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CRM and Guest Value

» Hoteliers are now realizing the benefits of looking
at the entire revenue earned throughout a guest’s
stay and are starting to work closer with customer
relationship management (CRM) initiatives, trying
to incorporate these two areas. In the past, revenue
management and CRM were not considered a
good mix, but that perception is changing.




What Revenue Management VWil
be in the Future

One-to-One Revenue Management
CRM and Guest Value

Function Room Yield

Channel Cost Analysis

Goal Alignment

Automation




The Fundamentals

UNDERSTANDING THE MARKET

MARKET SEGMENTATION

INTERDEPARTMENTAL INTEGRATION & ORGANIZATION
DEMAND FORECASTING

REVENUE STRATEGY

STRATEGIC FORECAST

STRATEGIC PRICING

INVENTORY CONTROL STRATEGIES

PERFORMANCE ANALYSIS
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UNDERSTANDING THE MARKET

Consumer Trends

Competitive Trends

Pricing Trends

Cyclical Pricing Trends
Competitive Landscape

Hotel SWOT Analysis Example
Analysis by Segment

Demand Generators

Historical Performance
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Overall Segmentation and Channel Mix




UNDERSTANDING THE MARKET

P* $100
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UNDERSTANDING THE MARKET

Historical Performance

Most revenue executives find that tracking the following
information is beneficial to their decision making over time:

Room nights Cancellation lead time

Revenue FevFAR

Lead time/Booking pace Cancellations

No shows Transient rooms
(both guararteed and non-guardrteed)

Group rooms Arrivals

Departures Walk-ins

Extended stays Earby departures

Deniak/Regrets * Source of bookings

ADR (Average Daily Rate)




INTERDEPARTMENTAL INTEGRATION &
ORGANIZATION

Integrating Revenue Management into the Organization

S5ales &
Marketing

Revenue
Management




INTERDEPARTMENTAL INTEGRATION &
ORGANIZATION

Integrating Revenue Management into the Organization

» Revenue management represents a core function in
navigating the revenue life cycle, and strong integration
with the sales and service areas is essential to
maximizing revenues and profits.

The sales, marketing and service teams bring critical
customer perspective to the processes of setting
revenue strategies, inventory management and pricing.




INTERDEPARTMENTAL INTEGRATION &
ORGANIZATION

Integrating Revenue Management into the Organization

The Revenue Cycle

Create Maximize ESUE'ﬁ::g
Demand Revenue Experience
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INTERDEPARTMENTAL INTEGRATION &
ORGANIZATION

Property Specific Organizational Charts
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Market Share Growth

> What is Market Share?

o [Ihe proportion of industry sales of a good or service that is controlled by a
company

> Why is it important?
o Investors prefer companies with relatively large market shares because

they are generally less likely to be squeezed by competitors.

Market Share Growth is the Revenue Management performance indicator.
It shows the performance of our hotel as compared to a group of like
competitors within our marketplace. It is our top line revenue “report card”.

> How is it measured?

o Smith Travel Research (STAR) report and calculated as the period percent
change in your hotel’s RevPar Index.




Market Share Growth

Tab 4 - Trend Report

2300 Evergreen Park Dr SW a, WA 893502-6008
MotCo: Red Lion Hotels Corfgration
Date Created: January 24, 2007

Red Lion Hotel Qlympia
STR# 17903 ChainlC:
For the Month of: December 2006

(360} 94,
Owiner: None
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