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Executive Summary 

Shades of Green (SOG) is located in the Walt Disney World Resort, Orlando, Florida.  SOG is one of four Armed Forces Recreation Centers (AFRCs) and is a 583 room full service resort hotel. SOG is dedicated to enhance readiness and morale of the combined Armed Forces by providing affordable, first class accommodation in a premier setting combined with friendly and enthusiastic service in an environment revolving around respect, dignity and teamwork for those who have served or continue to serve our great nation. SOG’s top 3 guests are Retirees (54%), Active duty (16%) and Family members (10%). The top 3 states where our customers come from are: Florida, Virginia and Georgia. “E6-O3, NF1-3, GS10 and below” represent the largest segment. Over 60% of our guests are return guests, showing their loyalty to SOG. Our customers are telling us “Price, Location and Military Affiliation with SOG” are the deciding factors. 

SOG has identified two competitors: Disney’s Art of Animation Resort is our direct competition due to the proximity to the Disney theme parks and is competing with us for the same market segments that are budget conscious family members. Universal’s Cabana Bay Resort is our indirect competition. They are also competing for the same market segment in Orlando, Florida but their destination is Universal Studios.
Our research discovered some external environment that provides opportunities and threats to SOG. Lower fuel costs, below $3.00 per gallon, will encourage our guests especially within the drive-up markets (FL, GA, AL, TX and SC) to travel to SOG. DOD / DOA conferences are looking at SOG since our military affiliation makes them easier to attain approval. Growth in social media and changes in shopping habits will continue to encourage consumers to book hotels online. These trends represent opportunities for SOG. On the other hand, competitive labor market in Orlando area for Hospitality positions will increase hourly wages and overall labor costs. Looming sequestrations, military fiscal constraints and reduction in force will negatively impact SOG business. These are serious threats to SOG. 

Improving facility, guest satisfaction and IT service are SOG’s top 3 program goals in FY16. One of SOG’s long term program goals is to renovate the entire 300-room Magnolia Wing in FY17. This project will cost $50 Million. The renovation will bring the Magnolia Wing up to par with the Palm Wing guest rooms. In terms of financial goals, in FY16, SOG will achieve an occupancy of 96.1% (vs.94.3% FY15), Average Daily Rate of $122.31 (vs. 118.74 FY15) to attain Rooms Revenue of $25.1M (vs. $23.8M). We anticipate FY16 NIBD to be $7.5M. Most of our NIBD will be reinvested in equipment and maintenance of our facilities for the guests to enjoy and for us to stay relevant.  Our total Food and Beverage departmental COGS goal is 31% of the total F&B revenue, improving from 32% in FY15. SOG Marketing Goals are set as a means to achieve financial objectives. Our distribution channels have been the website and onsite reservations office. For us to be efficient, our goal is to achieve a 55% online booking ratio. 

Shades of Green is our brand. Our affiliation with IMCOM, FMWR and AFRC definitely help us to send a strong message to the Military community. Our partnership with Disney and the proximity to the theme parks have created a very positive family oriented image. Our overall customer satisfaction rating is above 90.0%. SOG has been highly recognized by TripAdvisor as 2nd best out of 16 Specialty Lodging in Orlando. We will continue to establish personal relationships with our guests by calling them by name and remembering their preferences. At SOG, we believe that two of our newly renovated pools are added special features. Military affiliation is SOG’s #1 intangible benefit our customer can receive.
Our current room rates have enabled us to achieve a very healthy NIBD during the past few years. We believe the price points have been correctly set.  A 5% room rate increase in FY16 will support additional guest services including lifeguards at two pools, more security officers to meet DOD requirements and an in-house pastry shop to provide quality pastries and goods. In comparison to our direct competition, Disney’s Art of Animation Resort, SOG’s room rates are discounted at least 50% or more during high demand months.
SOG takes internal marketing opportunities very seriously. At any given day, we have 1,500 to 2,000 captive in-house guests. We do our best to capture their business inside SOG. For this, electric information boards are strategically located throughout the property and inside the shuttle buses in order to market our Food and Beverage outlets, Spa, wedding packages and special promotions.
Approximately 90% of our promotional efforts are focused on the website and reservations & front desk. We also place our future promotions at the Attraction Ticket Desk to capture non-hotel guests who represent 60% of the ticket sales. 






Market Review
The Market Review section of Shades of Green Marketing Plan includes Business & Program Overviews, Market Segmentation, Target Markets, and Needs Assessment.
A. Business & Program Overviews:
a. Scope of Business
Shades of Green (SOG) is located in the Walt Disney World Resort, Orlando, Florida.  SOG is one of four Armed Forces Recreation Centers (AFRCs) and is a 583 room full service resort hotel, operating at an annual occupancy of 94.3% in FY15. We serve a total number of 1,500 to 2,000 in-house guests per day. We manage 7 large and small food and beverage venues plus a ballroom with a capacity of up to 400 guests. We have 2 life-guarded pools with splash grounds and slides. Other amenities include free Wi-Fi, covered parking, spa, fitness room, children’s playground, AAFES Exchange, gift shop and rent-a-car service.  In addition, we provide complimentary transportation to the Disney parks.  There are two 18-hole golf courses right next to our facility which are managed by Arnold Palmer Golf. We have between 400 and 420 employees depending on business demand and seasonality.  We generate $37 million in total revenue and retain $7.0 million in net income before depreciation (NIBD). We have been reinvesting most of the NIBD to facility maintenance and equipment to stay competitive and relevant.
b. Safety & Security
Guest safety and security is one of our utmost concerns. We have 24/7 security officers on duty to provide the level of security requirements. Our gated entrance “Welcome Center” is also 24/7 manned. 
c. Sales, Seasonality and Pricing History
i. Occupancy and Average Daily Rate (ADR) by Month: FY14, FY15 and FY16
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SOG occupancies are increasing steadily from 92.5% in FY14 to 96.1% forecasted in FY16. Our distribution channels have been website and onsite reservations office. Since we upgraded the website two years ago for guests to make reservations, the current web reservations has accounted for 50.0% of our business.   We have seasonally week periods in January, August, September, October and November.  In this respect, we offer special discounts and packages during these week periods. The discount programs are from 35% to 10% depending on the season. Our packages include breakfastsand sometimes dinners. The following chart represents monthly average daily rate, which shows lower rates offered in the weak months. 
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d. Positioning in the Market:
SOG pricing is below market average in the Walt Disney World Resort.  During the holiday / vacation seasons, our average room rates are as much as 50-70% below our competitions due to their aggressive pricing strategies. SOG is restricted in establishing separaterates for high seasons. However, the products and service we provide are equivalent to 3 stars and 3 diamonds which represents very high quality standards. 
e. Shades of Green Mission Statement:
Shades of Green is dedicated to enhance readiness and morale of the combined Armed Forces by providing affordable, first class accommodation in a premier setting combined with friendly and enthusiastic service in an environment revolving around respect, dignity and teamwork for those who have served or continue to serve our great nation.

B. Market Segmentation:
a. SOG Market Segments:
SOG market segmentation is based on hotel industry standards. If the customer books less than 10 rooms, they are considered “Free Independent Travelers” (FITs) and if they book more than 10 rooms, they are considered “Groups”. At SOG, FIT segment is further broken down to rack rates, packages and discounts sub segments. Rack rates are non-discounted rates. Group segment is further divided by types of group businesses that SOG most frequently handles. Below is SOG market segment report, capturing a 12 month summary of total room nights, average rates and revenues by each segment for FY14, FY15 and FY16. 
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b. Changes We See Coming:
i. With looming sequestrations and budgetary fiscal constraints, SOG anticipates less group businesses in FY16. We will focus on FIT market segments to fill the loss of Group businesses.
ii. Low cost of fuel has given families more discretionary income to spend on travel.  We will leverage the drive-up market segment to increase last minute bookings.
iii. Smith Travel Research forecasts 3.0% occupancy increase in the Orlando area for 2016. We will offer discounted programs only when they are necessary so we don’t give out the house.
c. SOG Rates and Military Ranks:
i. Our rack rates are based on the guest’s military ranking. The higher the guest rank is, the more they pay. This is a unique room rate system to AFRCs in comparison to civilian hotel practices: the higher your social status is, the less you pay because they want your affiliation to tap into new businesses.
ii. The chart below indicates SOG room type and rates structure.
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C. Target Markets:
Our target market statistics and data you see below are based on FY15 April year to date numbers unless indicated otherwise. We collect data from our guests after they have completed their stay at SOG and checked out. Every guest receives a survey from us via e-mail.
a. Demographics
i. SOG top 5 guests are Retirees (54%), Active duty (16%), Family members (10%), Reserves (9%) and DOD employees (4%).
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ii. 60% of our guests are return guests which indicates a high level of guest loyalty to SOG.
iii. Our top three best customers are Army, Air Forceand Navy. They consist of 86% of our market. 
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iv. Based on our FY14 statistics, the top 5 states where our customers come from are: Florida, Virginia, Georgia, Texas and Pennsylvania. These five states represent 39% of our entire market.
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b. Psychographics
i. Social Class and Status of our guests:
1.  E6-O3, NF1-3, GS10 and below segment represents the largest segment, 42% of our market, 
2. followed by O4-6, NF4 + and GS11+ segment , 35% of our market
3. E1-E5 market only represents 16% of our market. Due to their level of discretionary incomes, they don’t make a commitment to make reservations 12 months out.  They tend to make the last minute decisions and by then our rooms are sold out.  
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ii. Our customers are telling us Price, Location and Military Affiliation of SOG are the deciding factors. Those three factors represent 90% of the factors. As many of our guests are price conscious and budget travelers, they respond to our seasonal meal inclusive packages and discounted programs most often. They like SOG military affiliations and proximity to Disney. SOG offers value and convenience to the customers.
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iii. What their spending patterns are?
1. Typical Family Size: Two adults and two children
2. Average Room Rate: $118.75, Average Lengths of Stay 4.0 nights,  Total $475
3. Theme Park Ticket Prices for two adults and two children for 4 days:  Total  $708

