A Revenue Management for Hire Company



What is your Objective ?

Achieve Budgeted Occupancy %
Achieve Budgeted Average Room Rate
Achieve Budgeted Revenue
Achieve Budgeted Profits




What is your Objective ?

Achieve Budgeted Revenue
To

Achieve Budgeted Profits




What iIs Revenue Management ?

Right Product

At the Right Price

To the Right Customer
On the Right Channel

HOW ?




Let's Play

Revenue Management Game
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RM - Challenges

We have lot of Challenges in Revenue Management

| will discuss only the TOP 50

How about only 2 Challenges




RM - Challenges

Lack of Revenue Management Knowledge / Skill

Technology




Revenue Management - Focus

Forecasting — Looking into the Future
Pricing
Channel Management

Yield Management




Pricing Challenges

Week 1

Sun  Mon
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How to Price my Hotel Room




How to Price my Hotel Room

Be the Lowest in the Market

Be the highest in the Market

Be Iin between the competitor hotels
Keep a flat rate throughout.

Always keep Online rates higher than Offline Rates



How to Price my Hotel Room

1. Select a Competitor hotel:

SWOT Analysis
Ensure competitor hotel has similar Business mix
Size and Location of the hotel

Compare the Reviews and ensure similar service
standards

2. Forecasting by day
3. Monitor Pick up trends by Day of the Week

4. Price as per the Demand Levels



Areas of Improvement - Summary

Dynamic Pricing
Accurate Forecasting — Driving Price points
Rate Parity across Channels

Inventory Management — LOS Restrictions

Training




What Questions do you have for Me ?



Thank You



bedbank

HSMAI Asia Pacific —
Indonesia Road Show

Open Pricing — What is it? How does it work ?




G . .
= Keeping channels open gives
nack control to hotels

* Priceline & Expedia combined will control 80% of
hotel bookings across OTAs in US.

while this may be good for consumers, it may not
be good for hoteliers.




MG See what you are losing

MG Survey found that on average hotel bookings
made up only 3% of total travel agent sales

MG believe that with proper effort, hotel bookings
should be 15% of your sales

Profit on flight tickets is only 1% - 2%.

MG bedbank - Sales Presentation



MG So why aren’t you selling hotels?

90% of client
enquiries to
travel agents
are for flight
tickets only
with low or no
commissions

Frontline staff
assume that
passengers

have booked

their own
hotels

Travel agents
and customers
incorrectly
think it’s
cheaper and
faster to book
hotels online

« There is no reason NOT to be offering hotels
to passengers asking for tickets

MG bedbank - Sales Presentation



Booking hotels with MG bedbank will improve your

sales and profit

4

Booking hotels with
MG Bedbank is on
average 40%
cheaper than OTAs
that claim to have
Best Available Rates

MG is
CHEAPER

MG bedbank - Sales Presentation

4

MG provides instant
confirmation at over
2,500 hotels in
Indonesia, 250,000+
worldwide

MG is
FASTER

AR
Anmi

]
wy

MG bedbank
provides more
flexible commercial
terms than Airline
ticket providers

MG BRINGS YOU
MORE PROFIT




MG

Desperate for Sales ?

bedbank

Too much
comp ?

O MORE
Oernment

To Qusiness!
u i
! le for
Too man ffline sales
Marketing B
Target i ‘
llying you?
Worry on your ¢h COMMISSION!

Account Receivable?

MG bedbank - Hotel Presentation



bedbank

Open Pricing vs. Dynamic Pricing

What is it ?

* Dynamic Pricing is where there e Open Pricing has different types of
is a Best Available Rate with Best available Rates depending on
variable additions or the channel, market segment and
reductions

level of demand.

m * Open pricing means more flexibility
[switches | ) selling the rooms at different rates
X V A on different channels. This means
LHOtel Chainsw that a hotel can maximize benefits
7 /J\ ’\\ without having to close sales on any
GDS [ Mobile channels.

