


Is your agent reporting…?

• Service level management
• Rate programme – recommendations

and global/regional/local benchmarking
• Monthly rate reduction negotiations,

especially in the soft ‘negotiators’ market
• Internal communication – including regular

and automated up-dates
• Performance – including cost reductions

achieved
• Cost avoidance initiatives
• Compliance to programme
• Booking process efficiencies
• Complaint resolution
• Accommodation & meeting alternatives –

internal meetings space and corporate
housing where applicable

Source: BSI/ICOR

Once the consultation and data analysis phase is completed,
a structured sourcing, implementation and communication
process should be implemented utilising a combination of
online RFP pricing tools, RFP data collection & comparative
benchmarking software and online eAuction tools.

Phase 3 involves ongoing category management and
operational management reviews which include regular
project briefings and ongoing reviews of every aspect
of the service being delivered.

As the specialist HBA has evolved, so too has
what corporates look for in their hotel booking
providers, becoming more diagnostic and
consultative in approach.
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According to new research published by the Institute of
Travel Management in February 2009, TMCs and HBAs
now handle 46% of corporate rate negotiations on half of
British corporates.

Recessionary considerations aside, compliance and control
have been the key drivers in corporate management of
accommodation in recent years. A major challenge has been
the availability of lower rates via unauthorised channels; 57%
of corporates in the ITM survey reported encountering this
problem.

Although 79% of corporates mandate the use of their HBA,
TMC or self-booking tool for hotel bookings, confidence in
the agent – especially amongst TMC clients - can be
undermined by poor rate negotiation, leading to rogue
and uncontrolled spend booked direct.

Companies of all sizes suffer from varying levels of
compliance to preferred agency channels. There are many
causes, some of which are geographical. Around 60% of
European hotels are not visible to the GDS-reliant TMCs.
For example, few apartment providers have made inventory
available on GDS, whilst hotel operators are looking for
cheaper distribution channels. Delays in loading promotional
rates result in higher prices ‘hanging’ on the GDS, again
denting confidence amongst customers using agents who
rely so heavily on GDS. As direct booking leakage becomes
more common, preferred relationships are not supported
and rate management is undermined.

Recent research by BSI’s ICOR division showed two large
Global banking organisations, not transacting through a
specialist provider to be suffering non-compliance levels
to their appointed agency of up to 65%.

The specialist provider therefore has to have access to
multiple rate and availability channels to be able to offer a
client-focused service that regards the company programme
as the maximum rate payable – allowing promotional rate
channels to be exploited in economically pressing times.
New properties, new facilities and refurbishments have to
be monitored, captured and assessed immediately for
inclusion into a client’s preferred programme.
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A major challenge has
been the availability
of lower rates via
unauthorised channels

Corporates’ control tightens



To stop bookers going outside the corporate programme to
find lower rates, the cutting-edge specialist will ensure that
an accommodation and meetings management programme
is configured in such a way as to counteract the ‘roving
price’ phenomenon created by the revenue management
technology available to hoteliers. Amongst HBA’s, only BSI
and Hotelscene have made significant headway. BSI’s Rate

Tracker™ and Rate Razor™ tools ensure BSI clients have
access to the best on-the-day rates at time of booking and
any lower rates that become available up to the time the
guest arrives at the hotel.

Corporate focus on cost avoidance has now become the
overriding factor in travel procurement. For some, this has
manifested itself in consolidation of meetings and transient
spend, and in the growth of regional and global programmes.
The recession is already turning more towards travel and
meetings alternatives such as video conferencing.

The National Business Travel Association of America (NBTA)
estimated that 45% of companies worldwide are now using
teleconferencing or video conferencing, although the biggest
barrier to adoption remains getting people to use the
products. Current best practice seems to be to convert
one in five meetings to VC.

Another facet of corporate meetings activity that has fallen
increasingly under the control of procurement teams is the
management of internal meetings space. Here the challenge
lies in integrating the processes and technology for deciding
whether ‘going outside’ is applicable or not, and how the
booking is handled thereafter.

BSI is probably the first specialist or generalist to address
the management of internal meetings space alongside
external venue finding processes. BSI has done so by
incorporating clients’ internal meeting space within its BSI
Direct online booking system. Launched in February 2009
for Tesco, BSI manages over one hundred internal meetings
room in a completely automated environment, and
incorporated into the organisation’s overall meetings
policy controls.

