Customer-Centric
Revenue Management

How putting the customer at the centre of your Revenue Management

strategy will help to maximize profits
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Presentation

Bl 26 years experience in the hotel sector

- 10 years in Operations in UK, the last 5 as General
Manger in London.

] 15 years in distribution and Revenue Management,
including 11 years in global positions within NH
Hotel Group.

] Guest lecturer on RM in various universities
Speaker throughout Spain

Neville Isaac

Customer Experience Director
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The “classic” definition of Revenue Management

Right room Right price

REVENUE
MANAGEMENT

Right
customer

Right




Customer Centric Revenue Management will help to align the commercial and development
strategy of your product with the needs of the most profitable clients, to maximize your profits
in the long term.

I

Invest time and Generate the

Data analysis resources in best customer
the best clients experience




Customer Centric Revenue Management

Adopt the clients Analyse their behaviour
point of view during the purchase process
VN
io

Know the expectations of
each type of client

Know the price
elasticity of the
market




Decision making process : Compare hotel prices
Know your competlitors and review your positioning

+

Booking € It 2cient It ta [N "3 Inicia sesion

» gspafia » andalucia , sevilla + resultados de la blsgueda
40.210 alejamientos  6.801 alojamientos 360 alojamientos  Sewilla, 2 adultos, 7 noches (3 - 15u)) Maodificar fechas

Buscar ) e Sevilla es un destino muy solicitado por los viajeros en las fechas que has seleccionado (26% (]

reservado).
‘ Consejo: puede que los precios sean mas altos de lo normal en las fechas que has seleccionado. jPor gué no
Destino/Mombre del hotel: ) 26 "~ prusbas con estas fechas alternativas?
%

Sevilla reservado 7 jul — 14 jul 9 jul — 16 jul B jul — 13 jul

- Trabsio ' Ocia 9

_ Sevilla: 264 alojamientos de 360 disponibles, ordenados por
Y{mes v ffuio1s v recomendados~

=Ech I i Las 3 razones para visitar este lugar. cultura, tapas ¥ monumentos
_H{mig1s v [uios v |

Hotel Fernando Il A &% «;:f @ Oferta estrella Muy bien 8,0
1319 Puntuacién basada en 1152

Zadulos, Onifios ¥ b . comertarios

Centro histdrico de Sevilla, Sevilla

BB Hay 19 personas mirando este hotel.
Buscar T " BEY Ultirna reserva: hace 37 minutos

Precio para 7 noches
acifin Doble - 1 0 2 camas € 706,86

= — 0 habitaciones »
Tus pref- oncias: Reserva mas rapldo

Con los filtrog, nuestros clientes tardan menos en
v Precio (por noche) encontrar lo que buscan, jTd los has probado?
O £0- €50 (108) T
O €50- €100 (104) Sevilla Central Suites Apartamentos Excepcional 9,7

0O €100- €150 (23) — Puert_a Jerez *f* p @ Oferta estrella ©/ 158 Purtuaciin basada en 164

comertarios
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Decision making process : Consult opinions
Work with the whole team fo improve your reputation

.,
LA Puntuacion

, ,f! Basada en 1193 comentarios Limpieza Canfort
villa

7 Eﬁ,adio"na,m,.. Ubicacidn Instalaciones y senicios
 Sanchez-Pizjuan =

- | w I
. | Personal Relacidn calidad - precio
Susil Amm
‘ﬁibq adle, Inst=Geogr. Nacional .

WiFi gratis
4 Volver a los resultados de la
hisqueda

Preguntas mas frecuentes (FAQ) Lo que dicen los clientes

Tioos de habitacian Los temas que mas se comentan son:
Precios o Ubicacion

Panos 174 comentarios postivos
Condiciones e Personal

Instalaciones v servicios B8 comentarios positivos

Tranquilidad
E1 comentarios negativos

Personal
¢Por qué reservar con 44 comentatios negativas

Booking.com?

