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The study was designed to identify the public relations

structures at eight Dallas hotels, their functions and

activities, and if public relations effectiveness is eval-

uated.

Findings were based on sixteen interviews with senior

management and public relations coordinators.

The study concluded that public relations programs are

structured by either separate public relations department,

public relations activities combined with other department,
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from image-building to participation in sales and marketing

with primary responsibility of promotion and publicity

dominated by economic considerations.

One weakness is the lack of formal research methods

to discern public opinion. There is a lack of understanding

by hotel management of the potential and scope of public

relations programs.
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CHAPTER I

INTRODUCTION

The large hotel can often be described as a city with-

in a city; a microcosm of life; host to thousands for a

night's lodging, a meal, a social event, a convention

(12, p. 71). Because of this wide range of activities,

the hotel plays a vital role in a city's economic, cultural,

and social development.

In 1980, $127 billion was expected to be spent on

leisure travel in the United States. Therefore, the

tourist was to be the target of millions of dollars worth

of publicity and advertising promoting activities to

attract tourists and business customers into the cities

and into the hotels (9, p. 332).

As tourism increases, tourism spending increases,

hundreds of jobs are created to accommodate the tourists,

and there is more discretionary income and more economic

activity, all of which produce a rise in state and local

tax revenue (8).

The economic impact of the hotel industry in Texas in

the early 1800's was noted by Richard A. Van Orman in A

Room for the Night, Hotels of the Old West, when he wrote:

The influence of western hotel proprietors was
considerable, for the success or failure of many new
towns depended upon their hotel. Townspeople knew

1
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that most prosperous communjtjes had good to excellent
hotels; to the Westerner, an able hotelman meant a
thriving town. If a community had a successful hotel,
the future would take care of itself, and if it had
more than one important house, there was bound to be a
wonderful boom (14, p. 89).

In those early times, the hotel was not only a place to

eat, drink and sleep, it provided the setting for meetings,

religious services, concerts, trials, weddingsand funerals

(14, p. 18). The hotel became the most important social

institution in the West and almost as important as the rail-

road in developing the population (14, p. 126).

Lola Preiss, director of advertising and public re-

lations of the New York Hilton, wrote, "In the hotel business,

as in every other profit-making organization, the reason for

the existence of public relations and advertising is to in-

crease sales and ultimately profits (the bottom line)"

(12, p. 72).

Richard Dobly, publishing director of Lodging and Food

Service Review, said the hospitality industry does not rent

rooms, it sells enjoyment. He wrote:

Whether it's catering to the rising numbers
(and rising affluence) of the "geriatrics" market;
to the singles ("hot bed" market) or to the in-
tensifying demand by businessmen for greater
convenience away from home (carpeted floors on
trade show exhibit floors, more and better lounge
areas) the industry has had to keep close watch
on America's social and economic wants (8).

Because of its varied functions, the hotel industry

serves many publics including the employees, the stock-

holders, the community, and the guests.
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For a hotel to plan wisely and adjust its policies to

these publics, management must know what these publics are

thinking and must anticipate its reactions (1, p. 1).

Management executives realize they must have expert

assistance in developing and maintaining good will--or

public relations--just as they need expert assistance in

sales, accounting, finance, engineering, and production

(10, p. 6).

The definition of public relations may be as varied

as the number of books written to deal with the topic.

J. Handly Wright and Byron H. Christian in Public Relations

Management, published in 1949, defined modern public re-

lations as a "planned program of policies and conduct that

will build confidence and increase public understanding"

(15, p. 3).

Scott M. Cutlip and Allen H. Center, authors of

Effective Public Relations, defined public relations as

"the planned effort to influence opinion through good

character and responsible performance, based upon mutually

satisfactory communications" (4, p. 16).

Hans E. Bach, hotel and food service management con-

sultant, narrowed the definition of public relations to fit

the hotel industry, writing:

Public relations in itself is nothing more than
that--relations with the public. Within the terms
of our definition, our job in hotels or restaurants
is essentially to educate, using the word in the
broadest sense. We deal with the problem of
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communication, through which we must channel thefollowing; (1) information for the public; (2)
persuasion of the public; (3) integration of the
operation's policy and action with the public and
vice versa (1, p. 1).

In business and industry, public relations is the

responsibility of management (15, p. 42). The role and

position in the structure of hotel management that public

relations fills will depend upon the management's views

of its functions and importance (13, p. 8).

The specific role of the public relations practitioner

in the hotel industry was defined by Preiss when she wrote:

The public relations director for a major hotelis a generalist in the broadest sense of the word withresponsibility for public relations, many different
kinds of publicity, advertising, in-house graphics
and promotional material, many aspects of sales pro-motion and marketing, administration, and coordination
of projects. Dozens of things must be handled almostsimultaneously, every phone call may be on a completelydifferent subject. One develops a style, almost aflair, the ability to do many things at once, seguefrom one problem to another (12, p. 7).

To distinguish the role and functions of public re-

lations from that of the efforts to promote the sale of its

product--its rooms and services--Wright and Christian wrote,

"Public relations is concerned solely with the conduct of

the individual businesses as organizations of people banded

together in an effort to make a living for themselves and a

profit for investors" (15, p. 5).

Philip Kotler in Marketing for Nonprofit Organizations

defined marketing as
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A managerial process of analysis, planning,
implementation and control of carefully formulated
programs to bring about voluntary exchange of value
with target markets for the purpose of achieving
the organization's objective (9, p. 5).

Included in the marketing framework are the product

design, pricing, distribution, and promotion (9, p. 6).

Sales are often considered a function of marketing

whereby sales personnel strive to arouse, stimulate or

direct prospective buyers' conscious or dormant desires

for want satisfaction (2, p. 427).

Wright and Christian wrote that the public contacted

through advertising, merchandising, and selling are di-

vorced from those of public relations because the objectives

are widely different. "Sales are not always a true index

of its public standing. A business could readily sell goods

and services and still have bad public relations" (15, p. 124).

Many public relations practitioners persist in the

belief that public relations is essentially a job of pub-

licity and promotion (15, p. 80). However, most public

relations practitioners consider publicity, per se, only

one of their many functions (6, p. 25).

Basically, both public relations and advertising are

merely catalysts in getting guests onto the hotel property.

If a manager fulfills his publicity and advertising promises,

guests will return and tell their friends (6, p. 26).

However, Cutlip and Center wrote;

For public relations to survive in a business, it
must do more than help satisfy the wants and needs of
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employees and neighbors. It must help the business
create an environment in which owners and investors
are satisfied with the return on their capital
(4, p. 402).

Statement of the Problem

The problem of this study was to examine the structure,

functions, and scope of the public relations activities of

selected Dallas hotels.

Purpose of the Study

The purposes of the study were (a) to identify existing

public relations structures of selected Dallas hotels as

either separate departments, combined with other departments,

an external public relations agency, or combined with an

external agency; (b) to discern whether the public relations

organization share goals and objectives; (c) to identify

the public relations functions and activities of the hotels;

and (d) to determine methods of evaluating effectiveness of

programs and practices of the public relations organization.

Questions To Be Answered

The study asked the following questions about the

public relations structure and functions at selected hotels.

1. What is the structure of the public relations

organization?

2. Does the hotel have written goals and objectives

for the public relations organization?

3. Who participated in formulating these goals?
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4. How are these goals formulated?

5. What public relations problems does the hotel have

that are unique?

6. What are the most important functions and activities

of the public relations organization?

7. Do sales and marketing have public relations respon-

sibilities?

8. What is the working relationship between public

relations, sales, and marketing?

9. What criteria are used to evaluate effectiveness

of public relations programs and activities?

Review of Literature

In the Journalism Abstracts, 1963-78, a listing of

master's theses and doctor's dissertations, more than 4,000

abstracts are listed. Of these were 344 listings in the

field of public relations, but none dealing with hotel

public relations.

Three research projects on the role and operation of

public relations in different types of businesses provided

important guidelines that were adapted to this study of

hotel public relations.

Betty J. Potthoff, in a master's thesis titled "Public

Relations of the Communications Service Department of the

Dallas Power & Light Company," analyzed the public relations

activities of a single public utility. The study concluded

that the public relations department of this public utility
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evolved out of an advertising concept and that the depart-

ment operated in a crisis-orientated atmosphere dominated

by social, economic, political, and environmental forces

(11).