D. Needs Assessment:
SOG uses the following methodologies to find out what the customer really needs or wants.
a. Customer Survey:
Our Sales and Marketing Department conducts this customer survey by sending out emails to every guest after checking out. We compile data, information and customer feedback to improve customer service and create products our customer wants. During the last fouryears, we listened to the voice of the customer and created new Tier Marketing Program which enables us to align our strategies to the customer’s needs. We believe the Tier Marketing Program has simplified our strategies and made it easier to quantify the results thereby contributing to the success in increasing annual occupancies from 89% in FY11 to 96% in FY16. 
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b. Social Media:
We take the power of social media and their potential impacts on our guests very seriously. For this we manage our website, Facebook and Trip Advisor very carefully in order to listen to what our customers are saying and respond to them if necessary to constantly improve our service, products and facilities.  Most recently SOG has been upgraded by Trip Advisor to #2 out of 17 properties in specialty lodging category in Orlando area.  5 years ago we were rated #6.

c. Experience / Trial and Error:
When we don’t have enough data for new marketing initiatives but need to take actions, our revenue committee votes and get final approval from General Manager.  We have done it few times in the past to test the market and discovered how customers respond to our new initiatives. We collected empirical data along the way to verify and measure success. If needed, we make some adjustments to improve the programs.



Situational Review

The Situational Review section of Shades of Green Marketing Plan includes Competitive Review, External Review and SWOT Analysis.

A. Competitive Review:
We have identified two of our competitors. Disney’s Art of Animation Resort is our direct competition due to the proximity to the Disney theme parks and is competing with us for the same market segments that are budget conscious FIT family members. The second property we have selected is Universal’s Cabana Bay Resort, our indirect competition. They are also competing for the same market segment in Orlando, Florida but their destination is Universal Studios.
a. Direct Competition
i. Disney’s Art of Animation Resort
1. Their Strengths
a. A Disney’s 1,984 room value property
b. Ranked #5 out of 160 hotels in Kissimmee by TripAdvisor
c. Rooms with kids favorite thematic decoration
d. Free transportation form and to Orlando International Airport
e. Free shuttle to the parks
f. Well trained employees
g. In-room child care
h. 3 outdoor pools for adults and children
2. Their Weaknesses
a. Less flexibility with their meal plan and not very healthy selections
b. Their published room rates change depending on demand (dynamic pricing)
3. Differences between SOG features and Art of Animation
a. SOG focuses solely on Military market
b. SOG’s published room rates stay the same throughout the year
c. SOG’s rooms and corridors are the largest in the area
d. SOG’s food and beverage prices are significantly lower than Disney pricing
4. Their sales and pricing structure
a. During the off season, their published room rates are similar to that of SOG. However, they go up during high demand months up to 50% more
b. Their F&B pricing is 25 % to 50% higher than SOG 
5. The media vehicles they use to promote their programs
a. Disney website
b. ABC and ESPN network
6. Their  advertising message
a. The "most magical place on earth"
7. Their total advertising expenditures and frequency
a. Disney generates $50 Billion in total sales, thus the Art of Animation Resort is part of their integrated sales and marketing plan. Their total advertising expenditures are not published; however the industry standard is to spend 5% of total revenue for sales and marketing which equates to $2.5Billion. 
8. Their overall goal (profitability, market share, leadership, etc.)
a. Since Disney is a publically traded company, their main concern is profitability to the shareholders. 
b. They leverage Disney branding to create magical experiences in order to bring guests back.
9. How they try to meet their goals
a. Disney has been constantly increasing the park attendance fees as well as their room rates by approximately 5% every year to increase revenue.
b. Disney packages everything they do including hotels room, meal programs, theme park tickets, as well as cruises. This cross selling creates convenience and added value to the guests, thus increase propensities for the guests to buy.
c. Disney manages their business by controlling overhead costs and offering superb service provided by well trained employees.
10. How they react to changes SOG makes in our program pricing or promotions. 
a. Disney has over 31,000 rooms here in Orlando vs. SOG has 583 rooms. What we do with our pricing and promotions is very insignificant to Disney.

b. Indirect Competition
i. Universal’s Cabana Bay Resort
1. Their Strengths
a. Ranked #62 of 328 hotels in Orlando by TripAdvisor
b. A 1,600 room Loews Hotels property opened in Spring 2014
c. Value oriented
d. A bowling alley and 3 pools on the property
e. Free shuttle and early access to the Universal parks
2. Their Weaknesses
a. According to TripAdvisor, Food and Beverage price points are high.
b. Away from to Disney
3. Differences between SOG features and Cabana Bay
a. SOG is on the Walt Disney World Resort
b. SOG focuses solely on the Military market
c. SOG’s published room rates stay the same throughout the year
4. Their sales and pricing structure
a. During the off season, their published room rates are similar to that of SOG. However, they increase during high demand seasons
b. Their F&B pricing is also higher than SOG 
5. The media vehicles  they use to promote their programs
a. Both Universal Studios and Loews Hotels websites
b. Email, US mail
c. Local TV, newspaper, travel magazines
6. Their  advertising message
a. Expect the Unexpected
b. The Wizarding World of Harry Potter
c. Play. Stay. Night and Day
d. The Center of Your Adventure
e. Share Your “#UniversalMoments”
7. Their total advertising expenditures and frequency
a. Total advertising expenditures are unknown
b. Universal’s Cabana Bay Resort is part of Loews Hotels and Universal Studio’s integrated sales and marketing campaigns
8. Their overall goal (profitability, market share, leadership, etc.)
a. Since Loews Hotels is a publically traded company, their main goal is profitability to the shareholders by expanding their market share and expanding their resort capacity
9. How they try to meet their goals
a. Just like Disney, Orlando Universal Resort has been constantly increasing the park attendance fees, as well as their room rates by approximately 5% every year to increase revenue
b. Cabana Bay Resort manages their business by going after FIT business as well as convention & conference group market segments
c. Their target markets are families with young adults and business incentives
10. How they react to changes SOG makes in our program pricing or promotions. 
a. Universal has over 6,000 rooms in Orlando vs. SOG has 583 rooms. What we do with our pricing and promotions is very insignificant to Universal.

B. External Review:
The following four factors represent the external environment that provides opportunities and threats to SOG.
a. Economic Factors
i. Lower fuel costs, below $3.00 per gallon, will encourage our guests especially within the drive-up markets (FL, GA, AL, TX, NC and SC) to travel to SOG. This represents an opportunity to SOG.
ii. Competitive labor market in Orlando area for Housekeepers, Bus Drivers, Front Desk Agents and Food and Beverage Servers will eventually increase hourly wages and overall labor costs. If open positions are not filled on time, it will affect our service level, employee morale and guest satisfaction. This represents a big threat to SOG.
b. Technology
i. Disney’s “My Magic” program, an RFID guest wrist band will potentially enable Disney to collect SOG guest spending patterns in a more intimate way and send targeted and timely marketing messages to in-house guests via smart phone. This will negatively impact SOG business and eat up our market segments.
ii. SOG needs to be nimble and more cognizant to the technological capabilities available in the Hospitality Industry and invest significant resources to stay relevant against competitions.
c. Political
i. Looming sequestrations, military fiscal constraints and reduction in force will negatively impact SOG business. This is a serious threat to SOG.
ii. DOD / DOA conferences are looking at SOG since our military affiliation makes them easier to attain approval. This is an opportunity to SOG.
d. Social
i. Growth in social media and changes in shopping habits will continue to encourage consumers to book hotels online. This trend is an opportunity for SOG.
ii. The population increase in the retiree group will positively affect SOG business. This trend also is an opportunity to SOG.