45% of companies
worldwide are now
using teleconferencing
or video conferencing

BSI is probably the first specialist or generalist to
address the management of internal meetings
space alongside external venue finding processes.
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Over the last five years, travel distribution has become
increasingly fragmented. Many niche travel services have
developed their own systems, such as Evolvi in the rail sector.

Although some larger TMCs have developed front-end
systems through which non-GDS hotels can be booked,
most TMCs continue to rely entirely upon Global Distribution
Systems, originally developed 30 years ago, to process their
bookings. In the case of hotel and apartment reservations,
this can restrict the choices available to TMC customers.
It has been estimated that less than a third of hotels and
far fewer apartments available through most HBAs are
available on GDS.

By comparison, a limited number of leading HBAs have
developed XML links to budget providers who are not
available on GDS, as well as the chains who are. Instead
of receiving information, rates and availability second-hand
(via the costly GDS channel) as most TMCs do, specialists
such as BSI has direct connectivity with hotel chains’
reservation systems, which reduces the distribution costs -
because no GDS fees are involved - routinely passed onto
the client through lower pricing, and provides access to
more content and information.

TMC reliance on GDS hotels can also cause non-compliance
with hotel programmes, or ‘leakage’; especially when
availability is reduced during peak periods. In turn, this
compromises data integrity and can present an incomplete
picture of hotel usage to the buyer.

To challenge hotel costs further, many buyers have been
using independent hotels and serviced apartments where
possible. Neither sector is well represented on GDS, and
the knowledge of products in both sectors is more readily
available within the specialist operation than the generalist.

The average length of customer stay has fallen by more than
4% to 1.86 nights, due to rising hotel rates throughout 2008
and corporates reducing demand in the downturn.
Nationwide, according to ITM, the use of budget hotels and
serviced apartments by corporates is up by 71% and 48%
respectively. 35% of corporate buyers are specifically using
serviced apartments to reduce costs.

Technology/Distribution

It can take up to 15
months to draw up
and implement a travel
security policy



BSI has seen a huge 75% upsurge in demand for apartments and long stay accommodation
through its specialist apartment brand ABODE. By expanding the range of accommodation
types within BSI’s Total Accommodation Management strategy, clients benefit from being able
to see the complete picture of corporate accommodation spend.

It is widely perceived that through bespoke systems and processes the specialist can usually
respond more quickly and offer its client greater productivity to the tune of 25 – 30%. This in
turn helps the agent to offer lower fees and to provide a more responsive service, thereby
driving up compliance.

From a functionality perspective, generalist systems have further limitations. Neither room
type, whether or not a rate is inclusive of breakfast or VAT, or is commissionable can be
tracked through GDS, affecting TMC’s ability to supply robust and detailed information to
their customers.

Where commissions are returned to the customer as part of management and transaction fee
agreements, underperformance is at the cost of the customer. By contrast, these issues rarely
affect the leading specialist HBAs because their data capture and reporting is of the highest
quality.

Generalist TMCs have not universally embraced non GDS booking channels such as direct
connects, supplier extranets and direct connects with third party web aggregators. Although
some of the larger TMCs have made substantial technology investment in order to expand
the inventories available to their clients, the majority have been unable or unwilling to do so.
Ironically, the resultant higher average achieved room rates achieved often go unchallenged
in many organisations.

Even in the HBA sector only HRS, Hotelzon and BSI have made strides on connectivity,
with only BSI encompassing third party web aggregator pricing into its rate collection model.
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60% of all corporates do not limit
the choice of accommodation at
the booking stage to preferred
partners only

Rate reduction

Compliance to
preferred programmes
and company policy
has increased
significantly.

Accommodation, more than any other sector of business
travel, is arguably the most challenging to control and drive
compliance, and this problem is no less intense during a
recession.

BSI keeps a close watch on the accommodation and
meetings markets as part of its commitment to reducing
clients’ costs through technology and the effective
leveraging of spend. Year on year, BSI has found that in
the transient accommodation sector, compliance to preferred
programmes and company policy has increased significantly,
with greater emphasis and results being achieved through
rate cap policy enforcement.

