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Singing the Blues:
The Cost of Customer Acquisition

Robert A. Gilbert, CHME
President
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MISSIONGWISION
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To grow business for hotels
and their partners through

sales, marketing and revenue
optimization.
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De-Mystifying Distribution
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CINDY ESTIS GREEN

Produced by TIG Global. Published by The HSMAI Foundation.
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hat have been macro trends that hav
olved since DCA was published in 201
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Value Shift Has Been Underw:
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G()lee £y P‘e’ i priceline.com ; (111 Tub
noonn S

Booking o

Aarrlott@ InterContinental Hotels Group C A R L S O N _/
HOTELS & RESORTS COMMUNE —fQ]tLS+¢r‘:':;L111.'sHROEEZLIGDR?Ul?p h wolth;l_WC“:))El\l H/Y—'—\T\
KIMPTON WYNDHAM CHOICE HOTELS STARWOOD @90 uirmony

hotels & restaurants ~ WORLDWIDE = INTERNATIONATL. | 57es & RESORTS WORLDWIDE, INC




mai UVIHHIT CUINIoUul1i1C1 DClidad

FUEL SALES # INSPIRE MARKETING # OPTIMIZE RE
@ @

NSPIRATIO

hic by Edelman PR



of the action...shop, buy,

, eat, drink, stay, and pay W
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" Slip Sliding Away
Weekly CD sales, change from
Previous year
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ising at twice the rate of revenue growtt
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Reduction in Local S&M Spenad

2009 to 2012 Increases

B Room Revenue

W Brand Alloc's

Commissions

M Local M&S
M Local Payroll M&S

W Other Local

om Revenue Brand Alloc's Commissions Local M&S Local Payroll Other Local
M&S

Acquistion Cost Areas
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NYC 2012
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Travel Industry

COST AS % REVENUE

RLINES 3-6%

\R RENTAL 4-6%

JOTELS 15-25%




\MA Sample P&L Database £

168 hotels from 2009-2012

Data elements
- Total Sales and Marketing Spend
- Commission Expense (retail only)
- Total Revenue

- Room Revenue

- Number of rooms

— Group/Transient splif

Same store”—340 hotels




B Y R Y A\ VIV“’ W iliWw Bl I W

Net RevPAR

evenue — (Commissions + Total Sales
ynd Marketing)/available rooms

£

Net Sales and Marketing Efficienc
{ow much net revenue Is generated fc
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randed luxury hotels were more efficient in sales and morke’ri@
bend than the branded upper upscale

owever, independent and small chains outperformed brandec
Ixury hotels in sales/marketing efficiency

Jxury hotels were 11% better in S&M Efficiency than the Upper
pscale, but with a 100% premium in ADR and revPAR that was ¢
Jrprisingly narrow margin; they were 18% more efficient in sales
1arketing efficiency when total revenue was considered

ommissions in upscale hotels grew more quickly than other chc
~ales between 20092 and 2012 but it was a close contest

sroup hotels held steady in S&M efficiency from 2009-12 and we
7% more efficient than transient hotels (based on total rev); frans
rere more 19% more efficient on rm rev; transient declined over
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Not the End of the World

Just the end of the world as we know it...
and a new era of opportunity



Implications of the Threat

Owners issue? Costs
Big Brand' s Issue? Consumer Access
Independent Issue? Cost and Access



What it s not...

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

What it is...

" s about creating business acquisition strateg
that deliver sustainable profit

for hotels.



Consumer Innovation Forum
At the intersection of Iegislation and commerce

/

20 brands
10 ownership groups

4 management companies
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e New Models
and Entrants

e Distribution
Issues

e Hoteliers
Resource for
Understanding
the Digital

Marketplace

A Third Party Hotl Boking
8 Sites Can Miad
| Cnsumey

e Trademark
Infringement

e Misleading
Search listings
and 800
numbers

Consumer Deception

e Reality check
on cost of
customer
acquisition

e Industry
resource for
legislative
action and

policy
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Your Thoughts & Questions?
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