Rochester Institute of Technology

RIT Digital Institutional Repository

Theses

1992

The Early days of hotel sales: A Historical look at the development
and growth of hotel business promotion

David C. Dorf

Follow this and additional works at: https://repository.rit.edu/theses

Recommended Citation

Dorf, David C., "The Early days of hotel sales: A Historical look at the development and growth of hotel
business promotion" (1992). Thesis. Rochester Institute of Technology. Accessed from

This Thesis is brought to you for free and open access by the RIT Libraries. For more information, please contact
repository@rit.edu.


https://repository.rit.edu/
https://repository.rit.edu/theses
https://repository.rit.edu/theses?utm_source=repository.rit.edu%2Ftheses%2F7296&utm_medium=PDF&utm_campaign=PDFCoverPages
https://repository.rit.edu/theses/7296?utm_source=repository.rit.edu%2Ftheses%2F7296&utm_medium=PDF&utm_campaign=PDFCoverPages
mailto:repository@rit.edu

THE EARLY DAYS OF HOTEL SALES:
A HISTORICAL LOOK AT THE DEVELOPMENT AND GROWTH

OF HOTEL BUSINESS PROMOTION

by
David C. Dorf, CHSE

A Project submitted to the
Faculty of the School of Food, Hotel and Travel Management
at
Rochester Institute of Technology
in partial fulfillment of the requirements

for the degree
of

Master of Science

August, 1992



FORM 1

ROCHESTER INSTITUTE OF TECHNOLOGY
School of Food, Hotel and Travel Management
Department of Graduate Studies

M.S. Hospitality-Tourism Management
ion of is/Project Findings

Name: __ David C. Dorf Date:__8/5/92 SS#:

Title of Research: The Early Days of Hotel Sales: A Historical Look At The

Development and Growth of Hotel Business Promotion

Specific Recommendations: (Use other side if necessary.)

Thesis Committee: (1) Dr. Richard F. Marecki (Chairperson)
)
OR (3)
Faculty Advisor:
Number of Credits Approved: 3 Credits

g/(‘-—‘! 92 Richard F. Marecki
Date Committee Chairperson's Signature

8// o[ G2 Richard F. Marecki
Date ' Department Chairpérson's Signature

Note: This form will not be signed by the Department Chairperson until all corrections,
as suggested in the specific recommendations (above) are completed.

cc:  Departmental Student Record File - Original
Student

39






ABSTRACT

The Early Days of Hotel Sales:

A Historical Look at the Development and Growth

of Hotel Business Promotion

The art and science of business promotion (later called
sales promotion - and in contemporary usage, now a component
of marketing) is comparatively new to the lodging industry, as

far as being a formalized and accepted management discipline.

The processes of attracting business to a particular
establishment is as o0ld as the industry; but until the middle
of this century, they were generally looked down upon by most
of the industry and in most cases were not considered key
functions by those responsible for the operations of their
properties. And other industries similarly looked at hotel
sales promotion as a poor attempt by a service industry to
adapt the practices of the supposedly more "sophisticated"

product-producing enterprises.

However, the foundations for much of the sales and
marketing principles used today can be found in many of
the promotional practices used by enlightened and often
pioneering properties hundreds of years ago. This paper
traces the evolution of the concepts of hotel business
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promotion, concentrating on the development of the key sales
tools and techniques which are not only in popular use
today, but are indeed essential to the profitable operation

of any size and type of lodging facility.

It is the writer's objective that this study will offer
student, instructor, and industry practitioner a basis for
examining the business promotion paradigms of the past,
adapting and tailoring them to the needs of the present,
and then taking the best of the past and present and working
them into the marketing, sales, and servicing paradigms of

the future.
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Chapter I

INTRODUCTION

The cornerstone of the Hampshire House, located on New
York City's fashionable Central Park South, has an interesting
message which in effect sets the tone of this study of the
evolution of business promotional practices and procedures
within the lodging industry. It reads:

Dedicated to Yesterday's
Charm and Tomorrow's

Convenience
1931

Indeed, yesterday's charm, philosophies, and attitudes
offer a wealth of practical guidance for today's operations,

and for tomorrow's business methods.

Perhaps those who laid that cornerstone did not fully
realize how important those magic words "charm" and

"convenience" would be 60 and more years after that dedication.

Yet yesterday's charm is currently reflected in the
dramatic proliferation of "bed and breakfast" establishments

and in the tremendous interest in historical properties and

restorations.



And tomorrow's convenience is well documented
(particularly by customer demands) as the industry prepares to
offer a wide (and sometimes seemingly uncontrollable) variety of
amenities, comforts, special features, and tailored benefits
for the specific needs, wants, hopes, desires, anticipations,
expectations, dreams, daydreams, and fantasies of the many

different segments which comprise our customer markets.
The paths of the past can so often offer practical
guidance to the highways of the future - and that is a

major premise of this research study.

Purpose of The Study

The purposes of this project are related to the three main
classifications of targeted readers:

1. 1Instructors of hospitality management:

To offer background information on the history of the
sales and marketing discipline within the lodging
industry for use in tracing the historical development
of that specific aspect of the industry-
2. Students:
To provide a basic overview of the development of
lodging sales and marketing, for both understanding
and reference use in reports, terms papers, and theses.
3. 1Industry:
To present a "pump priming" consolidated resources

2



"well" of ideas, concepts, samples, and examples, for use in
adapting the promotional practices of the past to help meet

the sales and marketing challenges of the present and future.

Significance

The concept of adaptation was well pointed out by Adrian
Phillips, CHSE (1956), then Executive Vice President of the Hotel
Sales Management Association, in a 1956 introduction to the
purposes of the newly-established HSMAI Sales Research Library:
"Each new generation attacks the 0l1d problems hopefully. Some of
them it solves by ignoring the ways previous generations have
tried to solve them. Others it fails to solve because it
ignores the lessons taught by the experience of previous
generations. The trick of making progress is to know when
to ignore the past and when to learn from it. All of which
is just as true regarding hotel sales promotion as it is

with other kinds of problems."

Your author's first job upon college graduation was to
work with Mr. Phillips in helping to establish the Sales

Research Library and to coordinate its "Sales-Research Service

of Information".

The March 9, 1992 Hotel & Motel Management "Sales Clinic"

column of Howard Feiertag, CHSE, CMP, CHA, substantiates the
significance of this "learn from the past" concept with its

3



headline, "'01d Days' Hold Clues to Boosting Sales".

The ever-astute Professor Feiertag notes that "We try
so hard, particularly those of us concerned with the
'sophisticated' way of doing business, that we sometimes
forget about the old-fashioned, simple ways of selling hotel
rooms, meeting space, and food and beverage. Perhaps it's
time to think about how it was done in the 'old days' and
use some of the techniques we may have forgotten (or never

had the opportunity to learn)."

Limitations and Scope

Perhaps the most consequential limitation in this study
was the opposite of the usual situation (a lack of
information and materials). 1In this study, the opposite is
true since a vast storehouse was available which contained
sample ads, brochures, folders, and other historic promotional
materials - as well as hundreds of articles on hotel business

promotion dating back to the early part of this century.
In addition, there exists a wide international network
which provided additional samples of the evolution of hotel

business promotion from around the world.

The scope of this study covers a representative



sampling of examples, samples, trends, processes, and
procedures, divided into seven main chapters. The

first chapter has already offered the background, purpose,

and significance of this study; the second chapter provides

an overview of the development of the lodging industry;

the third chapter continues in an overview fashion by

tracing the impact of early social and economic changes which
initially influenced the early growth of the lodging industry:
the fourth chapter keys in on the impact of World War II on
both socio/economics and the start of contemporary hotel sales
practices; the fifth chapter takes a detailed look at the
birth, emergence, and growth of hotel sales promotion;

Chapter 6, which is the main section, offers a comprehensive
look, with abundant examples, of the "Tools of the Trade";

the seventh chapter focuses on the development of sales
education and training; and the final chapter offers a

brief summary of key points and concepts.

Throughout this study, special emphasis is placed
on the many fundamental principles and practices of those

early days of hotel sales which are now being rediscovered,

readapted, and reapplied to solve contemporary business

promotion challenges.



Chapter 11

THE DEVELOPMENT OF THE LODGING INDUSTRY

The Way It 1Is

As viewed by most within the hospitality field, whether

student, teacher, practioner, or user, this is the fascinating

yet challenging age of:

*

World-wide competition - in a buyer's market.
Modernization, renovation, and expansion.

Modern technology and computerization.

Constant growth, in a business climate where new
construction and increases in the total worldwide
inventory of rooms generally outpaces any overall
increases in demand.

Increased customer sophistication and changing
lifestyles, where an ever-increasingly experienced
public seeks more, bigger, better, and different.
The maintenance of "brand-name loyalty" among a more
educated and knowledgeable public which knows it has

an ever-expanding line of hotel products to choose from.

The hospitality industry:. once was largely considered a

small unit business - or more properly a collection of small

units (often with the not necessarily complimentary tag-line of

"Ma and Pa Operation") is now Big Business.



Today's Challenges

To meet the challenges of a "Big Business™ environment,

one must find the answers to such questions as:

1.

How does one obtain a profitable level of business,
especially in today's highly competitive climate?
How does one recoup the costs of initial financial
investment, upkeep, modernization, and expansion?
How does one obtain, train, maintain, and retain
staff, to provide the high quality and consistency
of service expected and demanded by the guest?

How does one build and maintain guest loyalty,

to obtain low cost, highly profitable repeat and
referral business?

How does one end up (as every business should)
making a profit and delivering a justified

Return On Investment (ROI)?

The process through which the answers can be obtained is

variously known as business promotion, sales, sales promotion,

selling, merchandising, and that contemporary all-inclusive

"buzz word", marketing.

While there are some basic distinctions among them, these

terms are bound together within a common operating philosophy:

in the modern business world, no hotel can afford to be passive

but instead must be active and competitive.
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The Way It Was

The "Big Business" philosophy of profitable hotel

operations is comparatively new.

Even back less than 100 years ago, lodging facilities

were primarily used for two main and distinct reasons:

1. Necessity: A person had to go from Point A (the origin
point) to Point B (the destination) - and depending on

the distance and means of transportation, had to eat
and sleep at Point B and possibly at intermediate

points both coming and going.

2. Luxury: People of "means" (i.e., those with money)
used travel as an indication of social status: only
the wealthy could afford it. The hotel, very often a
seaside or mountain resort - or located within a
fashionable international metropolis, was not only
the destination but usually the primary travel

objective as well.

In North America, early travel was often of the hardy
"pioneering" variety. During the 1800s, frontiers were
pushed westward and towns and cities sprung up overnight.
Hotels provided temporary, often "rough", but necessary

accommodations and facilities; particularly for those involved



with commerce - the business traveller. The St. Francis
Hotel, for example, opened in 1849, and claimed to be the
first hotel to introduce bedsheets. And its restaurant was

a detached canvas tent adjacent to the property (Figure 1).

Various Types of Facilities:

On the other hand, 19th century Europe, being older and
more established, had already developed an accommodations
industry which included luxury hotels, seaside villas, mountain
resorts, and health spas. Often, their very names (Palace,
Grand, Excelsior, Royal, Ritz,) formed a one word "position
statement” which indicated the luxury leisure markets many were

specifically seeking (Figure 2).

Later in the 19th century, similarly palacial properties,
bearing similar or more exotic names were built in North America

(Figure 3).

A fundamental segmentation concept: matching special
product lines to the needs and wants of specific market nichés,

was in its development stages.

Still, it wasn't until the latter part of the 19th century
that even the most luxurious hotels began to incorporate

features which are standard today-

London's Savoy Hotel (1889), for example, was the first



Figure 1

San Francisco's St. Francis Hotel, circa 1849

Source: Cheryl Cink, Public Relations Department,
St. Francis Hotel.

10



Figure 2

Roval Danieli and La Grand Hotels, Venice, Italy,

at the turn of the century
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Figure 3

Oriental Hotel, Coney Island, New York, 1879
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to use electricity throughout the property - and that's only a
little over 100 years ago. The August 1889 issue of
"Scientific American" reported that "The Hotel Bernina, at
Samedan, Switzerland, has for some time been lighted with
electricity, power being supplied by a waterfall. As during
the day the power is not required for lighting and is
therefore running to waste, the proprietor of the hotel has
hit upon the idea of utilizing the current for cooking, and

experimental cooking apparatus has been constructed."

And it was only 150 years ago that the first passenger

elevators were installed - in New York City's Fifth Avenue Hotel.

Types of Guests:
Somewhat coincidentally, properties on both sides of the

Atlantic Ocean relied upon repeat business and referrals

as both their primary sources of business and the chief means

of promotion.

A key difference between hotel patronage in Europe and in

the United States was reflected in the length of stay.

The patrons of a typical American hotel 100 years ago or
more (other than certain seasonal resorts) tended to use a hotel
for a short time, but to periodically return - especially the
famous travelling salesmen who worked specific territories.
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This, however, was a very significant market from the

earliest days of the country's history. It has been estimated
that in the early 1880s, nearly a quarter of a million
commercial travelers displayed their wares along regular
routes throughout North America, often utilizing hotels to

set up display rooms, retail outlets, and "offices".

On the other hand, affluent guests (and their friends) at
a palatial European hotel (resort or city) often stayed for a

season lasting three or more months (Figure 4).

Both areas (USA and Europe), in different ways, had
developed "product segments" which were literally "homes away
from home". This, incidentally, was a promotional concept
which lasted well into the 1960s, was then discarded, only
to re-surface in the later part of the 1980s to satisfy the
long-term lodging and food/beverage needs of what is now

termed the "extended stay" market.

A Further Look Back

Going back only to the last century doesn't really
provide sufficient background to fully appreciate the evolution
of today's industry. A historical tracing from the beginning
can be helpful in not only gaining an understanding of what the
lodging industry was - but also what it has evolved into and
what it is most likely to become in the near future.
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Figure 4

Hotel Cecil, London, during the late 1800s, a typical
"second home" to the seasonal affluent guest.
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With that in mind, the following provides a brief history,
with emphasis on those factors which helped set the stage for

today's contemporary hotel sales practices and procedures.

Since the beginning of recorded time, there were always
people who realized they could benefit by supplying services
to others. Most of these services were in the form of skills,
crafts, and protection. Until the 1800s, we did not have what
is known today as the middle class. Before that, there was the
working class (which during various periods in history included
slaves, serfs, servants, freemen, workers, artisans, and
craftsmen). And there was the wealthy or powerful class:
the rulers (which included politicians, the military, the

clergy, and the nobility).

The working class did not have the means, the time,
nor the reasons to freely move about - and thus did not

travel far from home unless ordered to by the ruling class.

Convenience and Protection:

The concept of "providing a place of convenience and
protection" is by no means a new concept. It was used
thousands of years ago in the offering of overnight shelter

to persons who had to travel for a specific purpose or who

moved around to trade or sell products.
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Public inns, hostelries, and other roadside facilities
were built to provide temporary accommodations along caravan
routes and other commercial networks. Monasteries were also
used to provide accommodations, particularly to shelter pilgrims

and other religious travellers (Figure 5).

On occasion, the wealthy were also in need of transient
accommodations, but in most cases they were received by their

own kind and became the house guests of other wealthy persons.

Two Main Types of Users:

There were then - and there still are - two distinct
types of users of lodging facilities:

1. Business Travelers.

2. Leisure Travelers.

They are similar in many respects - and very different
in others. To further complicate matters, a person could be a
business traveller one day and a leisure traveller the next - and

still use the facilities of the same property.

The many varying characteristics and distinctions of these
travellers who fall under the broad business or leisure travel
classifications have led to the modern concepts of "market
segmentation" - which will be explored in greater depth in

subsequent chapters.
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Figure 5

Ancient hostelries of Europe and Asia

Note: From left to right: what possibly is the oldest remains
of an inn, near the Herculaneum Gate of Pompeii; a post
house in ancient Persia, located on a main road to the
Caspian Sea; and Le Grand Saint-Bernard Hospice, Great
St. Bernard Pass, the Alps.
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One significant difference between the two main
classifications should be made at this point:
1. Business travellers seek accommodations because

they have to.

2. Leisure travellers seek accommodations because

they want to.

In North America, the leisure traveller did not really
become that consequential to most of the hospitality industry

until the 1800s.

Business Travel Generators:

Generally, business is thought of as a means to produce
money. Salesmen, traders, and investors would most directly
fit into the business traveller classification. Also those
who must move around to continue earning a living. This
included those who periodically journeyed around the country
because of constantly changing business opportunities and those
who moved as their businesses expanded and relocated - as well
as that ubiquitous itinerant peddler of household goods and

cures - the famous (or infamous) "travelling salesman".

In the early post-Revolutionary days of North America -
and on through most of the 19th century, these commercial

travellers were especially common as the frontier kept moving
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westward towards the Pacific and as population centers sprung

up along the way.

During those times, the persons "on the move": peddlers,
tinkers, salesmen, land and mining speculators, and the
business opportunists, basically required a safe place to stay
(with food, beverage, and possibly some entertainment) and a
central location within the community to show, demonstrate, or
hark (and hawk) their wares. And they were willing to pay for

these facilities.

At this stage, the infant North American lodging industry
did not think of its clientele as guests. It was in the business

of servicing customers or clients: people willing to pay for

essential services. In many instances, services and products

were exchanged or traded (barter).

It wasn't until the middle of the 1800s that a significant
number of properties in the USA and Canada began to cater to
the wealthy. Resorts, spas, and other vacation-oriented
facilities soon became significant members of the lodging

industry.

In Europe, spa facilities built around medicinal waters
and mineral springs were already many hundreds of years old -

and in some countries, such as Hungary, date back even further
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to the days of the Roman conquerors (Figure 6).

By way of historical note. one of the earliest recorded
use of the word "spa" (the Walloon word for "fountain") was
applied to the spring waters near Liege, Belgium - back in
1326. The term was picked up and used in England in the late
16th century - and then spread to the continent, particularly
Switzerland and France. With the current late 20th century
emphasis on health and fitness, spa facilities have undergone

a renaissance throughout the world.

Meanwhile, in Canada - which also had its mineral water
and hot springs areas, the two major railway companies,
Canadian Pacific and Canadian National, formed hotel companies.
They initially built "castle-style" chalets in such eastern
cities as Toronto, Ottawa, and Montreal - and then expanded
westward with resorts and deluxe lodges as the railroads
went from coast to coast. The USA followed suit - and
indeed, the growth of the North American hospitality industry
was directly related to the growth of the railroads - and in

some cases, vice versa as well.

The 20th Century Transition

By the turn of the 20th century, different types of
hotels were being built to serve the specific needs,

desires, and lifestyles of different classes of people.
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Figure 6

Ruins of an Ancient Roman Spa in the center of modern Budapest

Source: 1989 photo by the author.
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Later on, this concept became known as segmentation.

When applied to both the product and the market, it formed
one of the main cornerstones of what was to be termed

"marketing”.

Also., as the newer types of properties, especially
those catering to the wealthy, became more prevalent, we

added another new word to the hotel vocabulary: guests.

For clarification purposes, and to provide consistency
throughout the rest of this study: the following distinctions
will be used when referring to the various types of hotel
"users". In some cases, the differences are minimal; at
other times, they may be of marketing significance; in still
other instances, there may be legal distinctions.

* Guest: one using lodging facilities and services

during a specific time.

* Customer: a person who is or will be a user of
lodging facilities.

* (Client: one who "hires" a facility or service -
often for others, and who may or may not use the
facilities themselves (e.g., meeting planner,
travel agent).

* Patron: a frequent and "loyal" user.
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Key Areas of Change:

Dramatic changes in the lodging field, primarily caused
by events outside the industry, can be directly traced to the
impact of World War I. The war affected four major areas which
to this day continue to impact on the conduct of the hospitality
industry:

1. Transportation.

2. Economics.

3. Education.

4. Social/Cultural Environment.

Each of these factors had a major influence on what would
become today's sophisticated lodging industry. The following
traces the growth of both the industry and the sales promotion
function within three broad topical frameworks:

1. The evolution of the hotel industry during the first half

of the 20th century - and the rise of the sales promotion
function, particularly as it paralleled the growth

of conventions and meetings.

2. The development of the promotional "tools of the

tradev, particularly advertising and direct selling.

3. The emergence of sales education and training on

both academic and industry levels.
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The section on sales and promotional tools (Chapter 6)

will present an indepth illustrated survey of the evolution of

hotel promotion.

As a prelude, the next chapter offers some background
information on the impact of the four key "outside forces"
listed on the previous page, as they influenced the growth of
the 20th century lodging industry - and thus on the changes

and refinements of hotel promotional practices and procedures.
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Chapter III

THE IMPACT OF EARLY SOCIAL AND ECONOMIC CHANGES

The Effects of Outside Factors

Four key "outside" factors vitally influenced the
direction of the hospitality industry in the early part of
the 20th century. 1It's important to recognize that these
factors had both short term and long range impact on the
development and expansion of the hotel industry - and thus

on the growth of sales and other promotional activities.

The changes in the marketplace brought about by these
factors are felt today - and will leave their footprints on

the lodging field of the future.

Transportation:
To put it as concisely as possible:
* WWI began on horseback - and concluded in tanks,

trucks, and cars.

* Tt began with observation balloons - and came out with

airplanes.

The consequences of these two accelerated occurrences had

a sudden and often dramatic effect on the hospitality industry.
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This will be further emphasized in the discussion of the changing

hotel product, specifically covered in Chapter 5.

Economics:

In 1917-18, the US economy was geared up for the so-called
"war to end all wars". This mobilization created the assembly
line, research and development techniques, new product
development, improved manufacturing processes and procedures,
and company expansion. Because of this, employment increased,

resulting in the generation of more per-capita income.

The country started to swing from a rural, self-sufficient
agrarian economy to an urban manufacturing economy which was
based on product distribution. This created the need for
more services for the majority of the population, which in

turn meant more opportunities for growth.

Another key influence on the economy was mass immigration.

And a further influencing factor, which had multiple impact on
both the public and the hospitality industry, was the growth of

communications technology: telephone and telegraph, radio and

movies, high speed printing, etc.

Education:

It might come somewhat as a surprise, but it wasn't

until the early 1900s that education became mandatory
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in the United States. This, too, greatly contributed to
both the general economy and the growth of the hospitality
industry by producing a more informed public with greater

interests and knowledge.

Education also helped enhance work attitudes and
developed more professional employees. The resultant higher
pay levels and career advancement opportunities also had a
direct effect on the industry by expanding both the leisure

travel and the emerging group meetings markets.

Social/Cultural Environment:

Changes in the social and cultural environments and
their effects on lifestyles may have been the most important
outcome of WW I as they related to the hotel industry. Many
of these changes were due to the combined impact of the

three other factors just discussed.

For example, increased immigration, combined with improved
technology and industrial production capabilities, resulted
in new:

* Holidays.

* Foods and Beverages.

* Customs and Traditions.

* Styles of Living.
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Holidays, vacations, and other "away from home" family
outings began to replace the traditional home dinner and the

Sunday "after church" home gatherings.

The new technology offered increased job opportunities
and higher take-home pay. The decrease of "sunrise to
sunset” farm chores (the result of the move to the cities)
created more leisure time and the desire to enjoy personal

free-time activities.

The popularity of travelogs (at first from wandering
"lecturers" and later on as "short subjects" in the movies),
and the growth of family travel magazines (notably "National
Geographic"), also had stimulating influences on the growth

of leisure travel.

Special interest publications, targeted at a select
readership audience, also were developed - such as the
"Social Spectator" which was specifically aimed at the
highly affluent, social-status leisure traveller, to whom

being seen at the "best places" was a lifestyle necessity.

But it was the new technology that particularly spurred

the growth of individual business travel. The "on the road"

salesmen started to talk about places they had been. 1In

some instances the family started travelling with them. Farm
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houses between main cities were converted into boarding or
rooming houses and began "taking in guests" for money. A new

type of family-style resort was born.

In the cities across the continent, a more knowledgeable
class of business traveller began expecting and demanding
better accommodations - and comfort and service began to be
emphasized in the advertising by properties who were

specifically seeking commercial business (Figure 7).

Hotels were built expressly for this type of customer and
were generally located near such mass transportation terminals
as railroad stations. The oft-quoted statement of E.M.
Statler (1968), founder of the Hotels Statler Company, was to
the effect that the only three factors necessary to run a
successful hotel was "location, location, and location".

And he was specifically referring to proximity to the
railroad station. (Modern hotel marketing practice, on
the other hand, holds that there is no such excuse as
"bad" location; the key is to find market segments who
view as positive benefits what might seem to be negatives

aspects to the more traditional markets.)

Travel itself, especially by train, was becoming more
efficient, more comfortable, and thus more consequential

to the growth of the lodging industry.
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Figure 7

Comfort and service for the commercial traveller,

featured

in an early 1900s ad by the Hotel Adolphus

A MONUHENT T0 MODERN HOTEL
CONSTRUCTIONAND EQUIPMENT

DESIGNED FOR COMFORT AND SERVICE

Ewopean Plag.  $2.00 Per Day, aod Up
ALVAH WILSON : : MANAGER
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Between The Wars

Following the 1918 Armistice, the high life and the good
times of the 1920s, combined with readily available money and
labor, encouraged the building of both palatial resorts and

large, full service city hotels (Figure 8).

October 1929 - and the crash of the investment world
brought a new type of change to the hospitality industry.-
Those most seriously affected by adverse financial conditions
were a new group of upwardly mobile but not too secure group of
people who had become accustomed to living beyond their means.
This same situation, incidentally, was to be mirrored to a

lesser extent nearly 60 years later in 1987.

The really wealthy, as usual, were for the most part
protected, and the poor didn't count. But with financial ruin
everywhere, it was not the best of times for the average hotel
operator. However, people were looking for ways to get their
minds off their problems. What was needed was a means of
satisfying the needs, wants, and desires of those potential
customers - and at the same time cope with the challenge of

keeping the hotel operating.

It was during this crisis period that the real move

towards our contemporary hotel industry took shape.

32



Figure 8

A 1919 construction company advertising featuring two
famous New York City hotels
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. I N nenrly every impormnt city and industrial

= part the George A. Fuller Company has
playedm building construction work since its organ-
ization in 1885.

The Pennsylvania and Commeodore Hotels were buile
and completed at the same time that the company
was building the mammoth U. S. Army Ware-
houses and Wharfs at New Orleans and carrying
on important work aggregating over 51 million
dollars in 38 cities.

The experience which made this record possible is
available to architects and owners of property who
contemplate a building operation, and will be found
particularly valuable ac this time when such unusual
conditions confront the man about to build.

Consultation is solicited through the company’s va-
rious offices, as noted below.

George A.Faller Company~

New York Washington Chicago

Itoston Daltimore Detroit

Philadelphia Pittshurgh St. Louis

Montreal Cleveland Kansas Uity
Dufialo New Orleans

Note: Both hotels are still operating today (though under
different names). Both, incidentally, followed E.M.

Statler's "location" principle by being built close to

the city's two main rail terminals.

33



A New Role:

During this transition period of the 1930s, even during
the Depression, hotels started to assume new roles. Convenience
and protection were no longer the two major "products" offered
to customers for a fee. Hotels began to recognize they could
take care of people's personal and professional needs, wants,
desires, and indulgences by providing products and services

they could not get as easily elsewhere.

People were looking for special services, special
functions, elaborate parties, a place to host a meeting - a
gathering - a reunion - entertainment and social activities.
What was better equipped than a hotel to take peoples's minds
off their immediate problems, offer a new and different
environment or setting for "escape" - and which could, for

example, transform a simple wedding into a notable social event.

Surviving the 1930s

There were many hotels built during the accelerated growth
periods of the 1920s and 1930s. Not all survived, but those
which did (and many are still operating today) were among the

first to recognize their changing roles - and adapt accordingly.

Many of them started to concentrate on attracting one or
two major types of customers, rather than trying to be "all

things to all people". Others began specializing by taking care
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of specific servicing requirements of specific types of
customers - such as the travelling salesmen who needed
display space and sample rooms or the convention organizers
who needed large amounts of public space and volume food &
beverage service areas. Some concentrated on fulfilling
people's leisure time desires and dreams (such as vacationers).
Others became specialists in creating the "make-believe" -
such as the developers of the plush resorts along the Florida
and California coasts. And others, especially in Florida
(Figure 9), the mountains of upstate New York, and the Alps
of Europe (Figure 10) saw an expanding market among those

specifically concerned with health and fitness.

Hotels also started to work together in the 1930s,
especially in the area of business referrals. Classified
ads in the trade press urged properties to recommend
business to each other (Figure 11). This type of reciprocity
was also used to encourage membership in the various hotel
trade associations such as the American Hotel Association,
the Hotel Sales Managers Association, and the Hotel Greeters

of America.
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Figure 9

A 1930 Miami hotel ad featuring solarium health facilities

“\e Miari Solarimr

F'LOQIDAS FIRST SUN RAY INSTITUTION

Miami’s Modern Hotel-Sanitarium
where Sun-Ray treatments, phyvsio-
therapy, hydrotherapy, colonic irriga-
tions, dietetics and general medical
science are administered by a staff of
qualified physicians
Out patients also received .
120 S. W. 30th Ave. Phone 2-285%
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Figure 10

Europe's first alpine indoor swimming pool
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Note: Europe's first alpine indoor swimming pool was built
in 1934 adjacent to the Hotel Panhans, Semmering,

in an area famous for its active health,

and fitness activities. Source:

Hotel Panhans.

Austria,
recreational,
Eduard Abraham, Direktor,
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Figure 11

Classified "referral advertising" in the

mid-1930s
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Chapter 1IV

POST-WAR DEVELOPMENTS

The Impact of World War II

The social, political, and economic lives of the 1930s
were abruptly changed by the onset of the Second World War.
Like WW I, this global conflict had a significant impact
on the hospitality industry - within the same four key areas
of transportation, economics, education, and social/cultural

environment. The following are some main examples.

Transportation:
The prop plane of the early 1940s evolved into the jet
fighter during the war - and then into the jet passenger

liner at the start of the '50s.

After WW II, more people could travel faster to more

destinations than ever dreamed of at the start of the

conflict. Across the country in under six hours; non-stop
to Europe. The nation and the world were shrinking. Travel
patterns and preferences were rapidly changing. As a result,

more people had more choices available to them - and at the

same time, competition broadened and intensified.

Families bought cars, trucks began to replace trains,
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a vast continental highway network was built, and formerly
remote areas and places were not longer inaccessible.
Tourism was emerging as a vital economic force - and was
no longer largely confined, as in the past, to seacoast or

mountain locations.

Economics:

Most of the countries of the world had geared up
industrially to meet the production demands of war. At
its conclusion, most participants (losers as well as winners)

were able to switch to anaccelerated peacetime economy.

Union growth started to expand during the 1930s. Union
negotiating strength resulted in higher wages - and a potential
increase in disposable income (some of which could be used for

travel and other leisure-time activities).

In the early 1940s, with men off to battle, women were
added to the work force in great numbers. After the war,
largely due to the business generated by peacetime conversion,
full employment continued. However, the business climate

changed from the pre-war era in that it continued to include

women .

The two-income family became fairly common. While great

emphasis is placed on the 2-income family of the 1980s and '90s,
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Family Research Council of America (1948) statistics indicated

that 35% of the families with pre-school age children in 1948

(a "baby boom" period) had two or more wage earners.

The previous 6-day work week was reduced to five days,
annual paid vacation time doubled in most industries, and
national holidays and long weekends became prevalent. The

results, as indicated previously, were more leisure time and more

disposable income: two of the most important factors for those

hotels actively soliciting the leisure travel market.

Education:

The pressures of war seem to have a direct impact on
technological advancement. The military developments of
television and electronics, for example, were promptly
adapted to peacetime use. But that took industrial
reconversion, retooling, and retraining. This in turn
created a need to educate people in the various peacetime
trades and professions, especially the newer ones which were

developed or had become more sophisticated during the war.

Professional societies, trade associations, and
industrial unions rapidly grew and offered their members
educational benefits as well as social opportunities. This
in turn led to the rapid proliferation of corporate meetings,

association conventions, and other forms of group business.
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More publications, as well as other media, began, in a
semi-educational way, to concentrate on the values of travel,
sightseeing, and adventure in far-away places. The public

was being motivated to seek out the benefits of travel.

Social/Cultural Environment:
As with the termination of WW I, one of the largest
and most lasting changes following the end of WW II related

to the nation's social and cultural environment.

Returning military personnel had acquired the experience
of travelling, of seeing new places, and of doing things
they hadn't done before under prior peacetime conditions.
They had the wish to extend this "taste for travel" - except
now it would be for personal pleasure, enjoyment, entertainment,

and education. In short, they had the desire to travel.

And as mentioned before, the new technology, the
increase in salaries, the two-income families, the shorter

work week, and other benefits such as longer paid vacations,

all combined to provide the time and the money. This brought
into play a simple tourism-generator formula: the three

essential ingredients which motivate the movement of

the leisure market are Time, Money. and Desire.
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Industry Expections:

As the hospitality industry, along with the general
public, cheerfully entered the 1950s, it would seem that
the lodging field would "have it made". All of those people
with all that time and money to spend on travel and its

related products and services.

But a new player entered the picture: competition.

Competition

More and more properties of varying types emerged during
the late 1940s and into the '50s. Many were built on pure
speculation, based on the assumption that a travel-hungry public
would naturally fill their rooms and restaurants. Very
little was being done in a consistent manner to promote the

desire to travel and utilize hotel facilities.

At the same time, people were finding alternative outlets
for their increased home time and disposable income. Home
building was at a record pace. Discretionary funds were
being spent on the results of the new technology converted

from the war: television, low cost automobiles, electric

appliances, etc.

Competition came from two areas: new types of lodging

facilities, and the former luxury household items which were
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rapidly become "necessities". Both these factors eroded
that portion of discretionary income which could have been

reserved for travel and 1leisure.

Nevertheless, there were many people who were drawn to
the attractiveness of the hotel industry. Entering the hotel
business right after the war, many were inexperienced and
often misguided. And they were the first to feel the

negative impact of overbuilding and competition.

Sales promotion and direct selling were just coming
into general usage in the hotel industry, especially among
those who were smart enough to see that they were the tools
which could combat the effects of overbuilding and increasing

competition.

So the end of WW II and the conversion to a peacetime

economy can be considered the end of "what was" and the

beginning of "what is" and "what is to be".
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Chapter V

THE EMERGENCE OF HOTEL SALES PROMOTION

The Beginning Stages of Sales and Promotion

Accompanying the physical development and growth of
the lodging industry were two other parallel occurrences:
1. The development of ways and means to profitably
attract and retain customers for these properties.
2. The education and training of staff and employees on

the most effective techniques of selling and servicing.

Unfortunately, there seems to have been a considerable
"time lag" between the physical growth of the industry in
general, the acceptance of sales promotion, and the recognition
of the need for sales education and training. Because of these
"slip stream" gaps, we'll now once again go back in history and
take a look at the last two areas (having already covered

the basic developments influencing the overall growth of the

industry into the 1950s).

The Very Early Days of Selling:

There are still many people who think that selling,
servicing, advertising, and public relations are comparatively

new disciplines in the hospitality industry.

Yet one can go back several thousand years to the days
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of the Roman baths and find both competition and salesmanship.
As an example, the wording on a poster used by one bath
facilities owner to attract customers is not that much
different than some of today's health spa advertising:
THERMAE
M. CRASSI FRUGII
Aqua-Marina Et-Caln Dulci
Januarius. L.
..-which basically means "warm sea and fresh water baths"

(followed by the owner's name) (Phillips, 1940).

Colonial Advertising:

There are numerous books and articles which trace the
development of the hospitality industry in the United States
from the opening of the Jamestown Inn in 1607. So the
following will just concentrate on describing and illustrating
some representative examples of the type of advertising and

promotion done back in the good old "Colonial Days".

One of the earliest recorded newspaper advertisements
was an announcement in the January 30, 1750 "Weekly Post-Boy",
describing "The Cart and Horse" tavern in New York City as a
place "...where all gentlemen travelers and others may depend

on the best usage and accommodation both for themselves and

horses." (Phillips, 1940).
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Similar advertising in other cities stressed convenience,
cation, and security. Promotion of the resort properties
ich were just beginning to emerge in the late 1700s
mcentrated on the therapeutic aspects of climate and the sea.
me of the prominent advertising in the early 1800s touted the

*dicinal values of spring and sulphur waters (Figure 12).

1e_Post-Revolutionary Era

Following the American Revolution and the new nation's

Ilbsequent westward expansion, hotels sprung up out of necessity-

As one approached the ever-moving western boundaries,
te would usually find lodging facilities alongside those other
ro basic necessities of frontier life: the general store and

1e saloon.

Meanwhile, back east, fashionable city properties came

ito existence. New York City's 70-room City Hotel (Figure 13),
tich opened in 1794, is generally considered the first major
‘operty in the USA built strictly for use as a hotel. 1Its

)p rate of $2.00 per day included room, three daily meals,

d afternoon tea: the origin of the "American Plan".

The names of these early hotels may not have been too
iginal ("City Hotel" and "United States Hotel" were common

vorites), but the communities themselves were highly
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Figure 12

health-oriented advertising of the early

1800s

Jt A DIRECTORY
22 PR HER B ’ R
YOLHE T W HITE OR BUWRYERS SUL- ] _ o
i DR SPRINGS, USE OF THE WHITE SULPHUR WATERS;

e ]
4 Travellers wol sihecs, under the cue of:

Greendrier county, Virginia,

-

“Cuese higily and jusily celebrated waterr, [’ me .
together with the buildings wnd & part of .
| tlee landed esiate eppertaining thereto, have . PRACTICAL REMARKS
been leascd by the subscribers’; who iwean : L
| toexert thetr utnwst power to prepare for ox THEm .
the reception and comfortable acctnmoda- g \- "

tion af’ as many as n want of health, or a
wish to prescrye it, may induce tu visit these
_well knowa Facutains of llculth, the 8 lu-
tary f.ﬁ'cc's of vhich ihey hope and believe !
will be mneh increased by the additioinal e e :
comfurts in- the uccommod)x,'.lion which the AFPLICABILITY TO PARTICOLAX DigeAste.
suhycribers mewm lv afford The season | '
wili cotnmence au the First day of Jidy, 1810;
"but . grond I'svern wiil at all tiaes be kept
ope n for thers ceprivn and aceomwmadstim of !

MEDICAL PROPER

AT -

TIES,

- 4 AND
w, .

T e

Ca

**. . 4.7 MOORMAN, M.D.

', RESIDENT PIYRICIAN AT THT WHITE eULFIUR wrarNon, |

PO

A Mee Jumes Frazér, a most respectable man, Vs .
i for whate gocd conduct " the suberibers | Ty
4 pledge thrinsclves. R o
Cae D WILLIAM HERNION & Co, 1o 00 L T
wasJune 15—4w. 0 L | ' Taty L
(TRCCA MCACTaE I b T 7 S0y rane ~enpgraum) T T . N ; ‘s s PN
. - PRILADELPHIA: -

*. PRINTED BY,T. K. & P. G. COLLINS, . |
i . No.1LODOE ALLEY. s

1839.° -

‘.. e i

Note:

LYNN MINERAL

stNG HoTEL. |l
leave 10

THE subeeriber olost rerpecifully
inform his friends and the puhlie 1hai he con-
haves 10 keep that delizhtfiil Summer reireal, the
LyBia biaeral Spring Hotel, mlich it will be his
object 10 render a genteel aml plensant revort fur
Boarders, Parties of Plewsure, trupsieot Visit-
ore, &ec.

| Tha salubrious quafities nf 1he waters of this
celebrutesl Spring—1he beaotiful lake, on 1he bor.
ders of which ihe establishment is situated, ubouad-
ing with fish of xarivus deseriptions, and sur.
rounded with 1the mosl wild and romantic mepe;

"} 47#plendid Bonts for sailing or fishing—Bathing

rooms on the murgin of 1he nke, where the warw

-l or cold buth mnay al any time be 1mkeo—ihe de-

lighiful siwuation of 1he Hause, with its comfuria.
ble aml well fiscnislied apariroents, with the frmt

: | nod flower Gardens arlmining, are attractions fur

those ia pursnil of henlih or plensnre, racely ex.
ceeded ilPequalled n any part af the country.
Ervery exertion shall be mnde to meril a contio-
aanee of 1hal patronage which has been an Liber.
ally bestowed. ' JABEZ W. BARTOA.

