Designing a sustainable hotel platform for
increased productivity and loyalty benefit
– is it the right time for cooperation in the
hotel industry?
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Revenue management – a short overview of history,
basic principles and future perspectives
• Revenue management (RM) is a concept that was
first used in the airline industry during the 1970s
(Cross, 1995).
• The concept of hotel RM was introduced into
hotel industry a few years later, in 1980s, by
Marriot International, which resulted in generating
around $150 million more than before, only by
applying RM techniques (Marriot and Cross, 2000).
• “The process of allocating the right type of
capacity to the right kind of customer at the right
price so as to maximize revenue or yield” (Kimes,
1989).

Revenue management – a short overview of history,
basic principles and future perspectives
• This technique is designed to achieve maximum revenue under
changeable conditions.

• The most widespread misunderstanding about RM was the one
that RM is a computer system which improves hotel business
(Lieberman, 1993).
• In fact, it is a management tool, the objective of which is to
increase sales revenues by setting fluctuating prices for fixed
products (i.e. hotel rooms and airline seats) (Anderson and Xie,
2010).
• As the most popular measures of hotels’ performance and the
indicators of their revenue are considered ADR (average daily
rate), occupancy and RevPAR (revenue per available room).
• Average RevPAR is considered to be the most valuable indicator
of revenue efficiency when one is comparing an individual hotel’s
performance over time or comparing it to a well-defined
competitive set (Cross et al., 2009).

Revenue management – a short overview of history,
basic principles and future perspectives
• In the last few years, concept of Revenue Management expanded to
total Revenue Management - maximizing hotel profitability by taking into
account not only a room revenue, but also the total revenue (Cross et al.,
2009; Kimes, 2016; Noone et al., 2017).
• In this context, it is believed that new performance indicators should be
used when conducting benchmarking, i.e. TRevPAR (total revenue per
available room) and GOPPAR (gross operating profit per available room).
• They are expected to outdo RevPAR, because they provide information
from all revenue centers in a hotel (Kimes, 2016).
• Growing role of Artificial inteligence (AI) in modern RM – help in
“mastering big data”
• Mobile applications - software solution providers IDeaS and Infor EzRMS
by launching mobile applications with a lot of features also available as on
the primary devices: a computer and a laptop.

Modern tendencies in hotel
industry
• Technological development impact on the
hotel industry

• Broad range of possibilities for selling their
capacities - from offline to online

• A lot of online intermediaries such as GDS
and OTAs presented on the tourist market
gain hotels global representation and
increasing visibility to potential guests
worldwide

Modern tendencies in hotel
industry
• The expansion of smartphones brings new opportunities for hotel
industry and a potential in becoming closer with their customers
• The surge in number of smartphone users and apps and the increase
of mobile travel bookings compel hotel business owners to develop
mobile strategies and apps to meet their customers' needs (Chen et
al., 2016).
• Mobile applications or websites released by the hotel companies and
OTAs are specifically created and optimized for mobile phones. After
the pre-consumption phase including primarily room bookings, the
mobile platform providing services throughout the consumption of
accommodation is incorporated by the hoteliers, including features
like online check-in, hotel room upgrades, dining reservations, spa
reservations, room environment and TV controls, and loyalty programs
(Wang et al., 2016).

Research problem
• RM is an area experiencing progressive
popularity in the world of hotel industry.
• Exploring current situation in applying RM
and benchmarking of performance indicators
as its integral part, in the 3, 4 and 5 stars
hotels from Belgrade, Ljubljana and Zagreb
• It is questionable to what extent it is
practiced by SMEs hotels, which are not
members of any chain.
• There are some official and unofficial
indications which suggest the lower level of
understanding and usage of RM and
benchmarking in hotel SMEs from those cities

Basic concept of the
innovative RM mobile
application idea
• Offering the extensive innovative
mobile application with both back
office and front office view for
improving business and acquisition of
knowledge in RM

•With minimal investment for hoteliers
•Intended for both practitioners and
academics, as well as potential hotel
guests (front office view)

Basic concept of the innovative RM mobile application idea
The mobile application would consist of three parts (first and second part were
presented at the AIRTH Conference held in Innsbruck, September 2019):
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RM mobile application (front office
view) – 3rd part of the application
• It is an extension of the originally conceived RM mobile
application contained in the first and second part, widening
with the intention of giving potential guests the opportunity
to take active participation in the application.
• This part of the application is intended to present staying
offers from hotels in Ljubljana, Zagreb and Belgrade.

• The main purpose of this application is primarily to increase
the competitiveness of small and medium-sized enterprises,
characterized by independent ownership structures.

The additional value of the idea

• The creation of a sustainable platform will
enable hoteliers as well as end users of services
(guests) to gain additional benefit.
• The ultimate goal is to create and extend a
loyalty network between specific hotels and the
end users of their services.
• Giving guests the opportunity to use their
loyalty program benefits in partnerInteractively
hotels. coordinate proactive ecommerce with the process-centric
outside the box thinking pursue.

The additional value of the idea
• Fostering the co-operation between
hotels.
• Hotels that use this program would also
receive a significant discount for using
other application services (benchmarking
or training).
• Stretch opportunities for hotel
promotion (specifically during hard times:
Covid – 19 pandemic).

Conditions which have to be fulfilled for the successful
development and implementation of the idea
• A series of researches, interviews and workshops
must be done in order to determine the viability of
the idea and the appropriate direction for its
development.
• Obtaining partners and/or funding for the project.
• Support from political structures in the process of
establishing contacts with hoteliers.
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