In David L. Degler's master's thesis titled "A Study

of the Public Relations Programs and Practices of a Large

Corporation," the study was designed to determine how one

of America's largest industrial corporations, the Chrysler

Corporation, evaluates public relations, how the public

relations department is organized and what its aims and

functions are, and if there was any research to evaluate

the department's effectiveness. The findings were based on

interviews with fourteen Chrysler Corporation executives.

Degler concluded that the corporation had an active public

relations department with a good working relationship with

the press and mass media personnel. The study concluded

that the department might be improved by employing research

methods to determine public opinion and that the department

needed programs to initiate promotion of ideas in the public

mind (5).

In Jeffrey Brassie's master's thesis "A Study to Deter-

mine the Present Practices of Public Relations in Michigan

Hospitals, 100-300 in Bed Size," he explored the areas of

community relations, hospital personnel relations, patient

relations, press relations, and special area relations.

One hundred hospitals were surveyed and 55 per cent
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responded. The study revealed that a significantly high

number of hospitals had no public relations program; 51

per cent had no public relations objectives; 52 per cent

had no public relations director; and 34 per cent had no

public relations budget, and many had no internal or ex-

ternal publications (3).

A computer search for literature at the Information

Science Library at North Texas State University revealed

no study of hotel public relations in Public Relations

Journal, Public Relations Quarterly, Public Relations

Bibliography, Readers Guide to Periodicals, Business

Periodicals Index, and Quill.

The Public Relations Society of America in New York

had no listing of scholarly research into the hotel public

relations topic. However, it did provide several valuable

articles from professional periodicals written on the topic

of hotel public relations.

Background information on hotel public relations was

provided by the Conrad Hilton College of Hotel and Restaurant

Management at the University of Houston; the Dallas Chamber

of Commerce; the State of Florida, Division of Hotels and

Restaurants, Florida Hotel and Motel Association; and the

Hotel Management Department of Cornell University at Ithaca,

New York.
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Justification

Hotels offer a commodity as perishable as fresh

flowers: its rooms. A hotel room unsold for a night is a

sale lost forever. A hotel offers its rooms, its swimming

pool, its ice machine, bar, restaurant, sometimes free

lodging for children, luxurious convention facilities,

specialty shops, athletic facilities, special guest services,

theater facilities, and all among the most intense comp-

etition than ever before (7, p. 8).

In today's mobile society, people are in constant need

of hotels. Some people live in hotels and some companies

rent office space in hotels. The vacationing family and

the individual businessman or businesswoman all need hotels.

Other businesses and corporations are in constant need of

facilities for small or large conventions. Because of this

great demand the hotel industry must keep close watch on

America' s social and economic wants.

By employing the technique of two-way communications,

the public relations practitioner is able to determine these

wants.

This study of the structure and functions of hotel

public relations will be of value to the hotel industry,

to hotel public relations personnel, and to students in the

field of public relations.

The results of this study will serve as documentation

of the specific public relations structures, activities,
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and functions in selected Dallas hotels which could be used

as criteria for the hotel industry public relations.

Because there has been no previous research on hotel

public relations, this study will break new ground and pro-

vide a basis for further research to add to the body of

knowledge.

Limitations

This study was limited to the public relations activities

of Dallas hotels with 500 rooms or more and situated within

a sixteen-mile radius of the central business district.

This sixteen-mile radius is the area encompassed by the

Dallas inventory of all hotels and motels furnished by the

Dallas Chamber of Commerce. The hotels are grouped by

distance from the central business district and classified

by number of rooms.

The study was limited to public relations activities

within the individual hotels and did not include corporate

public relations activities. Motels were not considered for

the study.

Inasmuch as it is frequently difficult to delineate

among the functions of public relations, sales, and mar-

keting, this study was limited to indentifying the structures

of the public relations departments, functions, and specific

activities. Included is a statement concerning the major

responsibilities of the sales and the marketing departments.
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Methodology

Information for the study was gathered by interviews

with one person at the senior management level at each

hotel (Appendix A) and with public relations personnel

(Appendix B).

The interview schedule for senior level management was

devised to identify the structure of the public relations

organization and the role of public relations in the depart-

mental organization of the hotel; to determine whether the

hotel has goals and objectives for the public relations

organization; and to identify the criteria for evaluating

effectiveness of the public relations programs and activities.

The interview schedule for the public relations per-

sonnel was devised to identify the qualifications for the

personnel responsible for the hotel's public relations

activities and specific duties of each person involved in

public relations activities of hotel public relations; and

to determine the criteria used for evaluating the effective-

ness of those activities.

To conduct the study, all eight Dallas hotels with 500

rooms or more within a sixteen-mile radius of the Dallas

central business district were surveyed. The size of the

hotel by number of rooms was arbitrarily selected to make

the study a manageable size. However, the hotels with 500

rooms or more that were selected for the study represent

28 per cent of the total number of hotel rooms in the Dallas
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area. In grouping the hotels in 100-room strata, the

criterion of 500 rooms encompassed the top ten of the

fifteen 100-room strata.

The Dallas Chamber of Commerce hotel inventory, printed

in January, 1980, revealed that as of December 31, 1979, 124

hotels were within the sixteen-mile area, representing

23,310 hotel rooms. The hotels varied in room size from a

twenty-room motel to a 1,450-room hotel.

Of the 124 hotels, eight were listed as having 500

or more rooms. Of these eight hotels, four are in the

central business district (Dallas Hilton, Fairmont, Hyatt

Regency, Sheraton-Dallas); two are within the one- to three-

mile radius (Loews Anatole, Marriott); one is within the

three- to seven-mile radius (Dunfey); none is within the

nine- to twelve-mile radius; and one is within the twelve-

to sixteen-mile radius (Amfac). Therefore, these eight

hotels were used in this study. Each hotel was contacted

by telephone and either senior management personnel or a

member of the public relations organization agreed to

participate in the study.

Procedure for Analysis of Data

The information gathered from the interviews sought

to identify the structure, goals and objectives, specific

activities, and methods of evaluating these activities of

the public relations organizations of the selected hotels.



14

Hans Bach, hotel and food service management consultant,

wrote that the basic functions of hotel public relations

are the following:

1. It must present the operation and explain the
service and facilities provided so the public will
easily understand and take a keen interest in them.

2. It must explain to the public any new policy and
so gain general acceptance and cooperation.

3. It must help the public form opinions and determine
its wants.

4. It must ensure that anything going over the media to
the public is sound in purpose and presentable in
form.

5. It must help the organization keep in touch with
the varying moods of the public opinion.

6. It must protect the operation against undeserved
or ill-informed attack from outside.

7. It can assist the operation in establishing good
relations among its own staff (1, p. 2).

Preiss described the public relations director for a

major hotel as a generalist, with responsibilities in many

areas. These responsibilities are the following:

1. An understanding of the different needs of the
broad spectrum of media.

2. An understanding of the hotel, travel and leisure
business so that priorities can be set and effort
expended toward the achievement of substantial
goals--the creation and continual reinforc ment
of an image that accurately represents the hotel.

3. Ability to evaluate in terms of what is involved
against what will be gained from promotions
involving the hotel.

4. Conduit for the flow of information, not orlly
between the press and the hotel, but between the
hotel and the public.
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5. Responsibility for the overall coordination of
special events involving communications with thedisparate outside persons and organizations who
are involved and all of the inside people who willparticiapte.

6. Proper and truthful handling of crisis situations.

7. Stunt publicity even though a minor part of the
public relations business (12, pp. 71-75).

Inasmuch as the identification of the basic functions

of hotel public relations by two specialists in the hotel

industry does not provide a basis for comparison, the data

were not compared against these functions. Instead, these

suggestions were used as guidelines.

Based on the data, it will be possible to identify (a)

the public relations structures; (b) the objectives of the

hotel public relations organization; (c) the functions and

activities of the separate hotels; and (d) the methods of

measuring the effectiveness of the public relations functions

and activities. The compilation of this set of functions

as described by the hotels surveyed will provide a standard

for hotel public relations practitioners and will provide a

basis for comparison in further studies.