One might assume that the "good Tavern" mentioned in the

first ad was for purposes of dispensing "medicinal®

refreshments.
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Figure 13

City Hotel, New York City
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competitive in trying to attract business during the new

nation's early economic boom period.

Changes in The Product

There was not only little distinction in hotel names,
but basically 1little variation or innovation in the product
itself. The typical hotel room in most properties generally
included just the four basic "B's": bed, bureau, bowl, and
basin - with the fifth "B", the bathtub down the hall or in

the basement.

But in 1829, one of the first examples of "product"
differentiation" occurred in Boston. The Tremont Hotel
(Figure 14) opened in October of that year, incorporating a
wide variety of new features and services into what might be
considered the top-of-the-line "amenities package" of its day:

* Availability of both single and double rooms.

* Water pitcher, bowl, and bar of soap in each room.

* Individual door locks.

* Gas-1it public rooms.

* A public reading room, with newspapers from throughout

the country and from Europe.

* Separate baggage room away from the lobby.-

* Eight indoor bathrooms on the ground floor and

eight "bathing rooms" in the basement.

* Room service (with orders given through a device
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Figure 14

Boston's innovative Tremont Hotel
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called an "electric-magnetic annunciator").
* Classic architectural styling (Grecian columns and

Doric entrances).

The success of this new style and variety of personal
services rapidly expanded property development in such major
cities as New York (The Astor in 1836), New Orleans (St.
Charles Hotel in 1837), St. Louis (Planter's Hotel in 1841),
and in many other rapidly growing communities such as Chicago,

St. Louis, and Louisville.
American hotels were being built in the form of "grand
palaces", much like their classic European counterparts, even

in what might be considered strictly resort areas (Figure 15).

Different Products for Different People

The middle and latter part of the 1800s saw the construction
of not only different types of hotels - but different grades of
properties. This was purposely done to attract different types
of patronage, especially within the emerging wealthy class.

Here are some examples - sort of a forerunner of the concept

of "product differentiation". (Note: There seems to be
differing opinions in the industry on the distinctions between
the terms "Product Segmentation" and "Product Differentiation".
For this study, "Product Segmentation” is looked upon as the

process of classifying properties according to specific physical
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Figure 15

Atlantic City, New Jersey's palatial United States Hotel, 1876
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and quantifiable characteristics such as size and location.
"Product Differentiation" more directly refers to both tangible

and intangible distinctions between two or more product segments

(or product 1lines), particularly as perceived by the users.

Luxury Spas:

As the nouveau riche class grew, the ornate health spas

(Saratoga, Poland Springs, The Greenbrier, The Mohonk House,
The Lake Placid Club (and such areas as Warm Springs, Georgia,
and Hot Springs, Arkansas) became part of the lifestyles of
the new elite. Many of these were upgraded and expanded
facilities at the medicinal springs and mineral waters which
first became popular in colonial times - many of which are

still operating today (Figure 16).

Competition became strong for the new monies which the
suddenly-affluent felt compelled to spend to keep up with
their peers. Such competition was also on the international
level - as the newer American spas attempted to compete with
their more established counterparts in Europe, particularly
those in England, France, Switzerland, Germany, and Austria
(Figure 17). A key competitive advantage, incidentally, which
was enjoyed by European spas was that many of them were
licensed as "casinos", and thus could offer gaming as a key

entertainment and recreational attraction.
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Figure 16

A montage of famous 19th century spa and mineral spring resorts

Harroossuac Springs, Hurredsburg, Ky,

Yorr Springs, Pennsylvana.
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Figure 17

Competitive advertising aimed at the affluent "social spa seekers"

\CheT Qendezvous
. Of l/le Soaa/ Slect—

Set among the heaven-kissing hills
of the Alleghenies

.:;‘f e Greenbrier

and Cottages

'3
White Sulphur Springs

Wesi Virginia
with its own 7000-acre park
offers the very utmost
3 n com/fort and enjoyment
— in an atmosphere of
dristocratic democracy

The three golf courses are superb—
A Beauliful -Addllion

of 350 Rooms
- . will beready by Spnng.t93!
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Seaside Resorts:

Destination areas like Coney Island, New York:; Palm Beach,
Florida; Cape May, New Jersey; and Atlantic City, New Jersey
(billed as "The World's Playground") thrived on the east coast.
To the north of New York City (a major point of origin for many
seashore properties), the four New England coastal states also
competed for its share of the leisure market. Nantucket Island,
Massachusetts, for example, was among the first areas to

actively promote itself to the seaside vacationer (Figure 18).

To a lesser yet significant degree, the west coast -
especially Southern California, also started to create luxury

resort operations.

Other seaside areas began concentrating on attracting
the more modest middle class, which in its emerging state,

was beginning to find both the time and inclination to travel.

Mountain and Other Full-Service Resorts:

In addition to seacoast resorts, properties located in
the mountains or other inland rural areas also began to flourish,
especially those well-connected by rail to a not-too-distant

metropolitan area (Figure 19).

Other than the absence of television, many of these

properties offered a wide array of on-property recreational,
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Figure 18

Sample Nantucket advertising of

the 1850s

Special Notices.

"REGULAR COMMUNICATION OF

UNION LODGE,
ON MONDAY EVENING NEXT.

Per Order, CHHAS. P. SWAIN, Sec. June 29
OCOEAN HOUSE,
NANTUCKET, MASS.

The proprictor ns|-ec(fu||'v infieins the
publie, thut thie House huying hieen thor.
oughly refovated aml gt in cinplete or.
kel der, is now open for the receplinn of pec-
manent or teansient hoarders; s aml he is determined
no effurt shnll be wauting on his part to remler it a
pleasant hmine for the iraveller.

Persona wishing to retire frum the buetle ninl stified
alinnsphiere of a crowded, heated ciry, and 11 enjoy
the Lenefits of Sen Air, m;wmﬁccn( Qccun Scenery,
Sea Buthing, ml fine Fnduug, will findl this a healh.
ol anil lenicnble Snmmer renent,

‘Tlhie ine sicamer Muunclnurlls. Capt. J.unes H,
Burker, makes three nips o week hetireen Nantuek-
Y nni New Bedinrd, an fullowa:

Leurrs Nuulnckel. Monduy, Weilweailay aml Fri-
Joy, 19 A M.

eaves New Bedfunl, Tocsiluy, Thurmlav. aml
Batunlay, on the mnvul of the morning train of
Curs from Docton,

“I'he time orcnpicil in making the pasenges betiveen
Nanmcket und New Uedined, inchuling the Linlings
ut Holnies Hole nnl AYoods 1ule, i wnly nbont 41.2
lionrs,

These prsruges nre ||0-||~||(fu||y plc'\.mn( in Sum-
mer, the passengers being in sight of kand 1he whole
disiance. JERVI3 ROBIN3SON.

Nantncket, June 29, 1850,

Cwsrede fqane o thoraagh refrair;

This commedions Jotel /m~c :/nrm__( //ir /lus.L winler,
leen esss nlm//u (z//(rn/ and
rr-furnm/:n/ and is new ofren o the lfnl/:r asx le:st
_No furins nill be K/I(U"Il[ {a, rrn(/cf zl a

Class Housa
/I/(II\IZII, aned oo nL/"f{n//t Jremms Jes all.
. Kunncetrd 1ostl tlads Honse 1s a {ﬁl/[mf(l J'ﬂ/uwl .fu'—
el Ftalde. il all cther rynifirments of' e //'/\ nf A (JII\)
The frustrenny nf’ the ’f’u//lr s rr /e CI/II//I[ acliciled.
AR Tramalers areive nl \’ﬂnlnf[rl /l[ l/n /IH 1rn£

¢ mn/w,l nrrml_;/nnnl n timre /' oF dipner, i
KW, AI.LI-Z\ I’mn'mrxul‘

_',\"IIII/IIII'['I 1. Puns. 7.7k st

inson, manager for Eben Allen.

are now vacaled, «
manent  company.

1 few weeks.

Copy of u newspuper advertisement in 1838 hy Jervis Rob-

NOTICE TO FECONOMISTS
S the season for transient company has
pussed. the nndersigned would give no-
rice 1hin rhe romns al the OCEAN HOUSE
sl ready 1o receive per-

He Matters himself that the lnw  price

whichh he imends 1o charge for buard this
winter. will enuble hini 1a fill the Huuse in

JERVIS ROBINSON

Innkeeper,

Source:

Philip Whitney Read, CHA,

Jared Coffin House.
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Figure 19

Catskill Mountain Advertising in 1887

TL. SBUTLIFFS
'NEW HOTEL,
CALLICOON DEPOT, =~ N.Y.

ld'o‘nppll‘ed with tha beat of Liquors, Wines,
———Ales, nd Beer
. —— Fine Cigars,—
ALL THE ROOMS ARE WARMED.
Meale at o1l Howes of the Day..
A fargy sod warm barn hai been erected affording
the finest
LIVERY ACCOMMODATIONS
to ba igGod In thly section. WF Bportamen wii
Bnd this s dsalrabid plecs tn atop. 1t Elng fo s flov
huating and flabing section,
T. L. BUTLIYE, 'Tropr.

_| Change of Bill of Fare Every Day.

The Clarendon Hotel,

Port Jervis, N. Y,
ED, Q. GEISENHEIMER, Propriator.

Oyslers, Clams, Meal, Game, &c.
FRER LUNGH DAILY.

With Bae spparatne. with boundless ealsine, 7 |
You'th Bnd that my meau ‘s the best aver ooy

To plrase you [ ‘m sure as thet I aro & thymer, °
AsyouliAodif youeall. Yours, Ed. Usissnbelmer

THE GLOBE HOTEL.
CALLICOON DEPOT, N, Y.

—

One of the Neateat snd Moet Convenient
Iotels Iy this Sectlon.

"FREBO LAONEN DAILY,

———

Bar supplled with feat-clana Wing
Llquora, and Uigara. Gomd alabling.
U. JARDIN, Proprletor,

Note:

Source:

THE EVERARD HOUSE.

(Formerly Minard House),
CALLICOON DEPOT, - N. Y.

—

Theroughly Ulrened.  Newly Furnlahed,
Floe Sconery | Pure Ais
Sptendid Bathing, Boating,

and Flahing ! '
A inoat delightind Reteeat for Cy People!
Fine Acomnnnulntlons for Transijent
Guecals,

A Good Livery Attached.

FE FYFERARD. Pruptletor,

THE WESEERN-HETELs:

CALLICOON DEPOT,N. Y,

Flrat:clars Accommodatlona for Season or)
Tran*)rnl Guents.

Tbe Bent Supplled sud Mynt Elegant Bt
to he funml In ‘Towa,

Tahle, Firat claas In Every Particular,
GOOD LIVERY STABLES ATTACHED

Btop at thy Westrin,

mMrs. L. THORWELLE

Proximity to New York City and good rail service made
the Catskill Mountains an early attraction to vacationers,

commercial travellers,
Reprint of the July 22, 1887 "Callicoon Echo",
from the collection of Prof. Andrew Schwarz, Sullivan
County Community College, Loch Sheldrake, NY.

lumbermen,
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health, and fitness facilities on a par with today's full-

service resorts, as shown in Figure 20.

Country Inns:

On a more modest scale, smaller "country inns", which
were traditional in many areas of Europe, developed in many
areas of the United States, particularly the New England states.
Though they may have been common, literature has not always
been kind to the typical country inn, particularly the English.
More than one early inn had the reputation of being, as one
unknown writer described it, "a nefarious gathering place for
purse-snatchers, petty thieves, cutthroats, and strumpets."

And in Sir Arthur Conan Doyle's (1956) "The Adventure of the
Retired Colourman", Sherlock Holmes apologetically remarks,
"I much fear, my dear Watson, that there is no return train
tonight. I have unwittingly condemned you to the horrors of

a country inn."

Often, they were upgraded "boarding houses"; however,
they were to take on an entirely new and more positive image
starting in the 1970s when many of the older ones were

designated and promoted as "Historic Country Inns".

The oldest inn from pre-Revolutionary days still in

operation is the Beekman Arms in Rhinebeck, New York

(Figure 21).
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Figure 20

1870s hotel ad from Wales, U.K.

Note:

This old-establisheit and First- chss HOTEL, stauding in its own Ornamental
Grounds, has been relmilt, furnishes! and fireed up with every modern convenience
for the comfort of Visitors.

HANDSOME TABLE D’HOTE DINING ROOM
Glegantly-Turnished Drawing BHoom,
PRIVATE APARTMENTS (ex suite)
FINE SMOKING & BILLIARD ROOMS.

SPACIOUS COFFEE ROOM
Also Large Read/ng and Writing Room.

Mineral Waters and Baths adjoining Hotel

Golf, Lawn Tennis Courts & Bowling Green.

POST HOASES & CABRIAGES; GOuD STABLING.

The Hotel Ommbu.s meets all Trains.

FIRST-CLASS WINES AND SPIRITS.

EXPERIENCED CHEF.
Manageress—E. M. P. DUFFI/ELD

This ad from the 1870s promoted a wide variety of
features, services, and recreational outlets (and also
seemed to have served as a typestyle "specimen sheet"
for the printer). The property was located in
Llandrindod Well, Wales, U.K. Source: Joel Sena,
President, Brochure Graphics, Apopka, FL.
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Figure 21

Beekman Arms Folder

Reminiscences of
«The Oldest Hotel in America”

Beekman Arms

Rhinebeck
New York

Establisled 17007

OPEN ALL THE YEAR

An attractive inn, with all modern im-
provements, on the main highway between
New York and Albany where intersected
by the road to the Rhinecliff-Kingston
ferry and new route to the Berkshires.

Officially appointed by
N. Y. S. Hotel Association
Ewmpire Tours Association
American Automobile Association
European Plan

L. F. Winne, Proprietor

Note: This 1930 Beekman Arms folder shows the inn had at that
time already become a historical attraction. Source:

Charles La Forge, CHA, Proprietor.
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Commercial Operations:

Commercial hotels also expanded during the latter
decades of the 1800s. Business may have originated in
the east, but the traveling salesman was "on the road"
throughout the North American continent. The completion
of the Union Pacific Omaha to San Francisco route in 1869

connected the Atlantic and the Pacific (Figure 22).

Hotels, particularly those located in such
"transportation hub" cities as Buffalo, Chicago, Omaha,
Nashville, Detroit, and Toronto, and Denver increased their
services to accommodate this rapidly expanding market,
and developed advertising specifically targeted at the

commercial traveller (Figure 23).

They began offering such enticements as:
* Free pickup service to and from the railroad station.
* "Sample Rooms" where salesmen could display products
and wares to the public (Figure 24).
* Special dining areas and menus for the business traveller.
* Entertainment and Fitness Facilities (Figure 25).
* "Peddlers Clubs" to recognize the importance of the

business traveller and to encourage repeat business.

Many of these and similar services, updated and perhaps

more sophisticated, form the basis for many of today's special
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Figure 22

Announcement of Atlantic to Pacific railroad completion

60 May’ 10¢h. 10,
AT BVENT

-Rail Road from-the Ailantic to the Pacific

s X , R ;- : ), %S T
. A H | :

| i/ L W & (B A
@M ol i oy

1 Ijih“lgtﬁgxfm}mn §mﬂn¢ the Dangens o L:a s.ul .
Travelers for Pleasure, Health or Busiess!
[UXGRI0US CARS & EATIRC HOUSES:

N TITIE UNTON PACIIEIG ALT. LA,

PULLAAW'S PALACE SLEEFUS CARS

__——_————‘—.——.’__—_'—————
"SILVER AND OTHER MINERST
GOLD, 2=t 3.

L W ehmsion Dadotah
= m’:’h [ Aoy

NE for DENVER CENTRAL CITY & SANTA FE
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Figure 23

Grand Union ad of the 1970s aimed at commercial travellers
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Figure 24

1914 Hotel Utah sample room promotion ad

FIREPROOF

500 ROOMS

“The very best of everything at sensible
prices.” Anabundanceoflarge sample rooms,

Rates for room without bath, $1.50 and $2
With bath, $2.50 per day and upwards

Under the management of Geo. 0. RELF
T. J. WENNE. Assistant Manager
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Figure 25

Hotel St. Francis ad promoting art and entertainment

fntel St. Franris
UNION SQUARE

POWELL, GEARY AND POST STREETS" SAN FRANCISCO
: Telephone Douglas 1000

ONE THOUSAND ROOMS
LARGEST HOTEL IN WESTERN AMERICA

MURAL PAINTINGS IN THE NEW GRILL

The new Grill with its seven great maural paintings by Aldbert
Herter, is the most beantifully decorated public yoom in the world

HOTEL ST. FRANCIS TURKISH BATHS
TWELTTH FLOOR FOR MEN ELEVENTH FLOOR TOR WOMEN

Under the Management of Thomas J. Coleman

Source: Cheryl Cink, Public Relations, Westin St Francis.
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VIP, Special Guest, Concierge Tower, and similar "club" and
"frequent guest" programs offered by many hotel companies to

business travellers and other steady customers.

Convention Hotels:

The concept of using a hotel as a meeting place can be
traced to early Colonial days. Public lodging establishments
(often referred to as "ordinaries") were initially built to
also serve as meeting places for local citizens (the forerunner

of the "Town Hall").

In both the USA and Europe - particularly England,
political conventions were especially prevalent in the 1700s
and 1800s (Figure 26). Even today, when you mention the word
"convention" to much of the American public, they generally
first think of the Democrat and Republican conventions held

every four years to elect presidential candidates.

But the true convention facility as we know it today (e.g.,
the "conference center") was yet to fully develop at this time.
However, many of the larger city hotels were beginning to

attract social and civic club meetings, reunions, and political

party gatherings.

1876, the 100th anniversary of the American Revolution,

sparked a great variety of patriotic and fraternal celebrations.

68



Figure 26

An 1822 political gathering in London's Crown and Anchor
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Trade and professional organizations started their real
growth in the middle and latter part of the 1800s. Even earlier,
the French writer Alexis de Tocqueville noted in "Democracy
in America™ (1835) that "Americans of all ages, all conditions,
and all dispositions constantly form associations. They not
only have commercial and manufacturing companies, in which
all take part, but associations of a thousand other kinds,
religious, moral, serious, futile, general or restricted,
enormous, or diminutive. The Americans make associations to

give entertainments, to found seminaries, to build inns...".

Prominent among these groups and the year they were
founded were the American Statistical Association (1839),
American Association for the Advancement of Science (1848),
National Association of Cotton Manufacturers (1854), the
American Iron and Steel Association (1855), National
Educational Association (1857), American Dental Association
(1859), United States Brewers Association (1860), Ontario
Educational Association (1861), Toronto Construction Association
(1867), Canadian Banker's Association (1890), and the Canadian

Education Association (1892).

While these organizations were at that time primarily
of interest to city-dwelling professionals, agricultural
organizations also flourished - and many of them were organized

earlier than the professional groups. Figure 27 shows a notice
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Figure 27

American Institute Fair announcement of 1845

AMERICAN INSTITUTE FAIR.

HE EIGHTEENTH GREAT FAIR OF THE
AMERICAN INSTITUTE at Nipro’s Ganrpsn,
New-York.—The Fair will open 6n Monday, the 6th of
October next, at 12 ¢’clock, M. The days for deliver-
ing articles at the Garden, Triurspay, FripAY and Sa.
TURDAY previous. The National Convention of Far--
mers, Gardeners, and Sillk Culturists, will be held on
Thursday, 9th October. Delegates, without further no-
tice, are invited from all parts of .the Union. The Cat-
tle Show will be held on the ground between 23d and
24th streets, 5th Avenue. Ploughing and Spading
Matches, &c., as usual. Head Quarters for Managers,
Committees, &c., secured in the Madison Cottage. Fine
horses for draft, healthy fat cattle, and sheep for market,
well matched and trained working catsle, and new and
useful iaventions, will command higher premiums than
at any preceding Fair. An opening, anmiversary, &c.
Addresses will be delivered by the most eminent orators
of our country. The people of this great Republic are
invoked zenloualy to co-operate in carrying out this ex-
hibition, which promises far to exceed anything that has

gone before. : © au23

Scientific American, Volume 1, Number 1,
August 28, 1845.

Source:
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promoting the 1845 American Institute Fair, which in addition
to its agricultural activities, had its Managers and

Committee meetings.

New groups were constantly forming: 1888, for example,
saw the birth of the Geological Association of America, the
National Geographic Society, American Society of Church
Histories, American Folklore Society, and the American

Mathematics Society.

For many of these and similar groups, their annual meetings
or conventions were then primarily social and often full of
razzle and dazzle. Emphasis on such serious aspects as education

and professional networking was to come much later.

The great value to a hotel in hosting such events was
not only in the immediate return and the side benefits of
publicity - but that for many people attending a meeting or
convention may be their first exposure to a particularly
property. This in turn offered opportunities for developing

individual business from these same attendees at a later date.

The Product "Turning Point"

While it is often difficult in a historical tracing to
pinpoint the one date which is more important than any other,

the year 1908 would certainly stand out as one of the key
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"turning points" in the promotion of the hotel product.
That was the year Ellsworth M. Statler opened his hotel in

Buffalo, New York, specifically designed for the middle class

traveller (Figure 28).

The Buffalo Statler become famous as the first hotel to
have a bath in each room. This was popularized in one of its
advertising slogans: "A room with a bath for a dollar and a
half". Another catchy slogan, "The Complete Hotel", called
attention to the other innovative features which, for the
first time, were to be found in every room:

* Light switches located just inside the door.

* Color-coordinated, matching decor.

* Circulating ice water.

* Big closets with electric lights.

* Mirrors on bathroom doors.

* Telephones.

* Free newspaper under each door every day-

Compared with the average hotel, both the individual
business traveller and the vacationer visiting the Buffalo-
Niagara Falls area must have considered this the epitome of

middle-class luxury (Figure 29).

Statler was also a pioneer in emphasizing the vital

importance of education - both for staff and the customer.
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Figure 28

1908 ad of Hotel Statler, Buffalo, New York

Hotel Statler

BUFFALO, N. Y.

E. M. ATATLER, Propriator

+

Buﬂzﬂb’é Ngew, Mu(;dern H‘otel

Reporesentang te Digehesd Do bopurn ten oo Meslevne Hobe D1 siestene e and Lo
arent, el witle oo tlneree b ol st

300 Rooms-300 Baths i b ™"

Deautiful Dintng Rooms. Superb Arbor Room
Unsurpassed Culsine, Curepean Plan Exclusively

pve tene il Been Bonnagnee < sin teness g ol

Nplnnlnll.\ | TN I TY ) YR TR TN T LR LA R
lieebe b ke peateed, des Dhdel Stutler

Ak e islieg ife gneads withy evers fhinnge Qe mazhes
theerroghly lemerves s pepeabnbiony o
YTHE COMPLETE HOTEL"

—
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Figure 29

Comparisons between Statler and other hotels

This was what travelets generally This was what travelers found in
found in 1908 hotel rooms. Statler's new Buffalo hotel in 1908.

Note: These sketches, from "An American Adventure", published
in 1948 by the Hotels Statler Company, Inc., pointed
out the differences between Statler's concepts and
those of the majority of other hotels in the early 1900s.
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The "Statler Service Code" handbook, taking a realistic
approach to "The Customer is Always Right" philosophy
noted that "Each Statler Hotel is operated on the theory
that the guest is always right. But - quietly now -
sometimes we find out, whether we admit it or not, that

the guest was NOT right in that particular instance."

The Service Code booklets were distributed to both
employees and guests - and stressed the importance of proper
handling of guest complaints - while at the same time
offering guests some practical insights into hotel operations

and how they can best enjoy their hotel experience (Figure 30).

These concepts of quality and service possibly influenced
the conduct of hotel operations more than any other factors.
It most assuredly strengthened the necessity for salesmanship
and selling in general. Other hotel companies quickly "jumped

on the bandwagon" and copied many of these lodging innovations.

Cooperative Promotion

The later part of the 19th century and early decades of
the 20th also saw the emergence and growth of area promotion
and cooperative advertising techniques used to highlight the

attractions of a particular region or community.

Atlantic City, New Jersey, was an early pioneer in such
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Figure 30

The Statler Service Code Handbooks

STATLER SERVICE

* STATLER HOTELS are op-

erated primarily for the com-
fort and convenience of thelr
guests. Without Guests there
could be no Statler Hotels.
These are simple Facts easily
undentood.

*

So then It behooves every man

and women employed here to remember this

EMPLOYEES' CODE 1

Impress upon him the fine good-fellowship of
the place; the *'No-trouble-to-help-you" Spirit.

Never be perky, pungent, or fresh—the Guest
pays your salary. He is your immediate bene-
factor.

Snap judgments of men of are faulty,

A man may wear a red necktie, a green vest
and tan shoes, and still be a gentleman,

The Unpretentious Man with the soft voice may
possess the Wealth of Croesus. The Stranger in
cowhide boots, broadbrim and rusty black, may
be President of a Railroad or a Senator from over
the Ridge.

You cannot afford to be superior or sullen with

always, an,
careful co

GETTING A ROOM

Is it strange that the hotel cannot always offer
Any mem you the room you want, at the price you want
telligence to pay?
that a Stat! But generally, the hote]l CAN do that, IF YOU
not stay h DO YOUR PART. Look at it this way: The
New Cust successful hotel has sold its rooms before the
Old Custol day is over. You're just as welcome to buy goods

in stock as the other fellow——unless the other
Customer fellow took the ordinary, reasonable precautions
Seec that ¥ -of reserving his hotel accommodations as he
come bac would reserve his Pullman accommedations or

boat accommodations.

When you are going to a theatre you reserve
your seats, and il convenient you reserve them
several hours—or days—ahead.

If you do not reserve them early—If you wait
till half an hour or an hour before the per-
formance—you expect to take whatever you
can get. You may have to take a box, when
you wanted orchestra chairs, because only boxes
are available. You may have to sit in the rear,

- when you wanted to be "downfront."

You do not blame the theatre for that condi-
tion. You know that the man at the window can
sell only what he has left. That's just as true of
the man at the hotel desk.

When, therefore, you do not engage your hotel
accommodations in advance, don't be offended
if the hotel cannot give you what you want.

GETTING A ROOM

Occasionally, even when you do reserve, you
may not get just what you want. There may be
prior reservations. Or, perhaps the room you
want isn't vacated. The hotel can’t throw the
other fellow out; you have to wait till he departs
—and his departure and your arrival may occur
at very different times.

If a group meeting is in progress, or beginnin ,
you cannot in fairness blame the hotel foi being
unable to give you exactly what you want. The
hotel has sold a “'quantity order'’ just as a manu-
facturer might, thereby reducing its stock. Would
the manufacture refuse such an order, on the
assumption tha someone else might want the
goods or, that he might have a demand for
them in a number of small orders?

Ano o hotel is bound to help take care of
groups—solicited and invited by a city—as
you are bound to help entertain friends invited
to your home.

Notwithstanding all these things, Statler Hotels
regularly reserve a large percentage of their
accommodations for their regular pations.

One word further about reservations: Statler
Hotels have, every day, a large number of
reservations which are made but never called for.
The people who make these reservations, but
do not cancel when they find the accommoda-
tions will not be required, stand between you
and the good service we are trying to give you.
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ventures; and a case study of its various campaigns will be

Comprehensively highlighted in the next chapter.

The First Four Decades of the 20th Century

From this period on, the rapidily-expanding high-speed
railroad system merged with the rapidly-increasing need

and desire for quality accommodations.

This prompted a surge in hotel building, momentarily
interrupted during World War I - which continued on
through the first four decades of the 20th century (to

be interrupted again by WW II).

During the 1920s, there was a big push to build
bigger and better. Hotel "skyscrapers" (the forerunners
of today's mega-properties) sprung up during the first

two decades, particularly in New York City and Chicago.

This was culminated by the 1927 opening of Chicago's
Stevens Hotel (later renamed The Conrad Hilton). 1Its 3,000
rooms made it the largest hotel in the world at that time,
to be surpassed some 40 years later with larger facilities

in Las Vegas, Nevada, and Moscow, Russia.

Only the Depression of the 1930s put any dampers

on the pace on this expansion. And even this only occurred
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towards the end of the Depression - since in its early days,
hotels (especially from the real estate viewpoint)
were often promoted as the best place to invest any money

one still might have.

The Decades of Mobility:

The 1920s and 1930s could also be consider the first
real decades of mobility. The economically mass-produced
automobile and the beginnings of trans-continental highway
systems in the USA, Canada, and Europe (autobahns) allowed
people to travel with greater ease and frequency - and not
be necessarily bound to rigid railway routings and static
time schedules. Automobile associations around the world
made it easier for people to literally "drive around the

world" (Figure 31).

Aviation developed to the point where both scheduled
trans-continental and trans-oceanic flights became popular

for those who could afford the price (Figure 32).

However, many people still preferred the glamour of
an ocean cruise - and many of the larger steamship companies
were instrumental in creating business from Europe to the

USA and Canada - as well as the other way around (Figure 33).
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Figure 31

1923 Portugese Hotel Company road map

< SOCIEOADE = | 1
Propaganda de Portugal
LISBOA e

A
MAPPA EXCURSION:STA \
DE

FoRTUCAL
1923

——

Metropolo Hotel: Lisbon.
Hotels recommended : .
For all talormalicn
in Lisbon — Holel de U'Europe apple to the
— Holel Melropole Ditectors of reapectiee Hotels

— Francfort Hotel Proprietoe
al Curia  — Patace Hotlel ALEXANDRE D'ALMEIDA

(the waters at Caria are famed for

their medicinal qaalities agaiast Ceatral office

arthritis aad are sumilac ta those ROC10, 108 )
of Capirexéenlle) LISBOY
al Bussaco — Palace Holel PORTUGAL

IMPRENSA LINTEQ - Mstnon, 6 Jeoelas Vetdes - Lithoo

Note: This detailed road map in a Portugese hotel company
brochure was designed to make it easier for the
adventurous motorist to visit the chain's various

properties throughout the county.
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Figure 32

Sample airline advertising of the 1920s and 1930s
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Figure 33

Cruise line advertising stimulating two-way

international business in the 1930s
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To compensate for the "routing rigidity", railroads
attempted to upgrade their image by making it fun to travel,
by advertising in society magazines, and creating various

"ride and drive" options (Figure 34).

Because of this mobility, significant hotel development
in the 1930s was concentrated on building low-cost overnight
accommodations. "Do it yourself" tourist cabins, motor courts,
and motels emerged to serve those who desired economical
informality. They were the complete opposite of the opulent
resorts and palatial city properties built a decade or two

before.

Originating in California, the motel concept spread into
many other areas of the United States, especially where cities
and towns were few and far between. Many old-time hotel
traditionalists, however, refused to consider what they called
"Ma and Pa" operations as part of the "real" lodging
fraternity. The acceptance of the motel really didn't come
about until the mid 1950s. A report made at the 1955 Convention
of the Hotel Sales Management Association (HSMA) stated that in
1939 there were 13,000 motels with a total of 200,000 rooms.

In 1954, the figures had jumped to 51,000 motels with a total

of one million rooms. Competition sometimes readily

forces "acceptance".
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Figure 34

Railway advertising in the mid-1930s, featuring "ride and
drive" options

4-STAR TRAIN TO !
WASHINGTON.,

music DANCING HOSTESS GAMES NEW YORK AND
%Ghe FLORIDA SPECIAL EASTERN CITIES
Aristocrat of Winter Trains The
Leaves Miami daily 2.05 P. M., West Palm Beach 3.37 P. M. 0
Arives se Wosbingon 115 B, Philsicishi L6 PN, RANGE

The Miamian Gulf Coast Ltd. HavanaSpecial BLOSSOM

potnis—One night out sorts — one nrght out, both Flotida Coasts.

TAKE YOUR theu setvice 10 Boston. thru service to Boston. Famous Lopnge Car.
AUTO—One A Clean Ride on a Double Track, Rock Ballasted Railioad '

additional Protected by Automaiic Signals and Train Coaccol.
R.R. ticket car- Comwlt any F.E.C. Ruilcoad Tuker Agent—or One of the World's
ries 5t. Geo. 1L Spuoner, D.P.A. 217 8. E. Fust S1. Muamu, Flonda  “Phone 2-1119 most luxurious Irains

Atlantic Coast Line * psTes st et st

THE STANDARD RAILROAD OF THE SOUTH :::::i?:vMD‘::S:;nEchi:«;f::
\)\)\)\)\)\)\)\)\)\)\)\)\)\) * FAMOUS SEABOARD MEA1S

Leave Mismi . . . 1020 AL M,
Arrive Waahiington 1153 AL,
Arrive New Yorh . . 420100,

Twee ttler five Sealward aic-ron.

ditivret] tesins leave Muami dady

for Cartling aml Ceorgia resorts,
New York ane Eusteen cities.

LOW ROUND-.TRIP FARES
15 DAYS, 6 MONTHS

Shipr your autombile by Troin—
total cunt s wuly mne extra ps
acuger tirket wlen twu or more
peesons travel in Dullian cars,
Far tnfocmunion and
Pesorvarivne coatolt bual ticker agent ar
CITY TICKLT OFFILE
125 L Flagles 3¢, Mlaml o Tel-pboow 2-8161

SEABOARD

ER
AR l"lh'rlm omfkn'wAY

Comploetely Air-conditionsd Traine from
Flarido ta Eostern Citres

Note: These railway ads were placed in the mid-1930s issues
of various consumer magazines which were targeted at
the affluent leisure travel market. The "Orange
Blossom Special®" received a further promotional boost
decades later as the title and subject of one of the

most famous country/western songs.
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Yet, by necessity, many of these smaller operations
pioneered the use of many advertising and business promotion
techniques commonly used today - such as concentrated outdoor
advertising (Figure 35) and local "drive time" radio

commercials.

The End of a Peacetime Era:

During the late 1930s, with war clouds on the horizons,
many of the movers of leisure travel, such as tour operators
and travel agents, began to redirect this efforts at
redirecting travel to from Europe to Latin America and
the Caribbean. Extensive advertising campaigns from the
government tourist boards, agencies, and hotels ran in

both trade publications and consumer media (Figure 36).

The increased popularity of those area would later be
a significant influence as a site selection factor by
expanding international hotels chains, especially Sheraton

and Inter-Continental.

Wartime Sales Promotion

Travel restrictions during WW II severely curtailed both
the operation and the growth of the hospitality industry.
Many properties, as well as entire resort areas (such as
Atlantic City, New Jersey) were used as military hospitals and

rest and recuperation centers.
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Figure 35

Saturatation bililiboard advertising on New York's old Route 17

Source: Prof. Andrew Schwarz, Sullivan County Community College,
ILoch Sheldrake, New York

86



Figure 36 (1 of 2 pages)

South American advertising during the early 1940s

GREETINGS

To the 1941 ASTA Convention and
travel agents everywhere, the
Swiss Federal Railroads extend
cordial greefings. As you do, we
look forward to a brighter future,
when Americans will again have
the opportunity to travel abroad
and enjoy Switzerland as they
have in the past.

Swiss

FEDERAL RAILROADS

F. Desseshoch, GR
47S FIFTH AVENUE NEW YORK CITY

SOUTH AMERICA
CENTRAL AMERICA MEXICO

WITH

EXPRINTER

ANNOUNCING twelve new air cruises and the
Winter escorted tour 'Round South America by
steamer sailing January 30th.

Literature in preparation
EXPRINTER TRAVEL SERVICE

22 EAST 60th STREET ..NEW YORK CITY
PALMOLIVE BUILDING
233 LOEW'S STATE BLDG.

+ 1420 FOURTH AVENUE

%&Wﬁ
SPRING IN
ARGENTINA

SAIL AWAY TO A GAY NEW SEASON N THE
LANDS BENEATH THE SOUTHERN CROSS

Siroll the greod ovemves of Buenos Airer in the
worm Spring sumthme; revel in the beauly of

now bloom in Polermo Park's greol tose

4 gordens, the lowcmaling couniryside os the

gross of the Pampos grows green ogain.

Whether you preler the saphhlicaled pleo.

R sures ol the greal Argenline melropolis or

fook further ofield, Sprimg is the lime fo geb
& the mos! [rom on Argenline visil,

38-DAY CRUISES

by the lunurious 33,000-1on
American Republics Liners

S. 5. BRAZIL *S.S. URUGUAT
S.S.ARGENTINA
Soilng Fortnightly Trom New York

gaﬂﬁng al BARBADOS

RIO DE JANE(RO
SANTOS
MONTEVIDEO
BUENOS AtRES
SANTOS

\' R1O DE JANE{RO
TRINIDAD

107 &'xeents

Note: 1In the USA, 1941 changed from the last year of
"National Defense" to the first year of war. Travel
firms and hotels in Latin American began to
aggressively seek business which, as the upper left
ad somewhat poignantly indicates, was being diverted
from traditional European destinations to sites
"closer to home".
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Figure 36 (2 of 2 pages)

—HAVANA—

QﬂlHS}"ﬂ
By Steamer — , S,
By 'Plane — § &
\ H

The t,,’
“PRACTICAL WAY”
ALL EXPENSE TOURS

DEPENDABLE YEAR 'ROUND SERVICE
10 COMMISSION TO AGENTS

— Write for Folders —

PRACTICAL TRAVELERS BUREAU

213 E. FLAGLER

Phone 2-6414

MI1AMI, FLORIDA

HAVYANA ano NASSAU

All Expense Tours From Miami
Choice of Routes by Air or Steamer
Full Agency Cooperation
10% Commission
Werite Today For Folders

UNITED TOURS, INC.
B,

30 S. E Second Ave.

Miami. Fla.

Bob Bellchambers,
President

t sure is ... and every agent
knows why! Every time you sell the Nacional's
advantages your clients not only rave about a
wonderful Havana visit—the) spread your reputation
as a travel wizard. Mighty pleasant way to ‘*‘up”
your profits!

Ju Bavens
Year "Round

HOTEL *
.. Opeo the
« . » Booking
seze 2% NACTON
Mism{ , . . Regulsr Commis-

slon to Ageots.
DE CUBA

Tours That Bring Them

N

o

A Tour Patron
wrifes:

*] have just returned from
the finest thirteen day
vacation my wife and ]
cver enjoyed. We had the
good fortune to purchase
one of your Tours to
Mexico.

“Your organization was
without a flaw, every stop
that we made was just one
more enjoyable thrill after
another...”

—/‘w.————

Back for More

TO SEE THE BEST OF

MEXICO
SEE US!

Investigate the wide range of escorted all-
expense tours routed via Jlhnois Central.
We specialize in Mexico travel and the
tours are especially planned to please your
patrons. Best attractions included. Finest
hotels. Diverse routes available. Visit New
Orleans en route. English speaking guides.
We have resident representative in Mexico
City at your service. All tours are
reasonably priced. They are casy to sell.
Liberal commissions.
Other Tours to
CALIFORNIA VIA NEW ORLEANS
FLORIDA —3llraidl, nd-avto citele 1outs.
HAVANA, CUBA s NEW ORLEANS
MISSISSIPPI GULF COAST
HOT SPRINGS, ARKANSAS
MEXICAN GULF CRU{SES
Vi New Orleans, Calveston, Mumi
CARIBBEAN CRUISES
Via New Otleans
SOUTH AMERICAN CRUISES
Via New Orlcans
Many of the leading travel agents are offer-
ing complete escorted tours via 1llinois
Central. To sell the most of the best aee us.