This comes at a time when new research by the Institute of
Travel Management reveals that 60% of all corporates do not
limit the choice of accommodation at the booking stage to
preferred partners only. This reflects harder policy measures
and communications by customers looking to reduce their
costs, and validates BSI’s significant investment in integrated
multiple technologies and electronic authorisation processes
in its reservations systems, and through BSIDirect™, its
online self-booking tool.

BSI research shows that compared to Q1 of 2008, average
2009 rates have fallen significantly, primarily through best
rate buying and by exploiting the wider range of special rates
available outside the GDS with a rise of 19% over 2008
levels in customer rates being undercut by BSI’s rate
searches. This reflects both a softening market, and the
ability to source and identify the lower rate channels.
Technology is the major factor here; BSI’s supplier extranet
site enables hotels to load rates and availability, whilst there
are also direct connections with hotel and third party
websites and through which their business sources rates.

Another way to cut the overall cost of stay is for corporates
to secure more inclusive (of breakfast and other value add
items) rates. In early 2009,BSI reported an increase of 8%
in the number of inclusive value term rates booked in the
last 12 months.

Only through robust technology can the corporate buyer
be assured of receiving the best available rate. BSI’s 2008



performance review shows that investment in direct
connections to reduce GDS costs and allow hotels to
self-manage allocations and freesale has translated into an
average rate saving of over 9% against TMC performances,
as monitored by BSI’s consultancy arm ICOR.

Access to multiple channels – including 3rd party websites –
allows those who have made this investment to compare
more hotels and rates with GDS reliant players. In an
increasingly soft market, this facility can only increase the
savings opportunity waiting to be unlocked by corporates

Hotel rates are distributed across multiple channels, and in
an economic downturn, the perishable nature of hotel rooms
dictates that rate dumping becomes almost inevitable.
Hotels will look for those channels which cost the least, and
which are the easiest to update through secure extranets,
instead of the more generic online tools.

These channels also allow hotels to attract more bookings
through value-added extras. BSI launched its Gem
programme in 2008 and now encompasses 2,000 hotels
with whom value-added extras have been negotiated, such
as complimentary breakfasts, food & drink discounts of up
to 20%, and free car parking.

BSI pioneered the concept of dynamic hotel pricing
(subsequently followed by a handful of other specialist HBAs)
- giving clients the best rate on the day, not just from one
hotel chain, but across all hotels in a specific location. In a
downturn, reduced occupancy will mean the best rate for
the corporate is unlikely to be the negotiated corporate rate.
Dynamic pricing models will be a key element of corporate
hotel cost control in 2009 and beyond. Whilst TMC agents
only have access to rate & availability information supplied by
preferred hotels, reservations staff at the leading specialists
have individual client contract terms displayed in both online
and voice booking environments, thereby preventing ‘rate
creep’ from occurring, at a cost to TMC clients of up to 14%
(source: ICOR).

Achieved hotel rates account for just part of the costs
incurred by a corporate. Agencies should minimise, and be
accountable for clients’ cancellation liabilities by negotiating
acceptable set terms and flexible cancellation policies in line
with a client’s specific requirements, implementing waiver
negotiations at the point-of-buy, and reselling cancelled
rooms and meeting space to other clients.
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BSI launched its Gem programme
in 2008 and now encompasses
2,000 hotels



Since the turn of the century, the travel industry has seen
commission wane as the preferred method of remunerating
agents.

British Airways’ 2003 announcement that it was cutting back
on commission to agents – largely as a way to drive more
customers online – coupled with the rise of the budget airlines,
started the trend, and the debate has raged ever since whether
the hotel sector will follow that of air.

Since their inception in the 1970’s hotel booking agencies’
primary income has been commission payments from
hotels, mainly due to the rarity of client/agency contracts.
However payment models for HBAs and TMCs have
become more closely aligned, with HBAs responding to
buyers seeking to quantify processing and account
management costs, and achieve transparency.

INDUSTRY
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Financial options - fee or free?

Commission – the amount paid – normally 8% plus VAT on the VAT-inclusive hotel rate
for each booking received from the agent. Enhanced commission is an incremental
percentage paid to an agent, usually as part of a special promotion or agent-specific
incentive.