Organization of Thesis

The study is organized into three chapters. Chapter I

introduces the study; Chapter II presents the data; and

Chapter III presents a summary and conclusions.
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CHAPTER II

PRESENTATION OF DATA

The eight hotels with 500 rooms or more in the Dallas

area that were the basis for this study play an important

role in the city's economic foundation.

These eight hotels employ 4,424 full-time personnel

and provide a total of 6,287 guest rooms, twenty-eight

restaurants, and eighteen lounges to attract thousands of

tourists and residents each year.

The Amfac Hotel and Resort, at Dallas/Fort Worth Air-

port, opened in 1974 and, with the expansion of the East

Tower in 1980, has 1,450 guest rooms. At the time of the

survey there were 639 full-time employees with an expected

full-time employee figure of 1,200 by 1983. The hotel's

facilities include one swimming pool, ten tennis courts,

jogging track, Bear Creek Golf and Racquet Center (thirty-

six hole golf course and ten racquet ball courts), sauna,

four restaurants, and three lounges. The corporate owner is

Amfac Hotel and Resorts, Inc.

The Dallas Hilton Hotel, at 1914 Commerce Street,

opened in 1955 and has 775 guest rooms and 374 full-time

employees. The hotel's facilities include five restaurants

and three lounges. The corporate owners are Hilton Corpo-

ration and Prudential Insurance Co.
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The Dunfey Hotel, at 3800 Northwest Righway, opened in

1965, and has 600 guest rooms and 300 full-time employees.

The hotel's facilities include two swimming pools, two

restaurants, and one lounge. The corporate owner is Dunfey

Corporation.

The Fairmont Hotel, at Ross and Ackard, opened in 1969

and has 600 guest rooms and 594 full-time employees. The

hotel's facilities include one swimming pool, three restau-

rants, and two lounges. The corporate owner is Fairmont

Hotel Corporation.

The Hyatt Regency Dallas Hotel, at 300 Reunion Boulevard,

opened in 1977 and has 946 guest rooms and 1,200 full-time

employees. The hotel's facilities include one swimming pool,

two tennis courts, a health club, jogging track, an exercise

gymnasiusm, sauna, five restaurants, and three lounges.

The corporate owner is Woodbine Development Corporation.

The Loews Anatole Dallas Hotel, at 2201 Stemmons Free-

way, opened in 1979 and has 900 guest rooms and 900-950

full-time employees. The hotel's facilities include one

swimming pool, two indoor tennis courts, two outdoor tennis

courts, a health club, an exercise gymnasiusm, sauna, rac-

quet ball courts, five restaurants, and four lounges. The

corporate owner is the Dallas Market Center and the hotel is

managed by Loews Corporation.

The Marriott Hotel-Market Center, on Stemmons Freeway,

opened in 1960 and has 476 guest rooms and 450 full-time
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employees. The hotel's facilities include two swimming pools,

two restaurants, and one lounge. The corporate owner is

Marriott Corporation.

The Sheraton-Dallas Hotel, at Southland Center, opened

in 1959 and has 540 guest rooms and 330 full-time employees.

The hotel's facilities include two restaurants and one

lounge. The corporate owners are Oxford Properties of

Canada and Southland Life Insurance Co.
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Public Relations Structures

The data on the eight hotels surveyed indicated there

are four types of public relations structures.

Three hotels (Fairmont, Hyatt Regency, Loews Anatole)

have separate public relations departments. The Fairmont

and the Loews Anatole have separate sales departments. The

Hyatt Regency has a separate sales department, a separate

marketing department, and employs an external public relations

agency when needed for advertising functions.

Two hotels (Dallas Hilton, Marriott) have public re-

lations combined with sales departments. The Marriott

employs an external public relations agency when needed.

One hotel (Sheraton-Dallas) combines public relations

with its sales and marketing department and employs an

external public relations agency when needed.

Two hotels (Amfac, Dunfey) depend entirely on an ex-

ternal public relations agency for specific and limited

public relations activities. The Amfac has a separate sales

department and a separate marketing department. The Dunfey

has a separate sales department.

At the three hotels with separate public relations

departments, the staff average is two. At the three hotels

where the public relations activities are combined with

another department, the public relations activities are

performed by sales and marketing personnel along with sales

and marketing responsibilities.
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Fairmont hoHtel

The Fairmont has a separate public relations department

that was organized in 1968, prior to the hotel's opening in

19(9. The department comprises a director of public relations

who reports directly to the general manager of the hotel,

and a secretary who performs secretarial duties and assists

the director with a newsletter and news media contacts. The

hotel has a separate sales department whose major responsi-

bilities are to maintain high room occupancy and to provide

convention services.

Hyatt Regency Hotel

The Hyatt Regency has a separate public relations

department which was organized in 1978. The department

comprises a director of public relations and advertising who

reports directly to the general manager/regional vice presi-

dent. Included in the department structure are four people:

an assistant director of public relations who assists the

director and devotes approximately 50 per cent of the workday

to promotion of Union Station, an adjunct property of the

Hyatt Regency; a secretary who performs clerical duties,

writes some news releases and represents the public relations

department on several hotel committees; a college public

relations intern; and a hotel management trainee, An ex-

ternal public relations agency is employed when needed for

advertising functions. The hotel has a separate sales depart-

ment whose major responsibilities are to handle convention



bookings and individual room bookings. The hotel has a

separate marketing department whose major responsibilities

are to market the hotel as a convention hotel and to

initiate weekend package plans that are attractive to the

community.

Loews Anatole Dallas Hotel

The Loews Anatole has a separate public relations de-

partment, which was organized in 1978, ten months before the

hotel opened in January, 1979. The department comprises a

director of public relations who reports directly to the

managing director of the hotel, and an assistant director

of public relations who works closely with the director in

all phases of public relations activities of the department.

The hotel has a separate sales department whose major

responsibilities are to bring maximum room occupancy and to

solicit national and state conventions and major corporation

conventions.

Dallas Hilton Hotel

At the Dallas Hilton, the public relations activities

are the responsibility of the director of sales who reports

directly to the general manager. In addition, three sales

managers in the sales department receive training in public

relations responsibilities and the director of convention

services receives training in specific public relations

activities for conventions. The major responsibility of the

24
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sales department is to build good occupancy of the hotel

with profit as a goal. This is accomplished through creation

of a good image of the hotel, salesmanship, and marketing.

Marriott Hotel-Market Center

At the Marriott, the public relations activities are

the responsibility of the director of marketing within the

sales department who reports directly to the general manager.

Assisting the director of marketing in public relations

activities is the director of personnel who coordinates the

employee newsletter and other employee functions. In

addition, an external public relations agency is employed to

coordinate activities with the news media and to assist with

marketing plans. The account executive from the external

agency reports to the director of marketing. The major

responsibilities of the sales department are to promote the

hotel through advertising, public relations, and marketing,

and to solicit group and transient business.

Sheraton-Dallas Hotel

At the Sheraton-Dallas, the public relations activities

are the responsibility of the corporate sales and public

relations manager who reports directly to the general manager,

assisted by an assistant/secretary, When needed, sales

personnel are called upon to assist 'n performing public

relations activities. An external public relations agency

is employed for specific functions. The major responsibility



26

of the sales department is to establish sales goals which
include short-term and long-term marketing position, and

to fulfill those goals.

Amfac Hotel and Resort

The public relations activities at the Amfac are

handled by an external agency and were for a specific

public relations function, promoting the opening of the

hotel's East Tower and the opening of Bear Creek Golf and

Racquet Center. The account executive coordinates the

public relations activities with the director of marketing

and reports to the general manager and the director of

marketing. The hotel has a separate sales department whose

major responsibilities are to solicit and service group

business. The hotel has a separate marketing department

whose major responsibility is to plan how to solicit group

and individual business.