Gel your share of these profils

Write today for complete mformatton 1o
J. V. LANIGAN, Passenger Trafhc Managee
lilipoa Central Sysicm, Chicaga ML

THERE'S { <, %N THES:’

————
_STMOUNTAINS AND THE SEA OF ——

Regardless of what your customers
prefer—you can satisfy them with a
trip to Puerto Rico. They may travel
either by ship or airplane—and in
Puerto Rico they can enjoy either the

ins or the h lead lives
of gaiety—or find complete rest and
relaxation.

Our advertising is reaching 8,187,214
persons each week. Cash in on it. Sell
Puerto Rico—for bigger profits and
happier customers.

Government of Puerto Rico

INSTITUTE of TOURISM
1457 BROADWAY =+ NEW YORK, N, Y.

Depariment of Agrievifure oad Commeres, Office of
Publicity ond Promofion of Touritm ol Pusrto Rico




There were some indirect benefits from this situation.
Due to shortages and rationing, tight room and food controls
had to be installed in such "military" operations - as well as
in civilian 1life elsewhere. These control principles were
carried over when the properties reverted to civilian use.
The control concepts learned were eventually related to sales
promotion and its impact on bottom-line profits through the
concepts of controlling the costs of selling and servicing

(i.e., Profits = Revenue - Expenses).

By an interesting reverse process, hotel advertising
actually increased during what could be considered the
"lean years" of wartime restrictions. By necessity, it was
often highly creative. There were still many markets to be
tapped, and considerable competition for such potentials as:
* Essential business travel.
* Business conventions and other meetings considered
vital to the war effort.
* Servicemen on the move ("military discounts" became
popular).
* Civilian furloughs ("Give Yourself a Break").
* Short distance vacations (resorts capitalized on such

slogans as "Victory Requires Health" and "For Vim,

Vigor, and Victory").

Some examples are shown in Figure 37.
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Figure 37

Sample wartime advertising

A General
Without

aese beture Aod he s licking
dbasjubusghthaname borsls’

2300 S80N1 raen $3.03
o

Tanks in
This Hotel?

Tudsy guus foewrae b
aed by @

I MAXON, INC

Source: "A Portfglio of Wartime Hotel Advertising”, published
by and distributed in 1943 as a special service to
the members of the Hotel Sales Managers Association.
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There was also a high degree of optimism and planning
for the future among those responsible for hotel advertising
and promotion. Figure 38 shows two trade press articles which

stressed the importance of advertising even under seemingly

adverse conditions.

As the organization representing hotel sales executives,
the Hotel Sales Managers Association (HSMA) wholeheartedly
supported this concept, not only for advertising, but for all
forms of sales and servicing. It continued to hold its annual
conventions throughout the early 1940s (Figure 39). The
positive atmosphere of these meetings can be readily seen
from the topics discussed at its annual May 1943 meeting:

* Wartime Guest Relations.

* T,et's Keep on Selling!

* Sales Promotion, Present and Post-War.

* The Future of Hotel Sales Promotion.

* Travel After The War.

Post-War Conversion:

Following the end of WW II, the hotel industry tried
to return to the type of operation it had enjoyed in those
good old pre-war days. However, good for some, bad for others,
one of the most consequential impacts of the war was the
initiatives taken by hotel customers, who would not be

satisfied with the return to the old "status quo~.
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Figure 38

Wartime messages on

advertising

THE HOTEL GAZETTE, MARCH 13, 1943

HOTEL WORLD-REVIEW

“Continued Advertising
Just Plain Common

Says—

Hotel Sales Managers'

Survey Reveals

Advertising and Promotion Continues

CCORDING to a survey of its mem-
bers conducted by the Hotel Sales
Managers Association, 93 per cent of
Americas’ leading hotels are continuing
their advertising despite current condi-
tions, and 96 per cent of them are main-
taining their sales departments intact and
active. According to President Clayton
S. Hicks of the organization, who con.
cucted the survey for the national or
ganization, 70 per cent of the hotels are
continuing direct mail advertising, and
73 per cent still employ personal solici-
tation. A still higher number—78 per
cent—are making cffective use of local
contacts in the promotion of business or
the interpretation of the hotels’ policies
to the publie.
“The report is mott heartening, because it
. shows that the lesson of the past has oot beco
erased by relatively few months of capacity or
near—=capacity business,” said Mr. Hicks, who
i» promotioo manager of the Providence-Bili-
more Hotel, Providence, R. I. "It is true that
some bouses are being content to coast aloog,
but it is gratifying to note that this is not tue
of the majonty. Tbe botelt which are members
of HSM.A. are represcotative of all types—
Commercual, restdental, resort, and both large
and small operations, so this analysis represent
a true cross-section.”

Many letters urging the group not to
relax its efforts have reached Association
headquarters in the past few weeks, Mr.
Hicks said, and it is apparent that hotel
managers are as interested as their sales
managers in kecping the promotional

*The H.S M.A. cannot relax its vigilance one

tota at this tsme,” Mr. Moore continued. ""The
group must do everything possible to maintain
high lard
—as wcll as map an intelligent program of
sales and public relatioos for the post-war
pertod.”

of hotel handtsing practice

A member who emphasized the post.

war aspect is A. G. Bush, manager of the
Jeffergon, Richmond, Va., saying:

“T fecl that it is well for us to support the

HSMA. in every way we can, as we widl
need it badly after the war is over.”

M. P. Mathewson, director of public

relations of the LaSalle Hotel, Chijcago,
reports that his hotel is still continuing
its advertising, local contacts and per-
sunal colicitation.

“While .we have been having a sort of bus-

man's holiday tn Chicago,” he sad, “| think
it behooves us to go out of our way to take
care of people in the proper manoer, and re-
fran from creating in any way the fecling that
we have all the business we can handle—aod
that therefore we can rough-trod over anybody,
be it a group or an individual. It scems o me
that in over twenty years of botel acuvity we

have tpent ten of them apologizing to people
for the callous manner of handling them when
we were busy. Now is our goldeo opportunity
w do a swell job and o craate lajang good
will.”

Another active member, Howard M.
Busick, acting managing director of the
Lord Baltimore Hotel, summed up all
the arguments by stating:

I do not see why, to any way, thape or form
the warnme acovities of the Hotel Sales Man-

agers A should be curtaded or re-

spirit alive. Quite a few correspondents
stressed the importance of alert public
relations on the part of the individual
hotds, and emphasized their wish that
the Association would back up these ef-
forts 100 per cent.

A typical lerter oo this subtect was from
Fsaoklio Moore, manager of the Penn Harris
Hotel, Harisburg, Pa., and past president of the
Amecrican Hotel Associauon, who said that the
botel industry lookt to the sales managent’
group “to advance some new and progressive
tdeas for the merchandising of hotel’s inson-
uonally as well as for the sales job to be dooe
io the individual botels.

duced.”

In dosing, Mr. Hicks revealed that the
national organization's dues are coming
in regularly, and that only 2 handful of
hotels had withdrawn their memberships
since the beginning of 1943.

*The picture for the future it most cocourag-
ing,” he said, *and while wc plao oo coocerted
drive for new members, we are confideot that
the oew ones secured in 1943 wdl more thao
offset withdrawals caused by the purchase of
boteit by the government, or for other reasons
direcdy due to the war.”

CHARLES E. ROCHESTER

Vice Prer,

and Managing D;:
Hotel Lexington, Nt:/ Y:;"k""

ISh\vl\r'l'nen the hotel by,

ng, as It Is now, It

l::;m;;lneern:y or lethar,
advert|s

e Ing. Just

Many a bus|
ness,
some, has fajjed ox:

slness 13 four.
Is no time for
&Y with regarg
the opposite |g

and patrona,
ge.
At the Lex|n,
gton we |ncr
:::el:;sh;nz conslderably |pn eln&e: ‘\)r;":
Atnulng throy
thls sanlxle accelerated Bp}:r’::l 1943 ac
many of ou, y
. r form
I.l::er:zl.; & distance, canno(e:lﬁem
doringtc n‘rlzhl NOW or even for the
o oen ol the war, we do not Intengd
single one of them through

continua;
vertlsing In times of lncre:lsoe: otfu.sT

ness actlvity jusy plaln common sepge.

Source:
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Figure 39

HSMA's wartime convention programs

T ,; 19¢3
WARTIME

HOTEL

SALES anp
SERVICE

fall

16th ANNUAL MEETING

HOTEL
SALES MANAGERs |
ASSOCIATION !

ASSOCIATION May 16.17, 1943

March 3
The Waldorf-Astoria
New Yark
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The 1ifting of wartime meeting restrictions, the challenges
of peacetime industrial conversions, and the growth of big
business created a highly pro-active market place which
soon put new demands on the industry. Technological
advances adapted from wartime created "problems" for the

traditional operator who was too slow or cautious to change

where necessary.

The dramatic advances in transportation, for example,
were important in the growth of the conventions and meetings
market (Figure 40). They offered opportunities, options, and
flexibilities for association members and company employees
to more readily and more economically attend meetings throughout
the country and indeed around the world. And they gave the
"time and place" committees or meeting officials more

potentials for site selection consideration.

This in turn led to more product development, more
building...and more competition. The hospitality industry
was soon to enter a new age of operating "sophistication".

The question was, how far behind was its marketing abilities?

The next chapter will offer a detailed look at the

history of the promotional "tools of the trade".
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Figure 40

Post-war airline expansion and new highway construction
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Chapter VI

THE "TOOLS OF THE TRADE"

The preceding chapters primarily served to set the stage
by offering various chronological tracings of the historical
development of the lodging industry - and an overview of the
influential outside forces and challenges which affected

both buyer and seller of hotel accommodations and services.

This chapter, which is the major part of this study,
will concentrate on illustrating how the seller reaches the
potential users - and through the persuasiveness of the

sales message, influences a buyer's decision-making processes.

The means of doing this are through the effective use

of sales tools - which for the hospitality industry, include:

* Referrals and Recommendations.

* Personal (Direct) Selling.

* Print Advertising (Newspapers and Magazines).
* Publicity and Feature Stories.

* Displays.

* Dpirect Mail Advertising.

* Folders, Brochures, and Other Collateral.

* Broadcast Advertising.
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These may be directed at the ultimate user (the guest)
or aimed at an intermediary "third party", such as a travel
agent, tour operator, or meeting planner who would be mainly

involved with generating "wholesale" or volume business.

The concentration here will be on print advertising
(particularly newspaper and magazine) for a number of reasons:
1. Historically, it was probably the most commonly
employed means of customer communications.

2. It has been readily documented and preserved.

3. It does not appreciably differ from other forms of
promotion - and can be readily correlated, for

example, with the basic techniques of salesmanship.

Adrian Phillips, CHSE (to whom this work is dedicated)
emphasized that "Good Salesmanship and Good Advertising are
Good for The Same Reasons" - and on the back of an August 9,
1940 dinner menu in the writer's possession, listed the
following common traits necessary for both to be successful:

* Selectivity - the ability to choose the right prospects.
* Good First Impression.

* Knowledge of Human Nature.

* Sense of Showmanship.

* Knowledge of The Product and Its Competition.
* Imagination.

* Sincerity.
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* Ability to Express Ideas Simply and Clearly.
* Force and Initiative.

* Tact and Judgement.

One might be tempted to add some potential "negatives"
to that 1list - since guile and deception unfortunately has
been long associated with both advertising and personal
selling. Gilbert & Sullivan's 1884 opera "The Mikado", in
its famous "Let The Punishment Fit The Crime", decreed:

"The advertising quack who wearies
With tales of countless cures,
His teeth, I've enacted,

Shall all be extracted,
By terrified amateurs."

(There's an interesting connection between G&S and the
hotel industry: their business manager D'Oyly Carte was
associated with London's famous Savoy Hotel - and Gilbert &

Sullivan productions are still referred to as the Savoy Operas.)

Standard references of the 1800s seemingly paid 1little
attention to advertising. Chambers's Encyclopaedia,
prepared in Scotland and published by Collier, called itself
"A Dictionary of Universal Knowledge for the People» -
and’its 1887 edition defined "advertisement" as "The public
notification of a fact. This is now commonly effected
either by means of the ordinary newspapers, or of newspapers,

printers' lists, and other publications specifically devoted
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to the purpose. Advertisements, both printed and written,
are sill posted on church-doors and other places of public
resort, in which case they are commonly called bills or

placards." And that was about all they had to say about

the subject!

Many hotel executives of that period considered it
beneath their dignity to advertise...in fact, one of the
popular sayings, particularly in American Plan operations,
was along the lines of "Set a good table and the rooms will
take care of themselves." 1In effect, referrals among
guests and other forms of "word of mouth" was fine - but

don't beg!

Many accountants, comptrollers, and general managers
also viewed the concept of business promotion from a rather
jaundiced perspective. For far too many of them, it was
considered an unnecessary expenditure. To repeat what was so
often stated: "Who cares about advertising and promotion?
When business is good, you don't need it. When business is

bad, you can't afford it!"

It wasn't until the late 1930s that advertising and other

forms of promotional literature began to be positively
recognized by the industry- And that was largely due to the

Advertising Contests conducted by HSMA - and the publicity
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generated in the hotel trade press and, of course, by
the winning properties themselves. Figure 41 presents
a pictorial overview of the contest displays and resulting

publicity from the 1937 and the 1939 HSMA Conventions.

Referrals and Recommendations

One of the earliest methods of developing business for
a hotel or destination was the indirect approach through the
praises of others, such as:
* Satisfied guests (repeat business).
* Guest recommendations to friends and business contacts.
* Travel-book writer endorsement (Figure 42).
* "Reviews" by newspaper and magazine travel editors
(Figure 43).
* Recommendations by contractors, suppliers, and purveyors
(Figure 44).
* Referrals and recommendations through fellow members
of hotel organizations (Figures 45 and 46).
* Referrals by fellow hoteliers, particularly

through exchange of rack folders (Figure 47).

This type of promotion tool is somewhat different from
the others to be surveyed in this chapter in that referrals
and recommendations are primarily methods - which are then
carried out by specific means - such as personal contact,

newspaper and magazine feature stories, and other media

lacements.
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Figure 41 (1 of 2 pages)

Awvard-winning 1937 and 1939 hotel advertising

HoteL WoﬁLD-BEVIE\v March 27, 1937.

EXHIBIT A’I_‘ HOTEL BUSINESS PROMOTION CONFERENCE AT FRENCH LICK

nge 1 Advertising and promotion are two important elements making for the suc-
cess—or lack of success—of any hotel. These matters will receive attention at the
Hotel Business Promotion Conference to be held at French Lick Springs March
{8-20 and at the education sessions to be held in connection with the Mid-West

Hotel Show in Chicago the following week. T i 2

g pretr - RS i N
=~ By, WILLIAM BRENNAN —
“Described as the ‘largest and most
extensive program .ever devoted to
sales promotion activities in the his-
tory of 'thé hotel fleld," the'tenth
annial meeting “of the_ Hotel "Busi-,
ness Promotion Conference will take
place March :18-20 "at .the French
Lick .Springs Hotel,” French Lick,!

Indiana. ,°* Sty

-
jon_to

“-The panel method’ of dlL ! :

be_used includes as speakers Francls,

B,.Frazee, Larkin Co., Inc.,-Bulfalo, | .

'nd 'Henry” Hoke, -secretary [ol the; At the Hotel Business Promotion Con-
Direct Mall Advertising “A3sp... who' ference to be held at French Lick
#ill cover direct-mail advertising. ! | Springs next Thursday through Satur-
. C. W. Browne, marketing and ad-, day, one of the feature attractions will
gertising .manager, U. S. -Printing be an exhibit of hotel sales and pro-
wnd Lithograph Co., Cincinnati, Chio, motional literature, which will be moved
ind past-president of; the Cincinnatl to Chicago to be exhibited at the Mid-
Advertsing ‘Club, is scheduled tq tell west Hotel Show.

how to use newspaper and magazine . L

advertising for maximum results in

obtaining -all -typesof ‘pusiness  for

HOEE"Z‘I:\I" xmb”rhl e

A special exhibit of hoiel sa/®s S, HOTEL WORLD-REVIEW

erature *will ‘be “displayed -at \the 3/15/31 b

 meeting.,
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Figure 41 (2 of 2 pages)

Awvard-winning 1937 angd 1939 hotel advertising

The
/OJ'E::Q - Ib{/iunfng
avltféffd

AT THE CHICAGO
CONVENTION

e e
)
) OOy
Skl diy
rj.. = "‘l'l'l'j

Fifteen hotels and the Dartnell Service participated in the annual Exhibit
of Promotion Material, held at the Stevens Hotel. The displays which
were selected by the judges to be given Certificates of Award are depicted
above. Photos by Kaifmam & Fabry, Chicago.
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Top: President Connar, President-elect
Flynn and Executive Secretary Van
Surdam inspect The Greenbrier'sdisplay.

Abuve: Adrian Phillips of Chalfonte-
Haddon Hall shows his prize-winning
tourist agency booklet to Messrs. Connor
and Flynn.

Above left: Raymond Hall points out
the fuod and beverage promotion dis-
play which took the honors in its class
for the Hotel New Yorker,

Left: President Connor congramlates
Buh Nord wpon The William Penn's
Frize'winming convention presentation
and the rest of his hotel's large display.



Figure 42

Travel writer endorsement

““The above Hotel is a fine building, and considered one
of the largest and best inns in the kingdom, out of London.
Its accommodations are in the first style of excellence, under
the superintendence of Messrs. Lucas and Reilly. In the
season it overflows with company of the highest rank in life.
The dining room is equal, if not superior, to the large room
at the Crown and Anchor, in London. The suite of rooms
correspond and are furnished in the most superb manner.
It has a subscription-club of the first respectability, denomi-
nated the ‘Friendly Brothers,” consisting of three knots.
The members are elected by ballot, and are free in London,
Dublin and Bath. The subscription is three guineas per
annum; but an additional charge is made for newspapers,
publications, &’c. Stages set out from York-House every

.day for London. This hotel is stored with a profusion of

silver plate for the service of its visitors.

Note: Back in 1819, writer Pierce Egan, in his book,
"Walks Through Bath", described the York Hotel,
a fashionable inn in what at the time was the most
fashionable resort area in the United Kingdom, in

the above glowing terms.
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Figure 43

Newspaper '"reviews" of the late 1880s

Ske Dix Neouse,
DixviLLE NOTCH, - - NEW HAMPSHIRE.
Opened to the Public, 1876.

H1S HOUSE, which i located at ths western portal of ths won-
deral Dixvilla Noteb, occoples one of the most romantic apots In
Borthers New Hampshlre. When opened to the poblle it was
named lu honor of Geoeral John A, Dix, tha sathor of the famous
order (issoed during the tebelllon}—*1{ sny mau sttempts to haal
dowa the Amerlesa fag, shoot him on the spot]®—whe was
slected governor of New York In 1873, and memberr of whase

family attended the apeaing, ths township {n which 1t i» located having long

borne his family name.  Tha buildings ars pleasantly located, sre clesn, com-
fortable, quict, wellkept, snd they possess superior sdvantages as 3 sommer
resort. 1t in delightfally cool hers in mid. , and “hayfever ¢ Is unknown,

derfal palinades, rosring des, winding streams (which aflord sseellent
trout-fahing), besutiful lakes, and fos drives, woich ars grestly enjoyed by
InvaMds. Paths bavs beca opened to tha principal heights snd most sttractive
points, for the special gratification of lovers of the besatiful  Mountsin-peaks,
tha primeval foreat, 1prings of purs, bealth-glving water, opportunitles for fish-
Ing and bunting as well as ths advantsges of complete rest la ths purest and
most hracing alr, s the ever-present attractions of thls wondrrful spot.

Diaville Noteh 1s resched, oa the West, lrom Colebrook, through which
passes the Upper Coos Riilroad; from Colebrook to ths botel (tea miles) thers
15 30 eacellen] earrisge rosd  Passengers by all the railroads, fiom the Sooth
and West, 33 well as by the Grand Tronk, taks the Upper Coos road st
Aerth Stratferd. There is 3 good cartisge road, East, to Errol Landing, on the
Andrgacoggia River.

It b the purpose of the proprictor te make ths Dix Hoose 3 delightful
3ad bomelike sommer resting-place for all who we from ny ciuse attracted
lato this wonder(al part of New England

A good Ltvzay Sraatx Is miintslned In conncerion with ths hotel.

TERMS—$10 to $14 per week. Reduction to hmilies.'.

- fal

GEORGE PARSONS, - - PROPRIETOR,
Pono"tél Aporsss, COLEBROOK, NE“!_ }!A_MPSHIRLL

‘Ths attractlons which surroond this hotel inclode subllme mountain peshs, -

Note:

“Pixville.

otch.

Below are a few of the complimentary things, spoken hy the presa, con-
cerning this {aeorite summer and (all resort

Evenlng News (Pbiladelphia). There is not the vastneas of Swiizerland
here, of course; for the Noteh is only about threc miles In extent. But here are
a1l the olewernss of an Alpine section, where Nature has generously closely grouped
together a gallery of pictures whose grandeur ie sublime—a very Vatican of natural
gemu—made up af artistie bita, whieh excite the love of every admirer of Nature.

Colebrook News. Oncach side of the glorious gorge are crags and spires
of moat curious formation, some standing out naked and gigantie from the desolate
tnelines, others showing but their scraggy heads above the cvergreens which hide
all else of their ugly nakedness, The confusion of rocks is more dire and dreadful
to behold than a glaeier, and looks as though it must last forever.

IWhite Mountaln Eclto. There are several places in our own beautiful
country wbose lovers delight to call the ®Switzerland of America,” but there is no
region in a1l our glorious Appalachian range whose characteristica are 30 thoroughly
Alpine as Dixville Noteh, N. H.

Danlly Tllustrated Graplhile. Our illustrations will say more for this
delight{ul region'than our impoient pen-picturing. The acrambles are splendid and
can be sccomplished with little 1abor.  The outlooks are superb,

Thte Presbyterinw. It is 2 haven of rest for the quiet and the over-
worked, and must one day become flled with the lovers of the healthlul and beau-
tiful.

Lowell Mortlug Mall. The view from Table Rock is very fine. I the
wind is not too cold, onc may profitably employ 2 fcw hours on this narrow rpur of
roek, which is very largely visited.  Leaving it he witl take with hint {if he possesses
an appreciative soull memories of 2 novel and most gratilying experience.

Among the Clouds. 1have already totd you of the red-letter days in
New Hampohire, 3nd I could boast aof nill more, but my object now is only to
praise Dixville Noteh. 1t is incomparahle.

. Doston Jotirnnl. Come with me to the piazza of 1the comluriabte 1Mis
House and 1 will show you spires, now d, now joined in massive
groupe of wondrous composition, like that of the snow.white Duomo a1 Milan,
rising into one grand tower at the end, which has been unhappily christened Talte
Rock. As 1 write ] see 2 victorious quartette who have jusi masiered this minia-
ture Matterhorn, They are asiride its narrow summit, for there is barely width to
stand, and yodle to and {ro, while our waving handkerchiefs ean be ptainly seen by
each other. A few rods {rom the greaiest height is 3 fissure wherein ties perperuat
snow and ice. Beneath Table Rock we see domes, pinnacles and butiresses siand-
ing out towards the clouds in endless variety. All around and opposite us needles
of every height and fantastie form rise from the rocky sides of the great Noich.

Publlc Ledger (Philadelphia). My new place is 1en miles away lennt any
railroad station, and it ia well entitled to the name of The Alpr of Appolachin. 1t
bas an abuad: of dashing des, 2 decp- flume, splendid elimbs for the
pedestrian, rocky summits from which most lovely views of lakes, mountains,
ravines and pastoral scenca may be had; 3 good hotel, thai is cool and quict and
delightful {or the lovers of rest. AG" try ie

This circular from the late 1800s used quotes from
a wide variety of newspapers and journals as

testimonials to "back up" its own descriptive

promotional copy.

Source:

Stephen P. Barba,

President, The Balsams crand Resort Hotel,

Dixville Notch, NH.
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Figure 44

An "implied endorsement" third-party testimonial

HOTEL CHURCHILL

ONE OF CHICAGO'S FINEST APARTMENT HOTELS

OPENED APRIL 1st, 1923

Entire design, construction and furnishingd
under supervision of

H. L. STEVENS & COMPANY
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Figure 45

Hotel organization referral booklets

€. H. LYNSKEY
GCENERAL MANAGER

, DONALD LYNSKEY
ASSIT. MGR. & ARTIST

OFFICIAL PUBLICATION CHARTER 19, GREATER MIAMI

HOTEL

B. R. WALZER
EDITOR

JOHN MAHONY

A. C. SMITH
ASSOCIATE EDITORS

Published each Saturday from
205-6 Republic Bu'iding
end distributed FREE through
Hotels and other public places §
. ADVERTISING RATE ON APPLICATION
Phone Mlaml 2-1462

Why We Are

OR the thousznds of people who

come to the “Magic City” elther as
vacationists or prospective residents, as
well as for year-round citizens of Mlaml,
this magazine is published.

Many of DMiami's achlevements, her
countless educational, cultural, civic and
industrial advantages; as well as her
amusement and entertainment features
are more or lcss unknown, or overicoked,
because of the lack of some concrete. way
in which to present them.

The mission of the “Greater Miami
Greeter” is to acqualnt the visitor and
the busy Miamian with what Is happen-
ing In and around Miaml - “Where to
go - what to see - how to get there - and
when.”

Through the "Greater Miaml Greeter”
these features of the great playground
city will become better knowa and more
widely appreclated.

The HAND of SERVICE and WEL-
COME of Charter 19, Hotel Greeters of
America,” and of other civic and com-
mercial organizations In Greater Miaml is
extended to all visitors through this
medium.

We can iously r d our

advertisers to you. They are rellable,
and their personnel courteous. They make
1t possible for you to recelve this publica-
tion FREE each Saturday, and you can
best express your appreciation by men-
tioning the "Greater DMiami Greeter”
when you BUY In Greater Miaml.

‘Form the habit of using It each week as
a reliable gulde. Yhen it has served it»
purpose, mail It to someone “back home.”

Hotel Grasters Direct More Buasiness Than Any Other Organization in The Worid

For most of the first half of this century, the
Hotel CGreeters of America was the key hotel
organization for those in "front of the'hogse" staff
and management positions. The Greater Miami charter
was particularly active in business referrals - and
jssued a weekly 36-page booklet with a 5,000 copy

distribution.

Note:
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Figure 46

Hotel organization referral advertising

NOTE:

SHOW PLACEAT HAVANA

Sce how Corona -cigars are made

! Gayety- Happiness - Cheerfulness

|
h
|
! Are Fully Enjoyed Al The " Visit
:
'
i

LA CORONA

i CIGAR FACTORY
- i No. 1 Reina Street
HAUANA, CUBA i Opposite Fraternity Square

|

| ) . i SALES DEPARTMENTS

| FAULTLESS service comfortinthe J No. I Reina St. or No. 10 Zuteuta St.

x‘ iy Yle:‘:ll mliarlunw?l{a[mg\: m‘:)r::l. splllill i 0i, Fraternity Sq Oo. Pres. Palace
of hospitalil a @ you rea i

. feel a(phom: all these qualities of inuil‘f I HABANA CUBA

| ing atmosphere arethe outstanding char- i

I acleristics that prevail at the Holel Plaza

i T
, DODED to this the most convenient t
| and central location of the Hotel ; La (Casa Gl‘ﬂlnde

and ils reasonableness in rates for rooms ’; GALIANO & SAN RAFAEL STS
and meals as well, quests after a ficst call i y
will surely return again and again ; HAVANA, CUBA

]
I AKE it 2 poinl, lo nol leave Havana I I

{ withoulseeingus. The Manager ! French Pe'rfumes
!

will feel honored and happy lo meel you. 1 Spanish T]“'“gs
FAUSTO SIMON, Managing Directar j
Holel Plaza  Central Park  Havana Cuba | FREE
! " to every American visitor a nice
| Rotary Member.  Member, of Harel Greersrr of Amenica | bottie of French perfume as a

Member of Aam) Chamber nf Cammeree ¢ ¢
souvenic of this store

B

“Hacana’s Smartest Department Store”

‘ On San Rafael & Aguila St.

: is the ideal place to do your shopping in while

' you are in Havana. Don’t fail to wvisit it.
You will be cordially welcomed.

i Dine and Dance | A GOOD
I ALCAZAR--ROOF | GREETER
‘! Dinner 6 to 9 P. M. HOTEL

™~

HAVANA,CUBA
“It’s Good’*

.F Evening Entertainment

i SEVEN ACTS HIGH-CLASS !
VAUDETVYILLE A

[ Nightty—9:30 Tili — I YOU WILL MAKE NO MISTAKE
STEWART GORMAN'S NINE iy By Patronizing

BROADCASTING SYNCOPATORS | THE ROYAL PALM

Cover $1 Week Nites, Saturday $2 o Witber E. Tndgham, Prop., Megr.

| Jame« Baitiie. Ass't. Mgr.

In the 1930s and early '40s, Cuba became one of the
favorite destinations for Americans (especially those
of "means"). This series of ads formed the inside
front cover of the Greeter booklet shown on the
preceding page. Phrases such as "A Good Greeter Hotel"
and "Member of Hotel Greeters of America" were
specifically designed to encourage referrals.
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Figure 47

Referrals through folder exchange and display

NOTE:

e

A LY
i s
LY m

During the 1930s, many hotels started displaying
folders of other properties through a service
originated by Elwood Ingledue, the publisher of the
"Travel Index" (now the "Hotel & Travel Index"). This
type of referral setup and other variations of folder
exchange programs are still popular today, particularly
among the smaller independent or franchise properties.
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Personal Selling

While the great majority of illustrations and examples
of early sales efforts are portrayed in this chapter by
print advertising, this is not to infer that direct contact

(personal) selling was not done in the 1800s and the first

half of this century.

As previously mentioned, little seems to have survived
as samples of verbal sales communications of the past. Back
then, one didn't have radio, TV, audio and video recorders,
or other means of recording and preserving sales conversations
and customer dialogs. Nor were there the sales-training
programs common today in which role-playing of "sample" direct
selling situations and scripts are presented in instructional

manuals and training videos.

In the days before conventions and group business became
significant, most personal sales contact was with in-house
guests, where the manager and staff interacted with their
patrons on a casual, relaxed, and generally informal basis.
The common practice of the day was a greeting upon arrival, a
"hello", wave, or handshake when the manager and staff "walked
the house" each day, and a farewell upon departure. Where
applicable, the manager might discuss with a guest such future
services as a dinner party, wedding, or some other social

activity which could bring the property additional revenues.
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In effect, this could be considered internal personal selling-

On departure, it seemed traditional for many properties,
especially top-class international properties, to have the
head porter or some staff member paste hotel stickers on
the guest's luggage - to remind them of the happy times
they just experienced. This, too, could be considered

personal selling, with a take-home reminder (Figure 48).

The most common direct selling approach in seasonal
resorts often was a "may we make a reservation for you for
next season?"; in properties catering to the commerical
traveller, it was a variation to the effect, "should we set

aside a room for you for your next swing through?"

There was another interesting form of the direct selling
approach used by properties located in seaports - and which
gained popularity as steamship business became more profitable.
Many hotels had representatives meet passengers at the piers
upon arrival, primarily to greet them, solicit their business

if they had not already made reservations, and help them to the

hotel (Figure 49).

However, in some instances, certain "agents" may have also
specialized in "intercepting" guests bound for competitive

properties (a situation which unfortunately still has its
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Figure 48

Hotel luggage stickers

O

e —
(=11

q-1=]-
GRAND HOTEL DE PEX

HEPHEARD'S

SUTTREET A SEVENTR T WL TORR.

£
GENOVA

In addition to promoting the hotel, it seemed to be a
status symbol for international travellers to have
their luggage plastered with stickers from famous
properties around the world. 1In fact, some of the
less travelled could purchase second-hand steamer
trunks with luggage stickers already affixed.

Source: Joel Sena, President, BrochureGraphics,

Apopka, FL.

Note:
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Figure 49

Multi-purpose folder for steamship agents and boat passengers

SPLCIAL. REPRESENTATIVES OF THE HOTEL

-

" DO NOT FAIL TO —

READ THIis

WILL MEET PASSENGERS AT THE ARRIVAL OF
EVERY STEAMER

SPECIAL ATTENTION

PAID TO TRAVELLERS

WITH Al.!__M_QQERN IMPROVIEFIENTS

fnstructions to the Agents — The agents should instruct
the passengers that upon their arrival in New York in order that they may be
more easily recognized by my agents, they should place in a conspicuous part
of their dress my address (card or button) and not to allow anyone to remove
it; not to trust those representatives of hotels that try to make the passengers
believe that they are my associates, whereas they liave nothing in common with
me or my hotel; not to trust those who represent themselves as agents of steam-
ship companies for they are no other than miserable scoundrels that try to de-
ceive the passengers in order to swindle them.

If by chance a passenger should not find one of my representatives at
the station, e should go to an employee of the railroad comnpany and have
him telephone to me, and 1 will immediately send some cne for him.

All these inconveniences may be avoided if the agent advises me in
time to send my representatives to meet them.
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modern counterparts in the diversion of business by

taxidrivers and in the interception of volume business already

booked by other properties, such as conventions and tours).

In fact, the whole concept of ethics (or the lack of it)
as it related to personal selling was one of the reasons it
was frowned upon by many of the old-line hoteliers. It
was also a matter of custom; in many areas of the world
it was then considered unprofessional to personally solicit
business. As previously indicate, for many, begging for

customers simply wasn't the "gentlemanly" thing to do.

However, from the 1920s on, the growing importance of
conventions and other forms of group business made personal
selling a necessity for those who wished to obtain their
share of this emerging market. Meeting planners and other
site selection officials obviously would not commit a meeting
of 500 or 1,000 people for 3 or 4 days, for example, on the
basis of reading a newspaper ad or a folder mailed by the
hotel. They expected direct contact from someone representing
the hotel - and very often expected the hotel official to be

present at their conventions when decisions were made for

subsequent years.

The processes most often used for bidding on association

conventions or other non-corporate functions were either a
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formal presentation made before the organization's site
selection (sometimes called "time and place") committee;
or a prepared speech before the assembled attendees or

delegates at a general assembly, where the decision was

often made by voice vote.

Admittedly, the success of the first procedure was
often based on how well the sales executive could
button-hole and then wine and dine the key decision-makers.
The success of winning the general assembly vote often
depended on which hotel ran the best hospitality suite the
night before. A flair for the dramatic and for showmanship
also was a must in personal selling; whether "one-on-one" or

before a large, assembled group.

All of this tended to give personal selling, particularly
in its early days, a negative aura of "hucksterism" - which
fortunately would decrease with the advent of proper sales

training, education, and professional development.

Print Advertising

Print advertising (newspapers and magazines), on the
other hand, was less personal - and did not suffer some of

the negativism surrounding direct selling.

While some considered personal selling "pushy"; the
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Same people would defend advertising as being "informative".

It's interesting to note the almost apologetic undertones
used in the wording of early advertising: "The proprietor begs

to inform the public....", is illustrated in Figure 50.

General Uses of Print Advertising:
In the early days of promotion, advertising served a

variety of additional purposes - all of which are valid today.

One of the most important uses was to create public
awareness of your existence, as shown in Figure 50 which is
an example of what we would now term a "pre-opening" or

"opening announcement".

At the same time, advertising could help and maintain your

positioning in terms of what you are trying to be, what you

would like the public to perceive you to be, and how you
differ from your competitors (Figure 51). 1In short, a

"position statement".

Closely allied to this was the establishment, particularly
through repetition, of an overall image in the public's mind.
This often was done by establishing a theme or a slogan - to be

used in a specific campaign aimed at maintaining the desired

impression (Figure 52).
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Figure 50

An 1860 pre-opening announcement

1 i C i mplimen a veleran
The Galway Vindicator With compliments of u vebo

WEDNESDAY. JULY 18, 1860, in the Hotol business—

'@/LB églinéon g(oéel, lea“/;i”, @a’waq

THE EGLINTON HOTEL
Sart HiiL

HE PROFRIETOR beygs to iuform  the
Public that this lirge and  splendidly
fitted-np Hotel will be opened far the reception
of Guoests amd Visiturs, on MIONDAY, the 16th
of JULY unext. Tt is beantifully sithated on the
SEA ROAD, awd commiinls a magnificent view
uf the Bay. It contains 22 aivy and healthfunl
Buck-rnows, five splendid Sitting-roams, with
othier conrenivuees suitable for a Tirst-rate
Establishiment. As o picturesque wind healthful
residence, thoe Eglintan Hatel can be surpuissed -
by few sca-side sinnmer hanses.

The WINES, SPIRFPS, amt CUISINE will be
in keeping: the chavges will be fonmt moderate,
amd the attemdance punctual.

The Hotel is by perinission of that real
friend of the Guliray Pucket Stution, callel

“THE EGLINTON”’
us is eridencal by the folluwing tetter:—
’ “Lowdon, 29, Albermarte-Phice,
June UG, 1860

USir—I can hare wo objectivn to your uew
Hatel beaving my name, aml [ trust that the
growing prosperity uf Galway, will render your
ivestuient a  profitable one.—T  am  your

obedicnt servant,
UEGLINTON & WINTON.
Qe J. Gill.”

JOHN GILL,
PROPRIETOR

Note: While this 1860 opening announcement from ;reland may
seem old-fashioned by today's standards, it was very
contemporary in getting "extra mileage" f{om Fhe ?d b¥
being made into a reprint for hand anq mail distribution
Source: David Adare FitzGerald, Dublin, Ireland,.
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Figure 51

1880 hotel position statements

Cricaco Horxte—Dismxovinnixa Frarvuxa.

Criciuo Hireis—Divixm ianisn Fravirnps, v HnTepa—Dievixorinmsn Fravi ks

GARDNER HOUSE, | | PALMER HOUSE. | | TREMONT HOUSE

Cor. Michigan Avenve sad Jackssn Street.

¥ THE +" VALACE " - HO¥EL, %~

=i i ) Prast— e,
TERMS, $2.50 anp $3.00 PER DAY The Gap Fos-Frdl Bkl i o

Special Indncemenis s Large Farum,

wita! $3.00 PeR DaY FoR ALL Roous AsovE PARLOR FLOOR,
Rooms with Board, $3.00 to $3.80 per Day. | '

Eroopting 1eem tume vl Amems @11k Ter,
Herhis ami fuelire eorrn, .

TAs appoinimenss of the Garviner are eirictly Arel-clasi. Owr roome Roame withoul Boned, 31.00 10 32 00 per Ony, SFETTAZ CONTTRACTE WISI DE 3ADT
¢ ot IlgA1 end alry, meny of Wem facing Lade Slekigon.

Finest Restaorant in the Cily Connecled wilh the Honse.
TABLE SECOYD T0 YOSE (¥ THE YEIST. Abwtind Kito= 0 gutrt s o metla oy brmep s B mms ik, Rooms withoat Board, $LOO 1o $2.00 jer Day.

TAcre le ae mary declradle focatien in CAlcage for Trewdling, Peblic
ond General Busnsee Men fe Hop.

1. D. CRAWFORD.

JaHN 3. MUK, . . . Prepricier.

Caicams Torsts—Dierisisnize Frevionss

SHERB[,N H_QOUSE' MATTESON Housk,| | Grand Iia_dﬁcHotel

Cor. Wehash Avenes snd Jarkson Wireet,

One of the Largest, Ihring oves 200 momel best mrranged.
. Bnest renulnted, sad

Nost Eleganity Farnished Holels t2 America.

All Ine #l8ervel sabrwerde tevines irr. making Il

THE '"OLD LlAHLH."
N. W. Corner of Clark and Randolph Streels.
CHICAGO.

