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rewards



Must continue to be the lowest rates available

Must be built for rates in primary VSSM, 
including promotional rates
Reference RM Training on MGS for details

Internal audits will continue.  Messaging will 
be sent to hotels that are not compliant.

Compliance is critical because Rewards 
Member Rates are being marketed globally
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Summer Demand Efforts 

$17M in Media    1Billion + Impressions    100% Coordination   
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rm roadmap &
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RECOMMENDATION ENHANCEMENTS

• The Revenue Management Systems 
Strategy team continues to improve 
One Yield to better serve YOU!

• These exciting enhancements will 
be implemented by early July 2016

©2016 Marriott International, Inc. Proprietary and Confidential.



©2016 Marriott International, Inc. Proprietary and Confidential.9

IO recommendations 
were based on real-
time, on the books 
reservations and 

remaining transient 
demand, regardless of 

restrictions in place

Recommendations will 
authorize inventory for 

demand that aligns with 
the hotel’s restrictions at 
the rate program level in 

MARSHA
(as of last night)

Recommendations will 
support the hotel’s 
yielding strategy

Example:  If standard is 
restricted IO won’t recommend 

moving premium rooms into 
standard

before after how is it 
better?
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IO forecast was based 
on historical transient 

premium paid demand

IO will also react to 
incremental price 

changes and consider 
the impacts to demand 

providing improved 
recommendations

Premium room availability 
will reflect the changes in 
demand as a result of your 

pricing strategy
Example:  IO recognizes an increase 
in Premium room rates; sees there is 
high historical premium paid demand 

and will recommend appropriate 
premium room authorizations

before after how is it 
better?

PRP HOTELS ONLY



[for more information]
search "PRP" or "IO" on MGS
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SYSTEM USAGE HIGHLIGHTS

Managed hotels do a better job using managed 
events, which improves the unconstrained demand 
forecast. 

A more accurate demand forecast generates more 
accurate pricing and restriction recommendations. 
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COMPLETE TRAINING TO ENSURE TEAMS ARE SET UP FOR SUCCESS
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UNCONSTRAINED DEMAND FORECAST

Demand & Supply 
 Time: 20 mins
 Audience: RM, GM, Strategy Team, Senior Leaders (VPs, ADs, AVPs)

One Yield Manage Transient Events 
 Time: 15 mins
 Audience: RM (tactical)

Systems Health Checklist (HDX)
 Time: 45 mins
 Audience: RM (tactical)

Complete available training as soon as possible.
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SYSTEM USAGE HIGHLIGHTS

Managed hotels 
focused on their 
RPO comp sets 
and pricing 
setups early in 
2016. 

This led to better 
recommendations 
which, led to 
closer adoption of 
the rates. 
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COMPLETE TRAINING TO ENSURE TEAMS ARE SET UP FOR SUCCESS
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RETAIL PRICING OPTIMIZER 

One Yield's Retail Pricing Optimizer: Making it Work for Your Hotel
 Time: 45 mins
 Audience: RM, GM, Strategy Team (Senior Leaders  as needed)

Foundational Training Activation Guides on HDX+
 Time: Varies
 Audience: Anyone involved in pricing decisions or strategy

Complete available training as soon as possible.
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COMPLETE TRAINING TO ENSURE TEAMS ARE SET UP FOR SUCCESS
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RESEARCHING RATE RECOMMENDATIONS:
• Document available on HDX 
• Manual entry, but  mostly copy/paste of settings, recommendations
• Completing document helps identify set up issues and can be sent to 

Revenue.Systems.Support@marriott.com for additional 
troubleshooting
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SYSTEM USAGE HIGHLIGHTS

IO has a steep 
learning curve, but 
is significantly
faster than 
adjusting inventory 
manually through 
MARSHA.