+" Precio Minimo Garantizado

Los mejores precios = Sin cargos de
gestion = Ofertas especiales

+" 50.200.000 comentarios
auténticos Ordenar por;  Idioma v

Mostrar los comentarios de:  Todos los clientes (1153)

= inglés

. . = acpafiol = catalan
Mostrar comentarios en: @ — 188 comentarios O & 178 comentarios = = I comentarios
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Decision making process : Compare services
Review the information on your hotel and your competitors

Servicios del Hotel Fernando Il guencs semviios! Puntuacian: 8.2 Servicios del Sevilla Central Suites Apartamentos Fabiola
{Buenos servicios! Puntuacion: 9.3
Servicios mas populares

. Servicios més populares
ﬂ Parking 7 Conexién WiFi gratuita @ Habitaci no fi di '”T R

+ o . ﬂ Parking “;‘: Conexion WiFi gratuita H Habitaciones familiares
(& Adaptado personas de movilidad reducida m Terraza Y Bar [ Desayuno

@ Habitaciones no fumadores (5 Adaptado | de ilidad reducid.
n Servicios de limpieza
H: Ascensor
& Baro B Aparcamiento
¥ papel higiénico Hay parking privado en el 2 Varios = Instalaciones de la
¥ Ropade cama Eset‘a;l;;lmwenlo. No se puede reservar. v e scondicionado habitacion
¥ Toallas .
¢ Bidet ¥ Prohibido fumar en todo el ¥ sofd cama
iq . P establecimiento
¥ Bafiera o ducha 4 Servicios de recepcion v aleteei ¥ Perchero
¢ Ban d . Calefaccion ¥ Suelo de baldosa / marmal
ano privado ¥ Servicio de conserjera ¥ Ascensor
v nceo L ChenntmeRn ¥ Plancha para ropa
¢ Aticulos d " uardaequipaje ¥ Habitaciones familiares
iculos ge aseo gratis -
. g ¥ Venta de entraces ¥ Adaptado personas de movilidad o .
secador de pelo ¢ Informacién turistica reducida 0l Caracteristicas del edificio
¥ Bafiera v i6 P
Recepcién 24 horas ¥ Habitaciones no fumadores ¥ Apartamento privado en edificio
— I .
= Habitacion i i 2 -
—_— L] Oferte? _de ocio y servicios & Bario 3 Mascotas
¢ Amario para familias )
¥ Papel higiénico No se admiten.
# . ¥ Canales de TV para nifios ¥ Ropade cama
xteriores v
Toallas
. - [LLJ}
¥ Terraza  solrium B Servicios de limpieza ¥ zafio privado Zona de estar
¥ Terraza ¥ Senvicio diario de camarera de pisos ¥ Articulos de asec gratis ¥ Zona de comedar
¥ Servicio de planchado |(de pago) ¥ Secador de pelo ¥ sofd
22 Piscina y bienestar ¥ Senicio de lavanderia (ce page) ¥ Ducha ¥ Zona de estar
¥ Valla alrededor de la piscina . . . .. . . L
¥ Zons poco profunds &5 Instalaciones de negocios Habitacion 1 Fquipamiento audiovisual
¥ Baren |a piscina ¥ ax/ fotocopiadora | de pago) Armario y tecnolégico
v

Toallas de playa / piscina ¥ Centro de neaorias |fde nana) ¥ TV da nantalla nlana
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Decision making process : Find the best price for the same product
Control your distribution

Estrellas @ Vermapa 244 de 503 Hoteles | ~ Ordenar por Popularidad | ~

‘.@ *‘ ‘ * *_‘ [_* *‘ ‘_* *‘ * | _. IMG Fernando lll anomng_cumw
N l S*EEI;:‘Z ﬂHg:;erln de: Centro de ciudad Hee
Valoracion N —— :
Travelrepublic  71€  Expedia 72¢ 71€
HEEEE B T e
h— i 3
78 /100 Ver ofertas
| ¥ —r 3037 opiniones de 20 webs

Comparacion de precios Mapa | Detalles del hotel | < Compartir | X

Precio

21 € max. 307 € N7 E

\_/ Tra\'eIRapuhll_E a2 Consulta la web de reserva paraver mas detalles.
Wer solo los hoteles dispanibles Desayuno no incluido

I:‘ Las mejores ofertas (Top Deal

71€

Booking.com . Hahitacion Da.hle I?standar (1-2 adultos) - 1 0 2 cama...
Distancia desde Desayuno no incluido

