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Foreword

“Reset your thinking and see the future of revenue management.” In
today’s competitive marketplace, revenue management is an incred-
ibly hot topic because well-conceived revenue strategies and tactics
can grow a hotel’s market share and profits significantly . . . making
you the hero of the day.

As an early pioneer in airline and hotel revenue management in
Asia Pacific, T have experienced tremendous and unrelenting chang-
es in the global travel marketplace. The rapid growth of worldwide
wealth has fueled global travel, the explosion of ecommerce and social
media has brought a new generation of digitally savvy travelers and
with them, the era of big data and analytics. Never has there been a
more exciting time in hospitality and its fast evolving discipline of rev-
enue management and pricing, and never has your role as a revenue
manager been more strategic yet more complex.

How do you understand these changes in marketplace, technology,
and consumers, and the impact that they will have on your business?
How will you evolve your pricing strategy to exploit these revenue oppor-
tunities to gain competitive share and transtorm your role from a revenue
manager into chief revenue strategist?

Read this book, and take your revenue management game to a
new level. In Hotel Pricing in a Social World, Kelly McGuire helps you to
understand and navigate these new forces that have swept the travel
landscape and changed the strategic nature of revenue management
forever. She helps you to develop the knowledge and skills required to
stay current and be successful.

I have profound admiration for Kelly, and how she has over the
years, with passion and commitment, challenged the old conventions
of revenue management and pricing and helped to transform indus-
try thought and practice. Kelly is a revenue management and ana-
lytics evangelist to the hospitality and travel industries. Through her
research work and leading role in hospitality at SAS, Kelly has been
a persuasive advocate for integrating consumer psychology into the
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discipline of revenue management and pricing, through the applica-
tion of big data and advanced analytics.

Pricing strategies need to evolve with the changing mind-set of
the consumer. Travelers are now self-reliant and resourceful—they
research more than 12 websites to plan a trip, trust user-generated
content over hotel marketing, compare prices using metasearch, ex-
pect instant gratification with 24/7 connectivity and book last minute
on mobile devices. Less than 30 percent of travelers have a preferred
hotel brand, half of what it was eight years ago, and decreasing still.
Consumers are loyal to their needs, not to a hotel brand. Hotel supply
has increased exponentially over the past 10 years and players in the
sharing economy, like Airbnb, have brought even more private rooms
into the market. Choice is abundant, competition is fierce, and con-
sumers have full transparency on the web.

The distribution landscape has also become more crowded, with
proliferation of online travel agencies like Expedia, Booking.com,
and CTrip, and search players like Kayak, Qunar, and Google Hotel
Finder. Revenue managers not only have to craft pricing strategies
to account for different consumer needs and price sensitivity, but
they also find themselves having to comprehend and manage among
direct consumer channels, the online intermediaries, and traditional
agreements with wholesale, group, and corporate accounts—each
incurring different transaction costs and having different impacts on
profitability.

Hotel Pricing in a Social World is timely and relevant. You will learn
from Kelly how revenue management systems today should take ad-
vantage of innovations in analytics and data visualization to drive
more profitable business decisions. It will help you identify oppor-
tunities for revenue management to play a larger and more strategic
commercial role within your organization. And it will provide you
with a compelling vision for the future, where revenue management
professionals are encouraged to step out of the box, embrace innova-
tions, and develop a holistic understanding of consumer behavior. 1
believe that this book will give you the road map to transform your
revenue management capabilities and build a sustainable long-term
competitive advantage for your company. You will feel energized and
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empowered to develop critical thinking around key topics influenc-
ing our industry:

= How do we take advantage of the explosion of big data in rev-
enue management? Kelly provides some definitions, frame-
works, and cautions about how to approach new data sources
and new technology options to improve revenue performance.

» Does your hotel’s online reputation impact pricing? Kelly shares
her research findings on how consumers combine user-generated
content with price to make a purchase decision, and she helps you
understand how the impact differs for various purposes of travel.

® What did Peter Drucker mean when he coined the phrase “Cul-
ture eats strategy for breakfast”? We all intuitively understand
the importance of instilling an integrated revenue culture across
revenue management, sales, marketing, and operations in order
to achieve truly superior performance results. Here, Kelly helps
you to achieve the vision of “intelligent demand management”
and provides tips on how to start your organization moving in
this direction.

u How do you forecast and manage demand when the prevalence
of the mobile culture encourages instant and last-minute book-
ings? In the book, Kelly shows how changes in consumer behav-
ior are influencing the way revenue management needs to think
about pricing. She also provides a framework for applying rev-
enue management to other revenue-generating assets and ex-
plores the role of the guest in total hotel revenue management.

= What is the role of revenue management in building loyalty
and increasing marketing returns as the marketplace becomes
increasingly crowded? Learn the crucial part that revenue man-
agement plays in the creation and execution of consumer per-
sonalization initiatives.

= How do you develop the right revenue management talent for
success in this new future? The book describes the skills and
competencies that will be required for the revenue manager of

the future, and it helps hotels understand how to attract and
retain top talent into the discipline.
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Hotel Pricing in a Social World has masterfully combined the art and
science of pricing and taken it to higher ground. Kelly has succinctly and
powerfully described the winds of change in our industry and provided
frameworks, tips and critical thinking to take us into the future. If you
are serious about creating and sustaining superior revenue management
performance for your organization, this is a must read and must practice.
Change favors the prepared, and with the knowledge and skills acquired

from this book, you will be ready to succeed and win.
Jeannette Ho
Vice President—Revenue Management,
Consumer Insights and Analytics
FRHI Hotels and Resorts Worldwide
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