C. SWOT Analysis:
The chart below represents SOG’s current strengths, weaknesses, opportunities and threats. Each section is ranked in order of importance. Also some of the elements listed below are from our “Needs Assessment” results.
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Goals and Objectives
Goals and Objectives section of the Shades of Green FY16 Marketing Plan discusses Program Goals, Financial Goals and Marketing Goals.
A. Program Goals:
The following represents SOG’s short and long term goals to improve guest’s experiences and their level of satisfaction to sustain our business into the future years.
a. Short Term Program Goals (FY16):
i. Objective: Improve Facility and Equipment to Stay Relevant
A total of $10 Million has been committed for FY 16 CPMC projects to improve SOG facility and equipment to stay relevant. 
1. Renovation of 300 guest rooms and corridors in the Palm Wing includes new painting, new furniture, new light fixtures and new artwork to keep up to our standard.
2. Garden Gallery Restaurant renovation project is to improve the hostess stand, buffet area as well as the garden view of the restaurant for the guests’ dining experience.
3. Koi Pond rejuvenation project is to redesign the courtyard of the resort with a newly designed wedding gazebo and landscaping. This is to create the WOW factor for arriving guests on the lobby balcony that overlooks the beautiful landscaped garden.
ii. Objective: Improve Guest Satisfaction
1. OPEX Guest Service Trainings are scheduled once a month at SOG for new hires as well as current employees to learn how to deliver exceptional customer service.
2. Supervisory Training Program has been scheduled for every supervisor at SOG. It will enable them to learn basic skills in order to build and lead a winning team.
iii. Objective: Improve IT Service to Guests
1. Enhancing Wi-Fi Connectivity / Speed is critical to our guest satisfaction. The guests haven’t been very happy with our current program. We are committed to resolving this issue in FY16.
2. Improving SOG website will not only enhance its aesthetics but also will enable guests to easily maneuver, find info they want and to make room reservations with less time.
b. Long Term Program Goals (2-4 years out):
i. Objective:  Improve Facility and Building
1. Renovate the entire 300-room Magnolia Wing in FY17: This project will cost $50 Million, which is much needed  in order to bring the Magnolia Wing up to par with the Palm Wing guest rooms.

B. Financial Goals:
SOG Financial Goals are also further divided into FY16 Goals and Long Term Goals that are FY17-FY20.
a. FY16 Goals / Near Term
i. Gross Sales: 
Based on our SWOT Analysis, Smith Travel Research projects the Orlando hotels occupancy to grow 3.0% points in 2016. In FY16, SOG will achieve an occupancy of 96.1% (vs.94.3% FY15), Average Daily Rate of $122.31 (vs. 118.74 FY15) to attain Rooms Revenue of $25.1M (vs. $23.8M). Our revenue committee consists of the General Manager, Deputy GM, Director of Sales and Marketing, Rooms Division Manager, Restaurants Managers and Management Analyst who will meet every two weeks to assure strategies are in line with the budget and generating expected revenues.
ii. NIBD: 
We anticipate FY16 NIBD to be $7.5M. Most of our NIBD will be reinvested in equipment and physical maintenance of our facilities for the guests to enjoy and for us to stay relevant. 
iii. Cost of Goods Sold:
Our total Food and Beverage departmental COGS is 31% of the total F&B revenue, improving from 32% in FY15.
iv. ROI:
Since we have so many CPMC projects for FY16, average ROI will need to be determined.
b. Long Term Goals (FY17-FY20)	
i. Occupancy:
After FY16 occupancy of 96.1%, SOG will not expect to improve its occupancy much going into FY17 and beyond. According to Disney, once a hotel consistently reaches above 89% annual occupancy, they consider building a new hotel. We believe SOG has reached its plateau in terms of occupancy. SOG’s occupancy in FY17 and FY18 will drop due to the Magnolia Wing renovation. We believe 100 rooms will be out of order every day commencing in October 2017 for 24 months. The chart below represents our 4 year occupancy goals.
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ii. Average Daily Rate:
FY 16 is the first year in five years that SOG is able to increase their published rate by 5%. It has been 0% increase. We believe that for the next 4 years, we probably will attain approval for a 5% increase every two years, commencing in FY18. 
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iii. Room Revenue / Gross Sales:
Room Revenue is the result of Occupancy multiplied by Average Daily Rate. We are confident that SOG’s room revenue will continue to improve as our competent revenue committee will optimize the yield management. However, due to the Magnolia Wing renovation, we will see the room revenue drop in FY17 and FY18.
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iv. NIBD:
SOG’s NIBD is very important as the profit we generate belongs to Soldiers. Thus our goal is to reinvest the profit into CPMC projects to stay relevant. Here is our NIBD projection for FY17-FY20.
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C. Marketing Goals:
Shades of Green Marketing Goals are set as a means to achieve financial objectives. 
a. Distribution Channel:
Our distribution channels have been the website and onsite reservations office. Since we upgraded the website two years ago for guests to make reservations, the current web reservations have increased drastically. For us to be efficient, our goal is to achieve 55% online booking ratio. We will redesign our website to make it more user-friendly.
b. Advertising Awareness:
Our goal is to advertise special promotions and events 30 days out on our web and in-house displays. We will continue to advertise meal inclusive room packages and discount programs 360 days out.
c. Sales Units and Dollars:
SOG Rooms Target Markets are divided into two large market segments. They are Free Independent Travelers (FITs) and Groups. FITs are guests booking 1 room and up to 9 rooms.  Groups are business with 10 rooms or more.  
We believe that setting monthly goals will provide us the opportunity to measure and make necessary adjustments to stay on course.  For this, the following represents FY16 monthly “Sales Dollars and Sales Units (room nights)” for each market segment.

Group Segments: Conferences, Meetings, Weddings and Reunion/Social 
FIT Segments: Rack Rate 1, Rack Rate 2, Rack Rate 3, Packages, and Discounts

October
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November
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December
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January
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February
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March
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April
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May
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June
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July 
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August
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September
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Strategies- Marketing Mix

