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FINALIST NOTIFICATION
TO PROVIDE PUBLIC RELATIONS SUPPORT TO 

[INSERT HOTEL NAME HERE]
Note to GMs/DOSMs/Franchisees – All areas highlighted in yellow are sections that need to be customized prior to issuing the RFP in your market.
Congratulations!  Your agency has been selected as a finalist to handle the PR assignment for the opening of [Insert name of hotel].  This document includes all of the information you will need to prepare your in-person, oral presentation.

BACKGROUND
Please reference the original RFP, which includes detailed information on the following:

· Hotel details
· The unique PR situation the hotel is facing
· Detailed description of the PR assignment, including a list of key audiences and influencers we are trying to reach
· Vision of the specific type of media attention we are trying to garner for the hotel
· Budget 
Should you need an additional copy of the original RFP, contact [Insert name] at [Insert e-mail address]. 
BRAND OVERVIEW

Starwood is renown for its nine distinctive and compelling brands.  Each brand has a unique vision and promise to its quests and each individual hotel helps bring the brand to life.  Developing grand opening media strategies that are on-brand is of utmost importance.  Attached is the Westin fact sheet that gives you a full description of the brand.  
In developing your presentation, it is critical that you demonstrate understanding of this brand.  Incorporate it into all of your ideas – from story pitching to event ideas to charitable tie-ins.
IN-PERSON PRESENTATION OVERVIEW
As one of our three finalists, your team (led by your proposed account manager) will get [Insert number of minutes] to make a presentation to our hotel management team.  Presentations will take place on [Insert date].  Your agency will present at [Insert specific time].

The flow of the presentation will be as follows:

· [Insert number of minutes] for introductions/brief recap of your agency and its credentials

· [Insert number of minutes] for presentation on specific ideas related to this PR assignment
· [Insert number of minutes] for Q&A from the hotel management team
REQUIRED PRESENTATION CONTENT
All agencies should be prepared to address the following during their in-person presentations:      

Section 1:  Creative, On-Brand Ideas 
· Proposed PR strategy to meet the outlined objectives; what blend of tools would you use?
· List of media you will target, including 1-2 story angles for each of the campaign objectives

· Ideas on how to reach meeting planners and feeder markets via publicity

· List of local special events and your on-brand ideas on how [Insert name of hotel] could get involved to build awareness 

· List of on-brand ideas to tie the hotel into local charitable events
· Your method of measuring the success of publicity campaigns
· Although the grand opening event, if one is planned, will be budgeted separately, you have the option to provide your creative ideas on such an event (usually held one month after the official public opening/ribbon-cutting event covered under a separate budget).  This section is not mandatory, but simply the opportunity to express your creativity if you so desire.
Section 2:  Budget

The total available budget allotted for this PR assignment is $[Insert amount].  

· Please outline how you expect to effectively utilize this budget, based on your creative proposal.
· Please provide a general estimate of projected out-of-pocket expenses.  

To complement your oral presentation, please prepare three (3) copies of a leave-behind document that summarizes the key points of your presentation.

REVIEW AND SELECTION PROCESS
Following completion of all oral presentations, the management team will meet and select one as the winning PR agency to represent [Insert name of hotel] for its official opening.  This decision will be made by [Insert date].  A management team representative will contact all finalists via phone to inform them of the final outcome.  

OTHER

For questions regarding this finalist overview, please contact [Insert name] at [Insert phone] or [Insert e-mail address]. 
Westin (Fact Sheet) 
the westin difference
With the goal of sending guests home feeling better than when they arrived, Westin has developed a wealth of refreshing signature products and invigorating sensory experiences. Hotel guests can achieve personal, instinctive renewal at Westin® Hotels & Resorts in some of the world’s most exhilarating destinations, including 34 resorts recognized as among the world’s finest. 

innovate
Westin Hotels & Resorts has earned the reputation as one of the most innovative hotel brands in the industry, responsible for a series of noteworthy firsts. The brand’s history dates back to 1930 when rival hoteliers S. W. Thurston and Frank Dupar united to create Western Hotels. The brand, later renamed Westin Hotels & Resorts, is responsible for introducing many of the services travelers today take for granted including 24-hour room service and hotel credit cards. 

Acquired by Starwood Hotels & Resorts Worldwide, Inc. in 1998, Westin flourished. Reasserting itself as an industry leader, Westin took the hotel industry by storm in 1999 when it introduced the first-ever signature bed. The launch of the now iconic Heavenly® Bed was the catalyst that sparked a bedding war so intense, it redefined how hotels compete for guests and forever reshaped the hospitality experience.