Dunfey Hotel

The Dunfey employs an external public relations agency

to handle the public relations activities for the promotion

of Tingles, the hotel's major restaurant. The account

executive of the agency reports to the general manager of

the hotel or to the administrative assistant. The hotel has

a separate sales department whose major responsibility is to

sell rooms to large groups which need meeting space and to

perform marketing functions.
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TABLE III

MAJOR FUNCTIONS OF SALES DEPARTMENTS
AND MARKETING DEPARTMENTS

Hote-L

Amfac

Dallas Hilton

Dunfey

Fairmont

Hyatt Regency

Loews Anatole

Marriott

Sheraton-Dallas

Sales Department-

Solicit and service
group business

Build good occupancy
with profit as goal

Sell rooms to large
groups for meeting
space; marketing
functions

Maintain high room
occupancy and con-
vention services

Convention bookings
and individual room.
bookings

Bring maximum room
occupancy; solicit
national, state, and
major corporation
conventions

Promote hotel through
advertising, public
relations, and mar-
keting; solicit group
and transient busi-
ness

short-term and long-
term marketing posi-
tion and to fulfill
these goals

Marketing Department

Plan how to solicit
group and individual
business

"arket the hotel as a
convention center.
Weekend package plans
to attract community

set goals includriihif
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Public Relations Coordinators

The data provided information on the public relations

coordinators' educational background, public relations

experience, length of time at present position, and whether

there was hotel public relations experience.

The mean number of years in the present position is

five years. However, since two of the coordinators have held

their present position for eleven years and twenty-two years,

the median of one year is more representative.

Seven of the public relations coordinators are college

graduates and one of those seven has a graduate degree and

one has done some graduate study. One had more than two

years of college study.

Six of the public relations coordinators had no ex-

perience in hotel public relations before their present

position. The other two had hotel public relations expe-

rience, one at another hotel and one as a public relations

agency executive.

One public relations coordinator was employed in

another position with the hotel before assuming public

relations responsibilities; the other seven were hired in

their present position.

Six of the public relations coordinators had attended

seminars in public relations as part of their training for

their present position; four had gained public relations

knowledge through practical experience; and three had

received public relations education in college.
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All eight public relations coordinators had previous

public relations experience. Only three people had public

relations agency experience. The rest had experience in

various fields of public relations; free lance public re-

lations; advertising agency; director of Human Resource/

Center, Southern Methodist University; public relations for

Atlanta Flames, Hawks, and Braves; public relations director

for Goodwill Industries.

Previous occupations of the public relations coordi-

nators were producer/director KXAS-TV (Amfac); director of

sales, Philadelphia Hilton (Dallas Hilton); public relations

agency owner (Dunfey); public relations agency co-owner

(Fairmont); director of Human Resource/Center, Southern

Methodist University (Hyatt Regency); columnist, Dallas Times

Herald (Loews Anatole); director of sales, Atlanta (Marriott);

free lance public relations and sales (Sheraton-Dallas).

At six of the hotels (Amfac, Dallas Hilton, Fairmont,

Loews Anatole, Marriott, Sheraton-Dallas) the public relations

coordinators were hired for "public relations" work and not

by job description. However, at the Dallas Hilton, the

public relations responsibilities are stated in the hotel's

standard practice instruction manual. At the Dunfey, the

public relations coordinator presented a detailed four-

month plan with suggestions for public relations activities

relative to Tingles Restaurant. At the Hyatt Regency,

the public relations coordinator was given specific duties.
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Not all public relations coordinators belong to the

same professional groups.

All four female public relations coordinators (Dunfey,

Fairmont, Hyatt Regency, Sheraton-Dallas) are members of

Women in Communications, Inc., and Public Relations Society

of America. The males do not belong to either organization.

Three public relations coordinators (Amfac, Dallas

Hilton, Dunfey) are members of the Dallas Press Club. Two

public relations coordinators, who combine public relations

activities with sales activities (Dallas Hilton, Marriott)j,

are members of Hotel Sales Managers Association (HSMA).

Other professional organization memberships are Dallas

Advertising League; Association of Broadcast Executives;

Society of Marketing Executives; Meeting Planners Inter-

national (MPI); Dallas Restaurant Association; Executive

Women, International; and Executive Women of Dallas.
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TABLE VI

PROFESSIONAL MEMBERSHIPS

a~) 0OO a) Z W Zca)
H4-4 U) > Zc> H >

0- H0 1 o -H r *H- *Hq 0
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HW MHO) 0 H o ::; 0 0 0H4Jr-0 90) ZW
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Hotel H P4lP e4 UM)W WOrex e:3O : XO ROr

Amfac X X X

Dallas X X X X
Hilton

Dunfey X X X

Fairmont X X

Hyatt X X
Regency

Loews X
Anatole

Marriott X

Sheraton- X X X X
Dallas

Goals and Objectives

Before goals and objectives in public relations can be

established for a hotel, there should be a clear definiton

of what public relations is for the hotel industry and its

unique problems.

The management of six of the hotels (Dallas Hilton,

Dunfey, Hyatt Regency, Loews Anatole, Marriott, Sheraton-

Dallas) all defined public relations as the building and

publicizing of the proper image of the hotel. This image
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building is accomplished through free publicity and free

advertising, communication between influential organizations

and persons, and employees who portray the image of the

hotel through the service they provide.

The management of the Fairmont defined public relations

as advertising. The management of the Amfac defined public

relations activities as news releases and related activities

to publicize the opening of the hotel's East Tower and Bear

Creek Golf and Racquet Center. However, the general manager

of the Amfac said plans are to establish a separate public

relations department in 1981 with expanded public relations

responsibilities.

The public relations coordinators at each of the hotels

considered the image of the hotel as important but further

expanded the definition to include methods of building the

image.

Vice president of public relations for Sherrill Co.

and account executive for Amfac, defined public relations

as "getting my client's message to the media and convincing

editors that it's worthy of broadcast or publication."

Director of sales for Dallas Hilton, defined public

relations as "providing an institution with the proper

exposure to the public in order to continue and progress in

business in the community."

The agency owner who represents Dunfey defined public

relations as "everything an organization does. Truth,

well told."
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Director of public relations at the Fairmont said,

"Public relations is the reflection of any company or

organization as to the personality of that company or

organization and how it fits into the community as a citizen

and how it treats employees and associates."

Director of public relations and advertising for the

Hyatt Regency said, "The role of public relations is to get

this business (hotels) involved in the community; strong

support of the community; to promote the positive image of

the hotel through the media and to supply information about

the hotel to individuals."

Director of public relations for Loews Anatole said,

"The role of public relations is to project a favorable

product image to the public and to recognize the news value

of news releases and to be accountable for the hotel at all

times."

Director of marketing at the Marriott defined public

relations as "working with and protecting the image of the

hotel with the public; press and promotions."

Corporate sales and public relations manager at the

Sheraton-Dallas said the role of public relations is to

"keep a good image of the property; to let people know it

exists and what it has to offer; to keep guests and em-

ployees happy; and civic and community relations."

Problems that are unique in the hotel industry result

from the inherent nature of the business. It is an
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industry that is on-going, not seasonal, with its rooms and

services offered twenty-four hours a day which makes the

hotel vulnerable to adverse news media relations. Often

there is only one opportunity to create a favorable im-

pression with a hotel guest so that that guest will return

a second time or more.

Employees at hotels encompass a wide range of work

including managerial, clerical, culinary, maintenance, and

personal service. Each individual involved in these various

occupations within the hotel may have the opportunity to

contact hotel guests and consequently may influence a guest's

opinion of the hotel. Millions of dollars worth of adver-

tising can be ruined by one employee who provides poor

service.

A hotel offers such diverse activities as dining

facilities, recreational and sports activities, entertainment,

and of prime importance, a temporary home away from home.

An overnight hotel guest is similar to a house guest in a

private home.

Hotels are hosts to hundreds of conventions each year

catering to thousands of people. Each convention presents

unique needs and problems that must be met to satisfy the

wants and desires of the convention-goers.

One problem in the hotel industry that is shared with

other types of business and industry is that of finding a

unique story angle for its product--room, restaurants,



38

lounges, and convention facilities--to encourage news

media coverage amid competition with other hotels with

basically the same product.

Goals

Of the eight hotels studied, six hotels (Dallas Hilton,

Dunfey, Hyatt Regency, Loews Anatole, Marriott, Sheraton-

Dallas) provide written goals for the public relations

coordinator. Of these six hotels, four (Hyatt Regency,

Loews Anatole, Marriott, Sheraton-Dallas) of the public

relations coordinators helped to formulate these goals.

The Amfac and the Fairmont do not have written goals

for the public relations coordinator.

