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Convergence 
Of market segments 

Of marketing techniques 

Of content 
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Understand the segment 

    need     search      choice    decide sale    decide    choice     search 
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Hospitality Demand Characteristics 

 Known and predictable use  

 Annual structured process 
(months) 

 Good faith negotiations 
based upon historical room 
consumption 

 Sensitive to economic cycles 

 Selection process is largely 
proximity and tier based 
process 

Transient 

 Accurate and complete historical demand data 
representing “orders” via agency & “consumption” 
via credit card. 

 Need to normalize and match data as property 
names/transactions are not consistent 

 >60% of hotels will be booked via agency process 

 >90% of hotels will be paid by authorized FOP 

 Consider existing and alternative properties based 
upon acceptable tier and proximity.  Ability and 
willingness to shift share. 

 Ensure negotiated rates are loaded, available, 
competitive and authorized. 

Vital Few 

40% of Spend  
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 Mix of known and unknown 

 Variable lead and sourcing 
timeframes (weeks/days) 

 Legally bound arrangements 

 Sensitive to economic cycles 

 Decisions largely amenity 
based for large/external 
meetings and proximity based 
for small/internal meetings 

Meeting & Event 

Hospitality Demand Characteristics 

 Enable meeting capture from distributed 
customers to internal planners. 

 All meetings matter (70% of volume are <50 
participants) 

 Online research/booking process for meetings <50 
participants 

 Online supplier bidding process for meetings >50 
participants 

 Ensure approvals and contracting process reflect 
general firm wide purchasing policies and lowers 
risk. 

 Ensure knowledge integration with supplier 
relationships to leverage firm wide demand. 

 Meeting Card important to capture and enable 
comparison reporting from approved state to final 
state (actual consumption) and to capture full 
supplier spend. 

Vital Few 

40% of Spend  
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Engagement & Project 

 Unknowable demand 

 Fast turnaround (days) 

 Good faith negotiations 

 May involve Extended Stay/ 
Corp Housing Suppliers 

 Decisions largely proximity, 
amenity and comfort based 

 Prof Services, Technology, 
Construction/Engineering 

Hospitality Demand Characteristics 

 Enable E&P demand capture from distributed 
customers to internal planners. 

 Capture and manage bespoke accommodation needs 

 Hotels, Extended Stay, Corporate Housing Providers 

 Ensure supplier bidding process reflects companywide 
purchasing standards 

 Ensure knowledge integration with supplier 
relationships to leverage firm wide demand. 

 Integrate knowledge with existing transaction 
processing to ensure expected traveler care and data 
capture 

 Digitize each engagement, use company form of 
payment and capture actual consumption for 
customer billing purposes. 

Vital Few 

20% of Spend  
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The importance of RFPs 

 

 Transient Market 2010 
 

 

• Corporate RFPs Processed 1.1 million 
 

• Room nights 95 million 
 

• Annual traded hospitality revenue $18bn 
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Meetings Market Value 

 

 Global Meeting Spend $300bn 

 

 US Meeting Spend $150bn 

 

 US Corporate Meetings $75bn 

 
 

Source: PhoCusWright’s Groups and Meetings 
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Engagements Market Value  

  

• 92,000 people/week on assignment 

• 6,500 companies in the US 
 

Source: Koosharem (staffing company) 

 

Accommodation Spend =  

 $50 million per week 

 $2.5 billion annually 
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Best Practice #1 - Be Prepared 

 Content is King, Context is Queen1  
 Rich relevant content at the point of decision 

 Who controls that decision point 

 Who accesses that point to write reviews 

 Benchmarking and data 
 Pre-season review 

 Post season analysis 

 Track rate parity and rate availability 

 Treat your channels as you treat your inventory 
 Total spend across all segments 

 Total segment across individual sources 

1. Ektron White Paper 2011 



Supranational Hotels Conference 2011 

Make your content work for you 

Good Content Communicates Value 
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Convergence of tools  

•Accurate content 
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Enable yourself to be found 



Supranational Hotels Conference 2011 

Benchmarking and Data 
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Benchmarking and Data 
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Benchmarking and Data 
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 Market Analysis 

 

• Consortia and Corporate Overview 

 

• Benchmarking Analysis 
-City, Market, Star Rating 

Year on year NEG rate trends 

NEG rate comparison to COR and BAR 

 
• Competitive Set Reporting 

Corporate rate comparison    

Bid statistics – received, won, lost, reason codes 

 

 

Key consortia? 

Which markets? 

Corp trends? 

Discounting? 

Amenities? 

 

How are my rates? 

Acceptance levels? 
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 Portfolio Analysis 

 

 

•Pre-Season 
 Corporate Client Expectations 

 Anticipated Trends: 

  - Amenity inclusion / exclusion  

  - Tax service inclusion 

 Process Efficiency plan 

 Corporate Communication plan 

 

• Post-Season 
Cities solicited vs inclusion 

Potential Bids Lost report 

Compliance responsiveness 

Market Leads analysis 

 

 
 

 

My Key Clients? 

How to Target? 

Programs Rejected? 

Unanswered Invites? 

Failed to Negotiate? 
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Best Practice #2 –  

Marketing is not only for leisure 

 30% of a corporation’s travel spend is hotels 

 40% transient 

 40% meetings 

 20% engagement / projects 

 Convergence of markets 

 Leisure spend often associated to corporate spend 

 Technology and tools found in all markets 

 Corporate travelers are target markets 

 Most Preferred Programs include multiple chains 

 All programs require multiple hotels in each location 

 “1st screen” principles apply 

 Process is the same – just further up the stream 
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Marketing to the decision point 

 

• Increased Visibility 

 

• Communicate Value 

 

• Competitive Positioning 
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The search  
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The “list” 
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The needle in the haystack  
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Marketing - Components 

1. Enhanced Search Placement 
 

 

• Default search is proximity-based 

 

• Accurate content will help you in 

the filters 

 

• Rich media will keep you in the 

game 

 

• Now – an opportunity to position 

property above peers 
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The “List” 
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  Contacts 
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  Amenities 
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Promotions  
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Offers  

FREE 

WI-FI 
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Best Practice # 3 – Work the process 

 Respond quickly 

 Respond – every bid could lead to $$ 

 CPMs assess prior to deadlines 

 Don’t leave it to deadline, as questions arise 

 Meeting planners measure by hours 

 Show your value 

 Total spend includes amenities 

 Show value of free amenities and of location 

 Show loyalty and you will be shown loyalty 

 Rate can replace shoulder and low season / day 
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The Season 
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Best Practice # 4 - Complete the circle 

 Load the rates quickly, and accurately 
 May take 3-4 attempts for hotels to load correctly 

  5% - 53% of Negotiated Rates are not available 

  10% - 30% of Negotiated Rates are lower online 

 Review the business regularly, know your 

business and track your customers 

 Proactively check your rates 
 Automated auditing 

 Partner programme and commitments 

 Review business to plan 
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Supranational 

 Centralised transient RFP process 

 Managing deadlines 

 Creating relationships 

 Centralising leads 

 Increasing responses / responsiveness 

 Capturing Group / Project leads 

 Centralised lead management 
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RFP & CRM Software is essential 

 Customer Relationship Management  
 Creates interface opportunities 

 Increases effectiveness of partnerships 

 

 Works with various operating environments 

 Variable speed, controlled by user 

 On-line updates available 

 Personalization available 
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Meeting people is essential… 
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Messages 

•Understand the segment 

•Best Practices 

•Make your content work for you 

•Apply your on-line marketing techniques to your corporate business 

•Work the process 

•Complete the circle to retain the business 