Under Starwood’s stewardship, Westin also developed its distinctive brand voice, emphasizing personal, instinctive renewal and sensory elements that promote relaxation and tranquility. The pioneer of the hotel retail trend, Westin continues to aggressively expand its highly successful retail efforts online, in hotels and in stores. Westin was the first hotel company to gain national retail store presence when Nordstrom started carrying its Heavenly line in more than 60 stores nationwide. In 2006, Westin was the first hotel brand to introduce a smoke-free policy, and in 2007, Westin was the first to offer in-room spa treatments at all hotels worldwide.

relax
The sensory-rich environment at Westin offers a retreat from the rigors of travel. Evoking a feeling of tranquility and well-being, the Westin Welcome weaves together sensory elements including the brand’s signature white tea scent, music, botanicals and lighting to create an arrival like no other. Westin music sets a soothing tone during the day and provides a passionate vibe at night, while crisp daytime lighting gives way to dimmers and candles. Upon entering their rooms, guests will find an array of refreshing products designed to enrich their stay. 

restore
Westin aims to restore mind and body by helping guests get a good night’s sleep. Since its introduction eight years ago, The Heavenly Bed has earned glowing reviews and loyal fans. Comfortable and stylish, 

the all-white Heavenly Bed includes a custom designed pillow-top mattress set, a cozy down blanket, three crisp sheets, a comforter, duvet and five plush pillows. The Heavenly® Bath is another industry first, offering a thoroughly refreshing, well-designed bath experience accompanied by indulgent spa amenities. 

renew
The Westin in-room spa program restores harmony to mind and body with an extensive menu of spa treatments. Prior to the service, a “spa basket” is delivered to the guestroom including a flower, healthy snack, bottle of water and a CD of spa music. Many Westin Hotels & Resorts also offer a rejuvenating 
on-site spa. 

nourish
The new Westin SuperFoods RxTM menu encourages travelers to energize with an array of enticing, healthy food options made from ingredients that are considered the best for fighting disease and enhancing health. Westin is the first hotel brand to embrace the superfoods concept. 

energize
WestinWORKOUT® is the perfect solution for guests committed to maintaining their wellness routine while on the road. Offering state-of-the-art cardio and strength training equipment selected for overall fitness and well-being, WestinWORKOUT gyms also feature specialized music and the Core Training Zone. Guests can also energize in their own customized WestinWORKOUT room, equipped with 
industry-leading equipment for all levels of performance. Led by a Westin running Concierge, the new RunWESTINSM program offers scenic morning runs, detailed neighborhood maps, cool down towels and Propel® Fitness Water.

unwindSM
Featuring the tastes, sights and sounds of each destination, Unwind — A Westin Evening RitualSM transforms the hotel lobby into a gathering spot and encourages travelers to socialize. From chocolate and wine pairing to live jazz and massage clinics, Unwind offers a rich array of relaxing experiences.

breathe westinTM
Westin was the first hotel brand to introduce a smoke-free policy at its hotels and resorts in the U.S., Canada and Australia. Westin learned that nine in ten guests request a non-smoking room when traveling, while nearly as many think businesses need to take steps to provide customers with healthier environments. Breathe Westin helps advance the brand’s core goal of providing a healthy experience for its guests.

explore
Guests can now consult the advice of The Westin Renewal Council, a diverse panel of leading lifestyle experts who provide a variety of insightful tips, ideas, suggestions, and renewal experiences — both in Westin hotels and online. The carefully selected members of the Renewal Council offer a wealth of expertise in fields including fitness, design, nutrition, psychology, organization and trend forecasting. At findrenewal.com, visitors can explore the most updated wellness information available in an easily digestible format, including a daily renewal tip widget that visitors can load directly to their desktops, personalized Web page or blog. 

westin kids club( 
Westin Kids Club provides an invigorating experience for families by offering services, amenities and meals geared to the needs of children. At Westin Resort properties, the hub of Westin Kids Club is the Discovery Room,SM where fun, educational activities keep children engaged and entertained. Families can also choose among a variety of exhilarating off-site trips such as a trip to an amusement park, zoo or children’s museum. 

starwood preferred guest( 
Westin, like all Starwood brands, is proud to offer the Starwood Preferred Guest program, which made headlines when it launched in 1999 with a breakthrough policy of no blackout dates and no capacity controls. Allowing guests to redeem Free Night Awards anytime/anywhere, SPG “ratchets up the stakes in the hotel loyalty-program game,” according to The Wall Street Journal. SPG has gained a significant competitive advantage by offering members the ability to redeem awards at more resorts, more luxury properties, more European hotels and more golf properties than any other hotel program. 

future growth
With a portfolio of 150 properties around the world, Westin Hotels & Resorts is in the midst of the most robust growth period in the brand’s 77-year history. In fact, Westin is the fastest growing upper-upscale hotel brand in the world, with plans to expand to more than 250 hotels in the next five years. Westin recently announced new hotels in San Diego, Mexico City, Honduras, and Xian, China.
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