The procedure to develop these written goals and the

role of the public relations coordinator are as follows:

Dallas Hilton--goals are identified in a public re-

lations manual prepared by corporate guidelines with no

participation by the public relations coordinator.

Dunfey--goals are established by corporate standards

of projected image. The public relations coordinator makes

suggestions.

Hyatt Regency--goals are combined with goals of the

marketing plans for the hotel and originate from the

corporate office. The public relations coordinator wrote

the goals for the Hyatt Regency Dallas.
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Loews Anatole-7goals are to monitor the local ad-

vertising and to interface with the success of the hotel's

communication on the local and state level. The public

relations coordinator presents a quarterly plan with target

dates for advertising, publicity, and communication.

Marriott--goals are developed in a six-month plan and

are combined with the marketing plans for all segments of

the hotel. The public relations coordinator submits a six-

month plan of marketing and public relations goals.

Sheraton-Dallas--goals are developed by identifying

the hotel's purpose and then establishing the goals by

accepted corporate standards. The public relations

coordinator participated in 60 per cent of the meetings

to formulate these goals.
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TABLE VII

PROCEDURE TO DEVELOP PUBLIC RELATIONS GOALS

Written Procedure to Role of Public
Hotel Goals Develop Goals Relations
Amfac No

Dallas Yes.

Hilton Public relations None
manual prepared by
corporate guidelines

Dunfey Yes Corporate standards Makes
of projected image suggestions

Fairmont No . . .. . .

Hyatt Yes Combined with PR director

Regency marketing plan writes them

Loews Yes Quarterly plan for PR director
Anatole advertising, publi- submits plan

city, and communication

Marriott Yes Combined with 6-month Marketing dis-
marketing plan for all cusion and
segments of hotel planning

Sheraton- Yes Define goals by job 60 per cent of
Dallas description stan- participation

dards in planning

Public Relations Functions

The data gathered in the Senior Management Schedule

(Appendix A) indicated that the most important function of

the public relations coordinator was building and promoting

the image of the hotel. This function was listed by five of

the eight hotels surveyed and was considered the most im-

portant function by all five.
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However, all eight hotels considered news media re-

lations as an important function of the public relations

coordinator; three hotels ranked news media relations as

first. The function of news media relations includes press

relations, new releases and free publicity.

Other functions listed by senior management at four

hotels were assistance in public funtions; at two hotels,

in-house promotions. Functions listed once by individual

hotels were creativity, control of marketing budget, emp-

loyee publications, "stroking" travel media, employee

relations, assistance in developing marketing plan, assis-

tance in advertising, communication on the hotel from

external viewpoint, and two-way communication with the

community.

The data gathered in the Public Relations Schedule

(Appendix B) indicated that the prime function of the public

relations coordinator was news media relations. Five hotels

(Amfac, Dallas Hilton, Fairmont, Hyatt Regency, Loews

Anatole) ranked news media relations as the most important

function. Seven of the eight hotels surveyed ranked news

media relations as one of the most important functions.

Other functions listed by frequency of appearance

were promotions and marketing (five); guest relations

(three); sales (three); community relations (three); ad-

vertising (three); employee relations (three); publications

and brochures (three); hotel spokesperson (two); clipping



42

scrapbook (two); image promotion (two). Listed one time by

individual hotels were accuracy of information, convention

research, management counseling, photography, and priori-

tizing critical needs.

Senior management at six of the eight hotels said the

public relations coordinators participated at staff

meetings.

The account executives from the two external agencies

employed by the Amfac and the Dunfey did not participate at

staff meetings.

All public relations coordinators at the six hotels

are considered as part of the management team and their

participation at staff meetings includes suggestions for

promotional activities and the dissemination of information

to other department heads.
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Public Relations Activities

Of the eight hotels surveyed, the public relations

coordinators at four hotels produced internal publications.

These internal publications are the employee newsletters

produced by the Fairmont, the Hyatt Regency, the Loews

Anatole, and the Marriott.

The public relations coordinator account executive of

the external agency employed by the Dunfey, and the public

relations coordinator at the Sheraton-Dallas contribute to

an internal publication. The Amfac and the Dallas Hilton

do not produce internal publications.

Of the eight hotels surveyed, six produce external

publications.

The Amfac external public relations agency produces

Executive Service Program and Sportsline. The Dallas Hilton

produces Texas Hilton's Newsletter. The Dunfey external

public relations agency produces Tingle Amis. The Hyatt

Regency produces Hyatt Executive Reservation Service (HERS)

and Union Station Gazette. The Loews Anatole produces

Loews Anatole Dallas Services (LADS), a national sales news-

letter, fliers and brochures. The Marriott produces

Secretaries for Reservations and VIP Club.

The Fairmont and the Sheraton-Dallas do not produce an

external publication but both contribute to the corporate

publications.
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Of the eight hotels surveyed, all but one (Amfac, with

an external public relations agency not involved in activity)

of the public relations coordinators had methods of learning

public opinion and specific compliments and complaints of

the hotel.

Of these seven hotels, six (Dallas Hilton, Fairmont,

Hyatt Regency, Loews Anatole, Marriott, Sheraton-Dallas)

learned of public opinion through guest card evaluation;

three hotels (Dunfey, Fairmont, Loews Anatole) learned of

public opinion through casual comments; two hotels (Dallas

Hilton, Sheraton-Dallas) through post-meeting evaluations;

two hotels (Dunfey, Sheraton-Dallas) through hotel employees;

one hotel (Fairmont) by telephone calls.

TABLE X

METHODS OF MEASURING PUBLIC OPINION

Guest Card Post-meeting Casual Hotel
Hotel Evaluation Evaluation Comment Employees Telephone
Amfac

Dallas X X
Hilton

Dunfey X X

Fairmont X X X

Hyatt X
Regency

Loews X X
Anatole

Marriott X

Sheraton- X X X
Dallas
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Five of the seven hotels (Dunfey, Fairmont, Hyatt

Regency, Loews Anatole, Sheraton-Dallas) learned of compli-

merits about the hotel through casual conversation; four

hotels (Dallas Hilton, Fairmont, Loews Anatole, Sheraton-

Dallas) by written communication; two hotels (Dallas Hilton,

Loews Anatole) by guest card comments; two hotels (Dunfey,

Marriott) through hotel employees; and two hotels (Fairmont,

Sheraton-Dallas) through telephone calls.

TABLE XI

METHODS OF RECEIVING COMPLIMENTS

Written Guest Casual Hotel
Hotel Communication Cards Comments Employees Telephone
Amfac * * .*.*.&.0.0 4 . . . .

Dallas X X
Hilton

Dunfey X X

Fairmont X X X

Hyatt X
Regency

Loews X X X
Anatole

Marriott X

Sheraton- X X X
Dallas
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Four of the seven hotels (Dallas Hilton, Fairmont, Loews

Anatole, Sheraton-Dallas) learned of complaints about the

hotel through written communication; four hotels (Dunfey,

Fairmont, Loews Anatole, Sheraton-Dallas) through casual

conversation; three hotels (Dallas Hilton, Hyatt Regency,

Loews Anatole) through guest card comments; two hotels

(Dunfey, Marriott) through hotel employees; and two hotels

(Fairmont, Sheraton-Dallas) through telephone calls.

TABLE XII

METHODS OF RECEIVING COMPLAINTS

Written Guest Casual Hotel
Hotel Communication Cards Comments Employees Telehone
Amfac . . . . . . . . . . . . .

Dallas X X

Hilton

Dunfey X X

Fairmont X X X

Hyatt X
Regency

Loews X X X
Anatole

Marriott X

Sheraton- X X X
Dallas
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All seven of the hotels use basically the same pro-

cedure to resolve complaints. The procedure is (a)

immediate investigation of the complaint by the public

relations coordinator or general manager, or referred to

department head responsible; (b) assess the problem; (c)

letter or telephone call to complainant from the general

manager or public relations coordinator, or both, to

apologize for inconvenience; and (d) invite guest to return.

Areas of Responsibility

To determine if there was coordination, duplication,

or gaps between the hotel's various departments in public

relations responsibilities, sales activities, and marketing

functions as previously defined, the Senior Management

Schedule (Appendix A) asked for specific areas of respon-

sibilities for various functions. The responsibility for the

various general functions of public relations, sales, and

marketing were identified to determine if that function was

the sole responsibility of a single department or if it was

shared between departments.