ALVIN HURLDBUT. I'roprletor. WOUBCOLK & LOKING, - - Prepriciore,

Rates Reduced lo $2.50 per Day. ’

Eroctad in 1853, in o siyle zammensucale with Chicagas fulure
1o

Thie clagent holsl scceplt no tieed  Lusuriously furnished,

WK o Brnalawr Bost, Smr b, Woet \nd Stk 1 ve ¢ 13600 bet..

Rooms with Board, 83.00 to 83.50 per Day.

RIPHe 1€n FiRLORe KXTRL,

N 5 10 commercrel
00 yer Day Arall Rooms aderz e Parlor Floor, willoat Balds werar. The cui of the very besl. The greel Expouti
s ol -' "ith BB 13,540 to 01,50, Burlding it :.\:n;. one black of The Meliesan. * Fipoutien JOHN B. DRAEKE & CO, Propristors.

: iti statements were prominently featured in these
Hove: igzét;gg from six leading Chicago hotels, as follows:
Gardner House: "Table Second To None In Tpe Westf )
Palmer House: "The Only Fire-Proof Hotel in America!";
Tremont House: "The 'Palace’ Hotel"f Shgrman gouse:
The '01d Reliable'". The Matteson p1np01nteq }ts
location within one block of Fhe Great Exp081t19n
Building; and the Grand Pacific Hotel stressed it was
"practically Fire-Proof" (whatever that meant!)-.
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Figure 52

Atlantic City's "No Snow on The Boardwalk" campaign slogan
The very elements that

conspire againstit... : N 0 S N Ow
the sun, salt air and

a Gulf-Stream-tem- in

pered Autumn climate

. . . combine to give

you a happier and

healchier condition of ‘ \

mind and body.

e Phone Your

Always to be enjoyed
Favorite Hotel

... Boardwalk prom.

enading, roller chair- for Reservations
ing,smart shops, piers,
theatres, concerts, |
dancing, deck chairs,

sea baths, and count.
less attractions.

Come Now! No Mud!
No Slush! No Snow! [ : X

ATLANTIC N U S N UW -

|

ary §

LiEEEE | | BOARDWALK "
| ATLANTIC CITY

walk hotel accommodations,
Flone Your Favorite Hotel for Reservations

guaranteed by consistent,
uninterrupted ownership:
management, is offered by
these leading houses:

BRIGHTON DENNIS

CHALFONTE-HADDON HALL

MARLBOROUGH . BLENHEIM
TRAYMORE

Kindly Phone for Rates
and Reserva‘sons

Note: Surely the epitome of establishing an image or impression
through the creation of an attention-getting and easily-
remembered slogan was Atlantic City's "No Snow on the
Boardwalk" campaign. It was used in city-wide
promotions, co-0p advertising, and by individual hotels.
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Once a hotel's name and image was established, many
proprietors discovered that there were additional profit
sources which could be promoted in addition to just rooms;

particularly food and beverages. "Wine, Dine, and

Entertainment" advertising was particularly suited to
stimulating business from members of the local community who

were not staying at the property.

Figures 53 and 54 illustrate a sample of "small space"
advertising and "full page spreads" used back in the 1920s
and 1930s to promote Food & Beverage and Entertainment in

such diverse areas as Ireland and India respectively.

One of the key uses of print advertising is to target
tailored messages in the specific types of newspapers and
magazines whose primary readership profiles best matched the

types of guests the property is specifically seeking.

This may sound like modern marketing: relating features
and benefits to the needs and wants of demographic and
psychographic customer profiles. But the following examples
were used long before those modern marketing terms were employed.
Yet, they effectively applied the contemporary concept of

"matching the product to the market" (Figures 55-59).
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Figure 53

Small space Irish wine & dine advertising

LEINSTER HALL .
Royal Hibernian Hotel,

DINNER DANCE

© Saturday Next, 8 until 12..
PEG TISDALL’S BAND.

Dinner and Dance............... 8/6

Dance only, 5/-
(including tax).
Book your tables early.

Source: David Adare FitzGerald, Dublin, Ireland, from a
1930s issue of the "Evening Telegraph".
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Figure 54 (1 of 2 pages)

Wine/Dine, and Theatre advertising from Calcutta, India

December, 1923; {The Sahib and Mems=sahib

e T e e e e L e e e e e e e

BUFFET :
ROYAL

on tha site of the Famous -
Old Theatre Roval. .

. NOTED FOR ITS EX-. -
. CELLENT CUISINE. .

1 Tabies can be roserved al -
- the Grand Hotel, Culcutta. -

: BANQUETS, WEDDING :

: RECEPTIONS and DIN. -

- NER parties can be ar- :
ranged for.

- GRAND
. HOTEL
CAFE

AND

RESTAURANT,

The Rerndezvous of all
Calcutta.

D e et e B e L ST P AT

Tell them you saw it in ** The Sahid and Memsahid "

This page and the next: Mr. Sunil Juneja, Director,

ce: ; :
sour The Oberoi School of Hotel Management, Delhi, India.

121



Figure 54 (2 of 2 pages)

Wine/Dine, and Theatre advertising, Calcutta (cont'd)

P E———

e o TmlmA Y 8 s et e - e — -

[ 5 GLOEE, 7

— o e —

WE STUDY
OUR PATRONS!

THE HOUSE Fom
UATEXT FLATURES ARD REWEST §TARS

COMING
wasg
HAMLET .
A MAN OR A WOMAN?

7 ANITAIRY QUEEN OF BAPPIRESY

BETTY BALFOUR
T hesvwnsd Creater o * Squiie

LOVE, LIFE AND LAUGHTER.

———

A ons /_;\,
e el THE(GLOBE

momente smd s breery sction GRAND OPERA HOUSE

POPULAR PRICES, Re 3,2 &1L
Vot

et 7 LiNpSaY ST. Bepgair Hew Mo ~-—
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The hotel was strategically positioned
henveen the Globe and the Empire Theatres,
both helouging 1o the Stephen family.
This proximiry enabled a gnick drink durig
tiré interval and supper after the show.

The Grand Hotel's restanrant skbmmned the
aeant of Calenina sociery.



Figure 55

Entertainment advertising in "feature column" format

X 7..3:30 p.m_to 5:30_Reli
@ and hisorchestra are going to fa-
ture thelatestintan ﬂ!’y’&ﬂ.ﬂd ]
Russell Monﬁoa,d%fm&omr_h. |
Chicago Theatre, Casanova's new - _
entertainer, will be there to help
keep the ball a-rolling. Refresh-
ments will be served. And it’s all

for oaly 30c pet person, - "53| DINNER DANCING
~While you're at it, better make ¥ EVERY THURSDAY AND
our reservations for Caswnova’s . |-

¢ New Year's Eve parry. o Ies || SATURDAY NIGHTS
- goin mutinwh;m New -
“Years Eve frolics in Deaver.
Therell be a foor show by eater- -
,miners from the pew RKO Or- -
heum Thester, simply ‘gor]gem
vory, (you may see the ladies”
favors now In the Brown Palace |-
lobby) and barmooy by Relienx . |-
and his orchestra...Dinneris from
7:30 p.m. to 10:30, with dancing -
from 7:30 p.m. to 5 v m., Break- .
fast’ll be served at 4 2 m. And the
taxisonly$7.50per n..Then
. theee'llbe the NewY ear’s Daydin- .
.nerat Casanova.. Twill be served ~
from noon to 8:30 p.m., for $2 per
person. . 3
=And don't forget the regular
Juncheon and dinner dances... '|
Morrison will amnse and Reliewx -
exudes thythm.Luocheon is from |
12:30 p.m. 10 2:30, 75cand $1per |
1300, Dinne:si.s served from 7 |
.m. to 9 p.m., $1.50 per person...
Eri:h dmr.Em; from 7 p.m.toclose,
po extra charge” 2 ,
“.- v We'll be secing you... i
T * |

Wi 0 W
~Lou Morgan -7:

and His Famous .~
“NBC Orchestra..
You will thoroughly enjoy a special |
. dinner prepared by Louis, of national
fame. 4 R

FRIDAY NIGHT IS RESERVED
FOR OFFICERS OF THE - /"
ARMED FORCES. -

The -beautiful Emerald Room js"the al

place to entertain your friends with private: . o0 .

partier” Available Sunday, Monda Bes- . E 27
* day and Wednesday pights. =~ = :

BROWN

Note: This example of a 1931 "wine, dine, and enter?ainpent"
ad used a folksy "feature column'” forma? to give it a
virtual "editorial look". Source: Corinne Hunt,
Historian/Archivist, Brown Palace Hotel, Denver.

123



Figure 56

Advertising targeted at the 1930's motoring public

Yakima is on the
fastest and easi-
est route from So.
Calif. to Seattle.
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Figure 57 (1 of 2 pages)

Advertising targeted at the New England seashore vacationers

LOOKOUT
Hotel
Cot;:ges

OGUNQUIT
MAINE
A4 Fillage by the
Sea

150 guest rooms, 41 with ~
private baths, B0 with
hot and ecold running
water. Built on Ogun-
Ir—\ quit Clifs, an_80-foot
) elavation overlooking wil-

lage. ocean and river. HOUSE

Where Country and | 2
Seashore Meet ; Sur! Bathing—Pr

O~ Zet3r

i:atz Bath Houses—Tennis Court—Vool Table—Golf—DUeep Sea E‘.;h-

e TS T T R e e
3 h A i

lluatrated ing—Fine Grov ace—Aa dations for Chauffeurs—Unexcelled Cuisine—Large
Garden Providing Fresh Vegetables—Pure Water from Lake Sebapo—Pure Milk and

B i- Booklet Cream—Extensive Verandas—>Modern Well-Ventilated Kitchen

" H. L. Merrill SCARBOROUGH BEACH § miles from Portland MAINE

TERRA CE INE\; ITH the spray of the Atlantic
W:long its rock-bound coast, and
CASCO TERRACE the Kennebunk River winding
THE ONLT IN¥ ON its way through woods and meadows, the
FALMOUTH FORESIDE SHORE quaint old town of Kennebunkport has
MAINE become an exclusive summering place. OCE ANIC
Siz and one-half miles from Portland

Overlooks Cosco Bay ERE, amid beautiful summer AND COTTAGES
Fiahing, Boaling, Bathing estates, with their trim lawns,

well pruncd shrubs and trees and HE “OCEANICT is site

{ . M . . EAD sated

Enurely remodeled. Cheerful rostiag fire riotous blossoms, is The Nonantum. Iﬁ B on Cape Arandel I:or:\lm:mech

on the bearth cool evenings. Finest Table e pe s ) € r

Delicacies 5 7 ing almost an unlimited view
elicacies. %%{-%uf the ocean and takiaz in

: ’ LEEPING rooms are all outside 4 : "
Shore, Steak and Chicken Dinners Gyroam:. having views of the %’g@-’dm FORIEE NeCE of: the hort-
GIFT SEHOPFP river, seaside or the surrounding scenes fronioni(:rzrr::d“;':l ‘:;5;'.0 r;\rn:
. countrv. Each room is cheerful and iazz T
Special Attention to Week End Rari homelike and well furnished, particular series of pictures 30 grand and beay

atcention having been given to beds. tiful, that once secen, they cam never
be forgotten.

K e e o s W Guest chambers are larze, licht and
INETON =y gather eacn vear those W airy and comifortablr furnished. The
THE MINI T love Maine and her out-of-door house 2:;- :In:htedhby electriciey throu:hd-
5 ey out. any of the rooms are connectle
| sports, ;olf, Lenrisk and bathing. with private baths,
Yachting, boating and deep €2 fishing
are here for thosc wha love the thrill The hotel is daily supplied from ad-
of the sea. joining farms with eggs, chickens, milk,
und vegetables. Fish. clams, lobsters
are taken directly from the boats. The

bel h bl be hi
The Nonantum proprietar. believes, his table to ba his
All kinds of recreational and vaca-

. 13th tional activities can be enjoved by the
Closes Oct. 13 guests of the "Oceanic.”

Rates upon applicaiion The house is withjn"un easy walking
" . . distance of the villace, post office,
8 ted directly upon Lhe ocean, mid-way ? : z
b;t?v:en 'Ylork BenE:. Orunquit snd Ken- FELIX BRIDGER apothecary, churches, librery, ete.
nebunkpert, and :om:mnckn:ﬁ an “ﬂi“‘:;' Write for Bookler
iew of ch. rm, emooth, ‘ .
::-?étgea:;i“iree !::m};’undle_‘r‘ tow " a-‘fhords Hotel Thacher, Biddeford, Maine W. L. Meraict, Pror.
ing. m atmoaphere. i
the safest hathing omelike Under same management KENNEBUNKPORT MAINE

AMItS. GEORGE L. BURNHAM, PROF.
WxLLE Bracit, MaINE

Note: These ads and the ones on the next page appeared in the
August 1926 issue of "Sun-Up, Maine's Own Magazine".
Source: Normand Dugas, owner/Innkeeper, Black Point Inn,

Trout's Neck, Maine.
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Figure 57 (2 of 2 pages)

New England vacationer ads (continued

Sea View Inn

HE INN b an ateractive build-
ing located on high ground
overlooking the ocean and the
aco Bay. It has accommoda-
ions for one hundred and Sfcy
“guests.  There are ample private
and public baths conveniently located,

SPECIALTY is made of sea food

which is esught in nearby waters

and brought daily to the Poal,
Freah vegetables only are served.

QATING, bathing, fishing, tennis and
golf are among the relazations of-
fered the guest. The nine-hole golf

BLACK POINT INN

PROUT'S XECK, MAIVE

course is interesting and well maintained.
The Brat tee and Club Houte are within

one hundred yards of the Ian. The ten-
ois courts, of which there are six. are of
tournament size and kept in exeellent con-
diion. The bathing beach i within 2
short distance of the Ian. [t is uouwsually
safe and attractive, cxteading sbout tweo
miles to the south.

IDDEFORD POOL is situated on the
%Maine Coast, nine miles from Didde-

ford, Maine, one hundred miles from
Boston and three hundred miles from New
York Citv. It is a combination of rockv
coast and seashore and is one of the mast
exclusive revarts in New England

BIDDEFORD POOL MAINE

LACK POINT INN—a De Luze Hotel — built to

accommodate the discriminating class of people, yearly
attracted to Proucs Meck (originally named Black Point),
by its 18-hole golf course, tennis, ocean bathing, siling and
other sport-inviting features.
Practically every one of the sixry or more rooms of the Inn
has a water view, an exccptional feature even in Maine.
Every room in the Inn iz tastefully appointed, has hot and
cold running water, bath connection and long distance tele-
phone.
Our Aowers, vegetbles, poultry, dairy products, and fruit in
season, are obtained from the nearby model showplace, Ram
Island Farm.

110 miles by moter from Boston, 8 miles from Portland.

R. C. BavawT, LEses

Write for details.

§. F. BOYD, Mcr,

EVERY VACATIONIST'S
DESIRE GRANTED

Every table In our dining room com-
mands a view of the ocean. Fresh vege
tables at all times, and cortifled milk for
the children. A spacialty s made of 1ea
food. which la csught in Dearby waters
and brought daily to the Pool
Boating, bathing, Ashing. teonis and golf
ars among ths relaxations ofsred to
guests. The ninth hole and Club Honse
are within 200 yards of the hotal. The
teonis courts, of which thsrs are siz.
ars of tonroament size aad kept in good
conditlon.
Accommodations for 100 Guests

Houss open from Juns 28th fo Sept. 130

The Ocean View Hotel

BIDDEFORD FPOOL MAINE
Hexmy D. Evaxs, Prop.

Qwnership Management Ca-
tering to aa Exclusive Cli-
entele.  Table Unsurpassed.
All Qutside Rooms. Runoing
Water or Bath with Each
Room. Golf, Teanis, Fish-
ing, Surf, Sailing, Bathing,
Boating.

[ Che MWillows
PROUTS NECK, M’\‘.XE

Telephane Canneetions

A THorovcHLy Mopgay
avp ATTracTivE HoTeL
DevicurruLLy SiTuaTED
oN a Point Extenpineg

InTo THe Ocean
DINNER DANCES
Given Regularly Wednasday

Evenings

THE CHECKLEY

MARY H. FOSS, Prormicrars
Ten miles from Partland

PROUT'S NECK, MAINE
Rates and Baoklet on reguest
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Figure 58

Advertising targeted at the affluent international socialite

Note:

- Last arrivals include:

Grand Hétel - Roma

FROF. DANTE POLI Podave
§. EXC. CARLOS ARMENTORES, MINISTRE
SLENIPOTENTIAIHE UU CUBA PRES LE
. EXC. C. M. DE FICUEIREDO, MINISTRF
PLENIPOTENTIAIRE DU BRESIL PRES
LE SAINT-SIECE
8. EXC. MADAME DE FICUEIREDO ET FILS
S, EM. LE CARDINAL O' CONNELL Bouon
g EXC. L’EVEQUE CRIFFIN Springfie d
3.

. EXC. U'EVEQUE HAYES  Syrecuss N. Y.
. EXC. LEVEQUE n.uuw
n: lugustne, Baliimare
SENATEUR COMTE I'u:Ro ACQUARDNE
Varans
CDMTFSSE ACQUARONE Var
CONTE ET CDMTESSE DAVIOE cusnm\l
« Cep Farrar
CR. UFF. BRUND DOLCETTA ET FAMILLE
Milana
MR, M. MITCHELL & FAMILLE  Wahiugion
FRINCIPE ET PRINCIPESSA SOSTHENES PI.
CNATELLI DE ARACON Napol
MARQUIS CARLD C. VISCONT! VENDSTA

s."EXC. LE GENERAL PIERO PICCIO. AT-
"“'- ORANDS MOTELS TACHE AERONAUTIQUE A L'AMBASSAUE
D'ITALIE Parls

D'ITALIE MADAME MARA PICCIO Porls
RO, VITALIAND PASSARDI JRone

ON. CIORCIO DARDANZELLU
IDMTE PAOLO DI VERDUN, PROCURATEL‘"

U Torinn
ROME on” CorTE BT COMTESSE ORSI  Tanne
5"R°é"5 DE LA ROMAT Medrid
HOGTEL EXGELSIOR EN. CIOVANNI AGNE Tarinu
AN B i NG BRoccaRo: Ganors

DRAND HOTEL NS, HARIE CARD Par
SR PR & MUE. GIUSEPPE TOSO, Hisiens

DON CUIOO BRANCA Potsnse

MAOAME EILEEN BRANCA Paienza

VENISE MR. HENRY KEITH WATSON Sidney
:::nl.suufs MC.C::ALLUSI-JXIITSN Sid ey

HOTEL AL DANIE! . & B LLE CIUSEPPINA BENNI, Slilane
o :lk NRgY :" nglLll' COBIM. MIRKO AROEMACN] Miluna
NOTEL REOINA MARQUIS FNEIRE OE ANORADE  Liabon
COMTE FRANCESCD CICOCNA Milona

HOTEL VITTORIA 5 EXC. ALBERTO PIRELLI Milean

§. EXC. CEORCE DROS30POULDS, EX. Mi.
NISTHE DE FINANCES OE CRECE, AiAens
5. EXC. MARCEL RAY, MINISTRE PLENIPO.

LIDO TERTIAIRE DE FIANCE EN ALBANIE

CD3IM. PIERD PIRELLI Milana

VENISE PRINCIPE ANDREA CASTELBARCD ALB:.\I

Liann

CDMTE CAMILLO SPINGARDI Cenvia

EXCELSIOR PALAGE CDMTE CUIDO SACRAMDSD Shiluus

ORAND HOTEL DES BAINS DARON LED ECONOMD Trisus

ORAND HOTEL LIDO CON, CIGSEPPE LOYACOND Cenasa
HOTEL VILLA REOINA S. PXC. L’EVEQUE EMMET WALSH

Charlasion

REY. WILLIAM BARRY Mismi_[Floridas

8. EXC. EDWARD KEELINC, MINISTRE PLE-

STRESA " NIFOTENTIAIRE D‘ANCLFI‘EI(REV'lP-'.‘w

3. EXC. ET MRS, KEELING Vatperaisn
ORAND HOTEL ET DES HON. 3RS, HARRIET CRAWSHAY  Paru
ILES BORROMEES G5, UFF. LUIGI DE SANTIS San Remo

HERR ERICH BATSCHANI, Berlln Baden.Baden
DON JAIME DE JORRO, PRESIIER SECRF-
TAIRE DE L'AMDASSADE D'EPACNE,

GENES fome
HOTEL COLOMBIA Hotel Royal Danieli - Venezia

CONTESSINA MARCHERITN NUCENT, Flreuve
SIR AND LAOY PUILIP DAWSDN, Landuu

NAPLES MiS$ PENELOPE DUDLEY WARD  Lundon
MR. MME. JACQUES DE CASENBROOT, Parul

CR. UFF. MARIO TRIPCDVICH E rmu.u\

HOTEL EXCELSIOR "rigste

THE HDN. RICHARD UENRY NORTON

ondon
COMPAONIA ITA IANA CONTESSA ERMEGILDA BOZZA TRIPCOVICHE
DEI ORAND! ALBERGHI SIC. TRIPCOVICH OLIVIERO Trieuts
MR, MRS, JEAN JACOB DE SIONCHY
Hengelo [Halandu}
VISCOMTESSE OE CADIER OF VEAUCE, Paris
WISS ELIZABETH BERCNER Landon
5.4 R LEIAUARIAN OF PARLAKIMEO!
Porlokimeds lndiv

PRDF WALTER MEYERBURC Zurigs
S. E. 8, LOVEROOS ET FAMILLE Aibouns
MiSS CLARENCE BIAHEL HALL Sydusy
BIR, MRS, DAVAD FO! 4iAenas
MR. ALEXANDES C. KIRK AND SMDTHER
Rame
- 'ROF. CAMMEO FEDERICO Firenes
UDN JUAN DE RANERO ET MAOABIE Roma
§IC. CANOIDO DEL CLRTO Cluavevan

A\VY. DRESTE CUDCCO E SIGNDRA  Rom:
IR, MRS. JAN JACOR DE MDNCHY Olunde
MR, MRS. BIRLEY KENNETI

Alessandrie (Eqins
gonte ROBERT lELENSkY Budapen
S, E. VARELA CAST Bodrid
MR, MRS, WALTER HASSELHDRST Homburg
CDMISL. ALFREDO POTOTSCHNIC  Trisus

In the 1920s and 1930s, this type of what we would

now call "jet set" advertising was placed in top society
magazines such as this samples from the "Lido", published
in Rome - and was often positioned alongside the listing
of prominent guests who were staying at the properties.
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Figure 59

Advertising targeted at the "fun in the sun" social market

| e
(Auitish,
Pivieral

Erur

Youseeil lirst when
your slup approach-
es e island ol New
:— N T ROM Providence when lhe
bright Bahaman sun

picksoul lhe roolsand
spires ol old Nassau,
the while beachesand

Winter under the golden

the grim lorls on lhe Cuban sun in the Tuxury of the
hills beyond. You see :
itthere, just inside the

G)"Ul‘llil_]/ll harbour enlrance, a ,

(o i Sttt Hotel Nlacional de Cuba

rom tomt  the palms ol a garden

" .  eslale thal louches

the changing blues HAVANA

and greens ol lhe

Iropic walers. Cubs, immaculate, brilliant pearl of the Antilles, is looking forward to a glittering season. Gayest

capitsl of the hemisphere, center of the tropics' Latin-continentsl society, it sttracts s charmingly

This is the Brilish cosmopolitan set. Focus of the activity is the gracious, luxurious Hotel Nacionsl, set like s jewel in

Colonial, cenler ol the its own estate of thirteen colorful, flowering acres. Exquisitely decorated, fastidiously sppointed, it

smarl resorl-lile thal offers the ultimate in luxury and gay diversion, from the Cabana Sun Club and Swimming Pool where

has made Nassau a people spend the whole day under the sun, to the glittering social functions of the avening.

Brilish Riviera. Moke resecvofions naw af any Kirksby Hafel.

:EOLONIEALL Kirhehy Hotels

[\ Noew York: THE GOTHAM, HAMPSHIRE HOUSE SHERRY NETHERLANO, THE WARWICK
H O T Philodulphie: THE WARWICK Chicoge: THE BLACKSTOME
s B A A AMASS Allgnlic "Cilp: THE AMBASSAOOR Samnoc (ola: SARANAC INN
Califoraie: THE BEVERLY-WILSHIRE, SUNSET TOWER

Note: These ads (British Colonial - 1936 and Nacional de
Cuba - 1947) were targeted at those who preferred
their pleasure destinations closer to h9me.
Source: George Hannau, Bill Bard Associates,

Monticello, NY.
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Advertising in specialty publications also offered

hotels another outlet to reach specific types of markets.
Figure 60 shows a sample ad specifically aimed at the
convention meeting planner or other group business
decision-maker and was placed in a meetings magazine. The

ads were aimed at stimulating a response request for contact

and follow-up information.

Other publications, such as hotel and travel directories,
were used by customers, travel and tour agents - as well as
by other properties for business referrals (Figures 61-62).

intended for the readership of specific special interest

magazines (Figure 63). There were also other means of

more localized advertising to special interest groups, such
as in theatrical and musical program guides, church
bulletins, athletic and sporting events programs (Figure 64).
All offered the advertiser a means of speaking directly to

a pre-selected prospect audience.

While on the general topic of "targeting" market segments,
one negative aspect of early advertising practices should be
mentioned "for the record". That was the blatant use
(particularly in some resort areas) of phraseology which
clearly discriminated against persons of certain ethnic or
religious backgrounds. Descriptive copy such as "Selected

Clientele", "Patronage Restricted", and "References Required"
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Figure 60

Advertising targeted at the convention meeting planner

World Concention Dates
For October, 196

Pinehurst for Your Convention

Convention records cannot stand up when challenged
Ly the pulling power of a great resort center and con-
vention plant which offers a complete vacation with an

amazing list of “without charge™ features.
among these is “Aerocar Fleet
“Complete Publicity Service™,

Unique
Transportation™ and

Shattered awendance records of many of the more
than 100 conventions we have entertained during the
past 1 seasons are sullicient evidence ol the superiority
of our entertainment facilities.

For rates, literature and detailed information, address

EZmIamI

BILTIMORE

FLORIDA

CORAL GABLES, MIAMI,

For Meetings 10 Miles at Sea! |

- -

Farfromdistractinginfluences,
ye! easily occessible by moter
couseway fromthe mainland,
Sea lsland, off Geaorgia's
southern coost, offers excep-
tional advantages for conven-
tions.The convention hall, with
seating copaocity for 400, is
located directly on the beach,
has excellent acoustics and
splendid ventilation assured
by three exposures. Smaller
meetingrooms are also avail-
able. T%e annual return of
many conventions to Sea
Island illustratestheirsuccess
and enjoyment here.

The Cloister Hotel, famed for
cuisine and service, offers

GLOISTERS!

finest accommodations for
roups up lo 250. American
lan rates are considerate
and discounts are given con-
vention groups forsports and
transportation, g
For recreation, when busi-
ness sessions are over, there
is a complete round of sporls
— golf, surf and poolbathing,
skeel, tennis, horseback ri
ing, fishing, boating, cycling,
beach sports ond lown gomes.
Every co-operation is given
in planning banquets and
special features. May we send
you literoture and additional
informalion?
Coma by Seoboord A C.L, Southern
0.5.5, Coaulal Highway

A ISLAND
GEORGIA T=, -

LARGER ATTENDANCE
GREATER PRESTIGE

FINEST SPORTS FACILITIES

SUPERIOR ENTERTAINMENTS

UNCROWDED FACILITIES FOR 25 to 600
LARGE CONVENTION ROOM SEATING 600
OTHERS ACCOMMODATING FROM 25 lo 150
EXPERT CO-OPERATION IN ALL DETAILS

c}.ht: very name “Pinehurst” arouses enthusi-
asm, adds glamor and attraction to your Conven.
tion! The golfers will be lured by our famous
Nos. 2 and 3 courses, with velvet grass greens,
and green fairways, among America’s finest, and
our other 18-hole courses, and designed by Don-
ald Ross. The ladies will be attracted by our
congenial social environment. Everyone will
enjoy our fine country club. tennis, badminton,
riding. driving, skect, dance orchestra, etc.

The Carolina Hotel has many private dining
rooms [or large and small groups, parlor suites,
cocktail lounge, game rooms. billiard room, and
brokerage office. Every room has private bath,
Pinehurst is only overnight from New York. by

direct Pullmans.  Conveniently reached from
West and South alse.
For Convention information, write General

Oflfice, Pinchurst, North Carolina.

- Linehurst_

OVERNIGCHT FROYI VEW YORM
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Figure 61

Trade_ advertising of the 1890s

- =+PUBLISHED WEEKLY«

18

| | The Daily I\;gtuiggg.ld Hpﬁe

l ReporterLl

-

. 7. BOEI & BRO,
. PROPRIXTORA,
Axxxy J. Boxx,
Manager,

—THE—

JOBN J. Boxx,
Edltor,

R P R T T WAL TR

DENVER. COLO

PE————— L N
T T

1 XX floar,

ROWY PALACE HOTEL

Brown Palace Hatel.

Vpened Kugust 1892,

Is an absolutaly fireproof bollding. Amertean
J Flas. AIL B0OMD FACING THX STRIETE. M0 rocms
3 83 100 rooms At $4; 100 rooms at M 30; 108 rooms
.| ®¢ 55 por day mud opward Dining rooms on e

TEE BROWN BOTEL COMPANT.

‘OFFice -

THE TRAVELER. |

AN ILLTSTRATED MONTHLY JOTURNAL
OF TRAVIEL AND RAUOAXATION.

E. MCD. JOHNSTONE ano WM V. BRYAN,
FUBLISHENS AND SULE PROPAIZTOKS.

o T. BROWN, Mimgagn AOvearieima Ogsv.

602 MARKET STREET

o

THRE

Brown * Palace * Hotel,
DENVER, Coto., ’
135 an absolutely fireproof buikliog Amencan Plan. ALL

| ROOMS PACING THE STREWTS Qoe hundred rooms at

$3.00; onc hundred roam- at $4.ca: one bundred rooms Al

T -$4.50: 00c hundred roams al $5.00 per day and upward Din

ing rooms oo eighth floor. THE BROWN HDTEL CO.

Dexwer, Colo. k:

Opaned August, 1893. Absclutely Fireprool i
One of tha fineat hotals in the world XEa-©
cirelsd by three streets, giving all fromt
rooms; 100 rooms, 33.00: 100 rooms, $4.00;
100 rooms, $4.50; 100 rooms, $35.00. Dining
room oz slghth floor, affording hundreds of
milea of Rocky Mountain visws.

THE BEOWN HOTBL CO.

Note:

There were at least three major hotel and travel
oriented journals published in Denver in the 1890s,

and other major cities had similar outlets.

Source:

Palace Hotel, Denver,
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Figure 62

European directory advertising

at the turn of the century

. MURRAY'S HANDBOOK ADVERTISER. 15

16 MURRAY'S RANDBOOK ADVEKTISER. o )lay.-'.
CONsTANTlNE (ALGERIA). COUTANCES. ! © COUTANCES.
THE GRAND HOTEL GRAND HOTEL DE FRANCE. | HOTEL D'ANGLETERRE.

FIRST CLASS.
Situated in the Centre of tho Tuwn. Ilighly recomnieuded for its
Cowfort and Good Manngement by Trnvcllers anid Tourists. Iaterpreter
and Omaibus mcot all Traina. Teloplione. Baths. Iotel Coopous
accepted.
MAURICE COQULOT, Proprietor.

' . CONSTANTINOPLE.
GRAND HOTEL DE LONDRES.
HOTEL EBRISTOL.

GRAND HOTEL D’ANGLETERRE & ROYAL

(J. MISSIRIE).

HOTEL BYZANCE.

All thicso Tirst-class Hotels havo glorious vicws, aml are repleto with
every modern comfort. Drainago and Saaitary Arraugements on English

Priaciples. Kirst-class Freach and Eaglish Cuisine.
L. ADAMOPOQULOS, Proprletor.
COPENHAGEN. s COPENHAGEN.,

HOTEL KONIG vo DANEMARK.

FIRST-CLASS HOTEL.

Witb 100 eleganlly furnlshed Rooms and Saloons from 2 Kr. apwarda.
ravelling public Lecause of jta eentral aud opec loeatlon, overluwkiug 1
In tbe llotel, large, uewly furnished, only VIENNA CAFE, willh Iles
Tectloner’s Sbop—In Sumroer with Tsbles and Churs In the open alr, c!
Germao, French aod Euglish Newspajers. German Wallers Moiderate I'rlces,  Electric
Ligbt. Litt. Table d’liite ot 4 0'clck.  Yatople llooms for tratelling Salesmen. Latest
Sanltary Appllances. Hotcl Ommibus st the ailrosd Depdi.

R. XLUM, Preprietor.
Vestre Boulovard. COPENHAGEN. Vestre Boutevard.

TTURISYST O CIE Fa.

First-class House, newly-bluli, two minntes from tiic Terminus and Tivol.
100 comfortable rooms from ! Kr. wpwards, tncluding electric light and
service. Lifl. Excellent Dlnoersat 2 Er. Baths. Brautiul reading-room. Cufd
and Restaurant. Porter at all trains. P, NIELSEN, Dlrector,

] COPENHAGEN. ]
CENTRAYT. HEOTEL, Raadhuspladsen 16.
First-class Honse, Newly fitid with every corufort of mailern times, Situateone
nunute fromn Ceutral Rallway Sintlon, opposile Tivoll, Flrst.cluss Itesloumint awl
lighly-elegnnt Calé " P ly ."  CGenwmne Pilscn am! Munich lver fruro cask.
tooms, tucinding clectrie light aw! Lealng, trom EKr. 2 npwanls. Porter at Railwoy
Statlon. Moderate terms. PAUL MOLLER, Proprietor.

ferred by Ihe
ng's S

Hloure. Recomnicuded Lo Funiihies.
Mentber of thoe Freuely, Belguin, uad
Buglisit Tnuring Cluby,  Omnibus
weots adl Totine.

DINARD.

The Most Fashionable Summer and Winter Resort in the
WEST OF FRANCE. Noted for its Mild Climate in Winter.

GOLF, TENNIS, CRICKET, CYCLING, ETC.
JOHN LE COCQ, Bagker, House and Estate Agent.

DINARD. ¥ EwE DINAN-PARAME.

St. Lunalre.
LIFT. DRESDEN, ALT. ELECTRIC LIGHT.

HOTEL BRISTOL

Real Euglish Homo Comforts. Great Luxury. Patrouised by
English Families. G. WENTZEL, Proprictor.
Thetfis. DRE:DEN. Lift.

WEBER’'S HOTEL (first Class),

Gplenillillp sltuated In the centro ob llie Town, willi 3 heauldul vlew an the Zninger, wilhi
nro Gullery, smnwoaite 1ho llogal Opes ral Vastlo h All'oull\ Pral

Refurnisbed with every eomfort. Ro-
commended to Famllles. “Molerats Prices.
Oninlbus, Swirago for Cycles, Correapoo-
deot Koglish Tourlng Club. BRIENS. -

10 Howrs from Southammpton
(vite Saint-Unlo).

Terrmen, Al iearly all the plires ol lut lie Llomne 13 01
oul, Huading and Swoking Koume. Electrio Lixlit, Peneton Arminzewe
Cluexes. BERNHARD WEBER, Puorut ron.

ORESDEN.

«THE CONTINENTAL?”

New TFiest-clugs Tntel, with ciery Comfurt oud Iusurr,  Opposito
CUentral Statiou. Fiucst part of Drealen. Tens .
MAX OTTO, Proprictor.

DUBLIN.

Chnrming sunahon, ersrioobing Stcpien's

Green Pard. Mest Lentral Posdwn

Moderata Charges.

EMS. .
58
BATH EMS. THE ROEMERBAD.”.
Unitel Iforels stnd  Jhetlea,
PRINOE OF WALES OF PARIS AND ROEMEREAD, -
Firal-class Family Holcl, Tesutifully slinatnl on the left river ade, lost oproslic o

Koressl soil Kurgarleo. Baths. Inhallng Institution. LIft. Electric Light
throughout. Large Garden. CHARLES ‘RUCKER. Proprietor,

Source:
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Figure 63

Directory style listings in a special interest travel

magazine

Source:

K bl e

e 20 P
MNATIOMNAL GEDGRARPHIC-MaaaZlNEs HOTEL SECTION

The New England States

MAINE

Moosehead Lake—Greenville Junclion
Saus= Moy

Fisliing. vamm|
Belect cilentela,

Poland Spring

minm, Private sparts
w_n-nmu Tennis arche
@ llay Fever. I'hul Shar

Poland Spring House

A New Englomd’s meet Inpanis Spa=—n S
n playgriiml—

ter Bonveimber. Minne ol retin 1 Palaind
Water arind Polaisd Cluls Randa =laoth servel
to goeete withont ehinrge,  Mequest Booklet
2 Folaml Spring. Maloe.

R‘an‘_qalcr Lakes

Rangeley Lake Hotel and Collages
Mountaio anid lake paradise lu Maloal Taur
nament goll, bathing, water epor, sadille
horees at the door. Full entertalnment anid
social program atthlscomplete resort. Invig.
oratlve mountainalr, no hay fever, July gull
“on the house.” Dooklet amd rates fn
Chias, 0. Day, Mgr, Rangeley Lakes. Malue,
York Harbor

Marshall House

The Marshall lonse, moedern beick eon.
o, enclreled LF ocean and Fiver,
ate grouwds, | Lo

. tewnls, o 5 X
Ahe Fmerson, high closs hotel, sams
manngement.  Amerlan plan,  Dooklet.
U. L. Moulton, Manager.

MASSACHUSETTS

Berkshires—Great Baninglan
Inn. Center Nerkshlre sports, soclnl
o3t privileges 200 were resorl eatale.
Attractive reoma, with meals, from 8600 day.
Gloucesler on Cape Ann

Hewihorns Inn & Cottages. All rcereational

hener
turesjue ch Heslth Spriras
fentgres Hlebure e etonrequest. T W White.

1

Boston

The Copley-Flaza

When In Thstan, make tha Coploy-I'laza
Four mlilress.  Blusaled ln historle Cop.
bew  Bguare, with  the workl rannwies
Telnlty Chareh il the equally  Tatoue
st Fublle Liieary, the Copley-Plara

provides & holel seiting as distingulshed
Aoy In warhl, with Lath
# slngle =% doublo.  Mlustrated  foldor

an e Arthur L. Hace. Mag. e

=an Doston's besullful Common-
lenvemtent to thester
. and moler routes, 19 Cammo

Magnalia

Qceanside and € . Mot beautiful spat
an Atlentie. Select clientele, Unur
All Spors. Theatre, Lieo, U, Krew,

Morthamplon

Wiggine

Tavern snd Holsl Nerthampian,

Inn of Calomisl Charm entle Anlques, [louwms
up Also: Hale llouse, Glastenbury, Conn,
Swampicatl

Mew Ocean House

On the pleturesque sl historle Rorth
8hore.  Jdeal senshle and country environ.
e A recreationnl features, Incl
teanls, Nshilng, riding, sl Fachitlog.
Frivate bathing beach.  Comdoriahibn aml
spaclous secomundationg, Dlest patronage.
Select enlsing with many sealood specinl
tles. Dovklet. Clement Kenoedy, Preshbent.

MEW HAMPSHIRE

oulth

Porhs

The Wentwarth by-the-Sea

A dellghtful swnmaer homa IateJunatoearly
Eeptember. Ul fu lts hospltable charm;
modern o s appointments.  Privately
pwned fnellitles'Tor entertainiug relazatlon.
Gull—Trunls—Ocenn swlinmivg poal; elc.
Write for now Hustrated fulder aud rote
ruutathong,
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Leke Surupo.z

Qraniiden Hetsl. Private besch and zolf course,
ridimg sisbies, all auldoor sparts, orehestrs. Amer
fean plam 16 up per day, Christian cllentek.