Transaction fee - the pre-agreed amount charged by the agent for each transaction – i.e.
for every single booking, amendment or cancellation - performed to achieve the booking.
A transaction fee is designed to cover the agent’s operational costs and includes a profit
margin. In this instance, part or all of the commission received by the agent from the
hotel/venue for business placed on behalf of the client is passed back to the customer.

Management fee - the fixed amount of money (percentage or flat fee) charged by the
agency for providing the venue placement, transient hotel or otherwise agreed service
for a specific period (per month, per year, etc.). In this instance, part or all of the
commission received by the agent from the hotel/venue for business placed on behalf
of the client is passed back to the customer.

Hybrid Fee
Whereby a monthly/quarterly management fee is offset against commissions earned.
The management fee is accrued along with the commissions earned. At the point when
commission exceeds the costs, any excess is reconciled and rebated to the client on a
quarterly basis. So no physical invoice for a management fee is presented to the client.

Source: HBAA paper ‘Money for Nothing’/BSI



As one corporate in the professional services sector puts it,
“a management fee is all about overheads; what it costs the
agent to run our account plus a reasonable profit margin.
The objective is to motivate the agent to do the job well
through a combination of risk, reward and incentives.”
(Source: HBAA paper ‘Money for Nothing’)

Meetings are very much ‘the last frontier of travel
management’, and the choice of payment model for the
meetings market is usually that of commission. The principal
reasons for this are, once again, corporate reluctance to
incur financial risk, the difficulties inherent in commoditising
meetings, and the only recent development of robust fee
models for meetings.

The respective attraction of transaction and management
fees varies. Management fees offer less transparency than
transaction fees, and the proportion of corporates
remunerating their HBAs solely through management fees
has dropped from 25% to 20% since 2005. However, there
has been a bigger drop in the proportion of corporates
paying their TMCs this way – from 49% to 29%.
(Source: ITM/BTW)

Transaction fees’ increasing popularity is due in part to
fast-rising use of self booking tools, to which transaction
fees are ideally suited, and the ease with which the fees
can be re-charged to individual cost centres, thereby
enhancing transparency. Agencies usually charge different
scales of fee depending on whether the booking can be
fulfilled automatically or requires call centre intervention;
the degree of agent ‘touch’ required.

Yet despite corporate concerns over the lack of transparency
in a model that sees agents working for the buyer and being
remunerated by the supplier, in a recession the same
corporate is often reluctant to forego a risk-free option.

During a downturn, hotels are more likely to offer enhanced
commissions, placing the more effective tracking, management
and commission collection service of the HBA at a premium
because TMCs track record in collecting commissions
compares unfavourably with that of the specialists.
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Agencies usually charge different scales of fee
depending on whether the booking can be fulfilled
automatically or requires call centre intervention.

The objective is to
motivate the agent to
do the job well



Billback

This is partly because GDS bookings rely on data supplied
by hotels in free text format; the commission level is one
such data field. As a result, TMCs cannot accurately identify
bookings that should be commissionable. Specialists
capture this data via its own system management and
recording of commission levels and as a result out-performs
TMC commission collection significantly.

Another reason for this could be TMCs concentration on
management and transaction fee models. As well as not
having the systems to collect commissions due, TMCs’
commitment to return all collected commissions is
significantly weakened if there is no incentive to collect it.

Efficient commission collection enables specialist HBAs to
offer a cost-neutral model. Leading specialists like BSI
typically work on an open book hybrid management fee has
a ceiling cap, and reduces as client spend does the same.
Future booking efficiencies (and there are many to be gained
by migrating from generalist TMCs) are automatically adjusted
in reduced service fee costs to the client. Online bookings
are rewarded with reduced service costs to the client. This
renders the relationship highly accountable for every element
of its cost base and the client is able to quantify the value of
the service provided.

With corporates focused on cost reduction via greater com-
pliance with company travel policy and preferred booking
channels, specialist BSI has reported a 4% year-on-year
rise in the number of nights booked using its comprehensive
bill back payment process.