Hotel activities that would be in the realm of public

relations are (a) monitoring guest card comments; (b) stud-

ies to measure public opinion and attitudes; (c) in-house

publications; (d) annual reports; (e) news relases; and

(f) advertising.
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The Loews Anatole is the single hotel where the public

relations department is responsible for monitoring guest

card comments. At the other seven hotels, this activity is

the responsibility of the general manager or corporate

offices.

At four hotels (Amfac, Fairmont, Hyatt Regency, Marriott)

the public relations coordinator had no responsibility for

studies that measure opinion and attitude. At the other

four hotels (Dallas Hilton, Dunfey, Loews Anatole, Sheraton-

Dallas), this responsibility is shared with the sales depart-

ment and the general manager or corporate offices.

At four hotels (Dallas Hilton, Fairmont, Hyatt Regency,

Loews Anatole) the public relations coordinator is responsible

for in-house publications. This responsibility is shared

with other departments or the general manager at the Amfac

and the Dunfey. The general manager or corporate offices are

responsible for this activity at the Marriott and the

Sheraton-Dallas.

The public relations department at the Hyatt Regency

shares responsibility for annual reports with sales, mar-

keting, and the general manager. At the other seven hotels,

the public relations coordinator is not responsible for this

activity.

At five hotels (Dallas Hilton, Dunfey, Fairmont, Hyatt

Regency, Loews Anatole) the public relations coordinator is
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solely responsible for news releases. This responsibility

is shared with other departments at the Marriott and the

Sheraton-Dallas.

Hotel activities in the realm of sales are (a) con-

vention bookings and (b) advertising.

At all eight hotels, the public relations coordinator

had no responsibility for convention bookings.

At two hotels (Dallas Hilton, Hyatt Regency) the public

relations coordinator is solely responsible for advertising;

at four hotels (Fairmont, Loews Anatole, Marriott, Sheraton-

Dallas) advertising responsibilities are shared with public

relations coordinators and sales departments, or is the

responsibility of the sales department that performs public

relations activities; at one hotel (Dunfey) the advertising

responsibilities are shared by marketing and the general

manager; at one hotel (Amfac) advertising responsibilities

are shared by the marketing department, food and beverage

manager, and the general manager.

Hotel activities in the realm of marketing are (a)

studies for new facilities; (b) studies to determine trends

in utilization of services; (c) studies to determine

potential hotel guests; (d) studies to determine population

and guest characteristics; (e) measurement of hotel's

success and competitive position; and (f) criteria for

prices and room rates.
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The public relations and sales, department at the

Marriott share the responsibility for studies for new

facilities with the general manager. The combined public

relations, sales and marketing department at the Sheraton-

Dallas is responsible for these studies. The public

relations coordinators at the other six hotels have no

responsibility for new facilities study.

The combined public relations and sales department at

the Dallas Hilton is responsible for determining trends in

utilization of services; the public relations coordinator at

the Loews Anatole shares this responsibility with the sales

department and the general manager; the combined public re-

lations, sales and marketing department at the Sheraton-Dallas

is responsible for this activity. At the other five hotels

(Amfac, Dunfey, Fairmont, Hyatt Regency) the public relations

coordinator has no responsibility for this activity.

The public relations coordinator at the Loews Anatole

shares the responsibility for determining potential hotel

guests with the sales department and the general manager. At

two hotels (Dallas Hilton, Sheraton-Dallas) this activity is

the sole responsibility of the combined public relations and

sales, or public relations, sales and marketing department.

The public relations department at Loews Anatole shares

the responsibility for determining population and guest char-

acteristics with the sales department and the general manager;

the combined public relations and sales department at the
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Marriott shares this activity with the general manager; the

combined public relations, sales and marketing department

at the Sheraton-Dallas is solely responsible for this

activity.

The public relations coordinator at three hotels

(Fairmont, Loews Anatole, Sheraton-Dallas) share the respon-

for measuring the hotel's success and competitive position

with the sales departments and the general manager. At the

other five hotels (Amfac, Dallas Hilton, Dunfey, Hyatt

Regency, Marriott) the public relations coordinator has no

responsibility for this activity.

At four hotels (Dallas Hilton, Loews Anatole, Marriott,

Sheraton-Dallas) the public relations coordinator share the

responsibility for criteria for prices and room rates with

the sales departments and the general manager. At the other

four (Amfac, Dunfey, Fairmont, Hyatt Regency), the public

relations coordinator has no responsibility for this

activity.

Planning Public Relations Activities

The basic steps in planning public relations activities

at all eight hotels are (a) to provide a basic plan with

specific goals and target market; (b) to provide a feasible

budget plan and approval by the general manager; (c) to

plan the campaign with press promotions, activities, per-

sonnel, dates and themes; (d) to implement the activity;

and (e) to evaluate.
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The methods most frequently used to implement the

public relations activities are news media releases (seven

hotels); brochures, fliers, posters, and tent cards (three);

direct mail (two); news conferences and parties (two);

personal telephone calls (two); newsletter (one); fact sheet

(one); provide photographer for press photos (one);

speakers' bureau (one); and informal communications.

TABLE XIII

METHODS TO IMPLEMENT PUBLIC RELATIONS ACTIVITIES
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Evaluating Effectiveness of Public
Relations Activities

Senior management personnel at all eight hotels had

criteria for evaluating the effectiveness of the public

relations activities.

Of the eight hotels, five (Amfac, Dunfey, Hyatt Regency,

Loews Anatole, Sheraton-Dallas) listed press coverage as a

criterion of public relations effectiveness. Public re-

sponse to advertising and promotion was listed by two hotels

(Dallas Hilton, Loews Anatole); acceptance in the community

was listed by two hotels (Loews Anatole, Sheraton-Dallas).

Other criteria listed by one hotel were profit and returning

guests (Dunfey); personal criteria (Fairmont); budget con-

trol and absence of friction between public relations and

other hotel departments (Hyatt Regency); and a twice-a-year

public relations audit (Marriott).

At seven of the eight hotels, the general manager is

responsible for evaluating the effectiveness of the public

relations activities. At the Dallas Hilton, the director

of sales is responsible for this evaluation.

Three hotels (Hyatt Regency, Loews Anatole, Marriott)

evaluated the public relations activities as very effective.

However, even though the activities were considered very

effective, senior management at the Hyatt Regency said the

effectiveness could be increased by concentration on the

differences between hotel facilities and services. Loews
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Anatole management said the effectiveness could be in-

creased by being responsible for all local advertising.

Four hotels (Amfac, Dallas Hilton, Dunfey, Fairmont)

evaluated the public relations activities as moderately

effective. Senior management at the Amfac said the

effectiveness could be increased by employing a full-time

person who continually releases news releases. At the

Dallas Hilton, senior management said the effectiveness

could be increased by maintaining a good product. Senior

management at the Dunfey said the effectiveness could be

increased by added efforts to entice people back to the

area of the Dunfey. The management of the Fairmont did not

comment on this question.

The management of the Sheraton-Dallas evaluated the

public relations activities as needing improvement with

full-time concentration on public relations rather than

dual responsibility as now exists.
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The public relations coordinators at all eight hotels

had criteria for evaluating the effectiveness of the public

relations activities.

As previously noted in this report, sales are not a true

index of a company's public relations, and publicity and

promotions are considered as just two of the many functions

of the public relations coordinator. However, sales and

public response to publicity and promotions are major criteria

for evaluating the effectiveness of public relations activities

by public relations coordinators.

In response to the Public Relations Personnel Interview

Schedule (Appendix B), six public relations coordinators

(Amfac, Dunfey, Hyatt Regency, Loews Anatole, Marriott,

Sheraton-Dallas) listed public response to hotel promotions

as a criterion for evaluating the effectiveness of the

public relations activities. News media exposure was listed

by four hotels (Amfac, Fairmont, Hyatt Regency, Loews

Anatole), and an increase or decrease in sales was listed by

four hotels (Dunfey, Loews Anatole, Marriott, Sheraton-Dallas).