Rye Beach
Iy mod-

The F gut. A { lan
ernlzed snd refurnished. All populer sperts Ses-
whare and country. Write for bocklel and rutes,

White Mounlsini—Crawlord Malch

Famous for lts loestlon, Its
service, Diseriminating people
Allaporia. Write for rates

White Mountains—Dixville Notch

The Baliami—On Lake Gloilette

A acrs privatae estale dedicated o sport.
finll on 18.hole ehamplonship course, tan-
nla, swlioning, Ashing, rhllug, csncelng.
shionting, polo, douclng, movies, two orches
tros. special facilittes for chiliren. No liay
Faver. limkernge ofMce. lousekeeping cot-
tnges. Eelectt Hentele, Frank ouders, Pres.,
G Cullum, Mar Rew York offes &0 Filtl
Avenue, lenn, G528

White Mounlains—Franconla

Forwal Hills Histel. X0 acra eitate a'urwil-r
Francesis Nateh GCall, tennls, tldln‘ Ashing, ehil-
dren’splayground. Horman Muneoast, 'res aod Mygr

White Mountains—Jefersan

The Waumbek Hatal, In the White Mogatalna,
Ametlcan pi 2,000-aere estata  h-hole golf
course, Booklet, Sorene Lood, Jr,, Mansger.

White Mounlainr—Sugar Hi

Sunnst Il Houss. Locatlon unereelled. Al
B nent White ML, peaks vialble, Golf fres lo

guests. Tennis, ridiog, orchestra Private cotiages

While Mountslns—Warren
Moasllsubes [nn and Co Gell, Lennls
ulath m dars. coal

The Mountasin Wiew House

In sn unusual location on & privote estate,
serving for miany years s distinguished cllen.
tele, where:lospitality 13 & traditlon and
the culsine sl service ar outstanding fen
tures. Ullers all outdoor sporis snd an In-
teresting social life. Douklet and rate sched.
wleupon renuest. W.F.Dodge&Boo. Beason
Juna 19-October 18.
VERMONT

Avedll Lakes

: 4 Spring Club, I'lnn('h]lrl',l'e:'lj

iman Riding, Terna
oaklet. L. A Quimby.

[
,rur. Kisy to Ner.

Lake Morey—Faitlee

Bonnis O and Bungals
16 rowine with bathe and frepleces
supervised play, May to Dee. Fald

June 1937 "National Geographic".



Figure 64

Advertising in special events programs

lllllllll|llllllllllllllllllll"llllllllllllllllllllll""""l"llllllllllllllllllllllllllllllllllllllll""""l
Ralph E. Herman Mildred M. Rice

Herman & Rice, Ine.

BALSAMS

in the IWhite Mountains
on Lake Gloriette

THE BALSAMS
Dixville Notch, N. H.
Frank Doubera, President
Marg WHITMAN, Manager

New York Office: 500 Fifth Av.
Pennsylvania 6-8218
1934 rates from $5 per day
including meals

f
LNt ENNN

g All Forms Fidelity and g
H off Surety H
i INSURANCE BONDS
g Telephone g
: 956 CHAPEL ST. 8-4101 NEW HAVEN' £
Z  MR. BURGESS. A P. KAYE £
g CANDIDA KATHARINE CORNELL g
H EUGENE MARCHBANKS ORSON WELLES H
: THE SCENE i
H The sitting-room in St. Dominic’s Parsonage in the northeast suburb H
H of London. H
g ACT I: A morning in October. §
s INTERMISSION: 10 MINUTES é
g ACT II: Late afternoon, the same day. g
: INTERMISSION: 10 MINUTES :
Z The g
n

lll“llllllllllllﬂlllllllllllillllllll‘llllllllll

Stephen P. Barba, President, The Balsams Grand

Source:
Resort Hotel, Dixville Notch, NH.
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can be found in print ads throughout the 1920s and up to the
beginning of WW II (and even into the 1960s). Other phrases
relating to location near certain types of houses of worship

or to a specific type of cuisine also inferred restrictions

of one form or another.

Discrimination was not confined to race or religion.
When the movie industry moved to Hollywood, some area hotels
posted signs stating, "No dogs or actors". Other hotels in
other sections of the country discouraged travelling salesmen;
on the other hand, other properties specifically sought out

the commercial market.

General Principles of Print Advertising:

While this is not a textbook on advertising techniques,
jt's interesting to discover how many of the principles of
contemporary advertising practices were observed by hotels a
even a hundred or more years ago. Some illustrations are:

* Placement: The process of selecting which outlets in
which to place ads has been illustrated on the preceding
pages. However, one interesting aspect as far back as the
1880s was that some newspapers, especially those with
travel sections, were actively seeking hotels as potential

advertisers - and even advertising this fact in other

papers (Figure 65).
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Figure 65

Early newspaper ads seeking hotels as advertisers

Note:

. THE BOSTON COURIER.

The Best Paper for Summer Tourists and Persons
. Bojourning at the Meuntains, or at the Bhore,
Itis tull of Intereating and valuublereading; Mas

ENTBRTAINING S8PECIAL CORRESPONDENCE
FROM ALL THE LEADING S8UMMER RESORTS
IN NEW ENGLAND, IT OONTAINS ALL
THE S8OOIETY NEWS AND GOSSIP OF
DBOSTON FOR EAOH WREX,K AND
LOOAL AND TELRGRAPHIO .

NEWS IN FULL.

THE OOURIER has the LARGEST LI8T of HOTEL
ANNOUNCGEMENTS of any pajser in New England,
and lis informalion and sugpostlons are of great
value and conventonce to Buinmer travetlers,

Bont to any address from tho OMce,

299 Washington St., Boston, Mass.

From the August 12,
Echo". Source:
Balsams,

1882 issue of
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BOSTON TRAVELLER.

Daily, Semi- Weekly and Weekly,

All the News— Local— Political—Telegraphic— Calble—
Review of the weeck—Spicy Rditrrinls— Correspondence
Jrom the Suwimer Resorts— European Lellers from *° A,
E W. 8"

The best advertising medisem for Beach and AMountuin

Hotels,

Parlics on vacation can have TRE TRAVELLER sent Ly
mail for one week or lenger, for 18e, por week,

Dixville Notch, NH.

"The White Mountain
Stephen P. Barba, President, The



* Positioning: As the value of hotel and destination

advertising increased, it was possible for some to designate
where a particular ad was to appear (e.g., on the arts and
entertainment pages, society section, opposite the editorial
page, etc.). Also, under very special cases, an advertiser
could obtain an "exclusive" and be the only advertiser on the
page (without buying the full page, as shown in Figure 66.

On the other hand, there was always the chance of being
inappropriately placed, to the embarrassment of the hotel,

as illustrated in Figure 67.

* Layout, design, copy, and graphics: Space does not

permit a detailed study of the evolution of hotel advertising
design, graphics, and other factors which contribute to the
visual "feel" of an ad. The rather comprehensive examples

of Atlantic City's cooperative advertising campaigns (which
will soon follow) offer abundant samples of style changes
from the 1890s to the 1950s. But while styles may change,
they can also be cyclical and return, such as the art deco
stylizations of the 1930s "rediscovered" in the 1980s.

As another example, Figure 68 shows some of the changes in

the advertising "look" of The Balsams between 1882 and 1937.

For most situations, one can generally relate an eye-
catching yet aesthetically-pleasing appearance to the creative

use of balance and harmony, as typified by the magazine ads

shown in Figure 69.
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APRIL 14, 1nte

WEDNESDAY,

THE PHILADELPHIA RECORD,

Tes

The only advertiser on the page

Figure 66
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Figure 67

An ultimate example of ad misplacement

THE EVENING BULLETIN, PﬁILADELPHIA, WEDNESDAY, JANUARY 17, 1951

Student Auditions \"' ===== |Academy
Scheduled by Orchestra, The Solace of the Sea.”(Ace £”

The Philadelphia  Orchestra Offers Comfort Adel-
Student Concerts Committee has| =~ to the SOI‘I'OWiIlg- Y

scheduled auditions for the latter

part of March. Young soloists sg’- - AT
lected will appear at Student Con- :
certs next season. "_; :

Applicants must be between I3
and 25 years of age, and must be & has proved so helpful to
resident of Philadelphia or the are% so many following the
within a 50-mile radius. .Instrug 1 £'a loved
mentalists must be prepared to play[ oss ol a lov one.
one or.more complete concertos off f:‘" more informetion write Room 108
their own choice; vocalists shoul i hamber of Commerce, Atlantic City.N.J.
prepare four arias. Each appli-
cant must bring an accompanistis
and perform without score. “t

Young musicians who wish:torensphe®
ter the competition may obtain ap-] -
plication blanks from the Phila-
delphia Orchestra Student Concerts,
1910 Girard Trust Company Build-
ing, Philadelphia 2. Entries will be
accepted until March 15.

Looking for a warm, comfortable, convenient-
17 located room? Read "Rooms'’ ads in The
Hulletin Want Ad columns today.—Advt.

America's Foremost Singer of

DINNERS $1.00 ] P s Blues. & Balods

RESTAURANT & BAR %
: 1427 WALNUT sT. - 81 Y5
Caterer '9, Private Partles’

Note: Someone really "goofed" here as far as positioning.
The message delicately carried in this "bereavement"
ad was hardly suited for inclusion on the paper's
entertainment section.
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Figure 68 (1 of 2 pages)

The evolution of a property's advertising design and style

Source:

| DINVILLE NOTCH

who desire the best.
horese.
Rungeley Lakes ard on the alure nf Lake

aen level.
Sfever unlaiown.

N, ¥

DIXVILLE NOTCH,

S - -
DINX LLOUSIL !
This New Nutck la prunuuneed by e M
L thiuek re Pmenie 8ol | Fisrerd Sal
miy of 1o White Munniabn bdcbem, s wiegd
ALY Benutiful Walks; Lorelf Nilesi iy
Cascadea; Eoay, Alpine Clinls, ars & b ol i

stiructiung.  *Tho (Tus Seleied o ﬂt

Quirt |

wid Orand Trunk Hallrad b Kod Us Sl

wocs e Hlagu, Tecily Gre Miks o s

Flding along the Quuuecth ul and FreeTy ey
Heod fur Clreular. Terows Lew,

v
GEUIUE PAIBUNS, Fropto—
QoLrssoux P. O, hiw lu-b'

1882 - "The White
Mountain Echo”

1909

CL_

The IBATSADLS
DIXVILLE NOTCH, N. H.
WIITE MOUNTAINS

A wmoddiern reaort holel eatcring to thore
Jeivate butha, electric

Ligghts, pureat spring waler i all povis of the
fetween the White Muuntuing and the

Glorietle, full of brook trout. SN ferl above
All amwsements except golf. Ly

BOJKLET ON REQUEST

Chas. 1. Gould, Manager

MXVILLE NoTCn, N, 1L

[ R TR ITY [ S r{
Renclied by the Loiaten, Cuusnid sad h-...]"-

1898 - *The
Maine Central~

EIIJI SISEGTTTLLLS S SELT LSS LS ELIS LSS LS SILSTLLLS T E LS LLTTLTLLLT
+_+ - PICTURESQUE DIXVILLE NOTCHM . . .

==y THE BALSAMS <«

DIXVILLE. - = N. M.
In the NEW .
Midet ol » MODERN .
FINE ¥
T HOTEL . .
”

. FISHING .
Steam  Hest

.« AND . .
- -

. HUNTING . { Opea Fires .
”

. _REC_‘;ION | Privaie Bath

XL IFFF IR F R P IR SR F R AT EFFT LS FLTTT,

ELEVATION 2000 FEET.

@9, . . . ABSOLUTELY NO HAY FEVER . ....  ¢2—29),
G—> - G

PURE SPRING WATER —— G
IXTLESTELSTTETETEEE L LS LEII LR LS LI TT LA S CL YT AL LT LITT ST

Y e o A N N N A s N A A S A AP e s R e 2T P}

XLFLFFIIS

THE BUILDING is of the best modern construction, lour
stories high, with steel frame, outside walls and interior par-
titions of tile and concrete, and fire-proof Aoors. Being

FIRE-PROOF
ADDITION "{‘u‘t’ semi-detached, the new wing is thoroughly fire-prool.  No
hotel in New Hampshire is of similar substantial construc-

tion; and there is no resort hotel in New England to compare with it.
THE ROOMS are commodious, conveniently arranged and most comfortably lurnished.
They are so disposed that they are readily available in suites of any desired size, having
rivate bathrooms with shoulder shower, and outside light and ventilation,
BURE WATER from a vool and sparkling spring high up on the mountain side is availahle in every room.
ALL ROOMS have a pleasant outlook, and nearly all command a view of Lake Glorictte and the Notch.
GARAGE—The new fire-prool garage has ample capacity and all needed appointments.
SCENERY—In front of The Baliams the ‘notch’ or passage through the mountaing is much aarrower than
the other great passes ol the White Mountains. The pass is sbout 2 miles in length; and fmm Table Rack
and other nearby heights fine views are obrained of New Hampihire, Vermant, Maine and the Canadian
Province of Quebec, %‘30 art of the White Mountains hay scenery surpassing that of the Disville Nawch
region in sublimity and wild grandeur. . . 2
R.ECRIATION—Pm\i!iun fsm indoor recreation is made in music, reading room, bazaar, smoking and lounge
rooms, and card reams, billiards. erc ; and some of the vutdoor interests are matoring, driving, nding, wond-
Jand walks, mountain trails, tennis, bow ling, cruquet, boatiny, canocing. snimming and trout Iﬁ;lnng Gulfing
over 3 picturesque coursc, and a medern and wellequipped club huuse with esiensive views over a wide
panorama of country, ghe wnswrpassed facilites for the enjoyment wl this pame

THE BALSAMS

l

Stephen P. Barba, President, The Balsams Grand

Resort Hotel.
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Figure 68 (2 of 2 pages)

Advertising design evolution (cont'd)

In the Northern White Mountains " Excellent Roads, Unsurpassed Scenery
An exclusive estate of 4500 acres. A new fireproof addition of 100
rooms, with 100 baths, the very best. A modern fireproof

garage for 200 cars. Perfectly equipped machine shop.  Superior
. I accommodations (ST T o= veeene

for chauffeurs. " 3 v

All Out-Door
Sports—Lakeand
T

out Fishing.

DAVID B PLUMER
Manager

BOWDOIN PLUMER
Assistant Munager

Mew York Address
8 West 40th Street

A Hotel of the
Highﬂi Type. -
530,000 Club Housa
of H.'.is.... Standard,

under Hotel Manage-
ment.

Looking East thru
the MNotch.

Perfeet 18- Hals Golf
Course of 6100 yards
lud out by Donn]J <

Ruoas. Golf Club House

141

“SKI-TAN"
IN SUMMER

When you last skied in the moun-
tains, you got a strong sun-tan. Up
here.in Dixville Notch you'll tan:
quicker and betrer . . . 2,000 feet
above sca level. ‘And you'll find
superb golf, riding, bathing, shoot-
ing, fishing . . . and no hay fever.
Selected clientele. The Balsams is
fireproof throughout, and rates are
moderate. Send for booklet S. P.

DIXYILLE HOTCH, N.H.
Bal

Frank Doudera, Proprietor
G. J. Culiugm, Manager

New Yark Office
500 Fifth Avenue

PEnn.6-8218

1937 - "The
Sportsman"

1920s



Figure 69

Balanced advertising design

*There is nothing which has yet been
conceived by man by Wwhich so much
happiness is produced as a good Inn."

—So said CocToRr Samuet Jounson

GALEN HALL

ATLANTIC CITY,N.]J.

“CuristMas DinNer EvEry Day!” ”’4
9A’e {
Not at all. Alchough chac is just what SEASIDE /

a guest said to us. But we do have a

. . /
generous table of good things, and strive -HOTEL

to make it better and better.
It is our purpose and practice to give
rather more than 1s usual for
the rates charged.

ot

Good Music White Service
Golf Privileges
Sea Water in All Private Baths

Department for Baths and Physical Treatments ﬂﬂuz(w CL{}[ gt(?:

Diet Kitchen for Special Requirements

Make Your Reservations Now. C\o /L:/ rce. 7ru-r)' ! ,

and c/zwl[u[[y Jia/)oud
wunlj '7121;{41"

tie l4

oty el

119

Jna/nm ﬁacons

Note: Both of these 1928 ads featured historic quotations
to "substantiate" their sales messages. They also
illustrated the clean design and symmetrical layout
style which had gained popularity during that time.
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Financial Considerations:

As newspapers and magazines attracted more hotel
advertising, in addition to an abundance of advertising
potentials from a multitude of other business, costs
rose to a point where many hotels and destination

promotion agencies could not readily afford some of the

new advertising rate structures.

Two key financial arrangements developed which helped
ease some of the financial considerations:

1. Barter: Since hotels had products (rooms, food,
and beverages) which newspaper, magazine, and later radio and
TV outlets purchased for their representatives' use, various
systems of "trade outs" arose whereby publishing companies
and broadcast stations could exchange space or broadcast time
for hotel accommodations (and sometimes a specified percentage

of food and beverage).

Also known as "due bill advertising", "exchange
advertising”, and "exchange contract advertising", this

system is by no means new.

Figure 70 illustrates both a short form and a sample long

form of due bills used back in 1928.
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Figure 70

Two types of due bills used in the 1920s

FOR THE FRONT OFfFICE

HOTEL LINCOLN
New York

EXCHANGE ADVERTISING CONTRACT

This due bill is non-transferable and Is Issued in exchange for advertsing

Amount § oo oo e -

space In ol
1t will be honored for ROOM ACCOMODATIONS ONLY to the amount

above writeen if used on or before o v s

This due bill Is subject to cancellation only for failure by publication to
which issued to fulfill its concrace and must be presented to clerk on ducy ac ume
of teglstration.  Good only when signed by the Managing Direecot.

Wﬂna(ing""Diu:mr o

Note: Due bills were given to

DEPOSIT THIS ORDER WITH ROOM CLERK WHEN YOU REGISTER

Credit Order No.

THE HOLLENDEN HOTEL

at Superior Avenue and East Sixth Street

Cleveland, Ohio
CREDIT ORDER

Date

Issued to

In payment for advertising of The Hollenden Hotel in above publi-
cation, and is good for accommodations at The Hollenden, Cleveland,
to the amount of $. , subject to the following

conditions:

1  Good culy (rom Jube Lst Lo Septamber 39, 1324, laclusive.

2 “Thls order moxt be deposited with the room clerk by the rightful ownar cthersol. hls
employe, advertisiog repressatative or I;H mamber of hi ta faouly, whes
regaiaring, and will be returned by the clark to guest whas leaning.

3 Valld for payment of charges for rooras only, for which the rate s not lem thas $3.50
par day 1or obe person, at Tha Hoilesdes.

4 Not vaud for payment of maals, cigurs, talepboase. isundry or say olber extras, which must
be paid for in caeh.

& Por the exclusive s of the @embers of Ibe staf af ths shove pablicanon and iheir
famulies. Not traasfersble

& 1t is expremly undersiood snd sgresd that the wasulng of this order by The Hotel Hole
feadsn Company smplies 60 obhgsLon 10 supply rooras st such Umaes ss rooms st The
Hollssdea ers all sold or reaerved.

7  The Hots! Hollenden Compusy is not Hable to the persca pressndng. unsg ar other-
‘wiss svauling hlmeelf of the use of & den bul usder this contract for wsy compeasstioa or
dumagm of sny kiod Whatscever, for persousl (GIWrY OF Property lossss
while |n the botel

€ A commimion of 157, b ta I:“rlu ta ths party srrasging for this order, s lodiested
sbove, and from wi you receive al) orders and copy, and to whom all bills and
checking copres are to be mat

Nota: To svold disappointmant, roorms should be resarved in advasce,

THE HOTEL HOLLENDEN COMPANY

President

Comptroller

media outlets in exchange for

print advertising space or broadcast time and the
above samples were in the formats recommended by the

hotel accounting firms.
of "The Alarm Clock", a

Source:

accounting firm then known as Horwath & Horwath.
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2. Cooperative Advertising: 1In order to afford

consistent and continuous advertising campaigns, hotels

in certain destination areas (usually ones which attracted
high volumes of business from key feeder cities) came up

with the concept of "pooling their financial resources".

The resultant programs of cooperative advertising would
primarily concentrate on promoting the attractions and benefits

of the area, rather than the features of a specific property.

Cooperative advertising is generally implemented through:

1. A series of coordinated destination promotion ads,
generally similar in layout and design ("consistency of
appearance"), in which the names of the participating properties

are listed along with the primary selling message.

2. A "combination package" in which a co-op ad is
"piggy-backed" alongside an advertisement placed by the

area or city publicity bureau, chamber of commerce, or some

other municipal agency-

Atlantic City, New Jersey, is the acknowledged originator
of community cooperative advertising (Figures 71 and 72) - and
has developed a long line of successful campaigns over a more
than 70 year period. Due to the participation of key properties

and substantial donations and other support from the business

145



community, it was able to hire the most creative copyvwriters

and advertising agencies.

The following pages (Figures 71-92) in chronological
sequence illustrate not only the extent and scope of some of
the key campaigns, but also the time-tested principles of

attractive, effective, profit-producing newspaper and magazine

advertising.

146



Figure 71

Earliest known community promotion advertisement, 1890

¥ AT

*
BRIGHTON DENNIS - CHALFONTE. Q“S(S[QCAXEérT

¢« THE LEADING HOTELS -i° r‘[fk .Ff\\o

. RUDOLF  LURAY SCLBURNEC . e A‘; 4 Q"d\‘{}
TRAYMORE = SiCHARLES HADOON HALL HcALW QgORT & _\<
NG .‘:gf’\\x\

Brilhat o0l cr '

During winrer 3507 make

&orzc conpnual ©
o~
-

ﬁgm’“*mmu%%%’%g oF W{D‘A‘/ <
i < : N \ )

: < ON &+ IOV r
~= %, FAMOUS STEEL
: W?lr5~T‘o~ANY OCFEAN WALK
° *OF-THg ABOVE HO FEET ABOVE TiL BEACH @/ IN MID-WINTER
K FOR BOOKLETS : ' ' ‘ i
AND DESCRIPTIVE MATTER.,  ~

.
»'l.

Note: This 1890 newspaper ad open the first documented
cooperative promotion campaign done in the USA. It
was the beginning of a number of such community
promotion programs done in Atlantic City (and later
elsewvhere), which were supported by assessment of
participating hotels (generally based on the number
of rooms), as well as financial contributions from
area business firms.
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Figure 72

Verification of Atlantic City advertising claim

ATLANTIC CITY, THE FIRST
COMMUNITY ADVERTISER

As the result of a study on community advertising.
the Bureau of Advertising of the American Newspaper
Publishers Association believes it has obtained evidence
to substantiate the claim that Atlantic City, N. J., was
the originator of community advertising. 1In the course
of this study, the Bureau’s bulletin reports that it was
found that not only did Atlantic City claim to be the
original community advertiser, but that examples ar
still in existence of newspaper advertising for this re
sort published thirty-five years ago. Copy of one of the
original advertisements as it appeared in the newspapers
around 1890 was forwarded to the Bureau by the Dor-
land Advertising Agency.

The hotel men of Atlantic City were persuaded to
engage in co-operative advertising through tiie pioneer
efforts of Senator Edge, of New Jersey, it is stated. It
took him three years to convince the hotel men that his
plan was plausible and profitable. ‘

The Bureau’s bulletin on community advertising is
based on returns from more than half the entire list of
communities advertising. It carries a list, by States
and communities, of the amount expended on newspaper
advertising as reported by the comniunities.

—Printers’ Ink.

Note: This article in a 1920s issue of Printer's Ink
substantiated Atlantic City's claim as the
industry's first community advertiser, and in
turn garnered additional publicity for "The
World's Playground”.
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Figure 73

Community campaigns of the early 1920s

.
4 $TR$108 novsy

AMOIN ChELsea

A nottLmonson

A InE warsmty

A-THE HOLNHURST

(i 4 norteaotmwsw

MOANA HOTEL

e world-renowned toun<t{ A

resort on Waiki k: Beacl‘t
Cble ot Warless “Moun

SEASIDE HOTEL

On the cottage plan, in 2 grove
of stately palms---nearl)’ 10 acres

W
T

'HOTEL
MIRAMARE

Am Strande und
gegeniber dem
Kurpark.
Warme Meerbader
im Hause.

Gleiche Leitung wie:

PALACE HOTEL
IN ZAGREB

INFORMATIONEN DURH
AUE MER-BUROSUND
bIEKURKOMMISSION

ALEXANDER -YOUNG
Central HOTEL Palatial

Absolutely Fireproof
Coble ee W e “Young:™

For partienlars address the Hotel Alonogees dircer

Note: Thirty years after the initial campaign, Atlantic
City reinforced its efforts, in the face of grow1ng
competition from other seaside destinations, ranging
from the Mediterranean shore to Hawaii.
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Figure 74

Enlisting advertising support from the business community

HE advettiscuents reproduced w the folluwlnyg pages represent
a few saniples of the advertising copy that lias been appearing
during the past few mouths in such ecpreseutative newspapers as the
New York Times, Heeald-Tribune, World, Evening Sun and Eve-
ning Post; the Brooklyn Eagle and Newark News; the Philadelplua
Ledger, Inguirer aud Record; the Pittsburgh Press, Post-Gazette,
and Sun-Telegrapl, the Baltunure Sun, Wasligton Star; the Bos-
ton Transcript and Post; the Toronto Mail and Empire; Montreal
LaPresse and Star,

These reproductions are of the same size as the actual news-
paper advertisements, some of which appeared In “run of paper”
(that is, the first twelve news pages) and some upou the resort pages.

Tlhese advertisements were created by Frank Irving Fletcher as
the beginuing of a series that will appear during 1928, selling Atlantic
City in a different and extremely effective way. The contracts for
this advertising are placed through Dorland, of Atlantic City.

The reprints of some of these advertisements were first used In 2
program prepared for a dinner meetlug of the Kiwanis Club of Atlan-
tic City, held at the Hotel Morton, Thursday evening, Junuary 26,
1928, at which a representative group of prominent citizens were
guests of the Club. Frank Irving Fletcher was the speaker. The
Kiwanis commuttee In charge of the affair included William S. Emley,
chairman, Philip N. Bessor, Willlam A Faunce, Victor S. Fisher,
Frank P. Gravaut, Thomas L. Husselton, George C. McAvoy, John
W. Misener, James S. Murphy, Dauiel J. O'Connell, Charles F.
Osman, Alex Vollmer.

A MESSAGE> TO
BUSINESS MEL

ABOUT BIG BUSINESS
INM ATLANTIC CITY

little morc
time by the
sca occasionally
means a little
more time on
curth eventually!

ATLANTIC

) — & Bracersof Winter
with chasers of
Spring—and
no snow on
‘The Boardwalk!

ATLANTIC

» CITY »
It In Buiinen

For Yoar Heafth

CC ¥ OO

Wute 1o cdey of 1he Foll

Hotrls for Roteres Reserve

CHALPONTI-HADDON DlAlL ¢
DINNIS-4 GALIN HALL 4

HOLMIIUNST 4 MOATON 4
PINNHURIT.4 SHOLBUANI £
RITZ CARLTON £ STRAND A £

ANICRIRBOCKIN 4§ SIASIDI 4
TAAYMDALAL LTINS ¢
AMBASSADOR £ ARIARERS AL

ARIGNTON 4 CHILSEA 4 £
M ARLBOROICH BUINIIEIM 4 §
U=Amircoe 4 £=Boib Piree
[ ore Pleol

CC_ A 0O

Heme of ¢ t1ecdeas tiansts Offrereg
i1e Comferts vf Home

v CITY ~

In Iv Busireent
For Your Health

CC ¢ OO

Wosie te adey of the Folleomg
Hovels foe Rererer Reservenonsy

MANLDOROUGH BLENIIEIM-4-§
PANNIURST ¢ ALBUANT &

NITZ CARLTON £ 1ENAND.4.E
TRAYMURE 4 € WILTIHIAS 4
AMBASSADOI £ BACAXIRS4 £
BRILITONA CHILSEAAE
DINNIS 4 GALEN HALL-4

HOLMIIURST-¢ HORTON.- 1
KNILKERBOCKER 1€  SEASIDE ¢
CHALFONTE I1AUDON 11ALL 4
IA—Amorscee Plee 4 §—Bowk Phres
E—Rurapese Plasl

CC_ LD

Home of @ Hoodrod tinect, ifforieg
the Comferre of tlome

A 28-page booklet showing actual-size ads for the

1928 Atlantic City campaign was distributed to area
businessmen, particularly at civic and service cludb
meetings, to elicit support and financial contributions.

Note:
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Figure 75

Accompanying support from business and railroads

- ATLANTIC CITY, FEB. 14, 1928

_ THE HOLIDAY

Whether it was tho "pulling power”
of tho new advertising campaign, the
favorablo weather, ‘or the pent-up de-
siro of ‘tho -cosmopolito to ‘get away
from toil for a few days, this much is
certain, Atlantic ' City entertained ite
largest, Lincoln’s birthday holiday
crowd yesterday. In dealing with re.
soct crowd setatistics ono is opt to
overstate, but thero is no need for it
in referring to yesterday's throng,
v After yiewing 'tho long lino of roll-
ing chairs yesterday on tho Boardwalk.
one is convinced that therc are thous-
ands of urban dwellers with tho ‘time
and tho wherewithal to enjoy a so-
journ at the seashore. ' All we need
do i‘/ to tell .them about it and to tell
them often about it.

“'.-_Aiisnllcf Ctty. Tuest.l-ny. February 14, 1928, °

A "l'LAN"I‘lp -CITY;IliIi nn,n'stouisl.\ing amount of
A "vi;it'or busiitcss™ yesterday for o day I L'ah-
ruary. -"I'he Loanlwalk oppeared to 'I.'\c alulost o3
busy us ou & sumoier's oy, "Some Bourdwulk
business places secnied to be tuken unuwores by
the demands for service, especiolly the restayrants.
Whetber.tbe inajority‘of the crowd came by unte-
mobile or rdilroad is not definitely known, Whether

reduced railrbod-fares from Pbiludelphia aud New

York hod any beoring upou the uousuol busiii:ss
is likewise uucertaio. But the possibilities seein
important euouygh- to warrant thu “serious ntteu-
tioo of all Atlontic City business.Interests, IE we
nre indecd upon tbe thresbhold of & busioess spurt,
oo matter wbat its cauge, wa fvnnt to be prepared
for It in order to rmake the.most oflit. Compluin-
ing about-dulliess bas becomm chronic. Tbere 1s
onger that sudden prosperity fhighi fud us asleeqt.
Lat's check up now, tolic ot uccount of stock nud
keept our - eyey opeo.  All sigus certoinly scem to
readsboom. '

GREATER CITY, AD FUND
‘NOW TOTALS.$114,000

HOTELS - tpror:ted $15 a'room).—
L Tyraymore,” Aubassador, Brighton,
"+, Dreakers, Chalfonte-Haddon Mall,
* . .Cliclsea; ! Dennls‘:" Galen ~ Hall,
- Holmhurst,  I{nickerbocker, ‘Mart.
~horough-Blenlielm,  Morton, Penn:

. burst, Rltz-Carlto,:Scaslde, Slel-

, tutue, Strand and %o - -
=0 Wlitshira © oL 5000 $100,000
Atlautte” Uity Natloral ‘Bank ¢ 6,000
GuarAntes Trust Company-,. 5,000
Kent's' (Walton's) Restaurants . 1,000
Hackney's Restaurant ;:,,, 1,000

Vienun Restaurants °, ‘1.0010°
Willson's Daley-; 0,10, . 500
500

“'?ggenhclm's Marke
R

Totul ...

S dng e $114,000

Washington’s Birthday
-at Atlantic City

Waehioglon's Biethday comes at a lime when
# visit 10 the shore is 2 real treal. T’ 2 “geaod
and glorfous feeling” 10 swing slong the
Boardwalk In that exhilaraling aie. So much
mote 1o ¢ce and to do than in any othee place
1 you ¢an go. -
Teke 8 day or iwo ealea, if you can space the
time. But if you can'l, one winier hollday in
Atlaotic City s 23 good ae three days st home.

Trmins trave Chesmas Sivart Forry for Aulantle Clty

WEEXOAYS: 010, 900, 1120 A. M. 11.00, 1.00,
800 4.30, 0.00, 9.10, 4.05, 430, 1140 P. M.
2800, 0.00, 1130 AM., 1.00, 0.00,

I=Rone Sprwrder emls

Take advantage of the New Low Fares

One-day or Weekh-ond ar Full nvo weels”
Over-nlghl " Short Vacation Vacotlen

$225  $30  $360

Good Iwe days_ Good un dayr " Good 17 dayt

Regular 1.50 Excursions Every Sundey
Also Wednesd vy, Februsry 220d

Reading Railway
System

. .
“THe “Sn 00 THE BOAROWALK run[u‘

bdgrn, Fal, 141%/92 5.

Cooperation from the local community, the local press,
and railroads was an important factor in the success

of the 1928 campaign.

Note:
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Figure 76

Local advertisements announcing community promotion support

We be_heve in the Emure of Atlantxe Cny.

‘Ihe prospenw ‘of the Cny—and the
étlantxe ‘City Nanunal Bank depends
on the patronage and’ good wxll of our_
'nsltors. . .

Ehe real beneﬁts and attraenons bave

Enly begnn to be told. e S
EVe have this aay ngen to the Combma-
tion. Advernnng Fund $50°° 00"

- to carry. on.

ATLANTIC Cﬁ'Y NATIONAL BANK

" The Guarantee Trust
Company is glad to add its
co-operation and financial
- support to the movement so
" well under way tomore widely .

vl " Lo

announce the natural merits
of Atlantic City as an ideal
place for relaxation, rest and
health. We have today
~".a'}:')}:ifopriate'd $5,000 to the
,.Combmatlon Advertising
Fund , '

GUARANTEETRUST COMPANY
oDtlantic Gvemte at North Carolina

©Eeent'seproduction of ane of o sens; of neaspepars edvisems

3 HIS i3 the Season ofReduced Ratesat
Adanuc City...but it is more especially
the season of continually improving 1
 climatic advantages...rates are reduced
' bccause the traffic is lighter...yet they
deserve. to be higher bccause the
Ic:hmau is better...you get a lower tariff
+'for 2 more salubsious temperature:.. |
vthe bark of winter without the bue
-2 of cold...saving money while increas. -
{1 ;. 'ing your, efficiency in making i
&dnwmg more on.Naturc and: less on
T¥the banki:vadding to- your pl’\ysu:al o &
““réserves at only a nominal cost to
* your financial resources- .. using
Reduced Rates at Atlantic City to im-
; prove your Financial Raung in Town! |

/\/Y\DQ/Y‘\/-\

ATLANTIC CITY

\_/\,L/'DC\J\JV

« " Brite te adny of the Followrag for Retes or Resersasmns

. | BMIGHTON4 .. - MORTON.4
& BREARIRSAE PINNHURST-A o "
- " CHALTONTENIAODON HALLA = RITZ.CARLTON.Z |
» QIISIA-4-E STANIOL.4 °
DINNISA . SNELBURNT £
.7 GALEN HALL 4
~., MOLMMUNST-¢ - TRAYMORI 4 &
.3, KNICRIKBOCKIR 4 E TILTSINRE.4
o T MARLBOROUGH-BUNIIEIN-4 £ AMDASSADOR Z

U1 UimAmericss Pan  €=Twropera Pl 4L—Bowh Pluad

.
-+ Homs of 4 Hunderd Hotols Offeriog the Comforts of Homs
Qeornvncerte oy, N N

0 /,"

Newerk, Philedefphie, Py
hou) New Y-.k Siete, N-
R

-
. Fe:l.mg the importance of your ndvcmsmg cam-
sign, for the beneht of Atlantie City,; and wishing to |
o- sperate with you in a alight measure to help carry
a lhu WOndcrful “drive, to sell Atlantic City and our
own “America's” pxomenade'(o the nation: | therefore *
ish to |nfoxm you (hn( 1 wlll conmbu!c 5)00 !ownd.s
“fund. 3 . .

N [fccl that it is not only a hotel men's propositionj BTN
butbae A(hll nﬁccu evcry busneiss man. in Atlantic Cl!y.

VW blng f you'r conllnue«d uucccsn lam, -,

Vcry tru ly yours,

Note: Area merchants and businesses took out newspaper ads
in the local Atlantic City press to announce their
support and contributions to the 1928 campaign.



Figure 77

Notes for a new campaign

The leading hotels of A.C. have for many
co-operated in financing a campaign of advertising
intended to make people think A.C - think it so
often, think it so pleasantly, that they will come
to have the desire to go there and go there often.

Last year marked the advent of a new era in
the history of this advertising. Copy and layout
assumed a new and more distinctive form under the
master touch of Frank Irving Fletcher - a noted
copyvwriter who was retained at a princely fee to
paint terse, modern, compelling word pictures of
what A.C. has to offer. He has just been
re-engaged for another year. Samples of his
copy done the past year are to be found in the
small booklet passed around.

Newspapers only are being used...for in
them the advertisements can be localized. The
appeal is directed to the best class of people
in a limited 1list of large cities.

s/ Adrian Phillips

Note: A transcription of handwritten notes found on the back
of a September 15, 1928 Chalfonte-Haddon Hall Hotel
breakfast menu. It seems to have been prepared for use

by Adrian Phillips in speeches before various local
organizations, calling attention to the 1929 campaign.
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Figure 78

1929 ad series for the

"Christian Science Monitor"

Three “FHours - 4

from

New York
One Four

from

“Philadelphia

A

Lies a joyous

retreat from

the bustling
business
world

\ ATLANTIC
Oy

Home of a Hundred Hotels
Offering the Comforts of Homre §

IWrite to any of the following

f for Rates or Resersations:

[ MARLBOROUGH-BLENHEIM-a-s

» ST. CHARLES.s GLASLYN.CHATHAM.s 4
STRAND-a-¢ HOLMHURST-a

)\ TRAYMORE-4-8 KNICKERBOCKER--8

WILTSHIRE-A | AFAYETTE-s
N
P AMBASSADCR-s \ noron

B ron  PITZ-CARLTON-s

\ OENNIS-a SEASIOE-2-8
EN-HALL-s SHELBURNE.e

-e—Both Plany
e
S

}\ a—American Pran e—European Plen
.

PN

=2

Note:

Nothing in the
world can give
you quite the
thrill of a prome-
nade up and
down Atlantic
City’s boardwalk
... unless it be a
horseback ride
over the sea-
washed sands of
its seven-mile

» beach.

XD

el
Home of a Hundred Hotels
Offering the Comfortsof Home

L you've been
hoping to try out
your wings, At-
lantic City’s the
place to make
your firstattempt.
There is a busy
fleet of seaplanes
awaiting you at
the Inlet.

[ NI RG]
ATILANTIC
QoY

Home of a Hundred Hotels
Offering the Comforts of Home

Write to any of the following
for Rater or Reserrations:

MARLBOROUOH-BLENHEIM-a-8

ST.CHARLES-s OLASLYN.CHATHAM.s
[{ STRAND-a-¢ HOLMHURST-1
TRAYMORE--¢  KNICKERBOCKER-s-8

WILTSHIRE-8 LAFAYETTE-s
MORTON-¢
BRIGHTON-¢ RITZ-CARLTON-s
OENNIS-s SEASIOE-a-0
GALEN-HALL-s SHELBURNE-s
CHALFONTE-HADOON HALL-s

Write to any of the following
for Rater or Reservations:

CHALFONTE-HADOON HALL-s

SHELBURNE-s  GALEN-HALL.s
D’ STRAND-s-8 GLASLYN.CHATHAM.8
p» TRAYMORE-s-8
E wiLTSHIRE-

? AMBASSADOR-8 MDRTON-s

« BREAKERS-s-s  RITZ-CARLTON-s
( BRIOHTON-s ST, CHARLES-s
(’ OENNIS-A SEASIOE-a-0

id

HOLMHURST-s
KNICKERBOCKER-s-8
LAFAYETTE-e

MARLBOROUGH-BLENHEIM-s-8

a—American Plan  ¢—European Plen
s-e—Both Plony

./ a—American Plen s—Eusopsan Plen
.