' Wholesalers ,



M(.;mk Channels

Travel Agent

Distribution

MG

Distribution |
Channels

Mon Travel

Distribution

MG bedbank - Hotel Presentation
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MG MG Evolution

bedbank

2013 2014 2015

MG bedbank - Hotel Presentation



MG | Proven Trend for 2015

bedbank

2013/ 2014 / 2015 Weekly Creations (Confirmed)
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Transaction Value

2013 2014 2015

July 2013 - December 2015

MG bedbank - Hotel Presentation



MG Comparison of the Channels

bedbank

2.2 days average lead in time ! 5.4 days average lead in time

2.4 room nights per booking

25% cancelation rate 4% cancelation rate

Less than 1% no show rate

Various additional hidden costs Zero connection cost

MG bedbank - Hotel Presentation



MG Comparison of the Channels

bedbank

OTA

If BAR is USD 100
(OTA commission is 25%)

Hotel net revenue is
USD 75

Selling price to customer
USD 100

Net received by hotel
USD 75

MG bedbank - Hotel Presentation

MG Bedbank

Net Rate to MG is USD 80
(MG Margin 6%)
MG Selling price to agent is
USD 84.8
(Travel Agent Markup USD 5)

Selling price to customer
USD 89.8

Net received by hotel
USD 80




MG Comparison of the Channels

OTA MG Bedbank

If BAR is Rp. 1,000,000 Net Rate to MG is Rp. 800,000
per room per night (MG Margin 6%)
(OTA commission is 25%) MG Selling price to agent is
Hotel net revenue is Rp. 848,000
Rp. 750,000 (Travel Agent Markup Rp. 50,000)

Selling price to customer Selling price to customer
Rp. 1,000,000 Rp. 898,000

Net received by hotel Net received by hotel
Rp. 750,000 Rp. 800,000

For average booking of 2.4 nights, hotel receive additional
Rp. 120,000 per booking

Customer pays Rp. 244,800 less per booking

MG bedbank - Hotel Presentation



MG Comparison of the Channels

bedbank

& Hotels receive higher revenue

& Hotels pay NO commission

v MG is a one stop LOW COST distribution
partner for ALL channels

MG bedbank - Hotel Presentation



G | Hotel Contract Types

bedbank

Wholesale Top Up

MG bedbank - Hotel Presentation T




MG

bedbank

ow Does it work

Current Model

* Based on historical data, forecasts and competition the
hotel normally sets one BAR and all other channels and
segments follow in line with that price.

Open Model

* With open pricing and not focusing on only one BAR,
hoteliers can price all room types, channels and dates
independently of each other to maximize revenue
without having to close any off.



MG

bedbank

Keep all your Channels Open

* |f the hotel was running at a higher occupancy (C) then
the hotel often closes wholesale and targets the
highest BAR business. If the busy dates are in between
shoulder periods (D and B) the hotel risks customers
who wouldn’t see the listed




bedbank

Keep all your Channels Open

* Currently the choice is for hotels to either 1). Leave
the wholesale channels open and take low-value
business OR 2). Shut them and lose important
bookings for shoulder dates.

* Minimum stay conditions may help BUT it would be
better to keep wholesale channel openprice
discount channels dynamically and independently

based on elasticity and not shut them out or apply
restrictions.



bedbank

Keep all your Channels Open

e Rather than closing channels, open pricing means
keeping all channels open by pricing rooms based on
forecasted demand and pace specific to those
channels.

 The promotional rate could be two percent less than
BAR on a busy date and the more typical 10% on softer
dates. The OTA package net rate may not even be
discounted at all on a very busy date, but at least it
would remain open.



