy, available from 1 April - 

30 September 2023

Complimentary Upgrade

Inclusions 



Pricing
The price your customer will pay is a reflection of the value you create.  



The Practical Bit
Building it 

Setting it live

Reviewing it



Launch

 SOP – Standard Operating Procedure

 Training for all staff 

 Photography

 Channels – cost of acquisition

 Channels – target demographic

 Channels – functionality

 PMS + Channel Manager + Channel

When creating any collateral, consider 
how you can reuse it a minimum of 3 
times (Social Media, Newsletters, 
Website, ATDW etc)



Test

 Photography

 Descriptions 

 Subject headers

 Channels 

 Marketing spend 

 Analytics 

 Google 

 OTAs 



Benchmark

 Before v after launch

 Customer reviews

 Staff reviews

 GOPPAR

 Conversion rates

 Website visitation

 Social media 

Check conversion on all rate plans, you 

may not be taking bookings on the 

package but on other rates.  That is still a 

conversion. 



Relaunch

 Don’t stop testing

 Don’t stop analyzing

 Don’t stop planning next 

 Don’t stop benchmarking 

 Don’t stop 

Think Seasonality and be prepared to 

change you packaging twice a year.  You 

need to know what will achieve the best 

results for your business.  



Action Plan

 What do you need to do asap?

 What can you delegate?

 What can you outsource?

 What do you need to do 1st, 2nd 

 What is a reasonable timeline?

 Set SMART Goals

 Specific

 Measurable

 Attainable

 Relevant

 Time-based



RevenYou
PH: 0497 864 694

EMAIL: tamie@revenyou.com.au

WEBSITE: www.revenyou.com.au

Facebook & LinkedIn

We send a newsletter each Friday around 9am AEST full of free tips and tricks to running a more 
profitable business, ensure you have subscribed and added tamie@revenyou.com.au to your safe list.  

mailto:tamie@revenyou.com.au
http://www.revenyou.com.au/
https://www.facebook.com/revenyou.com.au
https://www.linkedin.com/in/revenyou
mailto:tamie@revenyou.com.au