IMG Fernando Il HOTUSA DOBLE STANDARD

89
08k méx. 20 km hotels Desayuno no incluido

HOTUSA 4o Twin (doble 2 camas)

) hotels Desayuno no incluido
Direccion

. Hahitacidn doble estandar
) i (&
Lo mas buscado Exped ; ;

Desayuno ho incluido
—_— pies “Ae
B \@:\ & |2
Wi-Fi ) )

Desayuno  Piscina

Hoteles @ Habitacion doble estandar
Desayuna no incluido
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Decision making process : Consult the hotel website

Be different, make sure your product shines on your web
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Summary of decision making process

Search by Compare Compare reputation Price Consult website
. Services Comparison
Price
by channel




Traveller Life Cycle

The Life Cycle of the Traveller

Week -20+
“Not Yet Ready”

Awareness Week -16:
+ 5 Destinations
* 0 Hotels

Already thinking
about next trip!

Consideration

Week -12:
+ 3 Destinations
* 6 Hotels

Experience

Book Additional Comparison e
Activities « 1 Destination
+ Restaurants * 15 Hotels
 Attractions

« Tours, etc.

More than 60% of travelers start researching their trip more than four
weeks out from the day of booking

@®tripadvisor’
Tor busines.

Package Bookers Consume a Lot of Travel
Content, Especially the Week of Booking

* Travel content consumption the week of a package booking more than doubles the prior week’s volume

Average Travel Site Visits per Week

{Number of traved sites visited per week by the sverage segment member, Oct’] 2-Mar'1 3 aggreg ate)
Number of visits to travel sites :

made by package bookers :

45 days before booking
5 Weesks Out 4 Weeks Out 3 Weeks Out 2 Weeks Out 1 Week Out  Week of Booking

E Read a5: The average segment member makes 15.5 wisits 1o travel Stes in the week keading up to the package boolkeng

||III!I" -
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Expectations for each type of customer

) A previous experience in the category

i
4

Different for
each type of
client

EXPECTATION OF QUALITY

4

MAXIMUM PRICE RANGE THAT A CUSTOMER IS
PREPARED TO PAY




Customer Centric RM in Beonprice

BEONPRICE has created BQI® : the only index in
the hotel market which measures the all round
quality of a hotel in order to understand the
competitive positioning and the price elasticity in
the Marketplace.

The BQI® takes into account more tan 21
objective parameters such as location, hotel
services, restaurants, room size etc, as well as the
online reputation.

BQI imitates the customer booking behaviour
taking into account the expectations of quality of
the property both before and after the reservation.




Competitive Set A

Hotel A Hotel B
* % & Kk * % & Kk
City Centre e » 4 hotels with the same quality
- Access to subway

- Access to subway

 Room 20m2 oo 20 ) Same services
) Similar product

» [dentical Price

Hotel C Hotel D
* % %k Kk * % %k Kk ‘

- City Centre - City Centre
- Access to subway - Access to subway
 Room 20m2 . Room 20m2 SAME PROBABILITY OF

SALES

100€ 100€




Competitive Set B

Hotel A Hotel B

» 4 hotels with the same quality
) Same services

ity Contre iy centre y Similar product with different styles (image)
Aocess o subuay frecess o subiey » Identical Price
- Room 20m2 * Room 20m2

Muy bien 8,5 [l Fabuloso 8,6 ) Different reputation
100 € 100 €

Hotel C Hotel D
% % % % % % % % ‘

ity Centre oy Se— ONLINE REPUTATION WILL
- Access to subway . Access to subway DETERMINE THE
- Room 20m2

- Room 20m2
Fa ntastico Fantastlco
100 3 100 3

PROBABILITY OF SALE




Competitive Set C

Hotel A Hotel B

» 4 hotels with the same quality
) Same services

p— oo y Similar product with different styles (image)
- Access to subway - Access to subway ) Identlcal Reputatlon
- Room 20m2 - Room 20m2

Muy bien 9,0 [ Fabuloso 9,0 Y Different price
100 € 110 €

Hotel C Hotel D
% % % % % % % % ‘

| [ PRICE WILL DETERMINE
- Access to subway - Access to subway THE PROBABILITY OF SALE
- Room 20m2 - Room 20m2
Fantastlco Fantastlco
106 3 120 €




