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Distribution, Reservation,Distribution, Reservation,
Market Place Policy,Market Place Policy,

Revenue Management:Revenue Management:

Some consistent systems…Some consistent systems…

AprilApril 2002, the 19th 2002, the 19th
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To be in line with the new distribution methodsTo be in line with the new distribution methods

4 Electronic reservations are booming and multimarkets

4 Intermediaries and partners are more and more varied

4 New customer loyalty schemes are being developed

4 Contracts are now global

4 Permanent knowledge of rooms available within the network is

mandatory

ACCOR ACCOR acquires acquires modern modern and and consistent sales consistent sales systemssystems
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Before ACCOR 2000Before ACCOR 2000

TARS Call centre

Travel agencies

Tour Operators

Hotel

Minitel

Hotel

E-mails

Internet?

Manual management

FAX

TARSTARS = =  TTravelravel  AAccorccor  RReservationeservation  SSystemystem
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ACCOR 2000 - stage 1ACCOR 2000 - stage 1

ACCOR hotels are now interconnected via a world-wide

telecommunication network

                                                               ACCORTEL                                                               ACCORTEL



5Financial analysts April 2002, 19th

TARS On LineTARS On Line

TARS on line

TARS On LineTARS On Line

Accor Res
call centres

Internatioanl
Sales Force 

Travel agencies

Tour Operators

Hotel

Single-image inventory available via all reservation channels

Internet

Vocal servers

French Minitel

         SNCF

Hotel

ASA*

*ASA=Accor Sales Application (contrats management*ASA=Accor Sales Application (contrats management))

                                                            TARS                                                             TARS on lineon lineACCOR 2000 - stage 2ACCOR 2000 - stage 2
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First advantageFirst advantage

4 Varied and world-
wide sales points

4 The last room can
be sold anywhere at
any time

4 Control,
Consistency and
Reliability:

– of commercial
description

– of prices

4 The hotel is free to select his distribution channels

TARS
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Second advantageSecond advantage

4 Fully booked hotels
can:

– propose another
solution to the
client

– confirm a
reservation in the
area

4 Each hotel is part of
the group’s sales
force

4 To sell the other Accor hotels

TARS
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Third advantageThird advantage

4 How to sell rooms:

– At a good price

– At the right time

– To the right client

– In the right hotel

4 This is the Area
Revenue Management,
Accor’s competitive
advantage.

4 Optimisation of the area which is beneficial to each hotel

Price
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Distribution

Area strategy led by the  Revenue Manager

 TARS
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Objective: Most of the hotelsObjective: Most of the hotels
Sofitel Sofitel Novotel MercureNovotel Mercure IBIS rolled-out by the end 2002 IBIS rolled-out by the end 2002

2000 2001 2002 2003

166

649

1366

Room turnover covered (%) 67% 90%

846
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Integration and consistency of the reservations and sales systemsIntegration and consistency of the reservations and sales systems

Property Property 
Management Management 

SystemSystem

TARSTARS

ACCORACCOR
City-RMSCity-RMS

AvailibilitiesAvailibilities

BookingsBookings

         Recommandations Recommandations

Detailed bookingDetailed booking data ( data (historic andhistoric and future) future)

City VisionCity Vision

@@
 Intranet Intranet

Other Other city city hotelshotels

City Revenue ManagerCity Revenue Manager

ASAASA
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Rack Rate demand

Promotional Demand

Apply the strategies at the right moment to increaseApply the strategies at the right moment to increase
Occupancy Ratio and Average Room rateOccupancy Ratio and Average Room rate

23

77

OOOOOOOOOOOOOO

CCCCCCCOOOOOOO

Rack rate

Promotion

Example of a one hundred bedrooms hotel which has a forecast in Rack rate bookers of  77 for a given date.

To increase its Revpar the hotel must open for sale a promotion for 23 rooms.
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