Think Uber




MG

bedbank

Keep All Channels open at right

price
* B2B Travel Agents - Both static & dynamic rates
* B2C OTA - Promotional & opaque rates
* Direct Corporate - MICE, Key Account & regular
e Government - MICE, Groups, walk in, direct
* Direct Online - Brand.com, Trip Advisor
e Direct Offline - Call Center, Walk In

Inbound - Source market specific



bedbank

Remaining Open to Opportunity

* Once Open Pricing has been introduced, and have changed
the mind set internally, you will truly be selling the right
product to the right client, at the right time for the right
price through the right channel.



Still desperate for Sales ?

Too much
competition? NO MORE
Government
Too many business!
unproducti
| llg
. e staff for
TOO man ffline sales
Marketing Bu
Target in .
fullying you?
Worry on your ch COMMISSION!

Account Receivable?

MG bedbank - Hotel Presentation



bedbank

HSMAI Asia Pacific —
Indonesia Road Show

Open Pricing — What is it? How does it work ?




IDEAS

A sas COMPANY

The Evolution of
Revenue Management

Philip Stanley
Regional Director of Sales
IDeaS






1980’s

Airlines deregulated

1987

Microsoft Excel
1988 - First Yield Management practices introduced in Hospitality

Industry

1989 - IDeaS Founded




Late 90's

18- &




1996 - 2000

pricel IN€.com

agoda :
cCeee Booking.com

%"mExpedia‘@

Ceg) K
wotifscom  *+ travelocity:



2000 - 2006

e

tripadvisor-

:i :v:; Rack Rate GET OUR
tandar q 45

$1

Standard Double $151

Family King Suite $173 B E S |
Family Double Suite $1a3

Park-View King Suite %207

Park-View Double Suite $217 AVA' LAB LE
Doukle Parlor Suite 4255

Trple-Double Suite $269




2007/




2010

iPad is here.




So What's Next?

REPUTATION MANAGEMENT

«  FUNCTION SPACE REVENUE MANAGEMENT

« CARPARKING
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PERSONALIZED CUSTOMER
EXPERIENCES

Driving Direct Booking

Hoapilality
S ]
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Bernard Quek

Founder & CEO
Global Hospitality Solutions Pte Ltd

~ Siobal
GHS sy



(GHS tespien

create new business opportunities for hotels
memorable experience




Partial Client List

Single & Regional Hotel International
Independent Group Brand
| 2 I MILLENNIUM s

il oo Edsa ShangriLa

SINGAFORE é EN TARA MANILA,

— IMercure

NGVQI E L

(j//n’ z/'///fé‘é/{/q%uf .

TAUZIA
e | SINGAPORE
FAR EAST EITEL
THE
CARAVELLE \}/Discover; Leisure ( Rn'i\r IM‘\/%I Pﬁ '
H'D‘TEL COMPANY R s LARE SALATON

T 1 (_'l;lw,-_l i
GHS i



The real competitors are

OTAs are investing heavily on digital and mobile marketing

Free apps for iPhone, iPad and Android phones and tablets

competitor.d. ...

to down oad our app

-y

Search hotols

Send link via email

Send link via SMS

f Boor Available on the .-,',: T oW
........ D App Store > Google play




In the last 10+ years, OTAs lead the hospitality distribution, invested heavily in
technology and search marketing and own sophisticated loyalty program

RESULT: OTAs hold 1/3 market share of total room booking,
that mean

MILLION OF DOLLAR OF COMMISSION

Source: Phoenix Marketing Internationat.,



What next for hoteliers —
Questions you should answer to gain back control of
YOUR GUESTS

B Qlobs
(_]H Haagilality
Solliong



Q1: Are hotels at the same
starting line with OTA?