Strategies section of the Shades of Green FY16 Marketing Plan discusses Marketing Mix (4 Ps / 4 Cs): Product/Customer, Price/Cost, Place/Convenience and Promotion/Communication.  SOG Marketing Mix strategies focus on the benefits we provide our customers, which will increase the propensities to purchase our products.
A. Product / Customer:
a. Brand &Image / Packaging & Labeling 
Shades of Green is our brand. We worked very hard to establish ourselves in the Army Community as well as DOD organization during the past years. Our affiliation with IMCOM, FMWR and AFRC definitely help us to send a strong message to the Military community. Our partnership with Disney and the proximity to the theme parks have created a very positive family oriented image.
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b. Customer Service
Providing friendly and professional service with a smile goes a long way in the hospitality industry. All SOG employees go through the OPEX service training as well as Disney Traditions to learn about the history of Disney and their philosophy of customer service. Our employees are trained to anticipate customer needs and meet their expectations. Our overall customer satisfaction rating is above 90.0%. SOG has been highly recognized by TripAdvisor as 2nd best out of 16 Specialty Lodging in Orlando.
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c. Relationships
Building customer relationship is part of SOG marketing commitments. We will be in this location for a long term. Over 60% of our guests are return guests, showing their loyalty to SOG. We will continue to establish personal relationships with our guests by calling them by name and rememberingtheir preferences. We will continue sending them emails after their stay to thank them and request their feedback.
d. Special Features
At SOG, we believe that two of our newly renovated pools are addedspecial features. According to a study conducted by Disney, the number one reason why guests come back to their resort properties is their pools and intra active water features. We created an Aquatics Department to handle the new pools, provide lifeguards and planned activities around the pools. 
e. Safety
Guest safety and security are one of our utmost concerns. We have 24/7 security officers on duty to provide the level of security required. Our gated entrance “Welcome Center” is also manned 24/7.
f. Intangible Benefits
Our guests can see and sense how SOG takes care of the Military market.  Language and pictures on our website and marketing collaterals enable Soldiers and Families to feel comfortable when booking their reservations and coming to stay with us while visiting Disney. Military affiliation is SOG’s #1 intangible benefit our customer can receive.
B. Price / Cost:
a. Value to Our Customers:
Inside SOG, we have a ticket sales desk where our guests can purchase heavily discounted Disney as well as other theme park and attraction tickets. SOG offers complementary shuttle service to Disney theme parks. Because of SOG’s partnership with Disney, our guests are qualified for extended park hours. Our guest rooms are the largest in Disney resorts and each of our rooms has a large balcony. 
b. Tangible Costs to the Customer:
Tangible costs to the customer at SOG include room price, food and beverage cost of sales, pool operations, parking fees, landscaping, shuttle service to the theme parks and front of the house employees (front desk, security, servers, cashiers, bartenders, housekeepers, ground keepers).  Intangible costs to the customer include, utility bills, Wi-Fi connectivity fees, night clearing, back of the house employees (sales, accounting, HR, administrative office, engineering).
c. Price vs. SOG Financial Goals:
Our current room rates have enabled us to achieve a very healthy NIBD during the past few years. We believe the price points have been correctly set. However, a 5% room rate increase in FY16 will support additional guest services including lifeguards at two pools, more security officers to meet DOD requirements and an in-house pastry shop to provide quality pastries and goods. 
d. APF Support:
SOG’s last APF support was in FY11. We are currently 100% Cat C funded.
e. Price Increase Procedure:
FY16 is the first year (in the last five years) to increase published room rates. TheSOG General Manager sends a request to Chief of Hospitality Programs who forwards it to the G-9 Director then to IMCOM CG. The CG has the final approval. 
f. SOG Price vs. Competition:
In comparison to our direct competition, Disney’s Art of Animation Resort, SOG room rates are discounted at least 50% or more during high demand months.  As far as food and beverage products, SOG prices are approximately 25- 50 % lower. Guests who are qualified to stay at SOG are getting the best value within Disney. Our covered parking garage fee is $5 a day whereas it costs a minimum of $17 a day to park at theme parks. 
C. Place / Convenience:
a. Marked Information at SOG:
At SOG we take internal marketing opportunities very seriously. At any given day, we have 1,500 to 2,000 captive in-house guests. We do our best to capture their business inside SOG. For this, electric information boards are strategically located throughout the property and inside the shuttle buses in order to market our Food and Beverage outlets, Spa, wedding packages and special promotions.
b. Convenience for SOG Customers:
i. Location:
SOG’s proximity to Disney theme parks is exceptional. We are the only non-Disney property inside Magic Kingdom gate. 
ii. Hours of Operations:
Basically SOG operates 24/7. There is always someone available at the Welcome Center and Front Desk to assist guests. However, our food and beverage, ticket desk, reservations and sales office hours vary depending on customer demand. 
iii. Transportation / Parking for Customers:
Once our guests arrive at SOG, we offer free shuttle to Disney theme parks. Our covered parking is available to our guests at $5 per vehicle a day, which is by far the best deal in Disney.
iv. Technology / Equipment:
Free Wi-Fi connectivity is available inside SOG. We also offer a technology center with TV games, computers and printers. Guests can check their emails and print their airline boarding passes free of charge.
v. Procedures and Methods:
When our Reservations Office is closed, all the calls are transferred to the Front Desk to handle reservation process. The guests can also go to our website and make reservations 24/7.   
D. Promotion / Communication:
a. Promotional Avenues:
We have two distinctive distribution channels. Approximately 50% of our guests book their reservations on our website. This percentage grew from 20% in the past 3 years. The rest of the reservations are handled by our reservations agents. In this respect, approximately 90% of our promotional efforts are focused on the web and reservations and front office. We also place our future promotions at the Attraction Ticket Desk to capture non-hotel guests who represent 60% of the ticket sales. 
b. Integrated Marketing Communications:
i. Advertising:
Shades of Green’s advertising strategies are to get the words out on our web and in-house message boards 30-60 days out so that future guests get information on what is going on at our resort while they visit us. The ads below are currently on our website as of 10 June 2015. We have two employees working on SOG advertising artwork and managing online and in-house marketing messages. 
[image: http://www.shadesofgreen.org/ArmyBirthday_2015.gif][image: http://www.shadesofgreen.org/FATHERSDAY_15.gif][image: http://www.shadesofgreen.org/manginospatio_new_june.gif]
ii. Publicity / PR:
1. Social Media, Web-site, Face Book, Twitter
We will continue to build our social media community through our Web-site, Facebook, Twitter to create awareness of upcoming promotions and events. 
2. Direct E-Mail to Repeat Guest
We will reach out to our customer base through our Reservations System by sending direct e-mail of upcoming promotions.
3. Monthly Newsletter
We will email guests that have signed up through our web-site to receive monthly newsletter communications with upcoming promotions and events.
4. ITT Offices
We will send promotions and rack cards to 41 ITT Managers who visited SOG in April 2015 for follow up.
5. Exchange (AFFES) Marketing Partnership
Partnership with Exchange has allowed us to promote monthly promotions or events on weekly publications. 
6. AFRC Resort Cross Promoting
We will continue to develop relationships with sister properties to create SOG awareness. 
7. Training Base Initiatives
We will visit Military Training bases to promote to incoming recruits. 
8. CYSS and BOSS Program
We will promote to CYSS and BOSS programs and bring their conferences to SOG.	
iii. Direct Marketing:
SOG guest contact employees are aware of different promotions available throughout the property.  Front Desk agents can promote weekly Food and Beverage specials to the guests upon check-in. Ticket Sales Desk agents can cross-sell future meal inclusive room packages or handout a 10% discount lunch coupon at Mangino’s restaurant. Restaurant servers can promote other food and beverage venues. Our Sales Department book the same conference business for the following year. During slow seasons, our Reservations Office emails to future guests and offer a discount rate to extend additional nights. 
iv. Promotions:
SOG offers special promotions to increase occupancies.  We know exactly what months, what weeks and what days we need to promote. Based on the monthly goals and objectives, we offer the best product 365 days out to build basic occupancies.
[image: http://www.shadesofgreen.org/2015_august1.gif][image: http://www.shadesofgreen.org/Septfall2015_1.gif][image: http://www.shadesofgreen.org/2016_January_prepost_1.gif]
v. Special Events:
SOG offers special events throughout the year and the following represents the top 6 events that are our guests’ favorites.
1. Thanksgiving Buffett
2. Christmas Buffett
3. New Year’s Eve Party
4. Easter Egg Hunt
5. Shades of Music in April
6. Oktoberfest in September
vi. Premium / Promotional Items (Giveaways):
Unlike commercial hotels, we currently don’t give out free promotional items. One of the reason is we don’t deal with commercial tours and travel agencies, online hotel booking companies or conference and meeting planners.  We only cater to the Military market and our customers don’t ask for freebies to give us business.
vii. Staff / Direct Sales:
SOG Sales and Marketing staff members are trained to sell. They make cold colds to past conference / meeting clients and or point of contacts (POCs) to find out why they stopped using us and to reestablish relationships to book new business.
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EY 14 FY 15 FY 16 variance
Month Act/ Proj| Budget | FY15vs.16

Oct 84.8% 93.1% 94.0% 0.9%
Nov 81.3% 91.1% 93.0% 1.9%
Dec 97.0% 98.0% 98.5% 0.5%
Jan 83.2% 93.8% 94.0% 0.2%
Feb 95.2% 97.7% 98.0% 0.3%
Mar 99.3% 99.0% 99.0% 0.0%
Apr 98.7% 92.2% 97.0% 4.8%
May 97.5% 89.5% 96.0% 6.5%
Jun 98.9% 98.4% 98.5% 0.1%
Jul 98.8% 98.0% 98.0% 0.0%
Aug 92.6% 92.0% 93.0% 1.0%
Sep 82.3% 89.5% 91.5% 2.0%
Year End 92.5% 94.3% 96.1% 1.8%
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FY 14 FY 15 FY 16 variance

Month Act / Proj | Budget | FY15vs.16
Oct $ 109.54|$ 11111 $ 11495| $ 3.84
Nov $ 116.29 | $ 118.81 ( $ 12059 | $ 1.78
Dec $ 11598 | $ 119.33 ( $ 12099 | $ 1.66
Jan $ 119.43 | $ 117.26 [ $ 11846 | $ 1.20
Feb $ 11710 | $ 12117 [ $ 12349 | $ 232
Mar $ 123.47 | $ 12461 $ 12788 | $ 3.27
Apr $ 122.05|$ 11795 $ 123.03| $ 5.08
May $ 116.19 | $ 116.70 [ $ 12392 | $ 7.22
Jun $ 121.80 | $ 12490 [ $ 12947 | $ 457
Jul $ 12096 | $ 12578 [ $ 13068 | $ 4.90
Aug $ 11218 | $ 116.69 ( $ 12157 | $ 4.88
Sep $ 107.02|$ 10896 [ $ 111.31| $ 235
Year End $ 117.07 | $ 118.74 | $ 122.31| $ 3.57
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SOG FY16 Budget Rooms Market Segment Report Date | 12-Apr-15
Summary FY15 Actual / Forecast FY15 Budget vs. FY15 Act / Frest FY14 Actual done
YTD RmNts | % | AveRate | Revenue | RmNts | % | Ave.Rate | Revenue | RmNts | % |Ave.Rate| Revenue | Rmts | % |Ave.Rate| Revenue
Groups:
Conferences s16|  ssds  w77s[s  osnoes| 1ne3s|  sexs  1sa7|s 1319550| (sara| aels 2e1|s eeason| 2108| ioxsi0n1sfs  21mom
s ,