-s—Both Plans

S A A

Part of the 1929 campaign which effectively paint

nword pictures mentioned on the preceding page.
particular group of ads was developed specifically for

insertion in the
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Figure 79

A campaign within a campaign

What “Does One
Do in Atlantic
City “During
the Jall?

One dines and
dances in the bril-
liant hotels . .. one
rides horseback over
7 miles of beach ...
one plays golf or ten-
nis ... or one just
sits in the sun and
glories in the beauty
and majesty of the
Atlantic.

NTURE greatly
’ favored us

when she placed the
Gulf Stream near our
front door. It does
wonders for our cli-
mate, making sports
out ot doors enjoy-
able all the year
round.

Say “Goodbye” ‘
to the office.

1
: [13 " 2{
. Say “Hello” to |

7 7

Now that it's Fall
you really ought to
find an excuse to
come here.

enjoy your glo- §

rious autumn}i
» climate.” '

==

offo

ATLANTIC

4
ATLANTIC
cOITY 5

Home of a Hundred Hotels

ATLANTIC

Offering the Comforts of Home

Write to any of the following
for Rates or Reservations:

CHALFONTE-HAOOON HALL-s
SHELBURNE-e c&;::n;mcuﬁﬂm i
"’ STRANO-a-s G N-CH e ¥
. TRAYMORE-s-s HOLMHURST-s v
’ KNICKERBOCKER-0-0
LAFAYETTE-s .
” AMBASSAOOR-8 M ORTON-a
, BREAKERS-2-8  RITZ-CARLTON-s
BRIGHTON-s ST, CHARLES-s
OENNIS-a SEASIOE-2-8
MARLBOROUGH-BLENHEIM-a-8

3

?  a—American Plan  a—Eurooesn Plan
4-e--Both Plans

A s

.2 s

A A

Home of a Hundr.d Hotels
Offering the Comfort: of Home

Write to any of the folloning

4 for Rates o1 Reserrations:

> MARLBOROUGH-BLENHEIM-a-a

’\ ST CHARLES-s GLASLYN.CHATHAM.a
STRANO-a-e HOLMHURST-0

I\ TRAYMORE-1-8 KNICKERBOCKER-s-s ¢

WILTSHIRED  (AFAVETTE
N AMBASSACOR-s C-TAYETTE-s

MORTON-¢
RS-a-
B o BITZ-CARLTON-»
\ OENNIS-s SEASIOE-2-0
GALEN-HALL-a SHELBURNEes

CHALFONTE-HAOOON HALL-¢

a—Amesican Plun s--European Plon
3 a-¢-Bulh Plans

(N .

as A A =l

Home of a Hundred Hotels
Offering the Comfortsof Home

Write to uny of the following
for Rates or Reservations:
i MARLBOROUGH-BLENHEIM-s-8
ST CHARLES-a  GLASLYN.CHATHAM.a
STRANO-s-¢ HOLMMURST-s
m:;g‘c::f__--c KNICKERBOCKER-8-8
N 4 LAFAYETTE-
> AMBASSADOR-» ooy o
RITZ-CARLTON-4 5
i SEASIOE-a-a 4
GALEN-HALL-s SHELBURNE-» p
CHALFONTE-HAOOON HALL- )
)
{

a—American Plan a—Euvropsan Plan
s-e—Both Plang -~

A L2 oA A D A A A

Continuation of the 1929 campaign. This portion of
the series focused on the benefits of a fall vacation
to turn what might be considered the "off-season®

into a "value-season”. It was, in effect, a "campaign

within a campaign".

Note:
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Figure 80

Sample 1930 campaign tearsheet

Thi. . idvertisement will appear during th t
January 1930 in the Daily and Sundiy I:/Zfar:pa,;::f :l{
New York, Brooklyn, Newark, Philadelphia, Baltimore,
Washington, Boston and Puttsburgh,

It is just one of a series of some fifty similar ads ap-
pearing in newspapers throughout the Country each year—
and paid for by the Hotels listed thetein and a group of
Civic minded business inlerests.

Twenty Stops and
Starts for 1930

STOP GAMBLING . . . Start Working

STOP DREAMING . . . Start Doing

STOP PLODDING . . . Start Playing

STop COVETING . . . Start Earning
StorP HATING . . . . Start Lz‘king

STOP WORRYING . . Start Smiling
STOP REGRETTING . . Start Forgetting ’

Stop WHINING . . . Start Winning ’”

STOP AGING . . . . . Start Growing

STOP AT ATLANTIC CITY
AND START NOW!

N T — O N

ATLANTIC CITY

NN —DC AN/

Home of a Hundred Hotels Offering the Comforts of Home

Three hours from New York: via Ceneral Railroad of New Jersey
(Blue Comet service) from Liberty Street or 23rd Street Stations, or
via Pennsylvania Railroad (Pullman service} from Pennsylvania Sta-
tion or Hudson Terminal. Furtber information from local ucket agents.

+ -»
TRAYMORE-A-E KNICKERBOCKER-A-E ST, CHARLZS-A
BRIGHTON-A w
DENNIS-A LAFAYETTE-A SHELBURNE-E
GLASLYN-CHATHAM-A  MORTON-A STRANO-A-E
CHALFONTE-HAOOON HALL-A-E MARLBOROUGH-BLENHEIM-A-E

(A—American Pian E—European Plan A-E—Both Plans]
- »

Write to cAny of the Above for Rates and Reservations

@ COPYRIGHTED. F. t. P.. 1910

Note: As a prelude to the 1930 campaign, area business firms
were sent tearsheets describing the forthcoming program.
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Figure 81

Sample ads from the'1934 program

FIVE FAMOUS HOTELS

Ou f/te émn[wa//z

. . . offer to the winter visitor perfection of accom-
modations in the central, most colorful section of
the oceanfront, with matchless service, palatial
appointments and appealing cuisine.

Extensive sun decks and solaria for healthful sun-
bathing — spacious lounges — sea water baths —
cards, concerts, dances and individual features.

ATLANTIC CITY

Your inquiry will be welcomed by each of

1he following. Rares by day, week or season

will be seor, with booklers, upoo requesi.
TRAYMORE . MARLBOROUGH-BLENHEIM
DENNIS - CHALFONTE-HADDON HALL « BRIGHTON

Apply to Lotal Railroad Officts for Sprcial Round-Trip Rates

THE BEACNES » THE BOARDWALK - THE OCEAN « THE PIERS

THE SHOPS « THE ROLLER CHAIRS - THE LINKS - THE SPORTS

THE THEATRES - THE BOATS » THE BAYS » THE BATHING
AND

;7/Le CDC‘/ cgumme‘c C/I:It«ldfe

Why hesitate > Compare Adantic City's features with

those of any other resort. Nowhere are they so varied

and complete. Nowhere are you so certain to find your
favorite diversions. .. Decide now on . ..

ATLANTIC CITY

YOUR GUARANTEE OF A PERFECT VACATION

The followiog leadiog bouses are all direcily oo the Board-

walk, overlooking ihe sea. They offer the G0esi of resort horel

accommodalions—sea water barhs, suo decks and solaria,
surf barbing faciliries aod todividual eoreriaioment fearures.

I CHALFONTE-HADDON HALL + BRIGHTON + DENNIS

MARLBOROUGH-BLENHEIM + TRAYMORE

Kindly Wrile or Pbone for Rates and Reservalions

Ty

Note:

Relieve the Tedium of a Long Winter . . .

Repair the inroads ol last year's work ond worry . . . renew the
energy consumed in Leeping everlastingly at it . . . Bting mind
and body hack to normal 1n no ime. Wonderimly heustiiul
climate warmed by the Gull Stream and brightened by tie sun

. the Boardwalk to strollon . . .
to visit . . . sun d=cks to lounge upon . .

shops, shows and dicalays
. goll, riding, relles

chairing and countless entertainments.

ATLANTEC CITY

Write These Leuding Boordwalk Hotels for Rates and Raservotions

CHALFONTE-IIADDON HALL
BRIGHTON

MARLOBOROUGIH-ILENIELM
TRAYMORE

TAKE THE OPEN ROAD TO

C‘/‘))ttll{l/

A hard winteris aver. The mnine-
wars are wide, smoorh and invir-
ing—wairing ro lead you ro
Spring’s revelarinn . . . rhrough
miles of greening landscapes, of
budding rrees and flowers . . .
safely and surely ro unforgerable
delighrs beside the romantic sea.

There’s the Boardwalk — never
more allurine. And ire piers,
shops, rheatres, games and exhih-
its. The beach for a horseback
ride nr suo barth. Golf on famous
cnurses. Sun deck sreamer chairs
and Bnardwalk enller chairs Danc-
ing and vatied enterrainment.

Come Now! Step on the Gasl
Bring the Family!

Atlantic City

The following Brardwalk horels,
wnrld famed for their accnmmo-
darions, serviceand comforts, offer
sea warer baths, splendid cuisine
(seafood specialiies), musical and
varied enlerisinment.
MARLBOROUGH - BLENHEIM
TRAYMORE

BRIGHTON DENNIS
CHALFONTE-HADDON HALL
Write for Ratee and Reservatiom

Atlantic City
g(:‘O 1°se CJ/‘/I on

Presenting in theworld's larg-
estauditoriumAmerica'sfinest
thoroughhreds, daring riders,
bunters and jumpers ... thril-
ling exhihitions hy Troop F,
Third U.S.Cavalry,Fort Myer,
Va,and Inter-Armory compe-
tition herweenNationalGuard
and Reserve Corps uaits.
Horseback ridiog 0o rhe beach.

And a multitude of Spring
attractions—Boardwalk roller
chairing, golf, fshing, etc.

Come Now! Stay for the Show
May 16-17-18-19

Atlantic City

Make reservalioos early a1 aoy of
theseleading Boardwalk housesrep-
reseniative of 1be foesi resort horel
accommodarioos 1be world over.
DENNIS BRIGHTON
CHALFONTE-HADDON HALL
MARLBOROUGH - BLENHEIM
TRAYMORE
Writt for Ratrs and Rruservatiom

The 1934 campaign had fewer participating hotels but

more coverage and frequency. This series of 52 ads

(one for each week), some available in both one and
two column format, were placed in such major metropolitan

newspapers as the "New York Herald Tribune"

and when

appropriate, were positioned on the "Social Page".

The ads were primarily aimed at promoting the seasons,
holidays, and such special events as horse shows, fashion
previews, and indoor college football.
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Figure 82

"Piggyback" co-op advertising

THE MONIGQMIRY ‘DV;‘Tl,Ewah’uclpn Fearlags lndgp-ndenl*SUND‘y JuLry 22 l934

Atlantic 7
it Y EEEE

6746 W‘/Jf g 7ener ?OZJKZ”X\J

J Fumous coutses In the pink of con- "\

ea i d fz{r dition, t9 (0 37 bolcs cech, constendly —_ R
6 fanned by cool ses breezes Guams T

greeos. Ressoosble (fees snd club

esort— . . . pem Koot e vt b

ounicipsl courtte. lodoor tquath eourte

Offers now, and until late October, a delight-
fully cool and healthful seashore climate . .+ ﬂf / @Zli
for the greatest summer vacation season in g f& 0 a

his “ - i
istory (. . an -unparalleled variety of, r Hatelcomprising every typefoom the

sport thrills, interests and diversions and . (. 8ness fo the warld to the modest pro-
pottions of the privsse bosrding house—

comfortable living.at economical cost.
all sessonsble. Pretentlous homes, spurt

Bathing— Ly) Lo

AR
ol B gy /°%%‘ :7%77220' eneen Z'

“ wigorstes. You con bathe In sbuolure
safery diteer from your bams or borel
or beschf bathing
For diversity = s numbet of Indoor
pools, bays, Iskes snd lalind weters.

& Everything for sveryone— Veudevills  Bust-run picrutes ..

celebested atchestess snd dunee bands  cadio, trage sod sreeo

pectanslitler opets elrcus scee [uventle stttsceions

) | e watet spouts . yreyhound cecing (legalized murucls) lo Audl-

\‘lnnum' sirplanes, riding, motortng, huschsll, houing, weestling.

10/724 waZk 3 . Excellene ¢hrough highways. Reduced
— - round-trip rates by rail, air and bus

% Eighe miles of uniold fsscloscion, -ub
14 uniqus solles chales, grest ocesn plers,

HARRY BACHARACH, Msyot
Adunese Coty, N |
shaps of every deccription, thestres, puls.

tisl botels,gsmss, cshibits, clubs, casinas
= the wortld's most fsrmous psomeosde.

(No cross stesers o teaffic latecruptions.)

THE PREMIER HOTELS OF THE

Beack C%zhma; Wl Pranics Koo

ceotnal, mows calotful seeron of besch sod Basrdwalh—
peovids s palaisl radued of secommodaroos with uacx-
celled tsrvice, sppointmeots sod coaecnisnces o
supplemeor the grestess summer progeam of spater sad
sresuetraot 1o tbs hoscory of

ATLANTIC CITY

Al ofler uorque lodierdual feawuret—res wasee buchs . ex-
taosise s decks, luxustone launges snd tolstia  whale
som¢ cuttias wih ccs foad peaislues  dances, eaacerts
“end speens! coteresamenr  sutl bathtng facilittes ducer
ta besch— with sery moderses tates conunurag n sdect.

= % Addiog s continentsl touch tn the ©
wver colorful besch, tbe goyly seriped
sod mulil-bued cebsnss cbulee sod
shedes provids sest snd cesplie from
the sun's dirsct esye Ssfews ples 1o
the world for childrsn

Rach of the foffowlny =il wefcome the -»onum- o ecaetist (oe

wis e (8d w«m satototuos. etd wIE eaprecilte raaweil
PRIGNTO
tuunnu.»nunn WALL . Illllﬂlﬂﬂﬁ”-ll!lnllﬂ
TRAYMORE 1|
© PPy 18 Local Lurtroad (L /18 SPUsiat Kieed Trrs R lee 4

Note: This co-op ad was "piggybacked" alongside an ad from
the city in a 1934 "spread" in an Alabama paper.
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Figure 83

Advertising to different markets for the same season

PARTICULARLY POPULAR WITH CANADIANS
DURING SEPTEMBER AND OCTOBER

Bn’gbl, Sunsbiny tlaySPBnen tn the yesr—favored with 3 healthful,
zestful climate . . . beach and boardwalk —brighter and more attractive
than ever—comfortably peopled with visttors secking, and Anding, rest
*and 1n ideal ding

Summer's best fealures comtinur—surf snd sun bathtng into October
from beaches made gay with bright shade chstrs and eabsnas (ltfe guard
p h golf tn the g g Ocean alr; tennts, fresh water and
decp ses Ashtng (streams srocked for trout-sesson Sept. .30 tuna and
doiphta tn abundince), satitng and motor bosting, guontng In sesson,
atrplanes; horseback riding.

Boardwalk rolies chates, ocesn pter entertainments; s dozen theatres,
eountiess shops, games, exhtbits, sestausants, clubs and cafes.

Modern bolels in all locations offer tnteresting sutumn rates. Homes,

districe. Real estate opportunities.

Low round-1rip fares by tratn, bus and atr. Paved through

htghw. y; from every section.
= Favasably Covvency Exchesgs. HARRY BACHARACH, Mayor

" e —— -_-s_—_ = __-'c': =
THE WORLDS PREMIER HEALTHAND PLEASURE RESORT

SATURDAY NIGHT

THE CANADIAN LILLUSTDATED WEEKLY

TORONTO

CANADA

THE COMMERCIAL APPEAL, MEMPEIS. SUNDAY MORNING. JULY =, 1934

A COOL SUMMER CLIMATE—
SURF AND BEACHES—AND

" Z/Le cjammu éoau{w@//:

The perfeet combination for your 1934 vacation. Your
daily plunge, for health, in the warm, tumbling breakers
... sun tan on tbe sands—with complere relaxation in'a
bright-striped cabana or shaded beach chair. A Boardwalk
promenade or roller chair ride past miles of distincrive
attractions—smart shops and shows, ocean piers, games
and exhibits...Golf on splendid courses...tennis...fishing
and sailing...dancing, concerts..riding, motoring and grey-
hound racing..and an abundance of refined enterrainment.

ATLANTIC CITY

The fallowing leadiag bouses offer the finest of beachfront accommr -
*ditions at nomroal eost; provade ses water bsths. cabios servire,
batbtog facilitres, delicrous cuisine 30d apecial sndividuxl features.
Write or pbooe for rates sad reservations
DENNIS * CHALFONTE-HADDON HALL * SRIGHTON
MARLSOROUGH-SLENHIEIM * TRAYMORI

Apply 10 Local Rarlrsad Offives far Special Round-Trip Raies

Note: The same season can appeal to different markets for

different reasons.

This marketing concept was used in

these 1934 ads to promote late summer and early fall to
both the Canadian market seeking warmer climates; and to
the southern USA market looking to escape the heat by
finding "A Cool Summer Climate".
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Figure 84

A proposal to change advertising campaign style

Advertising ATLANTIC CITYueeoees.

The Problem: The objective of the campalgn would primarily be
to develope businees for the monthe of January, February and
March - an extremely week period,
The Proposed Campalgn :+ A oonoentrated schedule of insertions
in the newspapers of our major winter market areas - metropolitan
New York, Newrak, New Haven, Hartford, Providence, Metropolitan
Philadelphla, Baltimore, Washington, Pittsburgh and Wilmington
Wilke= i rre, Scranton, Ifork, Binghamton, Syracuse, Rochester
and Albany <~ supplimented by insertions in the Wall Street
Journal, The Christlan Bclence Monitor, Time, Newsweek, and
the New Yorker. The newepaper advertlsing to be run-of-paper
or preferred position, but not on the resort page - because the
objective 1s to etimulate action when the reader is not planning
a trip, In other words to intercept them and persuage them that
a few daye at Atlantlio Clity are what they need, Multlple small
advertleements ( 15 - 20 lines eingle column ), each with a
different reason-why. to appear Tuesdays and Thursdays in the
same paper on the same day together with a standard schedule
alternating posaibly 50 linee double column and 70 - 90 lines
single column, No two papers in the same city oarrying ads on
the same day...No art-work, just distinotive type layout that
gets the maessage acrose in punchy fashion, The bulk of the funds
to be expended in January but with eome good schedule running in
February - tapering off in March,
Copy ¢« Direoted to the benefits to the individual. the oonvenent
accaegsabllity and the always alluring ealt-air, the faeoination
of the ocean and the abundance of sunehine; action copy - with
the residual benefit of a goodwlll feeling of friendly interest.
that serves to keep Atlantic City in their mind.
Reason-why copy, appealing to logic, emotions, health, pride,
comfort, oonvenienoé, luxury, fun, entertainment, eto.
No Signatures 1 The adveftising message should ocoupy the space
without using any of it for listing the names of the eubscribing
prticipants, It could carry =« line "for information write ---
a oentral address,...or whatever,
Observations ¢« The general economy in our major market area 1lie
Teasonably good, Many are working under lote of pressures -and
many thousands, who deeplte desire and finanoial ability, find
1t impossible to travel to more distant placee,and yet know that
they need brief respites from their regular dally activitlies,
Proilmity and ease of access make Atlantlo City the logical place
to go.There are other thoueands who have anniversaries, birthdayse,
honeymoons, re-unlone or other speclal oocaslione that could best
be enjoyed in Atlantlc City. Then there are other thoueands who
have need of the healthful benefits to be derived here for recuper-
ation - and as "preventative medicine” - and then there are mmany
who have suffered a bereavement and need the solaoce of the sea
to re-orient themselvee after their loss,.. There 1ls a tremendous
and constant sunstantial potential that can be sold - if we rach
them with meaningful messages that uppeal to them as meeting
d The milder climate - no enow on the Boardwalk, - ol
their need.... Moo a1l have baslo okt
the good salt alr, sunshine and ocean epa 1% 1
appeal, while the attractions of the BoardwalKand fine hotele

are all persuasive,

: draft by Adrian Phillips stating the ijectives
Nove: gftnggoposed ngw cooperative promotion ?a@palgn, with
changes in the graphics style and the ?llmlgation of the
names of the participating hotels. This ev1den?1y was
approved, as shown by the samples on the following page.
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Figure 85

The "new look" of the 1937 campaign

. The fashionable winter
" resort. . healthful, refresh-
ing; convenient. . featuring

radiant sunshine, fresh
.sea-air, Boaxrdwalk attrac-

Hons, distinctive enterfain-
ment and luxurious hotels.

Write for free boaklet,
Roomr 206, Convention Hall

Utbriliz

Perennially
Popular

Climatically
Healthful

Geographically
Canvenienf

e
24 PAGE BOOK
ILLUSTRATING

% N z£ ATLANTIC CITY

.
TO FISHERMEN * WR/TE
CONVENTION MALL—Roem 202
Antgane City. Now loiney

Climatically |
Healthful

Geographically [
Convenient |

Medicel cutherities endorse Atlantic
City’s mild sea-air! Fewercolds—less bron.
chiol infection! Better health — hoppier
minds ~ as yoo stroll, cycle and rollsr-
chair the Boardwalk, or doze in o com-
fortable deck-chair. Vaned sports — diver-
sified entertoinment — hospitabls hatels.

Note: An entirely new look was presented in the 1937
campaign which eliminated the names of the hotels

and used partial "reverse plate" printing to gain

attention. Also, the ads showed people "doing things".
There's a subtle difference in the two rolling chair
ads; the slight changes in the woman's dress, according
to the seasons when the ads were placed.
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Figure 86

Market research responses

B OPINTOMS CUOTED FFOM QUESTIOIMNAIRES ‘\ . .
NEW YORR & BROOKLYN (Continued)
v, unfavorable o “Atlentic City 1s oaly attractive to me out of season——Thankagiving,
o, favorablo ete.® .
-, general

o "A grand place for conferences."

NEW YORK & BROOKLYN

o "Short vacation—seashore; long vscation--mountains.®
v "Once is enough.”

v/ © "A comfortable rolling chalr on the Boardwalk, on & bright munny

v "Coney Island offers about the same advantages in ny opinion--and February day, when the ocean looks dreamy and you ¥now there
I don’t like Coney Island.® ia a warm, cheerful, luxurioua botel with fine food and love-
ly music ewatting you, makes Atlantic City the-greateat ro-
v "I prefer to gst away from crowds; no city resort apocals to au; eort in tha ¥orld.®
give me an ocean trip, the woods or a clear stretch of sandy
beach.® o "There iz nowhers where the alr ia so balmy and delightful."
¥ v "Atlantic City would be a morc desirable place to apend sowe time o "It ia a livelier and more up-to-date resort than most.®
and mongy if the "gyp" auction joints were awept into the .
ocean.® o "All right for a week-end, but not appealing for & longer atay."
v "A glorified Coney Island.® © "The pleesant stmosphere, bospitality and the friendly class of

people from other states.®
v "Ganarally spasaking, Atlantic City is not among the first dozen

or so places I 1ike to go.” ¢/ © "It is extremely beneficisl as a health restorer—s couple of
hours io the refreshing eir makes you feel like a new person-—
v PGood, but too crowded and not a3 elean or 8s select as some of and there i3 not a dull moment, as you can always find &
tha Maine resorta.®” variety of amusements td> suit everyone's teste.”
v ¥ "Atlantic City bas a few delighiful, refined hotels where the o "Fate has intsrvened several times when I had planned to visit
" food 1s excellent. Atlantic City 13 usually too crowded and Atlantic City. Your City's name has been so impressed upon
not excluaive anough for Teal pleasure.” oy imagination that I shall not rest until I vieit one of

) Americn's most famous resorts.®
v P®Too many rackets.® .
. o "Atlantic City ia probably the first resort one thinks of whon
v "I think eliminsting free benches might help." contempleting & vacation—it invariably tends to pigue your
curiosity and results in a passionote dosire to see its sights.”
¥ PThink back streets are terrible; should be cleaned up."
. . o "A wonderful apot for relaxation, clear air and enjoyment.
v "I can take my vacation only in summer time and at that time,
Atlantic City 1s somerhat 'rowdy'." 7 - "Why not edvertiso other sttractione than besuty parades and
reputation es America's playground.”
v "A fine Summer resort, but too much Coney Island.®
- "I believe a sensational hay faver campaign ond its relief in
5> "Fine; attend frequent medical conventions in Atlantic City." Atlantic City would be very productive."

o PThe finest place I know of." "It hae everything except good water.®
PHILADELPHIA, PA.

o PVery refreshing and economical.”

5 PFine weather, sunshina, varied entertoinment.® v "Too noisy, crowded end expensive."

o “Very good, but sot in Sucmer.® v "VWery poor because of the cless of people who frequent it.”

o "I likn Atlantic City bucause of the many good botels.” v "Atlantic City, todey, 1a no longer a resort—it has gromn too
large for its omn benefit--remove the ocaan and 1it's just like

5 "Quiet, restful, entertaining and the beat foad in the World.” any other city.”

i t research
Note: 1In support of the 1937 campalgn, marke :
questionnaires were distributed to guests asking them
to evaluate the city and the hotels. .All responses were
catalogued - and the above is a sampling of some of

the pluses and minuses.
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Figure 87

Courtesy and caution

YOUR PART COURTESY

ATLANTIC CITY'S

COSTS NOTHING

COURTESY

CAMPAIGN Pays Big Dividends

<
TO YOU PERSONALLY
TO YOUR EMPLOYER
TO YOUR COMMUNITY

Note:

A Werd ef Auction Caution

Prompted by many instances of rémorse and regret
brought to our attention by our guests, we suggest
caution in connect¥ien with auction sales.

Impulse and mass psychology so frequently owercome
congervative good judgmen$, leading to purchases under
circumstances foreign to normal buying. Bidding om

high priced merchandise at amotion is hazardous. Even
experts buy ad avction only where shey have had the
opportunisy %o carefully examine and compare merchandise
before the sale,

It's dangercus to try te outsmart the auctieneert
THE MANAGEMENT.

&f wib by Bt Wit

cords &/oal—’ - (juc-ﬂ—rm»‘

There's an old saying to the effect, "Advertising
Promises; Operations Fulfills". Hotels and business
firms aided in the follow-up to the advertising campaign
by distributing courtesy campaign booklets to employees.
Messages were also available in poster size to be put up
on employee bulletin boards. Unfortunately, there were
certain types of enterprises whose negative practices
and attitudes were the subject of numerous complaints.
Some hotels responded by issuing caution notices.
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Figure 88

Introduction of coupon advertising

Seo-cooled isleof sports and
summer goyety . . . combin-
ing oll the elements of o good
time . ..in o solt-oir climote
thot steps up your energy
ond colms down your nerves!
Surf-bothing from colorful |

cobono-dotted beoches ...
miles of foscinoting Boord-
wolk o‘glitter with interest-
ing shops. theotres, piers
ond modern hotels ... o
hundred ond one ottroctions
on land, seo ond boys!. ..
o vacotionlond for every
toste . . . good to
your body. greot
for you: mind,
eosy on your
purseonacom-
plete:y to
your liking!

%
)

Belore you plon your sum.
mer vocation —send lor this
new picloriol bookle! illus-
troting Allonhic City’s seven
o miles ol colorlul beoches.
| brillian Boardwalk octivities.
pololiol hotels, ollroctive
" homes, mogntlicen! thealres.
gay ocean piers. smort shops.
lond and woler sportis—all in
o refreshingly COOL aeb-air
climate. You'll see at o glance
why millions in seotch ol
money-soving, body-build-
ing. lun-ossuring vocolions.,
invoriobly come 1o Allonlic
City—the world’s premier
health ond plecsure resortl

Gity
Skim the whitecops some
pearly morning for o view
of Atlontic City's expansive
shoreline . . . seven miles of
Boordwolk, with o bock-
ground of shops, theotres,

hotels, exhibits and piers
. seven miles of sondy

beoches-cleon, colorful,

safe —sloping gently into the
surf...Then there’s both-
ing, tennis, golf, booting,
fishing, chair-riding, varied
entertoinment... every-
thing for a perfect vocation!

RWRIRKX AL E S L A
Mail couaon or postal lot FREE Dlustated
Booklel—olso foider “10} Altaciioas”

Room 400, Coneeansn Hall Adonsic Ciry. N. L

Mau coupao o1 postal 101 1 act wuezcted

400 Cooveotoo Hall,
o ;v'l.‘ ° Booklel—alee lolder 10} Autactioos”™

d tiee Picione! Bookled,

older, 101 Amecnoas’’ 1€ Room 400. Coneenticn Hull. Adontc City. N. 1.

ADDRESS.
cITY. STATE ————o

:-II-'I......--II.‘
8 Room 400 ‘-
Coanvention Hall :
s Atlantic City, N. J. o
: -
.
B Sund FREE tatagiests booblet 1o &
s 3
: .
let N —
b cti ¥ .
gl"te * 4 hot st H ot : ADDRESS r
s 37 .. pre™ H !
50 W al‘d 4 I - on sTalt »
., the Resot .o R
" ples ’, J
“CauputNSSspanst

Note: The major innovation of the 1938 Atlantic City campaign
was the introduction of "coupon advertising"; fulfilling
the last step of the famous AIDA Formula: Action (make
it easy for the reader to respond or reply).
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Figure 89

Sample "attractions folder" follow-up

Yonu'll llave the Time of Yonr
Life at Atlantic City!

Atlantic City combines more than any
other resort all the elements of a good

\
)

WORLD'S PREMIER
HEALTH AND
PLEASURE RESORT

i

"101 ATTRACTIONS

Alicays . . .
Something To Do

Thousands of people come to At-
lantic City Summer after Summer
looking for something different . ..
they find it never monotonous but
eternally new! ... no single Sum-
mer can exhaust its attractions,
and the virtues of its climate have
made it a four-season resort . . .
always something to do, something
to see, somewhere to go ... always
the glitter and glamor of its great
hotels . . . always the life and color
of its interminable shop-studded
Boardwalk! ... alwaystheseal...
always cool! . [ . always openl

No matter what kind of vacation
you're looking for, you can find it
at Atlantic City . . . Recreation
for the Fit! ... Recuperation for
the Frazzled! . . . Rest for All

Concerned!

Note:

inquiries generated Db

previous page.

165

time . . .

it is a threefold paradise of

recreation, entertainment and climate
. a marine picture painted against
a background of Metropolitan diver-

sions . . .

when you're through with

the sea you're not through, at Atlantic

City! . . .

there are still a hundred

other attractions to keep you amused!

Aeraplaning
Awport Faclilties
Anglng
Animal Displays
Apartmante
Aauaplening
Aquarlum
Archary
Artaslen Well Drinking
Wates
Astralogy Parlors
Atlantle Ocesn
Auellan Porlars

Bra,
Buskatball
Bathing Beachre (7 Miles}
Bazaare

Rasch Actisities

Besch Chairs
Besuty Pagesn

t
Bteycllng Bossdwalk}

Billisrds

Boarding Houses
Dosrdwalk {7 Miles}
Boaling

as Sactions

Cnbanss

Cnbarsts

Calisthenics

Cance ng

Card Portlss

Ch idren’'s Amussmants

Churches {(All Denomins-
tions}

Clrcus Acts

Clube {Socisl, Civic end
Sporting}

Concerts

Convenilon Hall

Caoal Ses Aw Climats

Col .n

Country Clubse

Cisbbing

Dansing  (Orchestras ond
Bande—in Hotels, Night
Cluhs, Plars, Convantion
Halt

Echiits (Industriel snd
Educationsl}

Fashion Shows

Fursl Ald Besch Stetlans

Fish Net Houle

Fishing Clube

Flahing in Frash and See
Water

Food Drmonstretions

Gall (S coursss}
Gunning
Cymnasiume

tind Ball

Health Bslhs

tliking

Morasback Riding

toreahoe Pitching

Hoaplisls

Hatele (Bossdwelk end
Avenue}

Jea Carnivale
1ce Skating Rink
Inlend Waterways

Lectures
Libraries (Public and Clrcu.

Lile Guasd Drille
Lighthouss

Minetrale

Modrl Homs Dlsplays

Moenlight Selling

Motar Basting

Moloring

Mavie Thestrss

Muste—DOrehastras and
Bande

Musical Revuse

Night Clube
Novalty Games and Amuss-

Ocsan Bathing
Opcras
Orchestrs Concerls

Perades

Pavillons

Piere

Ping Pang
Playgrounds

end Pany Cerle

Practice Tess (Goll}
Public Parke

Quoite

Red o Beoadcesting
Regeites

Reaudrnt of Sectlans
Rerteurents

Rifla Renges
Rodecs

Roller Chairing
Rowing

Seil'ng

Sind Asttats

Scheols |Privete—Publte—
Parochlal}

Sas Food Sprclaliles

Ses Water Batbe

Shasting

Shapping Sactisns

Sbuffls Basrd

Sightacslng Trips

Skes Ball

Soleris

Squesh

Strrats—Paved, Widr, Clcon

Style Shope

Sun Baething

Sun Chelr Decke

Supper Clubg

Surl Bosrd Coesting

Surl Casting

Swimming Pocle (See Water}

Tenals

Trensportation (Tralley,
Jitaey, Tesl}

Trep Shoating

Trolllng

Vaudavlille

Water Taurnaments

Wrastling

Yacht Basin
Yacht Clube

101 ATTRACTIONS!

The "101 Attractions" folder was sent in response to
y the ad coupons shown on the




Figure

Health

90

and Fitness advertising

o it §

Vg

 HEALTH WITn

# Guard it, orrestoreit,

" Uitgzones FOR PEP ) FORBoDY
l Health is a priceless < Nd'-me'.’ own c?mbi' i AND MIND
ift t to b . j nation in restraint of i Eat bett ) b
lg' : :o © be neg- &g | latigue . . warm sun's "~ P eke!. ; ?EPI be'-
ected or impaired. £+ VITaminraysand sea- ~14 l:; o:ill?!llhel:eene[.l?:s'

. Vitogone

STIMULANT

PRESERVE

i’ﬁzfojaw

: «" ] air, OZONEI VITO-

it ZONE accelerates
your system as you
play, or relax, along

the fascinating Board- G_/;?‘.y >
i walk and Beaches. .
; Nature intended it as VITOZONE 6’/&7}1{&‘&

of VITOZONE, Na-
i ture’s own comblna
% tion of the bright sun’s
ViTamin raysand sea-
H .ir OZONE! VITO-
ZONE boosts your

with VITOZONE. .the
Boardwalk’s great
double tonic of VIT-
amin rays of the beam-
ing sun and OZONE

ofthe sea. Come down

stamina . pnmES you

gor a build-upl Cedar- g a stimulant for pep, a _tAL'I 7{471’/&./ i:::li‘:‘:::nd :;gg;i:,l
ized well-water .. ‘i sedative lor nerves, a Weary of winter? Come “Recreation” is easy,

enjoyable . . along

choice diels . . sea- ’ ! restorer of radiant aboard the fashionable Board-
golden beaches and

waler baths..allsports - healthl Large’ and walk for a springtime Lenten

. . outdoor recreation ; smallhotelsatinviting i { rest, recreation and brilliant Boardwalk,
..complete relaxation rates. Varied sports 3“;1'_'3;0;2‘ ‘h"“ '°':h." 3 hastened by sea-water
in refined entertain- . and entertainment. —that soothing baths, wholesome

tood, exhilarating
- sports and refined en-
* tertainment. Re-vita-
lize with VITO-
ZONE this Falll

combination of sunshine VIT-
amins and sea-airOZONE —
natural aid toruddy complex-
ion, haarty appetite and
robust health. Get your Vito-
zone benefits strolling, rol-
lerchairing, cycling, riding,
golling or relaxing on beach
or sundecks. Modern hotels
at moderate rates. P

ATLANTIC
Y CITY

-A---------------
MdthuCo ponnl?l‘.llln Pictonal Book
lo, also V) 4 loldar *Quoier on Haaith

lm-mt:o .nmuu Atlantic Cuy, H 1

ment. Large and small
hotelsat inviting rates.
Revitalize this fall
-with VITOZONE!

ATLANTIC

- with VITO.
q§ ZONE an
the Baard-

F {‘ Revitalize
b

Mas) Coupon, os Poa A.I lou Plctesial Bouh
s Viiasane Toldes “Quoles on Nealth ©

Mail Coupon, oa Foetal, loa Plctorla! IBMNQL

Ciy__ .

Room 400, Coes echoa Hell, Adanlla Cuis N1 |- M
alss Vilosone loldaa ~Qooine on Heallh
Room 400, Conveation Hell. AII.nIA:C ir.H ) Neme Name. s Ycwane lo nun.“ Jocues on Heally <
Nai
Ad:..... Addaen, Addvens. Hame,
Culy. Stata Addaen,

[T || S——

Cuy . Siate

Note:

These examples of a special 1938 Atlantic City campaign
were targeted at the "health and fitness conscious".

The word "Vitozone" was coined, as the first ad indicates,
by combining the first three letters of the word "vitamin"
with the word "ozone". (Today, one might tend to be just

a bit skeptical of the scientific accuracy of the purported
benefits touted by the "double tonic"...but back in the
good o01d days, it certainly seemed to make sense.)
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Figure 91

"Ads within ads"

UNDAY, FEBRUARY 4. t95i, ATLANTIC CITY, N. J. ATLANTIC
— CiTY PRESS !
PACE TWENTY-THREE
RN RN
W
There's a Inexpensive! F
reason for Conveniently or
every season Near! a Change for .
d ‘Wonderfully the Better
and thousands Refreshing!
g Better Change

THESE | oy i Adlat g
ADVERTISEMENTS Allutic O Adeto

For rest, health
and enjoyment....

where even a
Come down and few days make Even a few days
try a day or two— ;{lltlh a big in the sun by the
bet you'll come {Ference: sea will make ar
Plan to come

RE brnck for mqral Tadoy. Bring the big difference.
(! @ more alormution WWhale Family! Come Now!

Chramber ot Commurca. Tot mere -wiocmenen * For mors mlormenioa write Roar
Adraric Gy, N. L D:::.wl:.a—.::n. XIX. Crambar of Comaerca,
BEING S N
rATA AT A AATASATS
3
= A NEW Vi Tc Might Tak =

. few t Might Take a .
Time Now for t Little Effort to 1¢'s Habit Forming t

FOR  [TIME OUT' A New YOU o Ao
Ao Gty Ao Gl Atttc Cty *,,”C@p

Leave the "Rest’ up Wb

ere o tew days by "
to us. Come soon! (he ses wilt give you v 5:: :'";'l':oulke . e ond el
e & Iresh outlook on Hte. s eave it.

Soon
o R okonite e omim,

HAVE A REAL STAKE IN THE
Mmdio C@» COOPERATIVE

ADVERTISING: CAMPAIGN

1 To ottroct more visitors to Atlontic Gity
[TS OBJECT IS © from now into Moreh.
TWOFOLD 2 To meet the increosingly heovy competition of
-

othet resorts, cruises ond foreign trovel.

In Ncw Tork, Philadsiphia, Bottimore 9nd Twe Nenenal Mago sider

‘ All types of businesses hove joined in creoting the fund for this compoign becouse olly
hove o keen appreciotion for the need ond importonce for such oction now. Avenue,
and Boordwolk merchonts, Professio?ol men, Purveyors, Hotels, Bonks, Utilities ond;
mony others hove contributed, reolixing thot mare visitors eventually mcon more
business for everyone. Your cooperation is important! For the good of All. Do you'i
port . . . make your contrikution now!

