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!ǎ ŘƛǎŎǳǎǎŜŘ ƛƴ ƭŀǎǘ ƳƻƴǘƘΩǎ WǳƴŜ ŜŘƛǘƛƻƴ ƻŦ The Pegasus View, the most effective pricing and 

revenue management strategies utilize all distribution channels to drive business to your homepage. 

With a multitude of ǇƭŀǘŦƻǊƳǎ ŀƴŘ ǇƭŀȅŜǊǎ ǾȅƛƴƎ ǘƻ ŎŀǇǘǳǊŜ ǘƘŜ ŎƻƴǎǳƳŜǊΩǎ eye, ƛǘΩǎ more challenging 

than ever to increase bookings and revenue per booking on your site. Therefore, it is imperative that 

you examine how well your hotel interacts with customers online via your booking engine and your 

website as a whole. !ŦǘŜǊ ŀƭƭΣ ŎƻƴǎǳƳŜǊǎΩ ǇŜǊŎŜǇǘƛƻƴs of your hotel become ȅƻǳǊ ƘƻǘŜƭΩǎ ōƻǘǘƻƳ-line 

reality. 

As Anil Aggarwal, CEO of Milestone Internet Marketing, Inc., ŜȄǇƭŀƛƴǎΣ ά.ǳƛƭŘ ƛǘ ŀƴŘ ǘƘŜȅ ǿƛƭƭ ŎƻƳŜΚ 

Wǳǎǘ ǇǳǘǘƛƴƎ ŀ ΨōǊƻŎƘǳǊŜ ƭƛƪŜΩ ǿŜō page online will not drive traffic, but this is what a $500 website 

will get you. To drive online revenue via search engines, your website company must use the latest 

and greatest technology guidelines in building your website... and ǘƘƛǎ ƛǎ ƴƻǘ ŘƻƴŜ ŦƻǊ ϷрллΗέ 

Furthermore, your website should work harmoniously with your booking engine to deliver the 

functionalities required for ǘƻŘŀȅΩǎ demanding consumer. Does your current site provide: 

 Effective hotel presentation with rich, multiple-room images? 

 Extended descriptions? 

 Full-rate disclosure? 

 Multilingual content? 

 Easy-to-set-up packages? 

 E-concierge and shopping cart technology? 

 Dynamic maps/directions? 

 Alternate property selection? 

 Direct website booking for travel agents and corporations via promotional codes? 

 Web analytics for tracking user behavior and marketing results?  

Hoteliers must draw their future guests to their websites through effective integration of the 

ƛƴŘǳǎǘǊȅΩǎ best search engine practices, social media strategies and marketing programs. But itΩs not 

enough to simply maintain a strong online presence. Gaining or even keeping market share requires 

a next generation hotel booking engine, and the ROI of such investments has proven tremendous. It 

all begins and ends with the customer. ¢ƻŘŀȅΩǎ ŎƻƴǎǳƳŜǊs must feel compelled not only to visit your 

ƘƻǘŜƭΩǎ ǿŜōsite, but to visit your hotel. 

These are key issues to ponder as you read The Pegasus View July ŜŘƛǘƛƻƴΩǎ ŀƴŀƭȅǎƛǎ ƻŦ ŜŀŎƘ 

ŘƛǎǘǊƛōǳǘƛƻƴ ŎƘŀƴƴŜƭΩǎ ǇŜǊŦƻǊƳŀƴŎŜ ōŜƭƻǿΦ 

 

GDS CHANNEL (CORPORATE TRAVEL FOCUS) 

GDS booking volumes continue their double-digit growth streak, with July up +24.5% over last year. 