OTA indirectly breaking the Rate Parity
regime (triple point + bundle price)

Q2b: How




Personalize Preferential rate
Give your guests exclusive rate based on their




LUXURY Hotels
Rewards

Book room directly on
brand.com and

Take part Lo our ln',‘._] ly
program and enjoy exclusive
discounts

e SCLUN | member portal at
LUXURY HOTELS Loyaly program. SPECIAL MEMBER

ONLINE RESERVATION

PRICE based on BAR

POINT REDEMPTION

Currency: [~] List =, Map

View All Details  +

CONTINENTAL HOTEL #* &k
63. avenue des Champs Elysées. W1J 9EG PARIS. UK

{ Afabulous location atthe heart of the city makes the Continental hotel the ideal place to
stay when enjoying Londan, trips to the theatre, a day at The Spa or some shopping
therapy are all easy when you make The Continental hotel your home. Guests will find the
Continental hoteliy, s bedrooms amongst the largestin the Capital. Guest rooms reflect
classic english style, averaging 55 square metres (592 square feet). Luxurious Suites
average 110 square metres and provide exceptional convenience for the most discerning
traveller.

Show Details |+

From 425-EUR -15% 106.25 EU

TRANSACT




Preferential rate
Give your guests exclusive rate based on their

Hi Ca| Logout €N

LUXURY HOTELS

* Kk Kk Xk %

LUXURY Hotels

Rewards
Take part to our loyalty Currency: List L, Map
program and enjoy exclusive

View All Details | +

discounts

CONTINENTAL HOTEL % & & ok ok
63. avenue des Champs Elysées. W1J 9EG PARIS. UK

| Afabulous location atthe heart ofthe city makes the Continental hotel the ideal place to
stay when enjoying Londaon, trips to the theatre, a day at The Spa or some shaopping

| therapy are all easy when you make The Continental hotel your home. Guests will find the
Continental hotelig 45 bedrooms amongst the largest in the Capital. Guest rooms reflect
classic english style, averaging 55 square metres (592 sguare feet). Luxurious Suites
average 110 square metres and provide exceptional convenience for the most discerning

traveller.

Show Details 4+

From 1 194 points (87.50 EUR) BRL ety

~ Siobal
GHS sy



How about you?

5 S

Discover Your Home
Away from Home

he t

Trgm

Manage Your Itinerary

The Lapedio Agp i & vacadon app ACctas your Iy inmodaily
FosConon Wil 100 apited, rom gee CAaAQis 10 DegeeOe cafossel
ranbary




iRewards (GHS i

Creans appoeen Hes

Integration with Passbook application for easier travel management

- —
( : ) )
¢ eoammm 1
1 .
seses MOBIFOME = B:24 PM o Ga%: ese MOBIFONE ¥ 8:24 PM
£ Reservation Information Store Card
| GHS's hotel

Gﬂj Grand Heritage Southeast

Confirmation Nao. 1426074725

DEPARTURE

01 T 05

Gueast Mame Damo
Cost 157.73 USD
Points 0

'\. Call to Hotel

.' b
-._ Map Direction

| _ Save to Passbook

) Ghss
T Honhione’



iIRewards GHS &
Member is issued with eco-friendly mobile loyalty card,

no more physical-card needed

RUAURY




Use mobile phone to open
hotel door, ?

Starwood and Hilton are pioneering to experiment this innovation

S Starwood
# Preferred
Guest

N\

=

Well getthe door

OPEN UP WITH SPG KEYLESS.

Now you can use your SPG® app to check in, get your room number —
even unlock your door.

GHS &
Capilality
] Sa I.E ong



REMEMBER: MOBILE ISN'T A TREND,
IT'S




Q4: If you know your customer better,
what will you do

DIFFERENTLY?




Who will you update when
you change your job?




#1. Social data profiling:

A way to understand your customer better to offer them the right thing

n Consolidates data
B from...