Note: Moving past the war years and into the early 1950s
the campaigns took on yet a different look. An ’
interesting addition was the "ad within an ad" full-page
spreads placed by the Chamber of Commerce in the local
papers to inform the community of the type of advertising
being presented in the key markets. The ads also appealed
to all readers for contributions, "For the good of Al1l".
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Figure 92

An appeal to re-start the community campaigns

yiZi Times

g Let's 'Hed . arnin: . Promotion. Of Resort
_ ‘Requires Intelligence
H As Well As Money

Phillips Issues Timely, Necessary Plea
or Coordinated Action to Boost City

It isn't the first time advertising man Adrian Phil-
autioned our resort industry that continuing
esort promotion is one way of keeping

ion, Another is to provide a berter
at least as good, and if

he “bizgest”
ong s
34~

Note:

Bringing the Atlantic City "case study" to its conclusion
for purposes of this study, the above 1956 article
indicates that the co-op program had evidently run its
course, but that there was interest in formulating new
coordinated promotional activities. And as you'll note,
Adrian Phillips is mentioned right at the very start.

(At that time, however, Mr. Phillips had a full-time
position as the Executive Vice President of the Hotel
Sales Management Association - and, incidentally, your
author was finishing his first of 35 years with HSMA).
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Other Co-Op Programs:
Atlantic City, of course, was not the only area
where hotels, local businesses, and municipal government

banded together to promote the destination.

If anything, success was bound to create imitation; also,
other parts of the world could face the same challenges and
independently arrive at their own cooperative promotion
concepts. The excerpt on the next page (Figure 93) is from
a 1937 report of a meeting on co-op proposals for promoting

holiday vacations at resort hotels in England.

The page following that (Figure 94) show some examples of
a 1947-48 New York City promotional program, featuring a
cooperative ad and the cover of a folder sent out by the New

York Convention and Visitors Bureau.

In summary, the keys to why Atlantic City (as well as
other destinations) was successful in destination
promotion efforts was due to the combined impact of a
number of key factors: the outstanding cooperation from the
community (not just hotels), the aggressive placement of
highly visible (Figure 95) ads, the professional approach
to designing the ads (both copy and artwork), and the high

"recognition and recall" factor on the part of the readers
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Figure 93

Excerpts from a 1937 discussion in England on establishing
a_cooperative advertising program

CO-OPERATIVE ADVERTISING OF
HOLIDAYS

Discussions at Health und.Pleasure Rzsorts

hssoclztion's Meating

. Cf—ogg;asivg advertising of holidsys, the dis-
tribution of school holidays ovasr tha summsr months,

and the mattar of f22s payable to Army bends, wsrs sub-
Jects of discussion &t the annual meeting on Wednzssday of

the Assoclation of Hsalth #nd Pleasure Rssorts. Alderman
V. R. Tattersall, of Southend, was in the chair.

In his addr=ss as Chairmen, Mr. Tettersall said that
at the time of thes last annual mezting, among thz matters
in suspsnse was that of ths ramoval of ths rastrictions
suffered by holiday rssorts in advertising their attrect-
ions. o ’ ' T

Advertising inithe British Islegl

Particulers were circulatsd among the members in
July last of a schsme whereby holiday resorts could szt
aside for local expenses a portion of ths money which
might be raissd by them undsr the Local Authoritiss!
Publicity Act, 1931, for advertising overssas, thus aug-
meriting the amount availsble for advertising in the
Briﬁish“Islés. = - oo T R '

* % %
Co-opzrative Advartising

On thas mattar of the proposad co-operativs advsr-
tising of holidays, the Hon. Sescretary, Mr. R. E. Gold-
spink, said that thes problem was _to_psrsuada ths Dritish
public to bscows more "holiday-mindsd" by ths uss of
slogans and slmllqugrpﬁgggnda. It was proposed, and
letar agrsed, to appoint a special Committss -- the
Publicity Committes -- consisting of rspressutatives of
or men connectzad with advertising dspartments, which
would submlt a schemz for thz approval of the Exzcutivs
Committes. '

From "The Municipal Journal & Public Works Enginesr?
January 29, 1937
Published in England
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Figure 94

Cooperative advertising in a large metropolitan area

Coul and enjoy s wonderful weekend ia friendly New York
—the grestest city in the wotld. Make your besdquarrers at
one of New York't bettar hotelt whete you'll be close to theatres,
movies, shops, night clubs, parks, churches, museumns . . s0d
within easy reach of baseball games, racs tracks, golf courses,

MAKE YOUR HEADQUARTERS AT
ONE OF THESE BETTER HDTELS

Contrel Park Zone
Batarzow-Praza - Bntx Houtt - Pat € $ururen
Prtast - Prazd » Sv. Moarrz « Winpson

Grand Centra Zone
Awsuisason ¢ Bancrav ¢ Briwost Prazd
Beirmoat » Cowmooost » Ltunarow
Ntw Wirrow » Roosevary » Surirom
Watsoar-Arrous

Pena Zone
Covrtron Cunton » McAsrtr - Niw Yostte
Prines Geosee + Srmte ¢ Vawstamy

Timet Squara Zone
Attex ¢ Dun + Bowow ¢ Pusamouwt
Precastiiy » Torr = Tinas Jquant = Vicresit
L

amusement patks and besches.

It doesn’t cost s forrune to visit New York. There's s wide
range of ptices on hotel sccommodatlons and many of the city's
exciting ions ate entitely fi tuding a variety of
concerts, museums, tadio 2nd television showt, .

Weekends are perfect in New Yark. The dey In't over
erowded and good accommodationt are always svailable st mose
of these hotels. But to be sure of secutlng eccemmodations
at the borel of your choice, we suggert making resecvations in
sdvance. Plan new fot the whole family to enjoy s wonderful
weekend in New Yotk—there's fim fot everyone.

New York las everytting /

Iy By somd ons rurst and o fovmion o= Motd

Lo o five gz oo
Calmdis of Frawms

Send  NpEaws
sodayl SR
Yort

H

h

i
T
i

F3
=
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Figure 95

Ad design to avoid

"clutter"
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due to exposure of a wide variety of coordinated selling messages

aimed directly at them each week of the year.

These are all factors, incidentally, which were also

successfully adapted and followed by many hotels and resort

properties on their own.

Display Advertising
Display advertising is closely allied to print in that
some of its forms, such as posters and car cards, may in fact

be "blow ups" of newspaper or magazine ads (Figure 96).

Much of the display advertising was (and still is) done
off-property (externally), and includes billboards, outdoor
signs, transportation vehicle signs, and posters which were
often placed in highly-trafficked areas such as store windows
and in transportation terminals (Figure 97). Many of the
earliest recorded signs, generally wood-carved, were used
mainly to identify the property, such as illustrated in
Figures 98 and 99. (Today's counterpart would be the huge
neon signs placed on the side or top of a property, and

usually containing the logo or signature of the hotel.)

Display advertising then, as now, would not be
considered a primary promotional tool; its two key

purposes were informational and directional (Figure 100).
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Figure 96

A poster reprint from the Dec i i
2_poster e ember 1909 "Country Life

Gee'but Im glad ;
‘back to.P Pinehurst

o

_;_ '.No co:uumplwes
received_at
Pmehurlt

z The ‘Centre of Wmter Out-of D
Th-dymmhmmuc-m.-l-,—i
40,000 lm?rrtl.leShd-(Pm
Lrlu'jisdlennnﬂ- S 51
.'.—H-rn—um-lh-m %
m.m:::z—wm.ﬁ-’-““-‘f..#
; - General_Offico:

Source: Melody Dossenbach, Communications Manager,
pinehurst Hotel & Country Club, Pinehurst, NC.
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Figure 97

A winter promotion poster

B
I: *
#
W
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Note: Because the property was owned by the railroad, posters
such as these were readily placed in train stations as
well as travel agencies and similar outlets.
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Figure 98

The 1668 Boar's Head Inn sign, Great Eastcheap, England
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Figure 99

Sign on the 01d Queen's Head, Islington, London, circa 1820
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Figure 100

1929 outdoor signs, designed to quickly inform and direct
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Broadcast Advertising

Broadcast advertising has a relatively short history,
since radio didn't become popular until the late 1920s and

television, for all practical purposes, wasn't common until

the beginning of the 1950s.

However, in certain areas of the country, many of the
radio programs in the 1930s and early 1940s, particularly
musical ones featuring "big bands", originated from hotels
wvho were in effect, their co-sponsors (Figure 101). The
telephone number of one famous New York City hotel (then the
Hotel Pennsylvania - later the Statler Hilton) has even
immortalized in one of the most famous swing tunes of that

era, "Pennsylvania 6-5000".

The early 1940s saw some initial use of motion pictures
as an promotion vehicle for hotels (Figure 102); though
costs (both production and duplication) minimized any wide-
spread usage. The advent of videotape has now made it
extremely feasible for hotels to use video, not only for
potential broadcast advertising, but for personal and direct
mail distribution. (And while production costs are still
somewhat high: rough rule of thumb is $750-1,000 per finished

product minute, "dups" can be easily made for around $2.00

each for the complete tape!)
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Figure 101

1930s Miami program listing

GREATER MIAMI GREETER

WI1O0D

“Wonderful Isle of Dreams”’
Associated Station

National Broadcasting Company
Frequency Kilocycles, 1300

230.6 METERS
PHONE M. B. 5-1300

SUNDAY .

Evenlng Program

6:00 Twilight Tades for the Little IFolks.
6:30 Blackstone Dinner Concent.

7:00 Hero’s of the World”’ (NBO)

7:30, Hal Kemp., Ccral Gahles Country Club

8:00 Enna Jettick Melodies (NBO)

§:15 Capitol Theatre (NBC)

8:30 Chase-Sanborn Hour (NBC)

9:00, Hollywood Beach Hotel Recital

9:30, Roney Plaza Hotel Program

10:00, Dr, Bllsha Klng

10:30. Spanish DMusical Tours

10;45 Dr. Seth Parker.

11:15 The Deauvllle, Emile Coleman’s Orches-

tra.

12:00 Hdllywood Golf and Country Club—
Ernie Golden and hls orchestra,

MONDAY

Evenlng Program

6:30, Pan-Am DBoys, Two Pages of Harmony

7:00, The Pepsodent Program, Amos 'n Andy |
(NBQC) ’

8:00 Flrestone (NBOC)

8:30, Ingram Shavers (NBC)

. 9:00, Hal Kemp, Coral Gables Country Club

9:30, Hollywood Beach Hotel Program

10:00 Stromberg-Carlson (NBC)

11:00 Roney Plaza Program.

11:30 The Deauvllle, Coleman’s Orchestra.

12:30 Montinartre Club, Jerry Freedman’s or-
¢hestra.

Note: Six of the last seven programs on the Monday schedule of
this NBC affiliate originated from Miami area properties.
Source: Greater Miami Greeter, February 2-8, 1930.
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Figure 102

1941 article on value of motion pictures

Hotel Sales Managers
Hear Cole on Value
Of Motion Pictures

NEw York Crry—The advantages and.
techniques of employing motion pictures:
to promote hotel business were exam-.
ined from all viewpoints at the regular
monthly meeting of the New York Ho-l
tel Sales Managers’' Assoclation, held at.
the Hotel Biltmore on Monday evening, |
January 13. The guest speaker, Georgeij
H. Cole, president and general manager |
of King Cole Sound Service, Inc., toid |
how projection service companles help
hotels by elimlnating difficulties with !
equipment, municlpal regulations, labor :
unions, and other factors which are apti
to intervene. ‘

"The use of Industrial motion pictures |
by various companles and groups has:
heiped to create hotel business which
otherwise would not exist,” Mr. Cole
declared. “One large insurance company
alone puts on a movie 10 different times
‘a month, in one New York hotel. A
recent picture which this firm produced,
dramatizing the life of its president, was
so successful at its New York showing
that it was exhibited in hotels all over
the country. Each showing produced a
fiow of business for the particular ho-
tel, and In many cases substantial rentals

were paid.

"Conventlons are using more and more
Milms, particularly in connection with ex-
I'hlblts. At one medical convention in
.this city our company projected 74 dif-
ferent pictures, not counting siides.”

To demonstrate the promotion value
of movies depicting hotels, Mr. Cole toid
how one experimental film about a cer-
taln Adirondack skling resort was ex-.
hibited 16 times in New York last year
—and resuited in four bus-loads of cus-!
tomers for the exhibitor. "This year,”
he sajd, "fiims are a definlte part of
the advertising budget, and a much
wlider use will be made of them to at-
tract reservations.”

Mr. Cole’s address was followed by a
'showing of the film, "El Mirador,” de-
| plcting the Palm Springs hotel and its
|appeal to guests. Robert F. Warner,
‘president of Robert F. Warner and As-
,soclates, who represents the hotel, said
that 10 coples of the technicolor film
-are belng exhibited throughout the
United States.

F. Burton Fisher, president of the na-
tional body and assistant manager of
the Plaza, spoke briefly at the opening
of the meeting, urging everyone pres-
;ent to attend the HS.M.A, convention
in Boston, May 13 to 1t.

The meeting was conducted by the
ipresident of the chapter, Walter D.
iCleary, director of public relatlions ofl
|the Commodore, who named Robert F.
Quain program chairman for February,

i i i he Hotel World-Review
This January 18, 1941 article in t ; '
discussed the potential uses of motion pictures by both
convention groups and the hotel industry.

Note:
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Some pioneering efforts in the use of both radio and
TV for both advertising and publicity began in the 1950s,

and Figure 103 shows an example of each.

Direct Mail

One of the oldest and commonest forms of communications
is through the written word (or symbols representing them).

Clay tablets, beaded ropes, papyrus, and other means of conveying
messages were used thousands of years ago.

Later, handwritten communications were carried by all types
of couriers; including runners, pony express riders, stagecoaches,
and trains. But the postal system as we know it didn't really
start until three key inventions came about: the printing press,
the typewriter, and an international system using government
printed stamps. These innovations allowed what was once a
one-to-one message transfer to become a mass-production
communications medium highly suited to both individual and
volume promotional activities. (And today, this promotional

process is specifically called "Direct Mail Advertising".)

Unfortunately, as is the case with some of the other
promotioﬁal methods, little has been recorded of early
examples of business solicitation by direct mail. This
partially stems from the fact that, similar to personal
selling, many hoteliers in the days prior to the 20th century
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Figure 103

Early 1950s examples of hotel radio and TV promotion

BOTEL NEW YORKER EXECUTIVES GUESTS ON MIKE ARD BUFF'S TV SHOW

There are many occaslons when an alert hotel management can find an excuse
to crash & TV show with its resulting national publicity. The Hotel New Yorker
in New York recently made it when Mrs. M. E. MacKenzie, seated left, telephone
department manager, and General Manager Gene Voit discussed the functions of a
telephone department with Mike and Buff Wallace on their CBS TV show. Also Sid
Krofft, artistic puppeteer who stars in the hotel's Terrace Room ice revue,
reenacted his nightly performance on & speclal set.

HOW SHERATON HOTELS PROMOTE FOOD SALES THROUGH RADIO

One of the best ways to promote local food business is by having the chef or
some ‘member of the staff appear on a local radio or TV station.

Source: January 1953 HSMAI Idea Exchange, Hotel Sales
Management Association.
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considered "asking for business" a form of begging beneath

their dignity.

However, in many European and American resort areas,
there was wide usage of postcards during the late 1800s and
early 1900s to promote holidays and special weekends. These
were usually sent to regular patrons or favored clientele,
often with a handwritten message from the owner or general

manager (Figures 104-106).

Postcard "art" became rather fanciful (Figure 107) -
and also helped popularize innovations in art design and

style (Figure 108).

One specific promotional advantage of postcards over
regular letters is that they were often saved, passed
around to other people, and repeated looked at as "vacation
reminders”. (In short, they had a long "shelf life", which
with today's "card collection" craze, has been extended
even further as there are thousands of people who collect

0ld hotel and vacation area postcards.)

And another significant aspect was the fact that the
guest in effect acted as a referral "salesman", often
purchasing the cards, paying the postage, and directly

recommending the property to their friends.

184



Figure 104

Postcard weekend promotion, 1901

B v A
byee ] id & t it
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HOTEL-PANHANS am SEMMERING. ; o W
SPEZIELLER HOHEN- & WINTER-CURORT. ot = ‘
™y B ~ ? AR e i

An early extended-weekend promotion. Since a holiday
fell on a Tuesday, the owner, Herr Panhans, suggested
to his contacts in Vienna that they take Monday off
from business and come up for a four-day weekend.
Source: Eduard Aberham, Direktor, Hotel Panhans;,

Semmering, Austria.

Note:
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Figure 105

Easter promotion, 1892 postcard mailing

Semmering, Hotel Panhans
mit dazugeh&rigern Hotel Erzherzog Johann

LUihiers’pZuné Ht‘)hznkurprt I.-Ranges.
\ tow Ioprern ! )
A VS SR Y B For lare 1

%;?4‘% S A, 7 4 PI2r 71
,4,,7,.,,?: &(%W/ %@ﬁiﬁ
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Eduard Aberham, Direktor, Hotel Panhans,
Semmering, Austria.
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Figure 106

New Year's promotion mailing, 1902

i.ﬁﬁ.‘f‘ &
LIS Ay O o} Herzhchen Grucs

T erlnc den ///’l':
Ll .I ,. “i ; '\79
Villa und Hatel ; f-rwn
Eovinenit s sa, JT; %,,,,}
I1:b€.'1'1::1'1i W

Eduard Aberham, Direktor, Hotel Panhans,

Source: . :
Semmering, Austria.
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Figure 107

Artistic liberty in postcard design

Hétel Panhans, Semmerfing (Rustria) N
Wintersportplatz igfd Hohenkurort allerersten Ranges
3 e i <

Note: This 1904 postcard featured a palm tree, in the m@dst
of the Austrian alps! Source: Eduard Aberham, Direktor,

Hotel Panhans, Semmering, Austria.
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Figure 108

Art deco postcard design

Note:

i i ular in the
is color-litho art deco design was pop .
TQZOS and 1930s - and gained a w1§eSpread revival,
particularly in magazine advertlslgg, some 60 years
later. Source: Eduard Aberham, Direktor, Hotel

Panhans, Semmering, Austria.

189



Resort hotels could use a picture of the property
and the scenic surroundings as visual sales tools. But because of
their location, city hotels were limited pictorially, and thus
began utilizing the backside of the postcard to convey very
specific printed selling messages, often directed at specific

types of potential guests, as illustrated in Figure 109.

Collateral Materials

Collateral materials form a key component of direct mail
advertising. They include folders, brochures, booklets, newspaper
and magazine reprints, notices, pamphlets, and other smaller

printed items items often termed "envelope stuffers".

Today's larger properties may use 36 or 48 page
8% x 11" 4-color (and even 5 and 6 color) brochures, printed on
varnished stock using a high speed computerized 7-color press.
And such highly sophisticated collateral can cost as much as

$15-20 each to produce.

However, in the days before modern production technology,
collateral materials (particularly folders and brochures) were
generally printed black on white stock (or some other single
color, such as brown on tan or blue on white). It wasn't until

the end of World War II that the 4-color brochure became affordable

and widely used throughout the industry.-
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Figure 109 (1 of 5 pages)

City Hotel postcards from the early 1900s

.7 rluitnomah Hotel, Portland,Oregon. i
fion.$ 2,000,00008. A:'.'_'525R!o_oms. ‘_'ﬁbpolutt}yFirtprooﬁ. .

—
1

- —
i >

EEEREE

= e e B

Source: Elizabeth Moyer Clist, Clist Consulting, Washington, DC
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Figure 109 (2 of 5 pages)

City Hotel postcards from the early 1900s

A Maodern Hatel with a
homelike atmosphere oper-
ated by its owners and noted
for i(S-l‘HHIEHTIS nit equ.l|c:|
?I[\}'\\]U.‘I'(‘.

Excellent Restaurant, Bar, Gnll

Visit The Seville Foyer, Wiriting
Room and Palm Garden, noted for
maclnu'ine“ congemial almosphere,
and its works of ant by world famed

artists.
SEVILLE FOYER

SEVILLE ROOF GARDEN

Beautifully planned, with
Howers and shrubbery , piv-
ing country atmosphere.,

When in New York muke
The SEVILLE your home
whether day, week or month

Single & Bath, 3.00
Double & Bath, 5.00 up

Special Monthly Rates

AAL ISON AVENU 29:!1 STREET
_ OwnERSHIP mAcE»\Em

THE ONLY MEDIUM-PRICED HOTEL
ON BROADWAY

DAN © WFEFRR, Praovvarer 1o
EDVW H WEBR. MAs vy

Broadway
Central
Hotel

NEW YORK

Broadway at Third Street
n

TWERICAN PLAN, 52,50
EUVROPEAN I'LAN, $1.00

Source: Elizabeth Moyer Clist, Clist Consulting, Washington, DC
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Figure 109 (3 of 5 pages)

City Hotel postcards from the early 1900s

1':_‘;". |

I pet b Lr L

£

.

e

! ; %I.l‘l‘m.‘-l:

=oflin ’ Bty b1
o { ﬁ h.., .. .' ic

o [ [JARETENS

o

(]
3

*"The Residence
cf Presidents”

WASHINGTON, D C.

source: Elizabeth Moyer Clist,
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Figure 109 (4 of 5 pages)

City Hotel postcards from the early 1900s

o
\“\\_\\‘N

]

HOTEL YORK, NEW YORK CITY. 3 s
36cth Sireet and Tth Avenue 4 = e

DAILY RATES = - L AN KERSHIM
Roam with Runming Warer (for onel vEANNEL
Dozzle Room with Runming Warer (for twol . $2.30
Raam with Privare Bath (for onel e eeee. 32 00=—3230—33.00
Dzozie Room wich Bath (for twol 33.00—33.50—54.00

NO HIGHER RATES
SPECIAL WEEKLY RATES

___ v res
D Always upto Date
™ HQTEL |[ANKERSHIM

EurorPean PLan f @
Les Angeles.Col Goper EDawis trssess |

N

Source: Elizabeth Moyer Clist, Clist Consulting, Washington, DC
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Figure 109 (5 of 5 pages)

City Hotel postcards from the early 1900s

Note:

\791'&/

THi8 8PACE MAY 8E USED FOR CORRESFONDENCE

Merchants Rate

WHEN YOU ARRIVE IN NEW YORK

PRESENT THIS CARD TO THEe

BROADWAY
CENTRAL HOTEL

WHICH WILL ENTITLE YOU TO
THE AMERICAN PLAN

RATHE OF $2 SO PFn DAY Z
Pleteesm morin ag =11

DaNn C Weaa Prcr-

FOR CORRESPONDENCE N TE& j S HOTEJ__ SEV]LLEY k lé-‘N Y Sen
W adwon A New Yor . T
hen Next In } \I?W Frkiﬂ% ";&29&5«&% Arenve, New Yok 6.0 D
H t l M ll 5 " f‘-‘_m A lew misutes’ wnlk fmm‘un.m Sllwpc Thuua an Q
‘ ts of interest

o € arsel e “Th F'P‘“':"‘ of Good Scrvice™
Toalephone anerudc\7660' ~ :—" 4 ‘Ow::nhln Mansgement . l:
Broadway at 10Drd Stceet ™Y . 2

Garage Facilities st Rcasanable Rates
Subway Express Station

In the Quiet of the Residential Section

R TO THE STUDENTS AND FACULTY-

Convenlent to Everything WE ARE AGAIN OFFERII\G T0

Room and Bath $2.50 YOU, OUR SPECIAL VACATION

Toe Rooms and Bath $4.00 A | RATES - DCUBLE ROOMS AND

Every Refnement and Convenionge /} | BATH, $4.00 A DAY. LARGE G OurS

7 i Oedeed et ARE GIVEN EVEKY CONSIDLI:ATION,
+Club Breahisst: -

Lunoheon —
. e —

THE MANAGL MienT

an T % R
"‘"MM&.W/ PLEASE T’UDT
:MN

v's N N) BOVH - NHOA MAN * 1HINZDIOHJ IN LINNL =

These postcard mailings were specifically targe?ed
at certain market segments, such as the commercial
traveller, the "extended stay" guest, and'studenFs
and faculty. Source: Elizabeth Moyer Clist, Clist
Consulting, Washington, DC
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The following pages illustrate a variety of different
styles of folders and brochures used for a variety of
purposes in the late 1800s/early 1900s.

* American city hotel folders, which primarily featured
an exterior shot of the property on the cover.
(Figure 110).

* International hotel folders, which often tried to
show people "in action" - and were among the first to
use color. (Figure 111).

* Several resort folders featuring fancy design and
flowery copy approaches. (Figures 112 and 113).

* A Canadian resort folder which talks directly to
the reader in terms of user benefits (Figure 114).

* City folder using pen and ink sketches (Figure 115).

* A folder designed for the "rest and recreation"
market (Figure 116).

* An unusual "simplified spelling" copy approach
(Figure 117).

* Seasonal opening folders: One of the more common
of collateral materials by seasonal resorts (Figure 118).

* Four contrasting "copy approaches": A formal,
highly-stylized city hotel brochure (Figure 119), a
"how to" conversational style city hotel folder
(Figure 120), a photo with captions resort brochure

(Figure 121), and a highly informal, "conversationally

breezy) resort booklet (Figure 122).
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Figure 110

City hotel folders

BADKCADILACHOTLL
B T ;3 .

LEXINGTON

vouns g3

RIGIT 4T GRARD CENTRAL
{10 WIRLINES TERNITALS

REUNGTON AVENUE aT 481= STREZT
NEw Yoax CiTy

PEV PP
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Figure 111

International city and resort hotel folders

MOUNT ROYAL
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Figure 112

Resort folder design style, 1896

e BALoaws SR

DIRVILE Noren.
CopeRoOK, Nk

stoukied with fromit, 3nd te gieis
will have ihe pleasure ol b
€3ting that delicious fih 1o am el
< anv other mown resart. & Jeet park and ¢
T are poswbilives af the meat fulire

Caleparmii, K. He, i3 Ve joearet pueio
™ fram which the mail i carved dadts, 4 1 Means of

Nihe: I Eivies: oo boberaphac. commie o it T LOTDUBK
\ sutside wirkd lion,

L

)

Toe Stable,  The barze and well vennisted sable, which o
maitaneed with smipubius care, 19wl well back
Vit e bitise, 313 distance 9 pertiars e hundred
feet.  Han sialls, 2ond leed, generovs hedding and
waretul handhng insute fo pavate teams the feal of
sare. whibe Aumerous hvers lwrse coalie any Az
Irm 34301 aid <o fu 3 oach and v 1 be promptl
turmishel. Guasd Mousfaon faads wlet 3 vanet

'
petireupe fides 3ud dnives replete with plesung
vasise and ixmomatmg helkaop vien s,

Shosting and  The sport at

i, w it the ¥
Rt v 1 aumien
A the Androsg

wvlile i3 evarlienr, Sicuated a8 it
elen Lake Jistriat, and i

Source: Stephen P. Barba, President, The Balsams Grand

Resort Hotel, Dixville Notch, NH
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Figure 113

Folders with flowery

"memory-evoking" copy

GRS RIG e GesLadn o Loy

%o“gﬁﬂ ALY AT AT AT A T AT A -T-49 ﬂ‘ﬂ\\’
(]

Lake,
CHinnewastc.

[N THE SHAWANGUNK MOUNTAIN
OH THE MINNTWASKA TRAIL

Fifey-Second Season

1930

200

Lake

Minnewaska

s

| —
- - Skhland Realm of the Spirit of Youth - ||

ETER PAN ., . who of us bue remembers his enticing faury-
land of papenual youth, reached on wing of beauvnful
thoughes? How refreshing is Barvie's smricely modem cale!

Bur was his Never Never Land, after all, wholly fanciful? Or
do spos exim today where the spiric of youth awaies even nite
humans?

For answer, we need but cum to uncold thousnds from che
greae mezropols . . falk who, far Glty ymes pas, have knawn
and enjoved, almese 3¢ ehewr door, days, weeks or months of cre-
free rest and wholeome plasure. With 1 Peter Pan yardeuck,
lez us measure to their founcan of yauch

'O NEAR o New York Ciry that the odes of the Acdantie
swell che bosam of che locdly Hudson in che nearby valley . ..

“ pee a3 far from ety acmosphere 13« pole from pole . . . lies dhus

mountain-lake realm chac could well have delighted Pexer Pan hum-
=lf

Forcunately, we of today, unlike the friends of Peter Pan, are noc
dependent on the wings of beaunful thoughs o reach owr Bury-
land of perpetual youth. Broad and smooth are the roads and
pleasing che conveyances that span the four score and ten mules
fram the greac metropolis to . . . LAKE MINNEWASKA

On the practical wings, then, of rare convenience, shall we ex-
plore our skyland realm?

Pullman car, river seamer, automabile . , . it macters noe by
which we mare; for we shall finish pleasingly in our own car ae
in thae of our hoss, rolling upward over the Bne, now sace
highway, MINIMEWASKA TRAIL.

Ta ey folk

everywhere

an antatanom

Eiry s the way |
& Minareaskas [

por T T T AT Y

Aamni - ooy e




Figure 114 (1 of 2 pages)

A benefit-oriented pictorial folder

Hafbor Vleu?
SMITH 5. CovE 3

A SELEQT SUMMER COLONY
efo ON THE SHORES 9F .|
ANNAPOLIS ‘DASIN k25

‘.SLIMMER: HOME FORs 'FAI"!I.U_IES
OF THE BETTER CLASSI™ "

Better Ra1!road and Steamship
 Service for 1924 '

- From Central Wharf, Boston, the
.splendid EBoston-Yarmouth Line 5. S,
"' Northland," just remodelled with 230
R stalemums and space for 30 automo-
< .‘bul:s ‘will operate with ships already in

5 v aemce ‘daily, except Saturday.

-From Yarmouth wharf the NEW
""FLYING ELUENOSE" EXPRESS, to
Digby in 2 hours, completes the best
service ever offered in Nova Svotia

Check baggage to Imbeartville Staticn--50 feet
from H:lrbor V:ew limits--where ail L".lms stap,
except s by "
will be met by Harhor View au:o—; at Dl;ay {or
elsewhere, if desircd),

Travellers who dislike a short sea trin at night
(16 hours [rom Boston), may take B &3 R R
trains [rom North Station, Baston, to St John,

BEAR ISLAND

ANNAPOLIS BASINS

B, thence to Dighy (3 hows! by S 8

“"FEmpress " {Auto space on "Empress™ limited
to 16 cars),

Automobile tourists may ohtain iofermation as
to routes, maps, etc, by writing A | Camphell,
Sscretary Nova Scotia Publicity Bureau, Hali-
fax, N 5.

The Dominion Atlantic Railway Officeand In-
fermation Bureau, 12 Milk St., Boston, will gind-
Iy lurnish further information

All stateroom and auto reservatinns shou!d be
secured in advance

DIGNY GAP

. . Write
Wm Cassahoom, Harbor View,
. Smith's Cove, Dighy Co , Nova Scotia
R.R Sutioa: Tmbertville

H
s
=
c
2
=
=
z

"+ NO PASSPORTS REQUIRED.

Philip Webb, Innkeeper, Harbourview Inn,

urce:
>e Smith's Cove, Digby County, Nova Scotia, Canada
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Figure 114 (2 of 2 pages)

A benefit-oriented pictorial folder

MAIN BUILDING

Iilcw Features at Harbor View.

An Electric Light Plant—all night service
for buildiogs, grounds, and private busgalows
throughout the colony.

A Salt-Water Swimming Pool, 80x 100 (eet,
on the beach, water changing with every tide

A Fine Annex, wide verandas, large airy
rooms with private hath, electrie lights, and the
comforts of bome for lamilies or individuals not
requiring private cahins.

A Wildernesss Camp, completely lumished
cabin at Sixth Lake, separate cabino lor guides,
deep in the woods, but accessible in 3 bours from
Harbor View by auto and canee.

A Large Dancing and ‘Amusemaent Pavi-
lan, excellent Boors and good orchestra.

The Harbor View House and its Bun-
galow Colony is distinctly diflerent
from any other resort in Canada. From

__."r_u:' cuarEL (oK nw-‘or EvcLAND)

. AL T T e
itslinceﬁvt‘mn' 24 years ago, a carefully
exercised policy of soliciting only the
most desirable class of patrons has re-
sulted in an entire colony of people

‘with whom it is a pleasure’—even an

honor —to associate. ~“With 30 private
cabins already occupied, and a pictur-
esque rustic chapel erected by the sum-
mer guests ; with nearly 2 miles of water
frontage on the famously beautiful Agn-
napolis Basin, and dense woods in the
background ; with a broad wiew of un-
surpassed charm over the Basin, Digby
Gap, the Bay of Fundy, Beaman's
Mountain, and the distant’ Graaville
shore; with the sweeping Fundy tides,
the wonderful kaleidoscopic changes of
atmosphere, and the incomparable sun-
sets; with the delightful summer cli-
mate, invigorating in the daytime and
restfully cool at night: Harbor View
Is absolutely unique. .. .
Bungalow Sites are still available
with water frontage and beautiful situa-
tion, near enough for intimate inter-

THE ANNEX

course, or remote enough for privacy—
even seclusion—as desired. There is
no crowding at Harbor View. You may
build your own cabin, or the manage-
ment will build one for you at surpris-
ingly low cost.

Cabins, Fully Furnished, with bath
and electric lights, may be reated for
the scason but should be engaged a
year in advance.

Tha Central Dinlng Room accommodates
200 guests. The proprietor takes pride in sup-
plying the freshest vegetables, eream, lruit, fish
and farm products obtainable in a country rich
in fertile farms. and noted for the delicacy and
fine Havor of its sea loods. Sparkling artesian
water is used. Visitors note that the service is
characterized by a geouine good will and Bospi-
tality, without ostentation, and by a consistent
endeavor to provide every home-like qona!ar:
and attention desired.

Cut-Door Amussments in great variety are
enjoyed at Harber View:—bathing, fishing, &
nocing or sailiog on the Basin, clam-bakes, hikes
over miles of delightful and picturesque country.
Our owa salt-water swimming poel,tennis courts,
sutomohbiles, boats, saddle horses, and daocing
pavilion, with good orchestra, are available,

SIANTH LALE UAMP

while the splendid links of the Digby Gaolf Club
are open to guests of Harbor View at moderate
fees, and Harbor View autos make [requent trips
at special low fares,

A Wilderness Camp at Sixth Lake
has beea cleared, and a large, substan.
tial 2-room cabin erected, with separate
cabin for guides —the property of Har-
bor View. It is easy of access, though
remote from signs of civilization, and
the surroundings are beautiful. Sixth
Lake is part of a 40-mile chain of lovely
lakes and streams, in the midst of a
great moose country, with lively fishing
all around. Ladies will ind life at this
camp, with its home-like comforts, a
novel and delightful experience. A five-
day trip from Harbor View for two peo-
ple need not cost more than $75, cover-
ing auto hire, guide, cance, fishing
license, all food supplies, and use of
both cabins—everything except person-
al equipment. : :

You may leave Boston alter lunch,
and have your owa trout for supper
next evening at this camp.




Figure 115 (1 of 2 pages)

Pen and ink folder illustration

HE Lounge of the hotel is conceived, decorated and furnished so thac

its cheery air greess you and immediacely makes you feel ac home.
Artendancs on dury to do your bidding prompely, with the courtesy that is
chacacteristic of the Roger Smuth. The Restauranc opens from the
Lounge. an inamate roorn that adds piquancy to entertaining.

Anything from a dainty bite to a formal, full course dinner is served
ac prices that are unusually low.

Note:

In the days before the widespread use of photos, many
hotel brochures were illustrated with pen and ink
sketches, as is this 1929 promotional piece from the then
newly-opened Roger Smith Hotel, Stamford, CT. That
particular style of artwork was also well-suited to
portraying the distinctive style of the "Flapper" era.
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Figure 115 (2 of 2 pages)

Pen and ink folder illustration

- sy e i
o T T e RO TA sy

\X)E introduce the new “Junior” room for

| fa those who wish to live at a first class hotel,
| i 3 ~lves at low cost."Junior” rooms at the Roger Smith
i A P # are cozy and cheerful. Comfortable chairs for

;_\ reading or resting, sleep-tight beds and plenty

of light and air—ideal for the single man, or

f/{'\ y “bachelor” girl, and decidedly kind to the purse.

Note: Product changes to meet new markets are well illustrated
here, with the economically priced "junior rooms" aimed
at the single guest, particularly the woman traveller
(or as this Roger Smith folder so quaintly puts it, the
"bachelor girl").
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Figure 116 (1 of 2 pages)

"Rest _and Recreationn folder

_Cop.p.er Creek is
b 1\23?"{ opposite

=
—Jj,,.:-:"’,‘/"’"/ :;%‘;é L hiovh o |
?ﬁf dm " Ihe garden

¥ W T ioﬂ\t}_db.le

Source: Ronald Strouse and Frederick L. Cresson, Innkeepers,
EverMay on The Delaware, Erwinna, PA.
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Figure 116 (2 of 2 pages)

"Rest and Recreation" folder

= ’ - oS | e e Neslled amond the foolhills -
e videns indo anotral ke - - s : o oS | fe

"X commanding
: ookovf from lhcﬁf

conetcong Mounlaing
al The Narrows
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Figure 117

Unusual "simplified spelling" brochure

Note:

THE CHARM OF WINTER

e L
T s

at Lake Placid Club in-che-Adirondaks

Club Notes Nr. 227

Unforgeecable is the beauey of
winter 1n this mountain valley
which serecches in miles of undu-
lating snow fields, vivid in bril-
liant sun, and patternd here and
there by woodland cil ic reaches
the encircling peaks.

On the clefe side of Me Colden
ice gleamslike veinsof quicksilver,
and the snowy piramid that is
Whiteface mirrors the noon-time
sun. Acevening the Sentinel ranje
twrns slowly from pink to ame-
thist, then to decpening shades
of blue before it fades ac lase
into a dark silhouer scalloping
the skyline.

A new presence in the woods
has chanjed all one's familiar
haunts of summer and blankered
deep cach root and rock. Even
the forest monarcs yicld to the

November, 1932

power, and pines whose branches
lashe ac avtumn winds ar snow
bound now,

Scilness pervades the woods,
The clear call of the thrush is
gone, but the heele creatures who
remain in winter adopt a sign
languaj and with their foorprines
in the snow tel the whole story of
their day.  Here is the lighe-and-
hevy leap of a rabbic, there the
mark of a fesant’s tul. Shy deer
seem very close when, on retrac-
ing your ski route, yu find decp
prints cutting yourown fresh erail.

Each scason has its mood,
There is a charm about winter in
the Adirondaks thar, like music,
must be experienst individually
to be understood. To know it is
to love it and to fecl in the firsc
snow flake the lure of the norch.

Properties occasionally tried to be "trendy" in style

and layout...this copy approach using "phonetic" or
"simplified" spelling may have, in fact, detracted

from the otherwise well-presented

207
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Figure 118

Seasonal opening announcements

M OHONK

C/‘FZHHL‘I.{!'LCULﬂ

THE FORMAL

OPENING

SEASON 1940

1=
(1

SATURDAY, JUNE

R

C. SPRING LAKE BEAGH

NEW JERSEY
g
O C

g™ SEASON OPENS DECEMBE

5 Tores

SIXTY-NINTH SEASON

LAKE MOHONK MOUNTAIN HOUSE

SMILEY BROTHERS, Proprieters
Albere K. Smiley

Francis G. Smiler

Mohonk Lake Ulscer Couney Mew York




Figure 119

Formal style city hotel brochure

S TS T It FTean

s =
E‘::_‘\\'" [
- \B WO‘DERN HOTELS are equipped to supply comforts approaching
B those found in refined homes. To bridge the gulf between hame and ‘.
: hotel the servants ars trained to anticipate wants. 2 The science of hotel
management hasdeveloped many J'm:oriremen.r:, not theleastbeing the forms
of service which the guest knows must have been performed butneither sees,
hears nor feels. 29 Suchis the St. Francis service.

i‘_‘i
3

Source: Cheryl Cink, Public Relations Department,
St. Francis Hotel, San Francisco, CA
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Figure 120

Conversational style city hotel folder

THAT YOU MAY kKnoOwW

STATLER GUEST ROOMS—GUEST DESIGNED

1. Men—as well as women—enioy the
convenience of & Tull-length micror for
dressing. There is one in svery Statler
guest room,

2. An ample supply of tawels, sterilized
aned wrapped drinking glasses, cireulat.
g ice waler, sterilized lwilet seut, vut-
let for electric razor—a few features of
Statler bathrooms.