Vietings 63| osxs 1sa2|s  7sw5s|  (es3| oslspseas pews| 18| ouswaocs|s 146
Wedding 2,787 13s  1207|s  a0szs|  2209|  1as  1950[s 2933 sis| ozxs ss7[s  7oso| 14| omsimiasfs  1mss
Reunions/socil s8] o2xs  me3s|s e 106 ooxs 17e0|s  13526|  se2| ozxfs pan|s  ssas 18| o1s1059|s 19327
Other Groups 1180|  osx{s 10300 121540 1307| osxs  esis|s 12355 102| ooxs1078|s 11300
Total Groups 12591]  so|s  12012|s 1512406| 15783  7aw]s  11508|s 1830042| (saon)| asw|s asa|s (sesel 3,905 sew|s 11a21]s  aasgey
FiTs:
rack Cat 1 w116|  eexs  10330|$ 20790 118e3|  sexls  wo0s|s 1195000 sars| sedls 2ss|s  ssesn| 13627| eax{s10144]$ 1382279
rack Cat 2 a8,126| 2074 s 13.32[$ se7vios| az1s0 222%s  13006|S 6132333 (mozs| -1sufs s2s|s usize)| ass20| 23s| S 13060|S 6519500
rack Cat 3 w358 1sewls 15575 e1e6133| 0810 1o2¢s  10000(s s71za22| 1ses| orxs ss7[s  asasn| 37419 w7e|s 139835 s2m1se
packages 5254 2esdls 10075 sgsize| sys|  asa{s  w0ee2|s 5727373 wse| osxs ses|s  ssess| e1126| 287%$ 10877|5  se0as02

T4 Sun Rise 27,528 24,823 2,705 29,829

T4 Rwe 12,351 12,275 7 12,502

T2 30% o w/brkdst 12,645 16621 976 18,795

Other - - - 1,08
piscounts 33376 1serls 10745 as7s790| sae0| aere{s  10291(s 322323  2038| osys ez2fs  ssosss| 30759 nesy{s ssae|s 30usay

T1'35% - 40% 3,060 3173 (109) 2,267

30% E E - 1528

T3 from 83 +RER 28,157 26,842 1715 2,314

Other 2155 1,725 30 365
Total FITs 102500  o02s]s  12as| 23572069] 1sas61]| seon]s 11807| 21,003,040| 7e39] ssuls sas|s ssvemen| 102851] soesuras| aaseren
Grand Total 20060 oazW]s msmals 23mssm| asr] 1sds ss7]s sae070s| 106,756] 025%] 6 117.07] 23,083,870
rt Available Rms 213,378]  100.0 212,795 so.73] 212,795 |_1000%)
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Guest Room Rates

1 October 2014 - 30 September 2015
*Effective June 1st 2015 E6 falls into Category 1

Room Type Category ~ Category  Category
# #2 #3
Standard Room  $95.00 $12300 $131.00
Poolside Room $105.00 $133.00 $141.00
Junior Suite $250.00 $250.00 $250.00
Family Suite $27500 | | $27500 $275.00
Palm Suite $37500 | '$37500 $375.00
Magnolia Suite ~ $235.00 | $235.00 $23500

CATEGORY 1: -1 through £-5 and Cadets (E-1 thru £55
and Cadet Sponsor and dependents wil receive the rate
that applies to Category #1. Each additional sponsored
room vill receive the rate that applies to Category #2)

CATEGORY 2: £-6 through E-9, O-1 through O-3, WO-1
to CW-3, Widows, Medal of Honor Recipients, 100%
Disabled Veterans, and Category 1 sponsored rooms (see
above).

CATEGORY 3: O-4 through O-10, CW-4 and CW-5,
Active and Retired Department of Defense Civilians,
Foreign Military assigned to a U.S. Military installation only,
DoD Contractors assigned to a U.S. Military installation only.
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Shades of Green
GuestFeed Back Statistics - Duty Station?

W Active Duty

= Reserve/National Guard
= Civilian

=DOD Employee.

= Retiree

= Family Member

= Other
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Shades of Green
GuestFeed Back Statistics - Branch of Service?
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Shades of Green
GuestFeed Back Statistics - Rank?

39 4%

mELES
HE6-03, NF1-NF3,G510 &
Below
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07+, SES, Foreign Military
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Shades of Green
‘GuestFeed Back Statistics - What factors did you consider?

B Promotional Package.

= Miltary Affiation
= Government Travel
= Special Event

= Location
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Tier Marketing Program (Tier 1 to Tier 5)

00000

Tier 1: 35%-40% discount, rooms only
tarting from 30% off, includes breakfast for two

: starting from 13% off, rooms only

unrise and RWB packages (Approx. 10% discount)
Tier: Rack Rate, no discount
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SOG FY16 SWOT Analysis

STRENGTHS (Intern:
*Seasonal meal inclusive room packages and discounts
*Supportive, loyal guest base (61% repeaters)

*Rated #2 in specialty lodging in Orlando by TripAdvisor
*Firstrackrate increase in 5 years

*Increased conference/group business inquires

*Well managed social media programs

*OPEX training classes to improve guest services
eIncreasing property-wide digital displays for F&B business
*New Force Protection Program (addition of armed police
officers on property)

*Building closer relationship with ITT office

*New voice over IP phone system

*Increased focus on aquatics programs

*Palm wing guest room and corridor renovation

+Garden Gallery renovation: buffet area and landscaping
*Evergreen’s renovation and improved menu items
*Enhanced in-house Bakery shop, offering wedding cakes
+Parking garage upgrade: new signs and LED lighting
*Banquet ballroom renovation: new carpet & wallpaper

WEAKNESSES (Internal)

*Need for better coverage and faster guest Wi-Fi
*Dated SOG website / navigation and aesthetics

*Koi Pond under renovation for six to nine months
sImpact of Palm Wing rehab on in-house guests in April,
May, Aug and Sept

*Property signage and directions for the guests

OPPORTUNITIES (External

sLower fuel cost will increase drive-in market

+Growth of social media / cloud computing

*Expected continuation of Disney Salute Ticket through FY16
*Population increase in the retiree group

*Disney’s focus on various Marathon events

*Smith Travel Research forecasts 3.0% occupancy increase in the
Orlando area for 2016

#2016 unemployment rate forecasted down to 5.4%
*Moderate inflation in 2016: forecast 2.1%

*Brand recognition with AFRC/MWR name

*Completion of Downtown Disney

*Avatar at Disney Animal Kingdom

|-Drive Big Wheel (Orlando Eye) opening in May

THREATS (External)

*Sequestration of DOD, commencing in October 2015

*Force reduction of active military and civilian personnel
*Competitive labor market in Orlando area for Housekeeping,
Front Desk, Bus Drivers and Lifeguards.

*WDW “MyMagic+” program to improve customer satisfaction
and market shares

*Disney Salute Ticket may not continue into FY16

*WDW and other hotels focusing on military markets
*Kissimmee / West 192 hotels’ competitive room rates
(including free breakfast)

*Loews 1,000 room Sapphire Falls Resort at Universal opening
summer 2016
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FY16 FY17 FY18 FY19 FY20

Occ % 96.1% 79.7% 79.8% 96.3% 96.5%
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FY16 FY17 FY18 FY19 FY20

Average Rate 122.31 $          122.50 $          128.63 $          128.90 $          135.35 $         


image15.emf
FY16 FY17 FY18 FY19 FY20

Room Revenue 25,011,905 $   20,775,484 $  21,836,934 $  26,414,392 $  27,792,713 $ 
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FY16 FY17 FY18 FY19 FY20

NIBD 7,003,333 $     2,908,568 $    3,057,171 $    7,396,030 $    7,781,960 $   


image17.png
October FY15 Actual FY15 Budget vs. FY15 Act / Frest
Rm Nts % | AveRate| Revenue | RmNts | % | AveRate | Revenue | RmNis | % | Ave Rate| Revenue

Groups:
conferences 1,060 00%|s 11800[s 125080 1000|  oox|s 11m00|s 125080
Meetings - oods - |s - 13| oaxfs  ses2]s 1299 (2] omls eesas (s
Wedding 600 33%s 13000[s 78000 97| osxfs 13ss9s 13,443 so3|  2sls  (esels  esssy
Reunions /social 35| oaxfs 123408 4,319 @) 02x|s (2240)s  (a319)
other Groups - ooxls - |s -
Total Groups 1,660 92%| s 122345 203,080 85| 08%|s 13146 19,061 1515 saw|s  (az)|s 1ss01
FiTs:
Rack cat 1 1,061 so%|s 10543|s 111863 sa| asuls  10a27)s 66,110 s7|  2exls  1s|s a7
Rack cat 2 213  11s%s 13a0afs  28s035| 2205| 127%s  13160|s 302027 sy osuls  243[s s
Rack cat 3 1680 sa%|s 14s20|s 2s06ss| 1635| so%|s 1sas|s 239509 s oamls  amfs 1
Packages sss0| 215w s 001s|s  asss79|  s2m0| 2ssws  ssao|s  size7a| @aso)|  gaxls  175|s (12600