Billback makes spend more visible and helps control costs
through better policing of that spend. Charges such as
meals, parking are clearly identified, which is a step forward
in comparison to current credit card reporting data. This
enhances corporates’ compliance aspirations, delivers
back-end process efficiencies through automated feeds
into expense management and generates cost savings
at both customer accounts payable and expense
management levels

INDUSTRY
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“One of our key growth strategies
has been to penetrate traditionally
unmanaged spend to generate
significant growth in our
commissionable-only business
which five years ago would have
been management and
transaction fee dominated.”

“Some large international and UK
national companies will migrate
their business to more transparent
fee models, but one should not
then assume that this should be
intertwined with whether
commission would or would not
be a key driver. Both agency and
client will look to balance price
reductions with a fall in commission
income; in other words net cost”

“As the growth in best available
rate continues and the
fragmentation and complexity
of brand and hotel ownership
intensifies, commission will play
an important part in the ‘value’
calculation of venue and
accommodation providers by
both us and its customers.”

Trevor Elswood, Group Managing
Director, BSI Group



There is more to life than good MI, and data is not MI.

Good data remains a key issue for the corporate accommodation
sector. For many buyers, Level 3 data (the electronic invoicing
data regarding additional expenditure at hotels) is key to
having greater control over travel and subsistence.

The issue for TMCs is what’s in it for them if they are
required to fund the required technology implementation and
then pay again by way of reduced income through stronger
procurement. Fortunately, the corporate card industry seems
to be addressing this issue, thereby removing the development
cost and effort from the accommodation sector, but whether
this will present a total solution remains to be seen.

The emergence of data consolidators has removed TMC’s
monopoly on data, and revealed some of the misconceptions
regarding TMC management information. For example,
even so-called global TMCs often use affiliated offices
using different technology, so MI cannot be consolidated.

By contrast, the data available to the specialist is richer and
consolidated. For instance, BSI provides real-time online
management information that allows authorised client
personnel to take control of expenditure analysis.
Consistency of data capture and reporting means pure data,
whereas GDS data sources cannot consistently report on
room type booked, tax & service, or meal plans.

BSI also tracks missed savings, comparing the actual rate
booked with lower rates available with preferred hotels, and
highlights where the rate booked is higher than the lowest
rate available at the booked property.

The MI needs of the corporate are changing. As carbon
consciousness increases (although it is still seen as an
added benefit), buyers are looking to their HBAs to provide
carbon offsetting data to allow hotels preferences to be
benchmarked against sustainability. BSI’s management
information also covers CO2 emissions reporting across the
accommodation & meetings sector delivered in partnership
with CarePAR™ (carbon emissions per available room).

MI/Data

INDUSTRY EYE SUPPLIER DEMAND

Good data remains
a key issue for
the corporate
accommodation
sector.



2007’s corporate manslaughter legislation means that
corporates now keep close tabs on their travellers’
whereabouts, and ensure their well-being at all times.
The larger HBAs are addressing this and other ‘hot’ industry
topics such as sustainability, and have developed the tools
for the respective jobs.

For example, greater engagement with travellers has also
allowed the larger HBAs to use traveller feedback to create
customer-generated content into their systems. BSI is one
that has developed a Trip Advisor-style system which either
recommends a hotel’s use or blacklists it for historic quality,
service or security issues. Hotels failing to meet duty of care
standards can be black-listed at client level.

Consolidated crisis management & security reporting also
supports clients’ duty of care responsibilities during emergency
scenarios in specific geo-coded risk areas. In 2009 BSI
launched its traveller and meeting online tracker systems
which allows a security risk area to be drilled down to a
specific postal code rather than designating an entire city
as a risk area.

TMC’s have failed to address group traveller and meeting
security with the same rigour as individual traveller security
tracking (which is GDS based technology) so it is left to
the specialist to take up a challenge that BSI’s innovative
technology is meeting.

As charted in BSI’s Industry Eye™ Maximum Security, hotel
booking agencies lead the way in devising programmes to
help safeguard clients’ employees staying away on business.
BSI’s GuestAware™ programme collects, via a secure supplier
extranet, information regarding potential suppliers’
environmental policies and procedures, health & safety and
risk assessment practices, equality and diversity, business
ethics, and security and safety practices. This data enables
client bookers and travellers make informed choices based
not just on price but on a supplier’s CR credentials.

