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SkyHotel

SkyHotel has been under intense scrutiny from the press and the courts regarding its’ actions in violation of labor and wage laws. The reputation of SkyHotel and its’ financial situation are under assault from the media, and the fallout from the misinformation that pervades threatens the long-term viability of SkyHotel. Because the case is over, and SkyHotel has been found guilty, the PR firm assigned to handle this case is now able to say anything that is factual about the case.

Under the 1st Amendment, and confirmed in Kasky v Nike, SkyHotel is able to say anything that is factual about the case in question. However, their statements are subject to commercial speech standards. Having been found guilty of the accusations and not seeking to pursue the case any further, they must make statements that are true and resonate with all the stakeholders in SkyHotel, from the financial backers and shareholders, to potential customers, to employees, counsel, and to the media and public in general.

From a 1st Amendment perspective, several issues are at stake. SkyHotel has to avoid saying anything untrue. They also want to be very careful not to make defamatory statements about their own workers involved in the class-action suit. SkyHotel will want to defend themselves, but may be under any number of limitations on speech. In addition, the speech about SkyHotel that is being disseminated online can be nearly anything – most 1st amendment restrictions are largely unenforceable against individuals on the internet. In addition, recent SEC rules have made it clear that internet communication can constitute official online speech by a company. SkyHotel has to maintain the same stance online that they do offline, and be sure not to violate any SEC rules on information. Under SEC rules, SkyHotel will be forced to speak about their business and how it was conducted during the time this case was happening. They may also be under the jurisdiction of the FTC in what they may or may not say about the case. 

Because SkyHotel was limited from speaking out during the case, they must rush to bring their story to the media immediately. Media training for the CEO or general manager of the hotel should be ongoing. The official tone of SkyHotel regarding the case should be one of “we made a mistake that we wish to rectify” rather than a defensive posture. This is especially important to reach one key audience – the employees. Much of the internet chatter tends to be disgruntled workers feeding insider information. Rather than hunt for the moles, it is a far better policy to seek out those people indirectly and make concessions to the staff to gain goodwill and loyalty back after a bitter dispute.

Investors will need to know the financial impact. This is a positive thing, assuming the business is currently solvent. By speaking to the media and online about this issue, they can allay fears that the hotel will go under. The message to be conveyed here is that the SkyHotel will continue to be a world-class destination for tourists worldwide. The internet public-relations strategy is to reach online outlets where the misinformation is being spread, and provide as much accurate data as possible about the financial solvency of SkyHotel. Some examples of an internet-based strategy here would be to create interactive and engaging graphs and “mashable” data to allow people to see for themselves.

To continue to be seen as a destination for tourists, and assure people that it will not close, SkyHotel will undertake an online campaign that incorporates elements from the lawsuit and the unique qualities of the hotel. To assure customers that their legal troubles are behind them, they can create a blog from the hotel workers’ perspective, and openly allow comments about the service that customers have received and the hotel workers’ love for being a part of the SkyHotel family. In addition, a schedule of unique and interactive events that will take place at the hotel will be published and promoted online. This assures potential customers that SkyHotel is here to stay, and looking forward to moving on from the lawsuit. It will also draw attention to the ways in which SkyHotel is creating a more attractive place to stay with events.

SkyHotel will have to find its’ community of supporters and detractors online and provide them with the information that the PR team has made available in unique and exciting ways in order to draw attention to their new image and the idea that SkyHotel is moving on. Solidifying the community and interacting with some of those in the community will create a new brand of SkyHotel online. SkyHotel online will interact with it’s guests, employees, and fans, all online, and offer unique perks to those that actively participate on their behalf online. If there are problems with a room online, PR representatives will reach out to that dissatisfied customer and do whatever it takes to rectify the situation. Since brand communication online is often inauthentic from a company, SkyHotel will make this an ongoing extensive effort to recruit detractors and make them into ardent supporters. 

The most important keynotes of this strategy are to follow the guidelines set forth by a new mission statement from the hotel:

· Provide the most accurate and accessible data that is true to the public.

· Take the stance of being regretful of the past situation and doing whatever it can to treat its’ employees as if they were customers.

· Create a community online by recruiting detractors into supporters.

· Counter accusation with fact in a passive way.

· Follow all laws regarding corporate communication and express only the desire to remain a top-tier hotel destination.

To follow these guidelines will mean success for SkyHotel in weathering the storm and being once again the premiere hotel in Los Angeles. 

