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A few large owners of online demand for hotel accommodation, 

commanding and securing rate parity, also ask for product parity, 

sometimes outperforming many hotels own websites in selling the 

products.  

 

Whilst many hotels are experienced in regaining customers from competitors, 

winning back travellers from third party online suppliers may require a different set 

of skills and tactics; we know many of the guests checking out of our property are 

likely to be using properties and brands in other locations where we have no product 

for them to purchase. 

 

In looking at the way our customers want to interact with our brand at the point of 

purchase, what happens if we uncover a need to significantly change the processes, 

skills and associated systems we've spent the last five years installing, 

understanding and mastering in order to preserve or improve margin?  

 

o Because we can 

We live in a world of "e-duction", tempted and lured through educative marketing 

into wanting and subscribing to more and more technology, applications and 

storage, to digitally manage and realise more enjoyment in our lives. Many of us 

repeatedly convince ourselves and our friends that we need to replace the way we 

perform simple tasks as a result of being inundated with alternatives that 

conveniently reside in our personal digital space - smartphone, tablet or desktop, or 

maybe all three. Having so much capability in a wallet-sized device can be as 

practical as it is consuming.  

 

We now have smartphones where the monthly line rental for unlimited global calls 

can be less than the cost of a transatlantic landline call several years ago. SMS was 

seen by many as a cost-saving alternative to the initially prohibitive cost of cell 

phone usage. Yet despite the improved financial economics of mobile phone usage, 

we too often choose to silence ourselves with SMS and social media, increasingly 

"talking" without sound. This is on a device designed originally to transfer sound. 

Why? Because we can.  
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The Possible,  the Practical and the Profitable –  
What cloud are we on? 

We alter, improve, and distort the reality of our photos with Instagram and other 

enhancement apps. Why? Because we can. We have stretched our HD TVs to 

cinema size and then sought the same experience on a 5cm screen...again, because 

we can.  

 

Five years ago, a major cruise company announced at a European travel technology 

conference that the "real" launch of the latest addition to their fleet would happen 

simultaneously in Second Life. Yes, Second Life. Was this narcissistic marketing? 

Was it for customer retention or acquisition, buyer channel shift or the quest for an 

innovative marketing award? Or just because it was possible? Indeed it was 

possible, and the brand gained significant media coverage through 'first mover' 

status in its industry. Was it practical or profitable? Who knows?  

 

How many people in a typical lift/elevator going up more than 10 floors make the 

journey without quickly checking their 'phone'? At train stations, on trains, buses, 

lobbies, restaurants, we are constantly 'checking out' (something or someone) or 

'checking in' somewhere. Is our growing addiction to Display taking over from 

Content as king?  

 

We are surrounded by sensationalism - a serial obsession with the new. I recently 

passed by the Renault showroom on the Champs Elysees, noticing two distinct, 

100% electric cars on display from the same manufacturer. One, the sporty Dezir 

had a crowd around it, most of whom were using smartphones to take photos of 

themselves so they could immediately share with friends the news of their proximity 

to the future-present. The adjacent vehicle, the Zoe, a more mundane urban car, 

had not a single admirer. Both vehicles feature zero carbon emissions and have 

exactly the same distance range of 160km. The Zoe had breakthrough technology 

but without the sporty glamour. Buzz Lightyear had taken over from Woody as the 

public moved on from mere electric vehicles in search of the most 'high-end' car 

designed with 100 per cent electrical power, even though it may be neither 

practical nor profitable to produce or use.  

 

As I write this, Mr Zuckerberg, a founder of a company that has made so much 

more possible and practical in our personalised digital user interface with the world, 

agreed to hold onto his stock as it hovered at around half its launch price (partly 

due to the analysts' view that the increasing trend towards accessing the service 

through mobile devices thwarts the size and revenue from ad-screen real estate). 

We ask ourselves how hotels and hotel companies can balance the possible, the 

practical and the profitable to best satisfy shareholders.  
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The Possible,  the Practical and the Profitable –  
What cloud are we on? 

o Where is the tipping point? 

Where is the tipping point where 'Alternative Life', or whichever of today's online 

travel digital environments or indirect channels, offers our former and potential 

guests a superior interaction with our brand alongside those of our 

competitors so frequently that it negatively impacts our profitability, delivering a 

higher percentage contribution to rooms revenue than we generate through our 

direct channels?  

 

Evidence is growing that the way in which hotels have configured and operate 

current tools for channel management, revenue management, front office and 

branded reservation systems and marketing, could be compounding this challenge. 