3. A bed-head reading lamp is appre-
ciated by those who enjoy their book,
Magaring, of newspapee belore sleeping.
There 12 one on every Statler bed.

You see, we believe that in this, as in everything else in
Hotel Statler, “the guest is always right."”

Haotels Statler have pioneered a long list of innovations in
hotel service — a few of them are shown here. But as you,
look about your room, you will see more of them: circulating
ice water, comfortable chairs, controlled shower baths, a
large supply of stationery in various sizes, and & host of
ather things that you and your fellow-travelers have sug-
gested,

We are still thinking ahead, planning for your visits te
Hotels Statler through the years to come. So, if you have
any suggestions to offer for the improvement of Statler ser-
vice. we are anxious to receive them.

When you awaken after & good night's rest in your Statler-
designed bed, when you Bnd the morning paper under your
door, when you unwrap the sealed, sterilized drinking glasses,
when you discover the exira supply of snowy white towels,
or when you notice the score of other comforts and conveni-
ences of your Hotel Statler room, do you ask yourself. .. .
1 wonder who thought of all these things?*

The answer is — you did! That is, you and your fellow-trav-
elers of the past 25 years. Because for all those years we
have been asking travelers what they want in hotel service.

“4. A morning newspaper—under your
doar with the comphiments of Hotel
Statler. You'll enioy it with your break-
fast, cspecially il you are having it in
your room.

5. Every Statlor guest room has heen
carefully checked, tested and certified
liy lighting ceperts. Every Stutler gueat
cuan lina plenty of light.

6. A radio in every room, with a chawce
of programs. There is no charge for this
feisdly Statler servick.

Note:

210

This in an excerpt from a 16-page booklet.




Figure 121

Photos with captions resort brochure

On the Mission Trail
Overlooking Beautiful Carmel Bay

Bus or tax{ service from Southern Pacific depor at
Maonterey direct to our door. Motorists follow the
main street to La Playa sign.

RATES: $5.50 1o 58 a day lor one person; $10 10 514
8 day for rwo, wncluding bath and sll meals, Weekly
| rates and attructive permanent rates wpon application
FREDERICK M, CODWIN, Managing Cwrer

A glace ta revt and & place 1o play,
wxpeaniing The Basuty and charm
that ipailt Carmal the world ovar.

Carmal's hotel In the reridence section, rwo blocks from
the beach yot close 10 thesters and shops, All sutside rooma,
Complete hotel service and garsge, Beaunlul views of
mountaint, ping woods, and ocean. Coll prvileger on

thres chamgiorahip courscs, Fagilities for all the sporis,

tanniy, twimming, lishing, hunting, boating, horsaback

riding through forests or aleng the seashore, miles of
wenic mater reads.

L el S TSt
F LA PLAVATIOTEL
Z e tn on

Elizabeth Salstich, La Playa Hotel, Carmel-by-
the Sea, CA.

Source:
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Figure 122

"T.Light and breezy" informal resort booklet

Tle/ e expLorE/ A FEW LITTLE PRACTICAL

YOULL XANT T®
KN oW/

Hel Let's esplore] Let's sdveature

_with old-tlee thrills s0d modero

comforts. Thtee days, two days,

ooe dsy for the famous Indlao Detours. Or s Courlerear Motor Cruise to last just a8

loog 23 you r1y. Scately La Porads . . . che magaificeat new botel in Winslow b

beadquarters for the Petrified Foress Detour . . . Meteor Mounnsia . . . Rainbow 4@&

Bridge . . . White Mounuain . . . Apache Regioo . .. and the sdjarcot Navajo covatry
The lodiso Detours . . . . per persoo —
s0d Hopt villages. Aod then there’s Graod Caoyoo . . . Carlsbad Caverns . . . and

: Three-day Frijoles-Puye-Taor Detous $33.00
thoussnds of interesting high-lights berweea. Of-the-beaten-paths in rwif, smooth Two-dsy Tros-Puye Detour . 33.00
o apeo driven by specially selected sod taioed for Ooe-day Ssots Fé-Puye Detoor . . 1300

The whole works—lacludiag your car, your Courier, your sccommodations sed the

their interesting wotk. A Courler 10 secompsny you. .. snd if you haveo't met these bestmesls yowve everestenl . 4 o

! Couriess, have 3 trest coming] Theyl i .
clever Courieas, you have » treat coming] 2mazc you with eparkling faca Weitcot call st the nesrest Saa Fe Agentfor complece details sbout the new Couriercar

shout everytbiog you scel They Todiso Detours, o write Huoter Clark-
chancr Spanish or even ladiso wheo son, locorparsted, st Saaus Fé, New
Mexico, who provides this disdective

the occasion arises. 10's very helpfal) motor s0d Couricr service. You may

They kaow thelr moutaio heights meet ooc of the Courlers yoursclf lo

. New Yok, Chicago, sod Los Angeles, :
20d mess widebs sad things 100 fieree s0d the will belp you make your plsas :
w0 meotioo <. .. your rescrvasions and all those

. - - y linde thiogs thst wometimes ca0 be 30

irritsdagly bothersome.

La Fonds . . . the Ina-st-

| TrHE Tﬁw L/

gioniog . . . psods always waiting @\\

splathed prtio. A gurgliog, tlle- (A Som)

with suo-lighe, star-ight, movo-lght.

the-cnd-of-the-trail . . . o

{0 mosc cases, at the h:.-
with 3 welcomel Aﬂn‘vn-
baoked fouotaia. ..lighted
Decp curbloaed chairr, buge comfariog fre-places, coaveoicot
wroughelroo ssh trayt. The lodlso Leetore Loooge, the
Courier Lounge. The New Mesleso Room with lua spritely,
modero murals. Muic at tea-time. Dencing
srdinner. .. and sperkiog of diaoer, not evea
the bert choreo —\J“\\\ sdjectives could paiot you
s pleture of La Fondy's faod | \\ Q W, Smillog, coancous

NS

srention

$moaoth, deft service. Old-
world charm with 3 quict but
,sctlvectliclcocy sad clty
sopbistication . - . even 19 tbe.

New York Stock Eschsoge

reportslisted daily st the desk |

Source: Lisa Bertelli, Assistant to the General Manager
La Fonda On The Plaza, Santa Fe, NM.
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Miscellaneous Collateral:

Many other forms of collateral materials were used in

addition to folders and brochures, particularly be resort

properties who kept in contact with their regular guests

through frequent mailings during the year.

Here are just a few representative samples:

*

A typical rate schedule, with a listing of forth-
coming area musical attractions (Figure 123).

A folder announcing a schedule of concerts

to be held at the hotel (Figure 124).

A reservation folder containing reduced-size

inserts of the property's advertising (Figure 125).
An mailing insert reprint of an ad: another example
of multiple use of promotional materials (Figure 126).
A further example of multiple use: the business

card which could be handed to a prospect or client
also could be used as a small-space newspaper/
magazine ad as well as a mailing insert - and was
specifically targeted at the commercial travel market

(Figure 127).

Publicity

Examples of publicity, particularly referrals and

recommendations in newspapers, magazines, and books, have

been presented elsewhere in this study.
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Figure 123

Rate schedule with area musicail listings

arlborongly-Blenlein
Atlantic Titg, ¥. 3.
1932 Spring Rate Schedule
AMERICAN PLAN (Room and Meals)

Double Rooms Single Rooms
and Bath and Bath

2 Persons 1 Person

Florth Side Daily ‘Weekly Daily Weekly
ing City 1

L?:ri;‘egd f\'lumber $10 368 36 340

géstSic\!;_ Marlborough $19 38 ¢

West Side Blenheim 38038 352

East Sides Marlborough

And Blenhei
O':edn eVniee\:vm $14 392 310 3064
%tt:r:aiiz\?iew Rooms $16 $104

South End, Extra Large $18 $116

Ocean Front

South Corners $90 $198

Ocean Front

EUROPEAN PLAN (Rooms Only)
Double Rooms Single Rooms
Bath dnd Bath
9 Persons 1 Person

Daily Weekly Daily Weekly

North Sid
oing City $4 $98 $3  $90

Facing City

Limited Number

West Side Marlborough
Qcean View

West Side Blenheim

East Sides Marlborough

$6 %40 5 9832

R w0 w57 s
gg:diiz\;iew Rooms $10 %64
e Bl ot 912876
South Corners . $14 $88

Qcean Front

(sce oTHER SIOE)

Source:

Egg Harbor, NJ
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Spring Aftractions in
Alantic ity’s Famons Auditoriun
(THREE BLOCKS FROM HOTEL)

SPECIAL EVENTS
FIVE WAGNERIAN ORATORIO CONCERTS

as follows:
"The Ring Cycle"
Sunday Afternoon, February 91st . "Rheingold”
Sunday Afternoon, February 98th . . . “"Walkure'
Sunday Afternoon, March 6th . . . "Siegfried”
Synddy Afternoon, March 13th. “Gotterdammerung”

Sunday Afternoon, March 20th, Wagner's Immortal
acred Opera.

"PARSIFAL"

The company presenting the above Operas will
consist of eminent Grand Opera Artists, Chorus,
Symphony Orchestra, and the World's Largest Organ.

- Atlantic City Horse Show, April 14th, 15th and 16th

will open the Spring Circuit of recognized Shows.
This will be a full size two-ring outdoor show held
under the mammoth roof of the Auditorium, where the
best stables from the Pacific to the Atlantic will compete.

Winter Sports Program, February, March and April.
lce Hockey. Weekly games with championship
teams from Canada, New England and New York.
Ice skating for hotel guests daily. Indoor tennis on
magnificent courts. Badminton, Deck Shuffle Board
and many other indoor games. .

These Auditorium events are in addition
to Beach Horseback Riding, All-Winter
Golf, and the Concerts, Dancing -and
Amusement Room, etc., at the hotel.

(see ormen s1oE)

William Rotellini, Chairman,

The Laureate Press,




Figure 124

Schedule of hotel concerts

e s

=

C/{nnouncing the
VERNON ROOM

MARCH MUSICALES
(J1ALFONTE-HADDON HALL

ATLANTIC CITY

%

=

To be Presented on the

Five Saturday Evenings
of March
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SATURDAY, MARCH 31st

Kurenko, Maria, Coloratura Soprano

Of the Chicago Opera Company. Rec-
ords for Columbia. Born in Russia. An
established European artist, she came to
this country and her American tours
liave been veritable triumphs—repeti-
tions of her successes o the Continent.

OrLorF, Nikolai, Planist

Records for Ampico. Born in Russia.
Graduate of the Moscow Conservatory
of Music. One of the recognized pianis-
tic huninaries of the world. A sensa-
tional artist.

GRANVILLE, Arthur Hackett, Tenor

Records for Columbia. American born.
Recently returned to this country after
thrce years of successes abroad. Well
known in America for his splendid con-
cert and oratorial work. Now touring
with the “King's Henchman."

&

Seat reservations for the
series or for single con-
certs may now be made
by addressing Musicales
Office, Chalfonte-Haddon
Hall, Atlantic City.

For the series....$10.00
Single concert.... 2.50
Tax exempt

Dancing follows each
concert

LEEDS AND LIPPINCOTT COMPANY

R B LTS U LR WV S

Drredore i @oadoodsidoedoado Il

@
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Figure 125

Ad reprints accompanying reservation mailings

WRITE YOUR OWN PRESCRIPTION
— ONE THAT'S EASY TO TAKE...

RESERVATION CARD

These messages apply to all of us
who don’t pause for time out.

They really are personal for you

do owe it to your famlly and your- ! Rate Sched}xle: European l"lan, ?ach bath and
If t v shower having fresh and invigorating sea water:

se 0 StOP — look — listen — and Rooms for double occupancy $10.50 to $25 daily:

appreciate the need for p]easant Rooms for single occupancy $7 to $10 gsi:y.

. Penthouse bedrooms de luxe $25 and $30 daily.

and detached leisure.

There is no better, more convenient The SHELBURNE

and more enjoyable way to gain Atlantie City, N. J.

these benefits than by regular and Pleasc reserve______ rooms for

frequent sojourns at the Shelburne. persons, beginning

You should make an early visit for a visit of days weeks

Fill out the “Prescription”. until
reservation card in this folder —- Remarks:

and come soon !

A cordial welcome awaits you
— together with every facility for
comfort, fine service and superior
cuisine. . . It will be a pleasure to
have you with us again !

Name

Address

i Z Stat.
Someone you know might also benefit from City one €

these messages. if you would pass them along.

A little more time by the sea occasionally
means a little more time on earth eventuallyl

en? s

Take Care . There’s Nothing
Of Y If Like the Ocean When

ourse You're All at Sea!

Health is your most impoctant pos-

session ... more important than money NOTHING like it to banish
.. . for without it you can’t make business worrics for )yo,,.l_“
money and money without it is no nothing like it to lighten

good anyway. .. take care of yourself!

Lo difed hort ¢ t it sh ith . . A
life is too short to cut it shore wit nothing like it to restore
neglect...slow upl...rest upl...pack up

and come where you can sharpen your equanimity tO the mind,
wits and your appetite with sea air! peaceto the spirie, and saltand

sanity to the point of view!

household cares for her!...

A Week-Eud at Atlantic City
N O NN will do wonders for you both !

ATLANTIC CITY CINTYTSDC N
NN e D~ ATLANTIC CITY

AEPANE S Tan NS WA

_Rich in tradition .. . A hotel of distinction |

Convenient of access by train, plane and car

3 NE . . SEA
THE SHELBURNE - BY.THE-SE THE SHELBURNE - BY.THE.SEA
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Figure 126
A

dual use ad/mailing insert

Always Open E

£

% i

American Plan Only A . A
_For 'more than fifty years these two hotels,

; <" 'now combined in ownership and manage-
Write for illustrated 3 5. °

Solder and rates F H

For Happy Days by the Sea
HOSPITABLE HDMCL[!\E

HALFONTE- -
ADDONHALL :

~ATLANTIC CITY

ment, have been the choice of cultivated,
lnteresrmg people — bent on happy, health-

-~ / gml‘lg days by the sea.

A, LEEDS and LIPPINCOTT =

COMPANY
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Figure 127

Multiple use business card

Source:

$3% perday.

e

"¢ HEADQUARTERS
. FOR COMMERCIAL MEN.

‘._._1‘1\,____._' .

LR

o

Peggy S. McMahan
! Administrative Assistant to
President & General Manager

Note: the left hand card was specifically aimed at
the commercial traveller. The modern card, keying

in on the public's interest in historical properties,
has the same appearance as those used some 100 years
ago. Source: Peggy McMahan, Administrative Assistant
to the President, Strater Hotel. Durango, Colorado.
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However, what was probably the most common form of
Publicity - and the one undoubtedly attracting the largest
attention was the spectacular grand openings of deluxe
properties, particularly in major cities. Newspapers
special supplement sections offered every detail and fact on
the property and its services, and received substantial
revenues from the advertising of the contractors and suppliers.
And the hotels received voluminous amounts of promotional space

unaffordable to them if purchased as advertising (Figure 128).

Advertising to Travel Agents

The majority of the "tools" of the trade discussed
in this section were those directed at the user or consumer
(i.e., the guest). However, the early part of the 1900s saw
the rapid growth of such third-party intermediaries as travel
agents and tour operators. The same sales and advertising
tools were used to communicate with them, though the
messages were aimed at influencing them to book business
on behalf of their clients - and were placed in publications

which were specifically produced for the travel trade

(Figures 129-130).

As hoteliers learned to use more of the "tools of
trade", many soon began to realize that success would be
based not only on selling more, but selling smarter. The

next chapter traces the development of sales education.
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Figure 128

Hotel opening headlines from newspaper supplements

e THE GAZETTE. TIMES. M |
FRST PUBLIC
: BANQUET AT

NEW HOTEL

Elabsrate Flans Complets
fer Chamber of Commeres
Feast Tenight.

The Willlm Pena Repre.
sents All That's Latest In
Design and Flalahing

nerie The llllamﬁpnn éo’tel

KOTED GUESTS COMING

13 HOME  ENTERPRISE

~

Pormir Srvreiey o Mate

-1 SHOREHAM EXCLUSIVE
L 'HOTEL r @h&i@s?g%ggﬁ“ L ’ SECTION

NEW SHOREHAM HUTEL UPENS TI]M[IRR[IW

il STH”ETUHE || AN ARTIST’'S CONCEPTION OF THE NEW SHOREHAM HOTEL J VAH[F TOFL

RISES ATHWART " HERE FOR GALA
PEACEFUL WALE OPENING NIGHT

w1 Aser Coees Pare |Band Leader and Lina Sase
uu the Mellion-Jeidar 3hdge auelly Leadmg Aifractions;

Located an Cannecneut dve. Many Othery Are lnciude
|
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Figure 129

General advertising to traveil agents

SELL EASY-TO-SELL for - ¥

Y';:':‘Ngii::‘s (14 CLUB PLAN ” Larger Commissions

for delightful

ol Sf,"“‘f "‘;" ) at HAVANA'S LEADING HOTEL L C L Y ]] E
oly 3 Hours lrom New York) ONG-TERM TENANTS

HOTEL rovide you wilh a larger

WITH MoDERN NACTONALz: e COURT

ACCOMMODATIONS sible from Iransient holel
guesls. Daily, monlhly or

PER
AT THE 8 DAYS 355 PERSON I rales {
. . seatonal rales fan request)  APARTMENT HOTEL
MADISON (Commencing April 1) suggest a diversily of M LAMI

Overloukiag Ocean ar Ulinois Ave. offerings thal enhance

AND THE z;hc-]:.; bl)}':e“::r;-r‘ﬂ:l r;:’gr:ir;wx::lcki:z; FULL sales. Clyde Court is in
: . Tropics—thal offers your clients full gueil 10% an eaclusive apartment hause and residenlial seclion
JEFFE BSOL\ fln::‘le:;:.a:r::: :‘fff;rlﬁ.:?":.ﬂ “entral,” COMMISSION of downlown Miami . .. 48 comple?’e, modern and
Kentucky Ave., ear the Beach Guests occupy delighilul o:uei;le rooms mhsv;.‘u». luauriously fumifhed a.parlm.enh fealure sleamheat,
RATES AND FULL DETAILS vith bah, and enjoy Table d'hote meals 1o wuary cavpta you baokt clevalor, eleclric rofrigeralion and lelephone. Al
LPON REQUEST L ghih b st Trldd . e e frhed inclding ca-
Regular 105, Commission recreational laeilices . . . lenmis, goll, salt- Uil Apell 1 plela holel service. Selecled clien.
will ‘be paid :::‘;:r'_vlmﬂ:’lr:{:::u:;l;orl;llllegl: “IN.SEASON lele, Write loday for camplele par-
rovntnhiv;’Mzmlmdlu. Cabla o addeass <acarvalioni lo SIL:!"BYIPL?:: Yiculars and sales helps.
eer & Hollinger, loe. L 5 ; . C G -.. wiirs, Stan foc
o & ot G rare e e 4o o, G s et o e e P ok i 1

- . _ THE.

NATIONAL HOTEL
MIAM] BEACH

OPEN THE YEAR ‘ROUNO

Fer rates, i and booking assi leph )

Miss Allen or Miss Ryeo al the nombers listed belaw: 423 . the way
i 2 win

THE CLOISTER Showind

o wlsolehiearted!y na clubi—untiluer

71l thank yo! h i
Qo Ses Islend, The Tieasule ol the Golden lsles. Your chients will o Walduri- Today, the s raom, cacklail lasmge aml palio
ey T S A T S5 Lo e T bl T b sea—eevimnnl or s il gtz

ide
oo Falcs Al
value than €

ortanl thun €ver are
or
e that peve
uges

THE INN AT BUCK HILL FALLS

100 miles—three hoars lrom New York and Philadel-
phia, in the Pocono Mis. ol Pennsylvanis. A happy
Tacation cenler for the enlite lamily. Clrele 5-5620.

al i1s hatels.
Maderare

* Rules. Full ca-

apsped

NIS
Lo cammissiart 1Q ALL AGE

57
THE TRAYMORE Single Rown? - jjr,d..'.l.l.slv aperalion lo
Auustie City, New Iersey, on the Boardwalk. 700 inghe ! ,
e o Datbe, Beth Ametican aml Enmpean Roomss Jor 7o Fram $15
Plaa. Complete convention lacilittes. Clrele 63158 Sites . el
WILLIAMSBURG INN AND LODGE THE RII-\ 0°%
Williamsbrrg, Virginia, thr sathentic Lestoration of ORF'BSTD cond e
\his historic eny. The lnn snd the Lodge offcr fine ac- W A‘LD Yok .
commodslions sl a wide range ol rates. Clrele 6-8396. N e-l'l\h'°5°"‘"\"“ &
Park Avenu a

NEW YORK OFFICE
INTERMATIONAL BLDO., 610 Sth AYENUL, ROCKIFELLIR CINTIR

Ten pereent commirsion an 'l confirmed book-
ing1 whether plared direel or through thir offiec.
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Figure 130

Cooperati
p 1ve advertising to travel
el agents

YDUR client® will find
and purrounding they

The Traymore

waury ;
‘d.::ll‘l st The Claridee- 10051-‘:;
cutside TEO™h each with :u-."““ .
e e -“: um People with » talent for Gine living enioy
et e e SO“.:." the the Traymore because it gives ihem 30
Heslth B:lhy-—l“uiic daily v ot g o e
walk.  Spacious autside slecping rooms,

" Maylair Louns®
sunny  decks ovetlooking the ecean, de-

-
The \“\“uE Hotel Jghifl food, fcaruting Erench and Ameri
t‘l-' can  coolking Music, dancing, eockiail
Ity . foanges, goll, biceling  American ot
g European Plan. Attractive rales,

ATLANTIC
LN
arcl Mosa

KEMMETH BAKER

Gamaral Manager

Harripn, s el
HOre,

o, oo
Staai ool

Select Clientele Hotels of

ATLANTIC CITY

THAT COOPERATE
100%
WITH TRAVEL AGENTS 'loo
anp PAY IV /g

you can

no bettet

For restful quiety
ur clients

offer YO
a the sun decks of

place tha }
hotels. v‘"”‘PP‘d L

these
dec the Adtlantic

plankets UM

complete elaxation

City sum

is found:

March 1942
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Chapter VII

THE DEVELOPMENT OF SALES EDUCATION & TRAINING

As hoteliers began to adapt the principles and
procedures of business promotion, it became obvious (by
studying the successes of one's more knowledgeable
competitors) that sales education and training was necessary
in order to maximize selling and servicing efforts and in
turn profit-production. If there were one specific
occurrence that was most instrumental in this development,
it would have to be the dramatic growth of the conventions

and meetings market.

The Impact of Conventions

Previous chapters have traced the post-war economic boom
of the 1920s which left its mark on both the public and on the
hospitality industry. Of special importance was the growth
and expansion of numerous trade associations and professional
societies as well as other groups such as labor unions,
fraternal organizations, and scientific/ technical societies.

And most of them needed large amounts of hotel space to "meet

eat, and sleep”.

Suddenly, hotels found themselves in an unusual position

of having a comparatively new form of business readily
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available - but with little knowledge of how to effectively go
after it, secure it, and then properly service it. To compound
this situation, very few of those who were then called
convention secretaries (later to be known as meeting planners)
knew how to effectively develop programs, evaluate and select
sites and hotels, control their delegates or attendees - and in
general run both the educational and social sessions which would

best meet their organizations' purposes and objectives.

Both the buyer and the seller of convention space were in
effect, "flying by the seats of their pants". The situation on
both sides became so critical that in September 1927, 36 hotel
executives met in the Belmont Hotel, Chicago, to discuss the
comparatively new subject of hotel business promotion as it

pertained to the "wholesale" business market.

Business Promotion Conferences

This first "International Conference on Hotel Business
Promotion" focused on five primary objectives as outlined

on the schedule folder:

1. To consider and discuss methods of hotel business
promotion;
2. To establish a system of interchange of convention

information among member hotels;
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3. To cooperative with convention secretaries to the end
that conventions in hotels may be handled with maximum
efficiency;

4. To assist convention secretaries in securing correct
information concerning facilities, rates, and the
service of members of this organization; and

5. To establish and maintain greater cooperation and
uniform practice in the soliciting and handling of

group business by hotels.

Besides just keying in on conventions, subsequent annual
meetings discussed ways of implementing sales promotion
programs in general.

This was such a new subject area that much of the input
came from hotel people outside the sales field - such as the
advice given in 1929 from a member of a leading hotel accounting

firm (Figure 131).

Even the customer got into the act. The 1930 Annual
Conference on Hotel Business Promotion was held in the
Mayflower Hotel in Washington, DC. 1In a speech reprinted
in the hotel's guest newsletter, a prominent executive of a
major trade association urged every hotel to establish a sales
department "to look after small groups as well as the large"

(Figure 132).
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Figure 131

Excerpt from a 1929 presentation on the need for sales

“Hotel Sales Promotion Programme Found Wanting”
EDWARD C. ROMINE, C. P. A.
of Horwath & Horwath

A letter dated May 22 was written to our office by 3 New York City
hotel man. It read: .

“Do yeu know of ar-|y system whereby we could increase our business?
If you could suggest anything, | would be glad to hear from you, making
the system effective July 1.

This man-is just one of thousands of hotel men who are secking
informatien on how to increase sales.

SALES BIGGEST PROBLEM TODAY

Ability to control income, food costs and operating expenses is no
longer the most important factor in the hotel business. Don't think I
am minimizing the importance of control, because chat is an exceedingly
vital factor in the success of any hotel; however, the problem of control
has been solved and systems are available for those who wish them. But
regardless of how cfliciently a hotel is operated it will not be successful
unless sufficient sales can be obrained.

Knowledge of sales and sales methods is indispensable in the hotel
business; in fact success is largely measured by ability to sell the hotel's
services. With all due respece for the claims of our advertising friends,
advertising algne will not solve this problem.

So at the present time the highest salaries are paid to those who can
increase sales at prices which will net a reasonable profit.

. : e of an organized program of hotel sales

Note: T?gm;ggggt‘?gg just being realized in the late .19205:
ghis excerpt from a presentation by an.accountlng firm
partner was given at the 1929 International Conference

on Hotel Business Promotion held in Toronto, Canada.
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Figure 132

Advice to hotels on small meetings

THE REGISTER

Advises Hotels

Not to Slight
Small Meetings

Dcvclopment of an efficient sales
department in cvery hotel to look
alter small groups. as well as the
targe. was proposed by Charles P.
Garviu, general manager of the
National Stationers Association.
speaking today before the morning
scssion of the Conference.

Members were told that the hotel
busincss could not hope to prospcr
without full expansion of the sales
departments in the course of his
| spcech.  He stated that the hotel

business is no differcnt from any
other depending upon general pub-
lic patronage, and must pursuc the
same sales mcthods that had prov-
cn so successful in other business
fields.

Extracts from Garvin's talk fol-
low:

My subject is "The Importance
of the Sales Department™ i the
rdotel Business. I shall cndcavor
to outline the fact that the hotel
siness is no diffcrent from any
other business: that it has a wide-
sprcad contact with the public:
that its merchandise is the scrvice.
comfort and surroundings that it
provides its customers; that in scll-
mg these to the public something
is neccssary hesides publicity, and
that all the fundamentals of mer-
chandising come into the proposi-
tion.

Simllar Business Practices
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These educational hotel business promotion conferences
(Figure 133) continued until the Depression of the early 1930s
caused the group to become dormant. A reorganization meeting
at The Greenbrier, White Sulphur Springs, West Virginia,
reactivated the group in 1936. It has continued on as the
hospitality industry's educational association for hotel sales
(and later marketing) executives. The various name changes:
Hotel Sales Managers Association, Hotel Sales Management
Association, Hotel Sales & Marketing Association International,
and in 1992, Hospitality Sales & Marketing Association
International (HSMAI), parallel the constantly widening scope

of the business promotion function within the lodging industry-

Formal Educational Opportunities

For a time, those annual HSMA meetings were the only
organized outlets for sales education programs in the hotel
field. Unlike most of the functions within the "back of the
house" as well as within most of the servicing areas, there
was no traditional apprenticeship system where one could learn

the art and science of sales promotion under the guidance of

recognized industry professionals.

Even the "front of the house", especially the Front
Office, had their own organizations and training opportunities.
The "Hotel Greeters of America", the "Front Office Managers

Association", and in Europe, the vScandinavian Reception
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Figure 133

Rey topics of the 1929 Business Promotion Conference

Note:

Addresses delivered at the meeting of the
International Conference on Hotel Business

Promotion, Toronto, Canada, July 8th, 1929,

“What Special Facilities and Services Shall

Headquarters Hotels Provide for Convention

Organizations, and at What Cost, If Any?”
By

WILLIAM C. ROYER

Vice President and Manager
Atlanta Budimore, Aclanta, Ga.

W i O

“Should Convenuon Organizations be Charged for
Damage Done to Hotels by Their Delegates?”

By

A. T. McFADYEN

Business Promotion Menager

The Panthnd, Grand Rapuds, Mich.

The pr

ogram cover of the 1929 meeting of the

International Conference on Hotel Busigess P§omotion
focused on two key topics vhich are still being
actively discussed more than 60 years later.
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Managers Association", were at one time leading organizations

for front-of-the-house training. Unfortunately, none of these

are active at the present time.

Therefore, in order to become "students of their business",
most advertising and business promotion executives had to:

* Learn from the "school of hard knocks".

* Exchange information with the few others in the
field, and personally develop a professional network.
Join industry associations and take advantage
of the opportunities to discuss business promotion
issues at the annual conventions of HSMA and AH&MA

(then kxnown as the American Hotel Association).

It wasn't until 1940 that students of hotel administration
were specifically exposed to the concepts of having to go out
and actively seek business. That year, an elective course in
sales promotion was introduced at the hotel school at Cornell
University. Developed and coordinated by Adrian Phillips,
then the President (and later Executive Vice President) of HSMA,
it featured visiting "guest professors" from industry who
specialized in various aspects of hotel sales and servicing

(Figure 134).

Prior to that, even as far back as the 1920s, there were

a number of correspondence and group study courses in hotel
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Figure 134

An outline of the public relations part of the 1940
Cornell sales course

CORNELL UNIVERS ITY
HOTEL SALES PROMOTION COURSE
Conducted by idrian W. Phillips, Hctel Morton, Atlantic City, New Jersey

THRQUGH PUBLIC RELATIONS A HOTEL MUST SELL ITSELF TO—
A - Itg Community

Ag a civic and social center

As a prestige locals for business conferences, dinners, weddings,anniversary

and birthday parties, stec.

By taking an interested part in all worthwhile local movements,

As an impcrtant businsss adjunct to the community's economic life.

By buying locally wherever possible.

A

B - Its Personnel

Through a house publication.

Through a Personnel Department.

Through an employees social and athletic organization.

Through Educational Programs by and for the staff.

Through emphasizing importance of their cooperation in operating economice and
in salesmanship. Every employee is a salesman.

Through considerate treatment. {Group insurance; HospitaliZation; healthy and
pleasant working conditifns.)

C - Its Investors
Through creating confidence in aims and objectives of Management.
Through keeping them informed.
Through mailings asking their cooperation in directing business.

D - The Trade
Through courteous treatment by purchasing department.
Through fair dealing in prices.
Through systematic - and if possible - prompt payment of bills,
Through turning their good will to a sales advantage with their companies and
their various other contacts.

E - Present Guesgts
Through thoughtful considerate service, cleanliness, good food, reasonable charges.
Through prompt handling of mail, telegrams and telephone calls,
By addressing the guest by name.
By knowing his or her peculiarities and cafaring to them.
By remembering birthdays, anniversaries and other important occasions.

F - Its Former Guests.

Through appreciation of their patronage.

The expressed eagerness to have them return.

Through frequent contact by mallings.

Through personal contact or by telephone by a member of the sales staff when in
their city. Through an intelligent endeavor to determine definite reason
for failure to return in a reasonabls time.

By a follom-up *thank you lstter" after a representative's visit, for the
cordlal reception extended him.

G - Its prospective and future Guests.
Through advertising in newspapers, pagazines, radio, out-door boards, direct mail.

h the way in which rate inquiries are angwered.
g::z:gh gozd oiinion of past and present guests as reflected in word of mouth

recommendation.
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management. But the subject matter was primarily operationally
Oriented. Very little attention was paid to educating and

training the executives responsible for obtaining and retaining
a profitable volume of business for their individual properties

or chain organizations (Figure 135).

With the exception of Ted Nathan's "First Hotel Promotion
Workbook", published in 1940, and mimeographed articles on
sales and promotion distributed to members of the Hotel
Sales Managers Association, it wasn't until the early 1950s
that hotel publications were produced which were specifically
devoted to covering all aspects of hotel sales. Currently,
for example., the Hospitality Sales & Marketing Association
International has 15 different books on sales and marketing.
And the Educational Institute of the American Hotel & Motel
Association, many customer organizations, and various commercial
textbook companies have published a wide variety of books,
booklets, and pamphlets on both general and specialized topics
of interest and use to both the buyers and sellers of hotel

accommodations and facilities.

In-House Training

It is now rather common for hotel companies, particularly
chains and franchise systems, to have their own training
departments - and sometimes even separate, centralized training

facilities. And some larger independent properties also
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Figure 135
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conduct regularly-scheduled sales and servicing training

through their Human Resources Development (HRD) department.

However, back in the earlier part of this century, little
concern was given overall to the training of guest-contact
employees to properly fulfill the promises and commitments
made by the hotel to its guests and customers. The notable
exception was the Hotels Statler Company, which periodically
distributed their n"Statler Salesmanship" booklet to all
employees - and which in effect served as an on-going
sales/servicing training course (Figure 136). But for most
of the industry, "Training for Sales-Minded Servicing" would
not begin to be emphasized until the start of the second

half of the 1990s.

In the late 1940s, New York City's famous Waldorf-Astoria
(and a Statler property!) produced a series of departmental
procedures manuals, described in Figure 137. The sections
on sales department functions, and sample forms and records
were the start of what eventually evolved into sales training
manuals and the supporting "sales training schedules" to

a property's annual marketing plan.
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Figure 136

"Statler Salesmanship" employee newsletter

Statler Salesmanship

Rights of the Guest
fw) .
G%ERE is a little essay by one of our regular and esteemed Some Of our 1929 Advenlsements

T.lsts who is 100 modest to permit us to use his name.
t came to us in the form of a letter to one of our mana-
gers, and is printed here just as the guest wrote it:

Statler Salesmanship

The Traveling Salesman

The traveling SALESMAN arrives at the Hotel and registers—
NOT as a salesman, butas a TRAVELER. All his fine qualities,
pleasing personality and Eoise have been discarded, and he assumes
the atutude of being TIRED, ABUSED and very ill at ease.

His frame of MIND is, that he is accommodating the Hotel by
PATRONIZING 1t. He doesn’t figure that the Hotel is holding
out ACCOMMODATIONS for him. This would be admitting
TOO much.

He reasons the matter out in this manner: He is payving his

ood MONEY to the Hotel, then surely they must be under
%BLIG.-\TIONS to him. He is GROUCHY? Why most naturally
so. Why NOT? This is the PLACE to work the bile out of his sys-
tem. He feels that he is PAYING for this privilege and wonders
why any OBJECTION should be taken to his atritude.

Then again he reasons, he needs his SMILES, pleasing WORDS
and impressive ACTIONS to meet his CUSTOMERS with. Why
SQUANDER them on the Hotel attendants? Thev should humor
HIM, not he THEM. Heis PAYING for this. SCRE heis.

NOTELS STATL,

]
Here we have the DUAL personality. The GROUCHY traveler i walg o
and the PLEASING salesman, all combined in one and seemingly : .
a past master in BOTH callings. in et e e 1 I
.- Busioo wdern hutel
The author is right. We are glad to_have the opportunity of m he .
humoring the "TRAVELER". It is our job; and we take pleasure Bullals Reume
in the job of furnishing him with "S) ILES, pleasing WORDS Betieie
and impressive ACTIONS™, Let him save his for Ais customers. Clevrland iertess
We, however, do not need to save ours for our customers; foritis Dercnls
our business to have an inexhaustible supply for our guests. We Berren
believe that the supply of “SMILES, pleasing WORDS and S1. Louls N Loute
impressive ACTIONS” is increased by culdvadng them just as _ . New Yort
yeast plants are increased by their culture. ;::. :_':'_':m'm A (Ot st
[61 ST LRI UT IS A TVRISLANE - SO TR WIT
. A PR Selbir S
HOTELS STATLER

The largest of

these ads is tico ™

Sfull newspaper

columns. Note

mition of their bold type RADID IN

| . EAERY RN
and display.

nADIO IN EVERY ROOM

Note: "Statler Salesmanship" not only alerted guest-contact
employees to proper guest sales and servicing techniques,
but also informed them of the company's advertising and
promotional programs. Employees could get their copies
of the guide bound at no cost to them.
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Figure 137

The Waldorf-Astoria Manuals

s

WALDORF - ASTORIA

" MANUALS

YorLuus 1
MANUAL o/ PROCEDURE
Jor the
Facert Orrics
Towsa AraxtusnTs
Fruoa CLgaxs’ Ssavice
Pataces’ Hastoay

Ourcooic Mais Divesion
Foaxicw Dxranvusnt
LaTov-Amsnican Derantuant
Taaver Karnasantorrve

WITH ILUSTAATIRS

=0

19e¢17

DAHL PUBLISHING COMPANY
Svamroan, Commscyicur

Che Waldorf-Asturia
PATRON'S PREFERENCES
SPECIAL SERVICE

DAT L} - S

FROM

TO PATRONS HISTORY ROOM

M

Room No.

POA THE USE OF ASKISTANT MANAGEAS PLOOA CLEAKS ASSISTANT
NOUSEXEEPRAS ANG  ARLLMEN 1N AEPOATIMG BPECIAL SEAVICES
ACOUESTEO OA PAEPEAEINCES EXPALSEEC

Note:

Published during 1947 and 1948, the four-volume Waldorf-
Astoria Manuals totaled over 850 pages. Emphasis was
placed on both the mechanics of running the.various
departments and on courtesy and guest relations. The
property was one of the first to have.a patron census
(now usually called either a "guest history", "customer
research” or "market research") department, a separate
Latin-American Department, and a Travel Department - in
addition to its regular Advertising and Business

Promotion department.
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Chapter VIII

SUMMARY

This overview of the development of hotel sales leaves off
with the start of the 1950s, since that decade was to a large
extent the critical "turning point" which defined the paths the
industry was to take in product development and market awareness.
It was during this growth period that the sales function started
to become a necessity in virtually any type and size property,

in each and every location around the world.

The basic concepts of selling and business promotion have
now evolved into the more structured and perhaps more
"scientific" discipline of marketing. But there were many
pioneering promotional activities which cleared the path to
today's practices - and the study of them and what they can
offer both today and tomorrow has been one of the main thrusts

of this presentation.

Education, knowledge, creativity, and dedication to one's
industry and profession are the keys to success in hotel sales
and marketing. And a discovery of the roots of business promotion
and the realization, as Harry S Truman once said, that "The only
thing new in the world is the history you don't know," can offer
practical guidelines for developing both personal and professional

success for the future.
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