T4 Sun Rise 1,200 6.6%) 1o2a| s 176

4 W 500 2% ses| a2

T2 30% off wbrids 2180 1219 3,600 19.9%

Other
Discounts 6031 | 33as 107ss|s  7s7a3|  sson| ssas  10s71|s 723527 asuls  1ss[s (s

T '35% - 40% 614 3.5 65| 20

30%

T2 from $89 + RER s267| 209 6,48 359

Other 150 0.8%) e8| 10%)
Total FTs 14786 | 818%|s 119435 1765874 | 16675| 02.3%[§ 110046 1849846 | (1889] 105%|5 sa0|s (s3,972)
Grand Total 16,820 03.a%[¢ 11111 1,368,907 e 2afs  se1[s 100,087





image18.png
November FY15 Actual FY15 Budget vs. FY15 Act / Frest
Rm Nts % Ave. Rate Revenue Rm Nts % Ave. Rate Revenue Rm Nts % Ave. Rate | Revenue
Groups:
conferences 750 a3%[s 11800|S 88500 1,316 75%s 115283 151,712 (566) a2s|s  272|s  (63,212)
- oodfs - |s -
Meetings - oods - |s - - oodfs - |s -
Wedding 200 11%|s 130005 26,000 128 or%s 131213 16,795 72 oasls (121]s  s205
[Reunions/social 118 07%ls 129003 15,222 118 07%)$ 12900 |$ 15222
Other Groups - 00%| s - ]s -
Total Groups 1,068 61%[§ 12146|§  129722| 1mas]| 83%[5 11669 |5 168,507 76 2a%|5 4775 (8785)
FiTs:
Rack cat 1 948 sanls 10131fs 95039 sss| asuls  1001s)s 86,067 ss|  osxfs 1m|s  sem
Rack cat 2 3552 203%s 13317|s 473,009 3,631 | 208%[s 13075 474,745 (79) osx|s  242(s  (1,737)
Rack cat 3 s100| 177 s 14147|s  assssi| 29| 1ss|s  13ss0s 4072 16| osxls  2s7|s ano:
Packages 3,764 215%[s 11009 |s 414,381 2487 257%|s  10817]|s 485357 (723) aax|s  1s2|s  (70,976)
T4 Sun Rise 2100 1209 2,058 | 1174 a6
T4 Rwe 500 259 soa| 2% @
T2 30% off w/brkfs! 1,164 6.7%) 1,929 11.0%| (765)
Other 0.0%) 0.0%) -
Discounts 3850 | 2204 s 10653|s a11678| 2581 wsds  10s0s[s 27118 126|  7ax|s  187|s 140509
T1'35% - 40% 1,250 7.1%) 0.0%) 1,250
'30% -
T3 from $89 + R&R 2,400 13.7%| 2,429 13.9%| (29)
Other 200 1.1%| 152 0.9%] 48
Total FITs 15214 87.0%|5 12052|5 1833658 | 14,492 82.0%|5 11002 |§ 1,724,867 122]  aaxfs  1sofs wospm
TR W) YT FRT FR T I BT T e T N R CRTTT
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December

Rm Nts  % Ave. Rate Revenue Rm Nts  % Ave. Rate Revenue Rm Nts  % Ave. Rate Revenue

Groups:

Conferences -                 0.0% - $             - $               

Meetings

-              

0.0%

- $             - $                  7                 

0.0%

132.14 $          925 $                   

(7)                   0.0% (132.14) $     (925) $             

Wedding

175             

1.0%

131.62 $      23,034 $           154             

0.9%

135.55 $          20,874 $              

21                  0.1% (3.92) $         2,160 $           

Reunions/social

50               

0.3%

135.00 $      6,750 $             -              

0.0%

- $                - $                    

50                  0.3% 135.00 $      6,750 $           

Other Groups -                 0.0% - $             - $               

Total Groups

225              1.2% 132.37 $      29,784 $           161              0.9% 135.40 $          21,799 $              

64                  0.4% (3.02) $         7,985 $           

FITs:

Rack Cat 1

1,526         

8.4%

100.74 $      153,725 $         1,150         

6.4%

99.96 $            114,951 $            

376                2.1% 0.78 $           38,774 $        

Rack Cat 2

4,624         

25.6%

132.34 $      611,944 $         4,605         

25.5%

130.64 $          601,609 $            

19                  0.1% 1.70 $           10,335 $        

Rack Cat 3

3,800         

21.0%

142.82 $      542,702 $         3,793         

21.0%

140.98 $          534,751 $            

7                    0.0% 1.83 $           7,951 $           

Packages

5,450         

30.2%

106.38 $      579,785 $         5,730         

31.7%

105.07 $          602,058 $            

(280)               -1.5% 1.31 $           (22,273) $       

    T4 Sun Rise

2,600         

14.4%

2,395         

13.3% 205               

    T4 RWB

750             

4.1%

659             

3.6% 91                 

    T2 30% off w/brkfst

2,100         

11.6%

2,677         

14.8% (577)              

    Other -                

Discounts

2,177         

12.0%

108.34 $      235,846 $         2,177         

12.0%

107.00 $          226,962 $            

-                 0.0% 1.34 $           8,884 $           

    T1 '35% - 40%

-              

0.0%

-              

0.0% -                

     '30%

-              

0.0%

-              

0.0% -                

    T3 from $89 + R&R

2,000         

11.1%

2,039         

11.3% (39)                

    Other

177             

1.0%

138             

0.8% 39                 

Total FITs

17,577        97.3% 120.84 $      2,124,002 $     17,455        96.6% 119.18 $          2,080,331 $        

122                0.7% 1.66 $           43,671 $        

Grand Total

17,802        98.5% 120.99 $      2,153,786 $     17,616        97.5% 119.33 $          2,102,130 $        

186                1.0% 1.65 $           51,656 $        

FY16 Budget Poposal  FY15 Actual  FY15 Budget vs. FY15 Act / Frcst


image20.png
January FY15 Actual FY15 Budget vs. FY15 Act / Frest
Rm Nts % Ave. Rate Revenue Rm Nts % Ave. Rate Revenue Rm Nts % Ave. Rate | Revenue

[Groups:
conferences 716 a0% s 122008 28,068 1,007 sens  11620]s 117,016 (291) 16%|s  680|s (28943
[Meetings 65 04%ls 131223 8,529 (69) 04%|s (131225 (8529
Wedding 242 12%[$ 132003 31,944 245 1495 136423 33,422 () 00%[s  (s42|s  (1478)
[Reunions/social 200 11%[$ 12100]$ 24,200 - 0.0%] $ - 200 11%|$ 12100 S 24,200
other Groups - 0.0%] $ - s -
Total Groups 1,158 6.4%| ¢ 124545 121212 1317 | 73%|§ 120708 158,967 (159 0.0% s 383|S (18,755
FITs:
[Rack Cat 1 1,226 6.8% S 10247]$ 125,632 901 5.0%[ $ 10072 s 90,749 325 1.8%| S 175(S 34883
Rack cat 2 2874 15.9%[ s 13555 | 389,579 3079 17.0%|s 131738 405,605 (205) 11%|s  282(s (16026
[Rack Cat 3 4,150 23.0%| $ 14715|s 610,660 4135 22.9%| $ 14300 s 579,098 15 0.1%| $ 415|S 31562
Packages 4,201 23.2%$  97s0|s  a12ss a165| 23.0%|8  9525[s 433,621 36 025 2655 (22336

T4 Sun Rise 1400 7.7%) 1,245 6.9%) 155

TaRWE 700 2.9%) 735 | e )

T2 30% off w/brkfst 2,101 11.6%] 2,185 12.1%] (84))

Other - 0.0%) - 0.0%) -
Discounts 3,380 187% s 9798|s 331,170 3,356 18.6%| $ 9533 319,912 24 0.1%| $ 265(S 11258

T1'35%- 40% 1200 664 1201 e It

'30% - 0.0%) - 0.0%) -

T2 from $89 + RBR 2000 111 2006 11.1%) @

Other 180 1.0%| 149 0.8%) 31
Total FITs 15,831 87.6%| $ 118.02|$ 1,868,326 15,636 | 86.5%|$ 11697 |$ 1,828,985 195 1.1%] § 1045 39,341
Grand Total 16,953 | 93.8%[s  117.26[§  1,987952 36 o2 s 1205 2458
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February FY15 Actual FY15 Budget vs. FY15 Act / Frest
Rm Nts % Ave. Rate Revenue Rm Nts % Ave. Rate | Revenue