The accusation is sometimes levelled by TMCs that HBA’s
security-related data cannot be consolidated with third party
traveller tracking software. However, the specialists appear to

INDUSTRY
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Security & Duty of Care

In 2009 BSI launched its
traveller and meeting
online tracker systems



have tackled the issue with an automated PNR that can be
created at the end of every booking confirmation which is
electronically returned to TMCs and third party security
systems for global security reporting and traveller tracking.

With more and more corporations selecting a specialist HBA
to work alongside generalist TMC the technology and its
acceptance will advance. BSI and Hotelzon already offer a
full array of solutions to integrate services with TMC for the
creation of combined traveller itineraries

The point here is that HBAs can often improve upon, the
standards of traveller security provided by TMCs. They work
with the same third party providers, and in some cases have
a more robust technology infrastructure into which vital
traveller tracking protocols can be integrated.

As BSI’s Industry Eye™ Convergence explains in detail,
according to ITM 36% of UK corporations are now pursuing
strategies to consolidate transient hotel accommodation
and meetings expenditure.

To do so requires close working with the intermediaries
involved. However, who is better placed to help deliver,
specialist or generalist? It is only in recent years that TMCs
have recognised the cross-selling potential resulting from
greater focus on their meetings offerings. They have to
recover lost ground through investment, either independently
or by collaborating with specialist technology providers.
TMCs also have to broaden their supplier dealings to
venues where relationships did not previously exist.

Convergence
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Hotel booking agencies lead the way in devising
programmes to help safeguard clients’ employees
staying away on business.



By contrast, each of the major HBAs offers a venue placement
service. In fact, of the £850m transient and meetings spend
managed by HBAA members, £250m of that relates purely
to meetings.

TMCs argue they provide joined-up thinking and an overview
of a client’s consolidated meetings and transient spend.
In the case of larger, overseas events, this can be valuable
where some delegates may not be able to use a group fare
because they are flying at a different time or from a different
airport.

However, the real trend underlying corporate demand for
convergence is towards using specialist venue find and
event management agencies fully integrated within one core
solution - and TMCs in dual appointments. According to
ITM, 60% of buyers do this. 41% rate their specialist
meetings agency as excellent or good compared to 25%
for the equivalent service provided by a TMC.

Organisations such as Banks Saddler, BSI's event
management company Olive 360) and Zibrant have
shown their dominance in this area by serving leading
brands such as Royal Bank of Scotland, Rolls Royce,
Tesco, Dsgi,& Barclays Bank.

BSI is a relatively new player in meetings and events with
a sector turnover of £60m and innovative cost avoidance
technology, and has become the brand setting the standard
in aligning fee structures, best practice and transparency
to meet the needs of UK procurement.

This is being driven – in part - by the lack of online meetings
technology, especially amongst TMCs, whereas specialist
suppliers already have the systems and expertise in place.
Moreover, with the right choice of specialist provider,
convergence can bring about the economies of scale that
can be converted to deliver genuine agency fee reductions.

INDUSTRY
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41% rate their specialist meetings
agency as excellent or good
compared to 25% for the equivalent
service provided by a TMC



Although often outwardly hostile to the specialist competition,
many TMCs have realised the benefits to be gained from
working in partnership, either by design or at the client’s
behest.

The niche service and specialised technology provided by
the larger HBAs who are not restricted to booking fulfillment
has allowed them to add value to client relationships which
TMCs are keen to harness to strengthen their own service
offerings.

For the corporate managing a global or UK hotel programme,
how the booking is fulfilled, or whether the service is delivered
by an HBA or TMC is no longer important. It is all about who
can deliver the results in this highly accountable world.

Trevor Elswood, BSI Group Managing Director points out:
“Each of BSI’s major clients employs a TMC, so BSI has
created technology that provides a seamless link between
a hotel booking and hotel and air booking. BSI’s pioneering
partnership with Gray Dawes and BCD Travel use XML
technology which enables the booker to call one number,
and the TMC to take the entire reservation (i.e., both hotel
and travel/air elements), confirming the hotel element on
BSI technology. A similar seamless booking experience has
resulted from travel portal integrations with KDS, PeoplePort
and GetThere. Fundamentally we are bringing together best
in class processes- and technology advancements will only
make this easier and quicker to market in the future.”

