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L James Has a Task !

’
S I I I ; ] 1 He is a Director of Revenue and needs to take on the job of online marketing. He'is
wondering how he can manage both together and get the best possible results for the

hotel.
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He Knows We Live In
a Data Driven World

HOSPITALITY SALES & MARKETING ASSOCIATION INTERNATIOMNAL



But Which Path to Choose®¢

hsma1
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The Path to Optimal Revenue

hsma1

DIAGNOSTIC

WDERS! AN

DESCRIPTIVE
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He Understands His Business

hsma1

But he wants to make a better Forecast Accuracy
forecast

Excellent:
<+/-5%

. . . d:
He decides to review different data s s 16
sources and theirimpact on his Terrible:

, >+/-10%

forecasting accuracy.

Acceptable Ranges
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Historical Data and Patterns -
hsma1 :

Weekly US Hotel Occupancy Percentage 2006 - 2010 ——Occupany %

E==EEiSEE i i
Coatt W A A
SHE FEL R A

S
o B
"4/" ®

HOSPITALITY SALES & MARKETIMG ASSOCIATION IMTERMATIORAL



Understanding His STR Data Helps
)

[ HSMAI ORG

hsmai

Global Performance (Data in US Dollars)
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The Path to Optimal Revenue
)

hsmai
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He Tracks His Competitor
Rates and Rate Pace

hsma1
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He not only looks at the rate
movement, but he also
reviews the impact of rate
changes in his compset on his
price elasticity




And He Knows What
, His Competitors Have On The Books ¢

hsma1
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And He Dismisses Data That
oes Not Prove to Have a Direct Impact

hsmaiD
S A
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James Now Knows He Has a Solid B
To Start Focusing on Marketing -

hsma1

Historical Data

Historical
Benchmarking

Competitor On

The Books Data

Competitor
Rates and
Impact on

Demand
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‘“ The Path to Optimal Revenue

HEMAILORG

MARKET INTELLIGENCE

IDENTIFY

GNDERS! pND

PERFORMANCE DATA
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If Only He Knew What
The Best Time Was to Advertise B

0
INTERCONTINENTAL

NOW OPEN!
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