July makes the fourth-consecutive month in which bookings have grown by more than +20%, and 

even surǇŀǎǎŜŘ WǳƴŜΩǎ ƎǊƻǿǘƘ ǊŀǘŜ ōȅ ƻƴŜ ǇŜǊŎŜƴǘΦ This growth streak is clearly not a fluke, but 

representative of a corporate travel recovery that has taken hold. Companies are still cautious 

during this fragile economic recovery; however, they are now cautiously άoptimistic.έ  

 

Larger companies in particular are getting back to growing and developing their business and 

spending the money necessary to do so. Such confidence is evident not only from steady booking 

growth, but also from a stable and healthy growth in ADR. July also marks the fourth-consecutive 
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month of equal or greater than +6.0% ADR growth over prior year. The combined uptick in 

reservation volume and steadfast ADR growth resulted in July revenue rising +37.7% over prior year, 

the second highest growth rate reached for any month thus far in 2010.  

 

 

Another positive trend is increases in length of stay (LOS). Not a wide-ranging average to begin with, 

but even a +4.3% increase from an average LOS of 2.16 days in June 2009 to 2.26 days in June 2010 

is significant considering previous declines. Likewise, booking lead times have stopped eroding and 

are beginning to slowly grow back. WǳƭȅΩǎ Ǝƭƻōŀƭ D5{ ŀǾŜǊŀƎŜ ōƻƻƪƛƴƎ ƭŜŀŘ ǘƛƳŜ ǿŀǎ мсΦпл Řŀȅǎ 

versus 16.36 days in July of last year. 

 
NORTH AMERICAN GDS 

The GDS channel for North America provides similar assurance of recovery in the business sector. 

The steady surge of reservations continuesΣ ǿƛǘƘ WǳƭȅΩǎ ōƻƻƪƛƴƎǎ ƛƴŎǊŜŀǎƛƴƎ a remarkable +25.2% 

over last year. North American !5w ƛǎ ǿƘŜǊŜ ǿŜ ǎŜŜ ƳƻǊŜ ƻŦ ǘƘŜ Ŏŀǳǘƛƻǳǎ ǎƛŘŜ ƻŦ ŎƻƳǇŀƴƛŜǎΩ 

optimism. Total ADR, however, has tenaciously remained above prior year ǎƛƴŎŜ CŜōǊǳŀǊȅΣ ǿƛǘƘ WǳƭȅΩǎ 

ADR at +2.7% over last year. Thus, revenue for July achieved a robust growth rate of +31.7% over 

prior year. 
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In addition to strong reservation and revenue growth, the other positive note demonstrated below is 

the increasing length of stay. !ǘ ŀƴ ƛƴŎǊŜŀǎŜ ƻŦ ҌнΦр҈Σ WǳƭȅΩǎ ŀǾŜǊŀƎŜ [h{ ǿŀǎ нΦмо Řŀȅǎ ŀǎ compared 

to 2.08 days in July of 2009. Again, considering this is not a wide-ranging metric, such an increase 

marks significant progress toward returning to pre-recessionary travel characteristics.  

 

GDS AROUND THE WORLD 

GDS results outside of North America further illustrate the rising tide of corporate travel. The 

powerful flow of reservations seen since April persists, with July bookings +24.1% above last year. 

Commanding equal if not more attention is the unwavering growth of ADR. A barometer of 

confidence stemming from balance returning between demand and supply, ADR has continued to 

grow at a steadily increasing pace of over +6.7% since April. Thus July ADR for total GDS bookings 

outside North America has reached a new watermark for any month so far in 2010, coming in at 

+7.6% higher than last year. As a result, July revenue rose to an astounding +40.7% over prior year, 

just shy of setting a new 2010 record as well.  

 

More good news is that of growing, versus shrinking, lead times and length of stay. July booking lead 

times for this GDS segment are now 17.34 days, lengthening from 17.13 days in July last year. 