You can only put so much lipstick on a bulldog and hope it will still win the beauty 

pageant.  

 

We know that travellers within the transient leisure segment wishing to shop and 

purchase accommodation online often favour third party sites and apps over hotel 

branded sites. The breadth of inventory, full range of product for all budgets, up to 

240,000 hotels in over 40,000 destinations, are displayed in a way many travellers 

prefer to view pricing. Soft search, flexible dates, calendar view, full transparency 

displays for one-way and return flight and rail prices enabling them to clearly and 

quickly make an informed choice based on a convenience vs. fare matrix. They 

expect the same from hotels; a smooth and effortless blend, just the way they like 

it.  

 

o The irony and the sting 

So here is the irony of the reality. Some third party online (hotel) marketers and 

booking engine providers can and do display their hotelier customers' contracted 

daily price and product parity in such a way that when combined with the providers' 

guerrilla expertise in regional markets and mammoth budget and resource, the 

customer is more likely to access the brand first on one of these sites and also find 

the shopping and purchase experience more palatable.  

And the sting? Such successful merchandisers, even without full inventory or 

product, can represent a brand admirably by insisting on good descriptive content, 

using quality images and featuring guest reviews and blogs from multiple sources. 

This means the brand promise up to the point of purchase has been met in a retail 

environment rather than direct purchase, despite the merchandiser not offering 

100% of the content found on the hotelier's site. 
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The Possible,  the Practical and the Profitable –  
What cloud are we on? 

How much of what hotels spend in this area is 'digital insurance' - making them 

visible everywhere in the SoLoMo world in which we believe our guests live? Mobile 

is emerging as the dominant gene of the media confluence of Social, Local and 

Mobile marketing DNA.  

 

The Smartphone is perhaps the body. Attractive navigation between apps and 

mobile web offerings is as smart as the apps themselves. Finance is now beginning 

to question "impact on profit" rather than revenue, as revenue flows from reliable 

third party taps whilst the monthly agency commission cheque covers a growing 

percentage of arrived reservations.  

 

o So where does the solution lie? 

The ascendency of Revenue Management in hotels and hotel companies reflects the 

need to successfully manage the complexity resulting from decisions in marketing or 

sales to work with certain online partners who have bespoke and successful system, 

inventory and business requirements. Balancing the distribution to those partners 

with direct-to-brand sources such as the hotel's own website, calls for good 

judgement over revenue and risk. Pricing, profitability and marketing often sit 

elsewhere in the organisation, as does the IT that governs those systems managing 

the hotel/hotel company.  

 

As IT, marketing, and revenue have taken turns on front stage in recent years, 

finance, having listened to these functions and understood their roles, capabilities 

and impact on the business (more in recent years than ever before), may be next to 

take the floor.  

 

Who in the organisation will propose, design and deliver the much needed 

graduation from connectivity and integration to congruency; a congruency built 

around the business objectives of the hotel/hotel company and pulling together the 

pillars of discipline. This would ensure a meeting of minds, technologies, processes 

and competencies. An environment that includes targets based on the net revenue 

achieved per available room, (once the true costs in marketing, channel 

management, and other distribution technology have been taken from the room 

rate), as much as it looks at overall revenue; and one where revenue shares more 

accountability with sales, marketing, finance and general management for the 

profitability of the property or properties' room sales. 
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o Strategies to convert today's impractical into tomorrow's practical with  

a focus on profit 

Successful hotel companies know when to challenge and call time on the way things 

are being done, spending more time at the leadership table challenging the impact 

of all distribution, revenue, IT and marketing decisions on profitability. For example, 

they want to challenge revenue and marketing on when to seek better margins, as 

much as total revenue. They question not only the technologies being used to 

deliver business objectives but how those technologies are being used in relation to 

current and future objectives, rather than those of three to five years ago.  

 

Perhaps the discussions held at these tables and the strategy execution is best led 

by those who have worked with systems that have been regarded as 'best of breed'. 

They may be better positioned to see how to improve the experience for those who 

'check out' the brand online, such that more of them 'check in' directly with the 

brand online, bringing positive impact on profit and loyalty in the process. 

 

A strong understanding and experience of distribution, sales, marketing, e-

commerce, third party vendor relations, revenue, IT and finance is ideal. Resulting 

strategies evaluate the possible, pragmatically convert some of today's impractical 

into tomorrow's practical and are driven at all times by a focus on profit. Hotel 

Solutions Partnership is very comfortable at such meetings.  