Groups:
conferences 1,800 106%s 11500|s 207,000 1872 11s%[s 11629 217,877 (72) os%|s  (139)]s  (10,877)
[Meetings - 0.0%[ $ - s - H 0.0%[ $ 39.00 s 312 () 00%| s  (33.00) s (312
Wedding 100 06%|s 134805 13430 a1 02%fs 138023 5,659 59 os%|s (322|572
[Reunions/social - 0.0%[ $ - s - 16 01%|s 125133 2,002 (16) oax|s (125135 (2,002)
other Groups - 00%| - s -
Total Groups 1,900 11.2%] $ 116.04[$ 220480 1,037 11.9%[¢§ 11660 [ 225,850 (37) 0.6% 5 (0.56)| 5 (5,370)
FITs:
[Rack Cat 1 1731 102%| $ 10587|$ 183,257 1,102 6.8% S 10348 114,032 35%) S 239(S 69,225
Rack cat 2 s7o|  220%|s 13ass|s  sore2s| a1 252%s  12988|s 535000 a2%fs  soo|s  (z3su)
[Rack Cat 3 3,800 225%|$ 14353 |$ 545419 3,732 22.9% $ 13821 515,801 -04%) S 532|$ 29,618
Packages 3,400 201%|$ 11187|$ 380,353 4308 264%s 10788 s 464,752 63%|s  359|s  (84,399)

T4 Sun Rise 2,500 2372

4 W 900 709

T2 30% off w/brkfs! - 1,227

Other - - -
Discounts 2,019 119%| $ 10644 S 214,502 754 46%| S 102,65 | $ 77,395 1,265 7.3%) $ 379|$ 137,507

T1'35% - 40% - - -

'30% - - -

T3 from $89 + R&R 1,819 554

Other 200 200 -
Total FITs 14,669 86.8%|§ 12445 ¢ 1825555 | 14,007| ss.0%[s 121.80[$ 1,707,220 652 00u[s 265 118335
Grand Total 15054 o77%[$ 121075 1,933,070 615 o35 232]s 112,966





image22.png
March FY15 Forecast FY15 Budget vs. FY15 Act / Frest
Rm Nts % Ave. Rate Revenue Rm Nts % Ave. Rate | Revenue

Groups:
Conferences - 0.0%) $ - $ -
Meetings - ooxls - |s -
Wedding 220 12%s 129005 28330 124 07%s 138463 18,553 26 osuls  (94s)|s 9827
[Reunions/social 130 07%ls 129003 16,770 - 130 07%)$ 12900 |$ 16,770
Other Groups 7 00%s 122143 855 [l 00%| $ (12214]] s (855)]
Total Groups 350 1.9%]$ 129.00[§ 45,150 11| o0s%[s  137.65[s 19,408 209 1% (3.65)]5 25742
Frrs:
[Rack Cat 1 2,131 118%|$ 10292 219,319 1,475 8.2% s 10048 s 148,203 656 3.6%| S 244(s 71118
Rack cat 2 5,166 286%s 13388|s 690,597 5714 suex|s  1284s|s 734,122 (548) a0%|s  s20|s  (43,525)
Rack cat 3 4,753 263%[s 144s4|s 687,019 so1a| 277%ls  13892s 696,525 (261) aax|s  sea|s  (9,516)
Packages 5112 283%|$ 12014|$ 614,176 s21a| 288%s 11565 602,987 (102) os%|s  as0|s 11189

T4 Sun Rise 3,750 3,642 108

4 W 1362 1538 (176)

T2 30% off w/brkfs! - 34 (349)

Other - - -
Discounts 380 21%[s 8369 |S 31803 303 17%[ s 80.56 | S 24,410 77 04%) S 313|$ 7,393

T1'35% - 40% - - -

'30% - - -

T3 from $89 + R&R 240 170 70

Other 140 133 7
Total FITs 17,582 o7.1%|§ 127.86]s 2242014 17,720 9so%]s 12a51]5 2,206,257 (178) ox]s  335[s 36657
Grand Total 17,361] os8%[¢$ 124615 2,225,665 31]  oa]s 327 62399





image23.png
Ap FY15 Forecast FY15 Budget vs. FY15 Act / Frcst
RmNGs | % | Ave.Rate | Revenue | Rmnts % | Ave.Rate | Revenue

Groups:
conferences 1,000 s7%|s 118005 118,000 76| a3%fs  1s00|s  ss7%0 28| 1swls  zo0| 32210
Meetings - ooxls - -
Wedding 200 1a%s 1ms|s 2708 s00| 17%fs  1s00|s  3e700 o) os%|s 6| ises
Reunions/social - ooxls - -
other Groups
Total Groups 1,200 6.9%| 5 12086 |§ 145,036 1045 G60%|S  119.02|5 123490 15| oow|s  iss| 20545
FiTs:
Rack cat 1 1910  105%|s 10147|s 19375 ssx|s  9s00|s  1ss 760 s 247 79348
Rack cat 2 sa6s | 2so%[s 1msas|s  sessa 2o%fs 1805 6015 (5320) s s (ass)
Rack cat 3 s200 | 2so%|s 14373|s  s0ses3 195%[s 138005 472808 784 s sm| 125
Packages s000 |  229%[s 10398|s  a153 25%s 100005 410400 (104) s 3ss 5536
T4 Sun Rise 2,750 934

4 W 750

T2 30% off w/brids 500

Other
Discounts 1290 7a%|s 11m00[s  1e1ss|  1s1s| s7m|s 1075 |s 11726 @) waw|s  axs|  sssy
T '35% - 40%

30%

T2 from $89 + RER 1,090 1,295

Other 200 220
Total FITs 15,765 | 004%| § 123.19 | s 1942125 | 15,080 | 86.2%| s 117.87 |5 1777546 85| so%|s  s532] 164579
Grand Total 16,126 | 922%[§  117.95[ ¢ 1,902,036 839 as%]s  sos| 1ssizs
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May FY15 Actual Forecast FY15 Budget vs. FY15 Act / Frest
Rm Nts % Ave. Rate Revenue Rm Nts % Ave. Rate | Revenue

Groups:
Conferences 1,100 $ 11800|s 129,800 975 $ 115.00 | $ 112,125
Meetings
Wedding 100 06%|s 135745 13574 140 os%s 125003 17,500 (40) 02| 1074]s  (3,926)
[Reunions/social 30 02%s 131003 3,930 (30) 025 (131005 (3,930)
other Groups
Total Groups 1,200 6.6%| $ 119.48|$ 143,374 1,145 6.3%| $ 116.64 | § 133,555 55 03%| $ 284§ 9,819
FITs:
[Rack Cat 1 1,482 82%[$s 10584|s 156,859 550 3.0%[ s 103.00|$ 56,650 932 5.2%) S 284S 100,209
[Rack Cat 2 2,683 148%|$ 14226|$ 381,673 2,650 14.7%| $ 136.00 | $ 360,400 33 0.2%) $ 626 S 21,273
[Rack Cat 3 2,500 138%|$ 14853 |s 371,330 2,001 111%| $ 14200 $ 284,142 499 28%) S 653|$ 87,188
Packages 3,500 194%|$ 11799 |$ 412,965 2,600| 144%|$ 113003 293,800 500 so%|s  4ss|s 119,165

T4 Sun Rise 1,500 1,500 200

4 W 1100 1,100 -

T2 30% off w/brkfs! 500 - 500

Other - - -
Discounts 6,085 337%[s 10964 s 696,119 7,229 | 400%[s 10500 759,045 (1,144) 63%|s  as4|S  (62,926)

T1'35% - 40% - 1,007 (1,007)|

'30% - - -

T3 from $89 + R&R 5,900 6,222 (322)

Other 185 - 185
Total FITs 16,250 80.0%|§ 12424]$ 2018946 | 15,030 ] 83.2%[s 11670 1,754,037 1,220 68%|s  75a[s 264,900
Grand Total 16,175 s9.5%[§ 116705 1,887,502 1,275 7195 722]s 2ma78
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June

Rm Nts  % Ave. Rate Revenue Rm Nts  % Ave. Rate Revenue Rm Nts  % Ave. Rate Revenue

Groups:

Conferences

Meetings

Wedding

200              1.1% 136.24 $     

27,248 $             

200              1.1% 131.00 $         

26,200 $                 

-               0.0% 5.24 $         1,048            

Reunions/social

-               0.0% - $           -                

Other Groups

Total Groups

200              1.1% 136.24 $      27,248 $           200              1.1% 131.00 $          26,200 $               -               0.0% 5.24 $         1,048            

FITs:

Rack Cat 1

2,123          12.1% 103.00 $     

218,669 $          

1,375          7.9% 100.00 $         

137,500 $               

748              4.3% 3.00 $         81,169          

Rack Cat 2

5,102          29.2% 136.94 $     

698,675 $          

5,810          33.2% 130.42 $         

757,743 $               

(708)             -4.0% 6.52 $         (59,067)        

