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O B J E C T I V E

Build awareness for Preferred Residences’ unique selling points, ensuring all audiences 
(consumers and travel professionals) are informed of, and exposed to, the enhanced stay 

experience offered by top luxury hotels within the collection.
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Dedicated Landing Pages

• Year-long dedicated Landing Pages on 
PreferredHotels.com and IPrefer.com featuring 
all Preferred Residences properties.

• Enhanced landing page template with 
residence-specific copy and images, 
showcasing the unique features of each 
property.



Digital Media

• Year-long intent-based display media 
• Prospecting banners
• Remarketing banners
• Core ID (targeting I Prefer members)

• Paid search ​advertisements throughout the year. 



Email Marketing

• Quarterly dedicated emails to I Prefer 
Members promoting Preferred 
Residences.
▪ February 2025 - Spring Family Travel
▪ April 2025 – Summer Travel
▪ July 2025 – Theme TBC
▪ October 2025 – Festive Travel

• Regular features in Experience Spotlight 
Emails. 

• Frequent inclusions in I Prefer Account 
Summary.



Dedicated Blog Posts

• Blog articles emphasizing the advantages of 
choosing Preferred Residences for your next 
stay and presenting a selection of properties 
within the Preferred Residences portfolio.

• Blog posts are promoted by email to I Prefer 
members and through organic Social Media



PR & Social Media
• Tailored media outreach to target A-list consumer and trade 

outlets spotlighting the diverse range of stories and unique selling 
points – ongoing inclusion of properties based on content provided 

• Media Events: Encourage Residence Collection members to attend 
2025 media co-op events in key markets to promote their properties 
(New June – June 11, London – June 24, Munich – October)

• Member Support: Support new and existing members through a 
robust PR and social media onboarding program and providing 
opportunities for their regularly involvement – ongoing 

• News Bureau Activities: Team will proactively and reactively handle 
all incoming media enquiries; evaluate media stay request, and 
provide information and imagery – ongoing 

• Organic Social Media: Craft posts throughout the year focused on 
key seasonal themes and individual property content and news 
(Instagram, LinkedIn, Facebook, X, Threads, and TikTok) utilizing the 
#PreferredResidences hashtag – ongoing 



Corporate Sales

• Highlight Residences in Corporate 
Newsletter for industry knowledge 
and booking potential on Suites
• Target: September 2024

• Feature Residences in Corporate 
VIP/Executive Level Travel Program – 
Ongoing 

• Market to Travel Management 
Companies for Long Stays with 
Strategic Accounts - Ongoing

SPECIAL NOTES FROM YOUR PHR REP

PHR NOTES FROM THE FIELD

FEATURED PROPERTIES



Leisure Sales

• Highlight Preferred Residences 
in marketing to the Travel Trade

• Feature the product on the 
Travel Professionals Portal

• Leisure Newsletter Feature

• Leisure Sales Folio distributed 
at events and tradeshows

• B2B Marketing

• Merchandising opportunities 
on the Travel Agent Portal

• Market to agencies that focus 
on Preferred Residences

• Create Travel Advisor Webinars 
for Preferred Residences



Thank You
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