Competitive Set D

Hotel A Hotel B > 4 hotels in the same category
) Same characteristics
Yy Similar product with different styles (image)

- City Centre - City Centre

e Y Different services available
- Access to subway Y

- Room 20m2 . .
 Room 20m2 - Free Wifi Y Identical Price

Muy bien 8,5 Fabuloso 8,6 . .
100 € 100 € Y Different reputation

Hotel C Hotel D '

. ity Centre City Centre ; PROBABILITY OF SALE WILL

- Access to subway

::;c:::sztgns‘lzlbway - Room 2_Qm2 BE A MIX OF SERVICES AND
Free Wif S REPUTATION

Fantastico 9,0 Fantastlco 9,3

100 € 100 3




Competitive Set E

Hotel A

Hotel B

- City Centre
- Access to subway
- Room 20m2

Muy bien 8,5
100 €

- City Centre

- Access to subway
- Room 20m2

- Free Wifi

Fabuloso
108 €

Hotel C

- City Centre

- Access to subway
- Room 20m2

- Free Wifi

Fantastico 9 0

113 €

Hotel D

- City Centre

- Access to subway
- Room 20m2

- Free Wifi

Spa & Pool
Fantastlco 9,3

125 3

> 4 hotels in the same category

) Same characteristics

Yy Similar product with different styles (image)
» Different services available

» Different Price

Y Different reputation

¥

PROBABILITY OF SALE WILL BE A
MIX OF OBJECTIVE QUALITY,
REPUTATION AND PRICE




The relationship between Quality & Price is fundamental

. Comp Set
Recommended” {Click to hide}
’ Your hotel
B P - Recommended
Competitor 7.. J,,-f“"f Competitor 1
H,f" g Competitor 2
200 e Your hotel Competitor 5
e Competitor 4
o~
- ™ Competitor 5
Competitor 4..- itoiCh —
i Competitor 7
___..-'-_.--" nFﬁml lmiﬁm
180 fﬂ___,.--"’
.-""--.HF
..r-*"’f
f_,...-" .
160 Competitor 5... __’,,e--"' Competitor 3...
._F_'___,-"'"-J.
- -
140

38080 400 g7 420 B0 44080 460 87 430 BN 500 B0 52080 540 B 560 B)
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The relationship between Quality & Price is fundamental

. Comp Set
Recomme nu:lf_cl’# {Click to hide)
2 - Your hotel
- - Recommended
i Your hotel Competitor 1
Competitor 7... p E:ii 1'39_| Eg:.EﬁEig . CﬂmEEﬁtnrl
f; Sales opportunity: 20.96% Competitor 3

200 ;,x"f -. Competitor 4
-~ U Competitor 5
Competitor 7
~ Optimal position
180 ~
- (" The only index in the hotel
—~ market which measures the
- i objective quality of your
180 Competitar 5... - R ho!cel plusqthe (t)}rlwling
T reputation to determine your
- competitive position

140 \/

380 EQ 400 B 420 EQ 420 B 460 8 43080 500 BQ 52080 S400EQ 360 BQ
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Where should Customer Centric RM
be applied

STRATEGY

|

PRICE o LOYALTY

DISTRIBUTION




Part of a Digital Transformation Ocupacitn

Pickups

Analisis competitivo 0 03 05 07 O

117.0ex 126,020




Technology transforms the way we work

BIG DATA

-
¥
ADAPTABILITY IN REAL TIME

EVERY HOTEL DECISION
MAKING




REVENUE MANAGAMENT SYSTEM

N
'R
&S

More time to think
about strategy

NET RevPAR



ol
Transform
decision making




Transform the decision making process

= >> (3E00GR06E6

Revenue managament
Hotel Focus




Provide all the data to all sfakeholders

One tool for all departments

All data on the same platform




2 TYPES OF ROI

“Financial” “Organizational”

=10] ROI

©

Increase in RevPAR

+ Efficient
+ Strategic




Do you want more info”?

info@beonprice.com
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Data-driven RevPAR
People-driven service