Other criteria listed by individual hotel public relations

coordinators were the hotel's continued success and com-

munity acceptance (Dallas Hilton); feedback from other hotel

departments (Fairmont); and the number of returning guests

(Hyatt Regency) .
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CHAPTER III

SUMMARY AND CONCLUSIONS

Summary

As in the 1800'shotels today provide the setting

for a variety of activities: overnight lodging, restaurants,

lounges, and entertainment. Immense ballrooms can seat

thousands for dinner and hundreds more for receptions. The

hotel architecture is impressive; the rooms are spacious;

the decor is elegant. Everything is geared to attract

guests and visitors.

Five of the hotels in this study were opened between

1955 and 1969 and provided approximately 3,000 guest rooms.

Three of these hotels had swimming pools and one had a

public relations department.

The three newer hotels opened between 1974 and 1979,

and when the East Tower of the Amfac opened in 1980 the

number of available guest rooms more than doubled. These

hotels expanded their offerings to include such facilities

as tennis courts, racquet ball courts, health clubs,

jogging tracks, exercise gymnasiums, and golf. All three

have swimming pools. Two have separate public relations

departments, and the third is planning to establish a

separate department soon.

60
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Although no two hotel organizations are identical,

the public relations programs at the eight hotels surveyed

are structured into three broad categories: (a) those

with a separate public relations department responsible for

public relations activities and headed by a director of

public relations; (b) those with public relations activities

performed in conjunction with either sales departments

headed by a director of sales, or a sales and marketing

department headed by a corporate sales and public relations

director; and (c) those with public relations activities

performed by an external agency whose primary function is

the promotion of a specific facet of the hotel.

In all eight hotels, the role of public relations is

considered a management function in that all eight public

relations coordinators report to the general manager. The

public relations coordinators, with the exception of the

external agencies, participate at staff meetings and make

suggestions.

As a general rule, the public relations coordinators

who head a separate public relations department have a

greater role in formulating written goals for the hotel than

do those assigned to sales or marketing department. Where

t~he public relations activities are combined with sales or

marketing, the goals usually are combined with a marketing

plan and follow guidelines established by corporate offices.

The public relations coordinators have minimal responsibility.



62

The major functions of the public relations coordinator

are (a) building the image of the hotel; (b) news media

relations that include news releases and free publicity;

(c) promotions, advertising, and marketing; (d) guest re-

lations; (e) sales; (f) community relations; (g) employee

relations; (h) publications; and (i) hotel spokesperson.

The major activities of the public relations coordi-

nator are (a) news releases; (b) internal and external

publications; (c) discerning public opinion through guest

comment cards, casual comments, post-meeting evaluation,

hotel employees, letters, and telephone calls; and (d)

advertising that usually is combined with sales activities.

Basic steps in planning the public relations activities

are (a) to provide a basic plan with specific goals and a

target market; (b) to provide a feasible budget and manage-

ment approval; (c) to plan the campaign with news media

promotions, activities, personnel, dates and themes; (d) to

implement the activity; and (e) to evaluate.

Methods most used to implement public relations

activities are (a) news releases; (b) brochures and posters;

(c) direct mail; (d) news conferences and parties; and (e)

telephone calls.

The effectiveness of the public relations activities

are evaluated by these criteria: (a) press coverage; (b)

public response to promotion; (c) acceptance in the community;

and (d) increase or decrease in sales.
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Both management and public relations coordinators

agree that the primary function of public relations is to

build the image of the hotel through news media relations.

Public relations coordinators expanded this function to

include promotion and marketing, guest relations, sales,

community relations, advertising, employee relations, and

publications.

As such, the public relations coordinators' functions

range from image building to participation in sales and

marketing functions as defined earlier in this report.

Conclusions

The hotel industry is responding to the changing social

and economic wants of the community by providing leisure

time activity, entertainment and health facilities, and

expanded meeting and convention facilities and services.

In addition, hotels are responding to the need for and the

importance of public relations in the hotel industry in that

all three of the newer hotels, with more guest rooms and

expanded facilities, either have separate public relations

departments or plan to establish separate public relations

departments.

However, hotel public relations is a relatively infant

industry. Traditionally, hotel people have been involved

in such major areas as management, sales, food and beverage,

catering, and convention services. Public relations has not

been considered a legitimate or necessary hotel department.
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Inasmuch as there are only three separate public

relations departments among the eight hotels, this reflects

an attitude on the part of management as to the low esteem

in which public relations is held. In addition, management

has a limited view of public relations as a means of

building the hotel's image through the news media, either

by advertising or by free news media coverage. In general,

there seems to be a lack of understanding by hotel manage-

ment and department heads of the potential and scope of the

benefits of public relations activities.

A second indicator of the lack of understanding of the

role of public relations is that six of the public relations

coordinators were hired for their present job without a job

description and without experience in hotel public relations.

However, all the coordinators had public relations experience

in other fields before being hired. Only three of the

coordinators had college training in public relations.

The public relations coordinators who are directors of

the separate public relations departments appear to have

more latitude in planning and implementing public relations

programs because public relations is their primary function.

Conversely, the coordinators who combine public relations

activities with either sales or marketing consider public

relations a secondary responsibility. Consequently, these

hotels lack full-fledged concentration in public relations

activities.
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Because of this combined structure of public relations

and sales and marketing, there is an overlapping of respon-

sibilities in each of the areas. There is no clear

delineation of responsibilities for the various functions

of public relations, sales, and marketing. This could be

remedied through more precise structuring of the departments

and with job descriptions for each position.

Because public relations activities are not money-

producing in themselves and cash revenue is not readily

apparent, some hotels find it difficult to justify estab-

lishing public relations programs. However, hotel public

relations coordinators and activities can and do assist

other hotel departments in increasing sales and ultimately

profit.

A third weakness in the hotel structure was that even

though the public relations coordinators are present at

staff meetings, there is no indication as to the extent of

their involvement except to make suggestions. If their

involvement is to provide information to management and

other department heads, there is some question as to how much

of the information is utilized and whether the coordinator

actually participated in the decision-making process.

Even though the hotel public relations coordinator

assists in marketing and selling the hotel's product--rooms

and services--his primary responsibility is the conduct, or

image, of the hotel.
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Most definitions of public relations stress a planned

program or effort to build good character or a good image

through communications.

However, image-building of the hotel, the primary

definition and function of public relations by both manage-

ment and public relations is a nebulous term. The hotels

have no clearly defined concept of that image, or methods

and activities that explain how to build a good image.

Nevertheless, public relations coordinators recognize

that the reason for the existence of public relations in

the hotel is to increase sales and profit. To achieve

these ends, the hotel public relations coordinator is a

generalist with responsibilities in many areas.

As outlined earlier in this report, Bach's and Preiss'

guidelines for functions and responsibilities of the public

relations in the hotel indsutry encompass four general

categories: (a) news media relations; (b) awareness of the

proper image of the hotel with staff and the public; (c)

promotions; and (d) communications.

All public relations coordinators at the eight hotels

are aware of the importance of good news media relations

and have an understanding of its different needs.

Consequently, the news media are used to present and explain

hotel services and facilities, and new policies and programs

in a truthful and beneficial manner.
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The study indicated that public relations in the hotel

industry is primarily a job of promotion and publicity

dominated by economic considerations.

The coordinators have a clear understanding of the

hotel industry and recognize the importance of creating

and reinforcing an accurate image of the hotel with the

public and with the staff. This includes a constant

awareness of the potential for bad press because of the

variety of activities carried on within a hotel.

At all of the hotels, the public relations coordinators

play an active role in promotions for specific activities,

and there is a flow of information between the hotel and

the news media through news releases and between the hotel

and the public through internal and external publications.

A major weakness in the public relations activities at

all eight hotels is the lack of formal research methods, one

of the major tools of public relations, to discern what the

public is thinking, to ascertain wants and needs, and to

anticipate reaction.

Information from such research is vitally needed by

hotel public relations coordinators to increase their

effectiveness and value to the hotel in particular and to

the hotel industry in general.

If this information is gathered by the hotel corporate

office, the hotel public relations coordinator should be

privy to it to enable him to formulate goals and objectives
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and plan wisely his programs based on wants and needs of

the community.