Managed hotels 
were challenged to 
learn more about 
the system and 
usage exploded as 
they saw the 
benefits. 
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COMPLETE TRAINING TO ENSURE TEAMS ARE SET UP FOR SUCCESS
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INVENTORY OPTIMIZATION 

IO Demo Video Series on MGS 
 Settings Screen (7 mins)
 Inventory Recommendations Landing Screen (4 mins)
 Total Hotel & Current Recommendations Screen (4 mins)
 Room Pool Recommendations, Publish & Transaction Log (5 mins)
 Audience: RM (GM as needed)

TRANSIENT RM PROCESS

Transient Revenue Management Process Parts 1-3
 (1) Demand & Supply, (2) Pricing, (3) Restrictions & Authorizations
 Time: 15 mins each , plus 15 min Assessment
 Audience: RM (GM as needed)

Complete available training as soon as possible.



2017 revenue 
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Industry Pundits…..What to think?
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Dow Jones 3‐Month Trend

“Lodging demand is clearly 
slowing as RevPAR is ‐1.1% the 
first two weeks of May, and just 
0.6% since the  Easter shift, a 
deceleration from the +3% 

before Easter.”
Bank of America
Merrill Lynch

Our major takeaway from this 
week’s lodging management 
meetings at NYU and NAREIT 

is (finally) a general 
acknowledgement that 

forward RevPAR growth is 
moderating.
SunTrust

“1% chance of US 
Recession in next 12 

months based on current 
dynamics.  It only increases 
to 10% chance when they 

go through 2017.”
Citi Research

“Travel Trends 
Index: Biz Travel 

Shows Signs of Life 
After Yearlong 

Slump.”
Hotel Online
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Business Cycle Update



Industry is still setting records… 
but decelerating growth vs LY

MAY 2016: Source STR
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Third‐Party Industry Forecasts
STR, PWC, and CBRE/PKF are all projecting ~4% growth.



Battle against supply

WeWe
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 Industry lodging supply growth is still below long term averages in most 
markets, but intensified for our chain scales

 Demand continues to grow, as the US economy continues its modest growth.

 Industry occupancy is sustaining record levels, especially in the Luxury, Upper 
Upscale and the Upscale chain scales.

 Group business outlook for 2017 remains solid. 

 While there is debate about the strength of growth in the lodging sector, 
nearly every industry expert is expecting at least 2 more years of RevPAR 
growth – and so are we. 

2017 Outlook Summary
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M G S  PAG E  H O U S E S  A L L  R E C O R D I N G S, J O B  A I D S, T R A I N I N G  L I N K S

MGS home > Sales, Mktg. & RM > Rev Mgmt > SC Pricing Resources
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S TAT E  O F  T H E  BU S I N E S S  R E C O R D I N G  /  M A R R F P R E C O R D I N G S

>

>
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P R I C I N G  P RO C E S S, E L E A R N I N G, S P E C I A L  C O R P O R AT E  T O O L S

1

2

3

4



©2016 Marriott International, Inc. Proprietary and Confidential.31

C H E C K L I S T, FAQ S, S E A S O N A L I T Y  G U I D E L I N E S, R M T Y P E  H I S T O RY  T O O L

1
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R E C O M M E N D E D  S T E P S, AC T I O N S, R E S O U R C E S, M G S  L I N K S  &  T I M E L I N E

2
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D E TA I L E D  T R A I N I N G  4 5 6 1 6 2  /  OV E RV I E W  T R A I N I N G  4 5 4 1 6 2

3
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Account Management Tool (AMT)

4
A M T, S C P T J O B  A I D, AC C O U N T  H I S T O RY  T O O L , S C D E TA I L  T O O L
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D E D I CAT E D  I N B OX E S  T O  R E S O LV E  QU E S T I O N S  &  I S S U E S

Topic: MarRFP
Team: Pricing & Account Services
Email: pas@marriott.com

Topic: SCPT & AMT
Team: SC Pricing Project Team
Email: scptsupport@marriott.com

All other questions
Team: RM Field Support
Email: rmfieldsupport@marriott.com