 

 

 

Author: Peter Fitzgerald, Principal EMEA 
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Partner in Hotel  
Management Services  Areas of Expertise 

Hotel Solutions Partnership Ltd. UK is a network of 35+ expert 
managers, supervisors and corporate financial advisors working 
around the world.  
  
The team of Hotel Solutions Partnership brings many years of 
combined experience in the international owned, leased, managed 
and franchise branded hotel sector, and all of us are experienced 
as independent managers.  This enables us to understand the 
client’s requirements quickly and deliver this customized project 
solution. The team is structured into three geographic groups 
addressing client’s needs in the different global regions. Additionally, 
we partner with a limited number of specialist firms to extend our 
reach into certain markets. 
  
As individuals and as a team, we have worked in 114 countries; from 
2003 the Hotel Solutions Partnership delivered assignments in each of 
Bali, Belgium, Ireland, Mongolia, Poland, South Korea, Spain and the 
UK. We are sensitive to cultural differences and diversity and this 
enriches our work.  
  
The headquarters of Hotel Solutions Partnership is located in London. 
The partner offices of HotelPartners are located in additional offices 
in Prague, Bratislava, and Vienna. 

About us HotelsConsult.com Ltd. Prague, the CEE Partner for the effective way 
of developing your business, we come with flexible solutions.  
  
From 2001, the HotelsConsult draws on a collection of 20+ skilled 
disciplines to help you maximize operations in your region.  Our 
partnership clarifies the full assistance in hotel matters what shall 
meet the client’s requirements on the field of planning, 
development, construction, innovation and strategic management 
in the Hospitality, Tourism and Leisure Sector. 
  
We help with all specific requirements within our branch for a short 
term or long period of time. The technical brand experts are 
capable of producing helpful activity aimed at realization of 
construction engineering, cost management, and hotel technology 
services.  
  
The HotelsConsult.com Company shares its business relations on the 
territory of Central-Eastern Europe with headquarters located in 
Prague, Czech Republic; we have additional offices in Bratislava-
Slovak Republic, and  in Vienna-Austria. 

(M.Neumann, ex  HSP Vice President 2011-2014) 
 

Associates 



 

Asset management 

Benchmarking performance 

Balanced investment strategy  

Basic design supervision 

CAPEX plan, pricing  

Cash-Flow Forecast / 1 property 

Cash-Flow Forecast / hotel portfolio 

Coaching strategy 

Competitive Cluster 

Construction cost engineering  

Control system and pricing policy strategy 

Development strategy 

Due diligence operational and finance 

Environmental site analysis  

E-Promotion and HTML creating  

Equity and debt scenarios for bank  

EU Grants / Structural Funds in Tourism  

Feasibility analysis of construction concept 

Feasibility analysis of the hotel profitability  

Feasibility of investment  

Fee structure analysis for investor 

Floor plan of hotel operational system 

Franchise relationship management  

GOP valuation / 1property 

GOP valuation / hotel portfolio 

GOP valuation for hotel franchisor 

Historical accounting data analysis 

Historical PMS data analysis 

Hospitality business intelligence 

 

 

Hotel contracts negotiation and valuation  

Hotel inspections  

Hotel management depth interviews 

Hotel standards and classification planning  

Hotel start-up  

Innovation management 

Investment consultancy 

Investment credit support / Business Plan 

Investment credit support / ROI 

Hotel Forecast, ROI Valuation 

Investment credit support / Construction 

Budget Appraisal 

Investment credit support / Project 

Concept introduction 

Management contract supervision 

Profitability analysis of Mergers & Acquis.  

Project supervision 

Real estate appraisal  

Risk and sensitivity analysis for investor 

Risk sensitivity analysis processing  

ROI valuation  

Short-term hotel management 

Site and environmental analysis  

Standard operating procedures  

Technical and financial supervising  

Technical, operational Due Diligence 

Tender management services  

Turn-key construction and FF&E pricing 

Turn-key construction pricing 

         

         HotelsConsult Office Prague 

                  

Services in A-Z  

   www.hotelsconsult.com    

Táboritská 23/1000, Prague 3 

Czech Republic 

130 00 

E-mail:    info@hotelsconsult.com 

Office:    + 420 603 717 036 

Skype:    ehc.partners 

Areas of Expertise 
Partner in Hotel  
Management Services  

We partner in following areas  
of expertise: 
 

 

 

 

 

 

  

  

  

  

 

 

 

                  

At HotelsConsult.com, excellence in service providing is our principle goal; 
sharing of experience on best practice comes from the hotel management, 
from the business development of franchise corporations, from the project 
finance, and hotel pre-opening. 
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