Similarly, the average LOS in July of 2010 was 2.34 days versus 2.22 days in July 2009; an increase of 

+5.4% as seen below. 
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ADS CHANNEL (LEISURE TRAVEL FOCUS) 

The leisure market is beginning to display renewed vigor and grabbing some attention as well. Global 

July ADS channel bookings experienced a return into double-digit growth territory, with an increase 

of +10.4% over last year. ADS ADR has increased also, showing positive growth over last year for the 

first time globally since the recession hit. ADR for July was +1.2% over prior year, a small but 

significant victory in the name of recovery. With these surges in both booking volumes and rates, 

revenue also broke new ground into double-digit growth of +11.9% over prior year.  

Equally refreshing to see in July was that this increased booking activity came hand in hand with 

lower look-to-book ratios. Since March, look-to-book ratios were more than +40% over last year, 

escalating to over +50% versus prior year in May and June. July finally had a lower average look-to-

book ratio of +35% over last year, more in line with the +20% to +35% ranges seen prior to March. 

Does this mean consumers are no longer shopping for the best value? Certainly not. What it does 

mean is that along with searching for the best value, they may be more willing to act. 

So what accounts for this recent upswing in summer travel? It appears, in general, to be a case of 

pent-up demand. As both our reservations data and industry surveys support, people worldwide 

share the need for a change of scenery and escape from their daily routines, even when money is 

tight. Some are curtailing costs by traveling closer to home and/or to less expensive destinations, as 

well as trimming expenditures while vacationing. Others are tacking on leisure nights to the front or 

back end of business travel when possible. It appears most, however, are keeping a tight rein on the 

duration of their getaways to fit them into their budgets. The average global ADS length of stay at 

1.95 days in July, just up from last year by +0.7%, ǎǘƛƭƭ Ŧŀƭƭǎ ǎƘƻǊǘ ƻŦ Wǳƭȅ нллтΩǎ ŀǾŜǊŀƎŜ [h{ ƻŦ нΦмм ōȅ 

-7.8%.  

 



5 
 

The table below further depicts the gains made in July. All key metrics of reservations, ADR, LOS and 

revenue for July 2010 show positive growth over 2009, and gaps against 2008 and 2007 levels are 

lessening. 

 

NORTH AMERICAN ADS 

North American ADS also gives reason to celebrate as the trend of slower growth rates for this 

region has turned in July. July reservations rebounded to an increase of +9.0% over prior year from a 

dip to +4.5% in June. Even ADR rose, now fractionally under prior year by -0.8% from being -2.9% 

under prior year in June. This is very encouraging performance for a month containing an indicative 

summer vacation holiday for the North American market.  

 

The July step up in booking volumes, rates and revenues greatly aids North America in making up the 

vast ground lost against prior years. In addition to ADR, there is still progress to be made with regard 

to LOS and booking lead times. Average LOS fractionally increased from 1.92 days in June, or +0.2% 

over prior year, to 1.93 days in July, or +0.7% greater than prior year. North American average 

booking lead times are growing ever closer to prior year levels at 12.95 days in July 2010 versus 

13.51 days in July 2009. 
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ADS AROUND THE WORLD 
ADS channel performance outside North America increased as well, most notably with respect to 

ADR. After steadfastly hovering within a percentage point of prior year since February, ADR jumped 

to an increase of +4.7%. Reservations volume, the obvious bulk force behind recovery, also had a 

strong showing in July. The July bookings increase over prior year of +22.5% practically tied May for 

the highest growth rate of any month in 2010. As shown below, revenue growth was able to climb 

higher than that of reservations, achieving a global ADS 2010 record increase of +27.9% over prior 

year, due to the boost in ADR.  

 

We continue to see significant progress made toward turning around deficits against prior years, 

especially since these gaps are not as deep as those for North America. July LOS, at 2.09 days, is now 

tied at or greater than that for July of 2009, 2008 and 2007. Reservation lead times have also shown 

marked improvement. Already characteristic of relatively long lead times, ADS bookings outside 

North America increased to an average 25.10 days in advance of stay in July of 2010 versus 24.70 

days ahead in July 2009. Further evidence of more confident travel planning. 

 