Social network

James Smith

PERSONAL INFO

James Smith l
Age: 35
Gender: Male

HOBBIES

700 followers

m James Smith
General Manager

Past stay data

1
@ Online Booking

I
I
I
I
I
I
I

N
I
I
I
I
I
: Reservation data
I

POS

He likes playing sports
especially tennis

BOOKING [ ®

He has stayed in my hotel 3 times
He will be back on the next 5 days
He always stays in our business hotels
but never go on holiday in our resorts

CUISINE T

He always order steak when
dining at our restaurant

GHS
capilality
] S0 l.!.:\.l'l3



#2. Better system integration
Get a deeper and more holistic image about your customer
using integrated CRM system

Issue points for room Payment = cash+ point purchase
booking gateway Upsell
PMS
Revenue
management
system

Issue points for F&B

Generate rate based
transactions

on member’s value

/

Social network

Get extensive data

Book by point . Booking engine GHS e



#3. Customer segmentation —

Analyze to know the typical behaviors of each segmentation to provide more

personalized experiences

SNy Sy

1 time Potential Best Losing Win-back
customer customer customer customer customer

N

T 1 (_'l;lw,-_l i
GHS sy



CENTARA ""'ll
canrc

Onllni reservation

Are you ready to redeem,
Benard?

350 points belongs 10 you. Seize the
day!

Cose

=7 Do you meet guests in platform they want to meet you?



@Don’t forget to communicate with your guest

If a hotel have 10,000 contacts in their database, ADR of $100. Through effective
communication, 10% of these contacts make a booking, hotel will already make $100,000
only by efficient engagement with guests.

Different messages for

each stage of traveler
life cycle

Targeted
engagement

Post-departure email with
message to encourage OTA

booking to book directly next
time

] Globa
I—I Heagilality
Sohfons



Upgrading guests’ loyalty in hotels

High-frequency travelers participate in multiple hotel loyalty programs, waiting to see which generates the most value before focusing on one.
Once past this tipping point, guests will go out of their way to build equity with their brand of preference. As Millennials become a more
dominant spending segment, it will be especially important for hotel companies and brands to understand their purchasing and loyalty behavior.

WINNING
I RACE

Customer enrollment alone Existing status and points are the biggest drivers I\._ Once established, this loyalty is powerful and sticky,
does not translate into loyalty of customer loyalty and brand preference | " and transcends individual rewards
Average loyalty program The majority of travelers (68%) dedlare themselves loyal
participation: to a specific hotel rewards program because that is where Even if they lost their points with their current program...
N have accumulated the most points.
Total population is... they R _ 66% of travelers would stay loyal.
Enrolled i Active i
" vem 68% _ 75%b of Millennial travelers would stay loyal.
..claim loyalty to Once customers have identified a preferred loyalty program, they indicate
Millennials are. Business their preferred willingness to go out of their way to enhance their participation. Additional
N travelers... program because dollars they are willing to pay to stay at a hotel covered by their program:
Enrolled in Active in it is where they have ) .
m m / E e Business traveler Leisure traveler
L $35
Millennials...

520

Millennial non-Millennial

m LT — $29

.- Millennial*' nen-Millennial

| Vﬂ

"

= [ ]
]
afhigh - wha avan thave 25 aights in & hooel s 1he past 17 manths. e ol tte o
AG ke i Ths SoCumint, “DelonTie” St Dilealne LLF and it Phiddi s woarn o Dokt LLP anad its .
o T ek Py T B vl 112 ST clines undir the rulis and regulitions of gublic a00eusting. www_delultte.comfushhlfhotelloyaltyztl14



Make your loyalty program more meaningful —
Give the present of choice to your members

8inl0

“travelers said more
choices of rewards
would help improve
their experiences”

| Qlobs
L]HS Haagilality
Solliong



300.000 hotels
around the world

Rich reward Flight rewards include
full service and
budget airlines

60.000 attractions

catalog from
to explore

iReward Mall™

REWARD



Are hotels at the same starting
line with OTA?

If you are not, is never too late
to start




THANK YOU

Let get started!

Bernard Quek
Email: bernard@myghs.com
Skype: bernardquek

Website: www.myghs.com pigss.,


mailto:bernard@myghs.com