HBAs and TMCs - never the twain?

It is all about who can deliver the results in this
highly accountable world.

"Our strategy is to have a “best in breed” approach to Travel Management Companies and BSI is a natural
fit through their seamless integration with our air / rail agent. BSI, in conjunction with our TMC, delivers a
world class solution in customer convenience and value added information, cost reduction, global security,
powerful management information and a dedicated hotel / venue focused account management function,
that only a specialist provider could deliver.”

“Our demands and expectations are high - BSI moves quickly and effectively to manage risk, explore
opportunity and mobilises resources to implement new business in a professional manner, whilst still
retaining the flexibility to adapt to our unique model and varying customer demands."

Corin McGrath (Head of Travel at XPS) overseeing a £100m travel spend category.
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Integration of systems is quick and effective, so they take
the strain. The specialist delivers its expertise in all areas,
for both domestic and international bookings reducing
both process costs and total category spend, not only
accommodation and meetings activity but the integration
of internal meetings and corporate owned housing too.”

Leading HBA specialists – are travel category spend
management players in their own right, so the issue is no
longer about specialist (HBA) versus generalist, (TMC) but
about what represents best in breed. And that is defined
by flexible technology, able to meet different service
configurations; a detailed understanding of hotel yield
and distribution strategies and total attention to detail.

The future is about reduced competitive ‘smoke and market
bluster’ and finer detail understanding and accountability
of the service providers to create sustainable solutions for
customers, enabling profitable growth.

The first decade of the 21st century has seen wholesale
fragmentation in hotel and travel distribution. Where first
there were TMCs, HBAs and OTAs (online travel agents),
there is now even greater fragmentation amongst specialists
into on & off line hotel bookings, hotel & apartments and
(by contrast) converged transient & meetings spend.

A continual blurring of the edges seems inevitable.
Technology such as Evolvi has allowed HBAs to move into
TMC territory (and extra income) by offering a rail ticket
booking service. Some of the larger TMCs have invested
heavily in the systems and infrastructure in an attempt to
replicate the HBA offering and this increased focus on hotels
will continue because more and more air bookings are being
made independently.

Finally, some leading HBAs are becoming technology
providers to other HBAs and TMCs.

Some industry commentators believe that the traditional hotel
booking agency and travel agencies, reliant on call centre,
limited technology and geared only to commission-plus-
override payment models, faces an uncertain future.

The future
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The first decade of the 21st century
has been wholesale fragmentation
in hotel and travel distribution



INDUSTRY

INDUSTRY EYE SUPPLIER DEMAND

For more information or to discuss how BSI can provide the
perfect accommodation & meetings solution for your organisation,
please contact Stuart Tandy, Sales & Marketing Development Manager.
Tel: 0844 245 5793
Email: standy@bsi.co.uk
Web: www.bsi.co.uk
BSI, Cheadle Place, Stockport Road, Cheadle, Cheshire, SK8 2JX

Supplier Demand - Written by Mark Harris and published by Travel Intelligence Network. www.the-tin.com

The ‘mom & pop’ nature of the smaller agent, the fact
that so few client/agency relationships are contracted at
this level, and their reluctance to invest in technology,
characterise a stage in the evolution of the agent (both
TMC and HBA) that is increasingly obsolete.

The old adage that ‘one size doesn’t suit all’ has never been
truer. The corporate now has a greater choice than ever in
how to manage the total travel programme – the technology
and knowledge led specialists have definitely carved a
market niche that is more and more being recognized by
the Corporate market- which has never been more prevalent
in the economically challenging conditions we face to day-
where accountable of results is demanded by all without
compromise.

No-one can do everything well, and as this Industry Eye™
has demonstrated, there is no such thing as a one stop
shop anyway. TMCs have to recognise what they are
good at, which is why there should be more partnerships
with specialists.

From the buyer’s perspective, however, it is possible to
strike the requisite happy medium to achieve the best of
both worlds, as BSI’s integration with TMC systems to
deliver seamless customer booking experiences online
and offline demonstrates. It is no longer a matter of choosing
specialist or generalist; simply identifying who is best in
class and bringing them together.
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