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What have been macro trends that have 
evolved since DCA was published in 2011?  

 
 



A Value Shift Has Been Underway  
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Booking Brands and Stay Brands 
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Everyone	
  wants	
  a	
  	
  
piece	
  of	
  the	
  ac?on…shop,	
  buy,	
  
arrive,	
  eat,	
  drink,	
  stay,	
  and	
  pay	
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We	
  don’t	
  want	
  a	
  Kodak	
  moment…	
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  Acquisi(on/reten(on	
  expenses	
  
rising	
  at	
  twice	
  the	
  rate	
  of	
  revenue	
  growth	
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Reduc?on	
  in	
  Local	
  S&M	
  Spend	
  



Contribu?on	
  to	
  	
  
Opera?ng	
  Expenses	
  and	
  Profit	
  	
  

NYC	
  2012	
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Cost	
  of	
  Customer	
  Acquisi(on	
  	
  
Travel	
  Industry	
  

TRAVEL	
  SECTOR	
   COST	
  AS	
  %	
  REVENUE	
  

AIRLINES	
   3-­‐6%	
  

CAR	
  RENTAL	
   4-­‐6%	
  

HOTELS	
   15-­‐25%	
  



kalibri LABS. Confidential & Proprietary 
Information 

HAMA Sample P&L Database 

"  468 hotels from 2009-2012 
"  Data elements 

– Total Sales and Marketing Spend 
– Commission Expense (retail only) 
– Total Revenue 
– Room Revenue 
– Number of rooms 
– Group/Transient split 

"  “Same store”—340 hotels 



kalibri LABS. Confidential & Proprietary 
Information 

HAMA Study Metrics* 
"  Net RevPAR 

 
Revenue – (Commissions + Total Sales 
and Marketing)/available rooms 
 

"  Net Sales and Marketing Efficiency 
How much net revenue is generated for 
every $1 spent in sales and marketing? 
 
Revenue - Commissions  
Total Sales and Marketing 

*	
  ~500	
  hotels;	
  P&L	
  data	
  only;	
  retail	
  commissions	
  only	
  



kalibri LABS. Confidential & Proprietary 
Information 
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kalibri LABS. Confidential & Proprietary 
Information 

Notable Highlights 
"   Branded luxury hotels were more efficient in sales and marketing 

spend than the branded upper upscale 
 

"   However, independent and small chains outperformed branded 
luxury hotels in sales/marketing efficiency 
 

"   Luxury hotels were 11% better in S&M Efficiency than the Upper 
Upscale, but with a 100% premium in ADR and revPAR that was a 
surprisingly narrow margin; they were 18% more efficient in sales and 
marketing efficiency when total revenue was considered 
 

"   Commissions in upscale hotels grew more quickly than other chain 
scales between 2009 and 2012 but it was a close contest 
 

"   Group hotels held steady in S&M efficiency from 2009-12 and were 
9% more efficient than transient hotels (based on total rev); transient 
were more 19% more efficient on rm rev; transient declined over 
time largely due to the steep rise in commissions. 
 



Not	
  the	
  End	
  of	
  the	
  World	
  

Just	
  the	
  end	
  of	
  the	
  world	
  as	
  we	
  know	
  it…
and	
  a	
  new	
  era	
  of	
  opportunity	
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Implica?ons	
  of	
  the	
  Threat	
  

Owners	
  issue?	
  Costs	
  
Big	
  Brand’s	
  Issue?	
  Consumer	
  Access	
  
Independent	
  Issue?	
  Cost	
  and	
  Access	
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What	
  it’s	
  not…	
  

…its	
  not	
  about	
  avoiding	
  3rd	
  party	
  
marketers.	
  They	
  are	
  a	
  fact	
  of	
  life	
  in	
  the	
  

new	
  marketplace.	
  	
  

What	
  it	
  is…	
  	
  
It’s	
  about	
  crea?ng	
  business	
  acquisi?on	
  strategies	
  

that	
  deliver	
  sustainable	
  profit	
  	
  
for	
  hotels.	
  

©	
  2013	
  Kalibri	
  Labs	
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20	
  brands	
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  management	
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Consumer	
  Innova(on	
  Forum	
  
At	
  the	
  intersec8on	
  of	
  legisla8on	
  and	
  commerce	
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   • Reality	
  check	
  

on	
  cost	
  of	
  
customer	
  
acquisi?on	
  
	
  

• Industry	
  
resource	
  for	
  
legisla?ve	
  
ac?on	
  and	
  
policy	
  



Your Thoughts & Questions?   
 



bgilbert@hsmai.org 
cindy@kalibrilabs.com  