Ideally, a hotel of 500 rooms or more would have a

separate public relations department with a minimum staff

of two. The director of public relations would have a

college education with public relations study in college

and periodic public relations seminar training. The de-

partment would be considered a management function and

would participate in the decision-making process.

The hotel would have specific written goals for the

public relations department, formulated either by the public

relations director or by the public relations director and

management to comply with corporate standards for public

relations.

Functions of the hotel public relations department would

be (a) concern for the conduct or image of the hotel; (b)

news media relations; (c) guest relations; (d) employee

relations; (e) community relations; (f) publications; (g)

hotel spokesperson; (h) promotions; (i) advertising, mar-

keting and sales; and (j) effective participation in the

management decision-making process.

The major activities within these functions would be

(a) news releases; (b) discerning opinions of guests, em-

ployees and the community through formal and informal

research methods; (c) producing internal and external pub-

lications to communicate the hotel's message; and (d) to
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assist in the promotion and advertising in conjunction with

sales and marketing.

Membership in professional organizations by the hotel

public relations coordinator should be encouraged and sub-

sidized to enable the coordinator to maintain contact with

other public relations practitioners, including other hotel

public relations coordinators, to share ideas and to keep

current on the problems and advancements of the profession.

Hotel management must recognize the need for effective

hotel public relations and should have a clear understanding

of its functions and activities, it publics, and its position

in the management structure of the hotel.

Through effective public relations programs, which

could be helpful to all phases and departments of the hotel,

public relations could be recognized as a vital and necessary

hotel department with unique and productive responsibilities.

Recommendations for Further Study

A comparative study could be made between hotel public

relations and public relations in other profit-related

fields to identify similarities and differences in activities

and functions. This study could compare the structural

organization, the scope of activitiesand effectiveness of

those activities.

An analysis of hotel public relations activities could

be made to identify the purpose of the activity; the specific
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process by which the activity was developed and implemented;

and an in-dephevaluation of the success of the activity.

A study could be made of attitudes of management to-

ward public relations and its role and functions in the

industry. The study would determine if management believes

there is a need for public relations and if management has

a clear understanding of its role and its publics; where

management believes public relations belongs in the manage-

ment structure; and to specify the purpose and functions

of public relations in assisting the hotel achieve its goal,

a profit. The study could include information on criteria

required before a separate public relations department can

be organized.

A study could be made to determine what public relations

activities are performed by public relations coordinators

whose primary responsibility is either sales or marketing.

This study could explore the structure of the combined

departments; their major roles and areas of responsibility;

and the attitudes of the sales directors or marketing

directors as to the importance of public relations in the

hotel industry.

Based on this study, if a similar study should be con-

ducted, it is suggested that the data be gathered through a

mailed questionnaire rather- than personal interviews. This

would enable the respondents to more accurately enumerate

and rank the various responsibilities, functions, and

activities of public relations.



APPENDIX A

INTERVIEW SCHEDULE FOR SENIOR MANAGEMENT

1. What is the structure of your public relations organi-

zation?

Separate public relations department

Public relations combined with another department

External agency

Public relations department combined with external

agency

2. If separate department, when was it organized?_

3. If combined with another department, what person, by

title, is responsible for public relations activities?

4. If external agency, give name of agency and how long

its services have been used

5. If public relations department is combined with an

external agency, give name of agency and how long its

services have been used

6. To whom, by title, does the public relations coordinator

report?

7. Does the public relations coordinator participate at

staff meeting? _ No Yes

8. If yes, what is the participation?

71
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9. Does the hotel have written goals for the public

relations department?

No Yes

10. If yes, by what procedure were these goals developed?

11. What role did the public relations coordinator have in

formulating these goals?

12. What is your definition of public relations?

13. What are the seven most important functions of hotel

public relations?

1.

2.

3.

4.

5.

6.

7.

14.

15.

16.

17.

How many rooms in your hotel?

How many full-time employees'?

How old is your hotel?

What corporation owns your ho tel?
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18. What facilities does your hotel offer?

Swimming pool Restaurants

Tennis courts How many?

How many?_Lounges

Gymnasiusm How many?

Sauna Other

Specify

19. Does the hotel have criteria to evaluate effectiveness

of public relations programs and activities?

20. If so, what are those criteria?

21. Who is responsible, by title, for the evaluation?

22. Based on the criteria, how do you rate the effectiveness

of your public relations programs?

Very effective

Moderately effective

Needs improvement

Not effective

23. What suggestions do you have to increase the effective-

ness of your public relations programs?
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24. Briefly, what are the major responsibilities of the

marketing department?

25. Briefly, what are the major responsibilities of the

sales department?

26. What kind of working relationship is there between

public relations and marketing?

27. What kind of working relationship is there between

public relations and the sales department?

28. What kind of working relationship is there between the

marketing department and the sales department?



75

29. Who, or what department performs these activities for

your hotel?

Public Sales Mktg Other
___ ___ __ ___ __ ___ ___ __ ___ __ Relations _ _ _

Monitoring guest comment
cards

Convention bookings

Studies for new facilities
or expansion

Determine trends in utili-
zation of hotel services

Studies to determine who
are potential hotel guests

Studies to determine change
in population and guest
characteristics

Studies to measure opinion
and attitude of guests

Measure hotel's success and
competitive position

Establishes criteria for
prices and room rates

In-house publications

Annual reports

News releases

Advertising

General manager, executive committees or

corporate offices

30. How is the information from this research and these

studies communicated to other departments?
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INTERVIEW SCHEDULE FOR PUBLIC RELATIONS PERSONNEL

1. Name

2. Age 3. Sex 4. Marital Status

5. Title of Position

6. Length of time in present job

7. Title of person to whom you report

8. Education: High school graduate Some College

College graduate Graduate study Graduate degree

9. Special training for present position (type of training

and dates)

10.

11.

Last position held before present job

Were you employed at this hotel in another capacity

before your present job?

NoYes_ If yes, in what capacity?

12. Have you worked in public relations at another hotel?

NoYes_ If yes, what hotel and for

how long?

13. Have you worked in public relations other than in the

hotel industry?

No Yes If yes, where and for how long?
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14. What is your definition of public relations?

15. When hired in your present job, were you told specific

duties by job description or told "public relations work"?

"Public relations work" Specific duties

If specific duties, what were those duties?

16. List the seven most important functions of your depart-

ment (rank most important first, least important last).

1.

2.

3.

4.

5.

6.

7.

17. What are the steps in planning your public relations

activities?

18. What methods do you use to implement your public re-

lations activities? (speaker's bureau, news conference)

19. What is your best method of learning public opinion of

the hotel? (surveys, interviews, guest cards, etc.)
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20. How many external publications do you produce?

21. What are they?

22. How many internal publications do you produce?

23. What are they?

24. How do you hear about compliments on the hotel?

25. How do you hear about complaints on the hotel?

26. What procedure is followed to resolve these complaints?

27. What criteria are used to evaluate the effectiveness

of your public relations programs?

28. What community organizations do you belong to?

29. What professional organizations do you belong to?

30. In hotel public relations, what are the unique problems?
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Organization of Public Relations Department

Please list the name, position title, and areas of responsi-

bility for additional personnel in the public relations

organization or personnel within other departments who are

involved in public relations activities for the hotel. Give

a brief description of the duties of each person.

Name

Position Title

Description of duties

Name

Position Title

Description of duties

Name

Position Title

Description of duties



APPENDIX C

DALLAS HOTELS SURVEYED

Number of Rooms*

Central Business District

Dallas Hilton...-.....................

Fairmont - - -0- - - 6- 0 - - - 0- - .

Hyatt Regency Dallas - - - - - - - - .

Sheraton-Dallas............-.-.....-....

One- to Three-mile Radius

Loews Anatole Dallas . 0.0 . 0.0 .

Marriott Hotel-Market Center

Three- to Seven-mile Radius

Dunfey Dallas - -. - -. - I-.. -.-. . .... .

Twelve- to Sixteen-mile radius

Amfac Hotel and Resort - - - - - - - -

*As listed with the Dallas Chamber

.783

.
...0 ..600

.

.... ..1,000

..-.0 0- 0 545

..6.0 0 . 1,000

..0.- . . . 500

.

.... 0. 0. 635

1,450

of Commerce
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