Rack Cat 3

4,800          27.4% 148.05 $     

710,640 $          

4,800          27.4% 141.00 $         

676,800 $               

-               0.0% 7.05 $         33,840          

Packages

4,500          25.7% 115.28 $     

518,760 $          

4,500          25.7% 110.00 $         

495,000 $               

-               0.0% 5.28 $         23,760          

    T4 Sun Rise

3,000          3,000          -              

    T4 RWB

1,500          1,500          -              

    T2 30% off w/brkfst

    Other

Discounts

503              2.9% 112.40 $     

56,536 $             

525              3.0% 107.25 $         

56,306 $                 

(22)               5.15 $         230               

    T1 '35% - 40%

     '30%

    T3 from $89 + R&R

300              300              -              

    Other

203              225              (22)              

Total FITs

17,028        97.4% 129.39 $      2,203,281 $     17,010        97.3% 124.83 $          2,123,349 $         18                0.1% 4.56 $         79,932          

Grand Total

17,228        98.5% 129.47 $      2,230,529 $     17,210        98.4% 124.90 $          2,149,549 $         18                0.1% 4.57 $         80,980          

FY16 Budget Poposal  FY15 Forecast  FY15 Budget vs. FY15 Act / Frcst
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July

Rm Nts  % Ave. Rate Revenue Rm Nts  % Ave. Rate Revenue Rm Nts  % Ave. Rate Revenue

Groups:

Conferences

Meetings

Wedding

250             

1.4%

136.24 $      34,060 $           150             

0.8%

131.00 $          19,650 $              

100                0.6% 5.24 $           14,410 $        

Reunions/social

-              

0.0%

- $             - $                  25               

0.1%

131.00 $          3,275 $                

(25)                 -0.1% (131.00) $     (3,275) $         

Other Groups

Total Groups

250              1.4% 136.24 $      34,060 $           175              1.0% 131.00 $          22,925 $              

75                  0.4% 5.24 $           11,135 $        

FITs:

Rack Cat 1

2,363         

13.1%

104.76 $      247,551 $         1,522         

8.4%

101.71 $          154,803 $            

841                4.7% 3.05 $           92,748 $        

Rack Cat 2

5,187         

28.7%

137.81 $      714,833 $         5,900         

32.6%

131.25 $          767,879 $            

(713)               -3.9% 6.56 $           (53,046) $       

Rack Cat 3

4,825         

26.7%

148.05 $      714,341 $         4,900         

27.1%

141.00 $          690,900 $            

(75)                 -0.4% 7.05 $           23,441 $        

Packages

4,767         

26.4%

120.00 $      572,021 $         4,750         

26.3%

114.50 $          543,875 $            

17                  0.1% 5.50 $           28,146 $        

    T4 Sun Rise

2,828          2,800         

28                 

    T4 RWB

1,939          1,950         

(11)                

    T2 30% off w/brkfst -                

    Other -                

Discounts

420             

2.3%

106.90 $      44,896 $           465             

2.6%

102.00 $          47,430 $              

(45)                 -0.2% 4.90 $           (2,534) $         

    T1 '35% - 40% -                

     '30% -                

    T3 from $89 + R&R

300              345             

(45)                

    Other

120              120             

-                

Total FITs

17,562        97.2% 130.60 $      2,293,643 $     17,537        97.0% 125.73 $          2,204,887 $        

25                  0.1% 4.87 $           88,756 $        

Grand Total

17,812        98.6% 130.68 $      2,327,703 $     17,712        98.0% 125.78 $          2,227,812 $        

100                0.6% 4.90 $           99,891 $        

FY16 Budget Poposal  FY15 Forecast  FY15 Budget vs. FY15 Act / Frcst
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Aug

Rm Nts  % Ave. Rate Revenue Rm Nts  % Ave. Rate Revenue Rm Nts  % Ave. Rate Revenue

Groups:

Conferences

1,700          118.00 $      200,600 $         1,800         

10.0%

115.00 $          207,000 $            

(100)               -10.0% 3.00 $           (6,400) $         

Meetings

-              

0.0%

- $             - $                  320             

1.8%

123.00 $          39,360 $              

Wedding

300             

1.7%

136.24 $      40,872 $           530             

2.9%

123.00 $          65,190 $              

(230)               -1.3% 13.24 $        (24,318) $       

Reunions/social

-              

0.0%

- $             - $                  -              

0.0%

- $                - $                    

Other Groups

1,300         

7.2%

95.00 $            123,500 $            

Total Groups

2,000          11.1% 120.74 $      241,472 $         3,950          21.9% 110.14 $          435,050 $            

(1,950)           -10.8% 10.60 $        (193,578) $     

FITs:

Rack Cat 1

2,493         

13.8%

103.00 $      256,779 $         800             

4.4%

100.00 $          80,000 $              

1,693             9.4% 3.00 $           176,779 $      

Rack Cat 2

3,069         

17.0%

135.45 $      415,696 $         3,200         

17.7%

129.00 $          412,800 $            

(131)               -0.7% 6.45 $           2,896 $           

Rack Cat 3

2,750         

15.2%

145.95 $      401,363 $         2,750         

15.2%

139.00 $          382,250 $            

-                 0.0% 6.95 $           19,112 $        

Packages

4,900         

27.1%

114.23 $      559,737 $         3,650         

20.2%

109.00 $          397,850 $            

1,250             6.9% 5.23 $           161,887 $      

    T4 Sun Rise

2,500          2,000         

500               

    T4 RWB

1,500          1,100         

400               

    T2 30% off w/brkfst

900              550             

350               

    Other -                

Discounts

1,758         

9.7%

106.90 $      187,923 $         2,277         

12.6%

102.00 $          232,254 $            

(519)               -2.9% 4.90 $           (44,331) $       

    T1 '35% - 40% -                

     '30% -                

    T3 from $89 + R&R

1,558          2,077         

(519)              

    Other

200              200             

-                

Total FITs

14,970        82.8% 121.68 $      1,821,498 $     12,677        70.1% 118.73 $          1,505,154 $        

2,293             12.7% 2.95 $           316,344 $      

Grand Total

16,970        93.9% 121.57 $      2,062,970 $     16,627        92.0% 116.69 $          1,940,204 $        

343                1.9% 4.88 $           122,766 $      

FY16 Budget Poposal  FY15 Actual Forecast  FY15 Budget vs. FY15 Act / Frcst
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Sep FY15 Actual Forecast FY15 Budget vs. FY15 Act / Frest
Rm Nts % Ave. Rate Revenue Rm Nts % Ave. Rate Revenue

[Groups:
Conferences - 00%| $ - s - 3722 213%|s  11500)s 428,030 (3722)| -21.3%[s (115.00) (428,030)
Meetings 20| nam[s 115005 28,750
Wedding 200 11%| S 136.24 [ 27,248 150 0s%|s  119.00]$ 17,850 50 03%|s  17.24 9,298
[Reunions/social
Other Groups 1,180 67% S 102.00[$ 121560
Total Groups 1,380 7.9%| $ 107.82 [ $ 148,788 4,122 | 23.6%|$ 115.15 | § 474,630 (2,742))  -15.7%| S (7.33)]  (325,842)]
FITs:
Rack cat 1 1,122 6.4%|$ 10087|s 114410 325| 19%|s 93003 32,175 797 ae%s 297 82,235
Rack cat 2 1,651 9.4%|$ 134405 2218% 1250 7a%|s 128005 160,000 201 23%|$ 640 61834
Rack cat 3 2,000 11.4%|$ 14430 s 289800 1700| 97%|s 13800 234,600 300 17%|$ 630 55,200
Packages 5,050 28.9%|$ 10166 |$ 513363 5000| 28.6%|S 97.00|s 485,000 50 0.3%| s 4.66 28,363

T4 Sun Rise 1,000 975 25

T4 RWB 850 775 75

T230% off w/brkfst 3,200 3,250 (50)|

Other -
Discounts 4,800 27.4%|$ 10270 | $ 492,979 3257| 18.6%|$ 98.00 |5 319,186 1,543 8.8%| S 4.70 173,793

T1'35% - 40% 600 (600))

'30% -

T3 from $89 + R&R 4,600 2,657 1,943

Other 200 200
Total FITs 14,623 83.6%| § 111.64 | $ 1,632,447 11,532 65.9%| $ 106.74 | § 1,230,961 3,091 17.7%| $ 4.89 401,486
[Grand Total 15,654 | 89.5%s  108.96[$ 1,705,501 3| 2ox[s 235  7sem
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Buy your Military

Promotional tickets now!

4 Theme Parks, 4 Days.
1 Special Price!
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Shades of Green Hotel

@©@@@®@® 1,185 Reviews = #2 of 16 Specialty Lodging in Orlando = ¥ Certificate of Excellence
© 1950 W. Magnolia Palm Dr., ** Military / DoD only ** (see Details tab on this page), Orlando, FL 32830-2789
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