
SAVE 
EUR€300 

if you register by  

25th September 2009

Enhance the strategic importance 
of revenue management to reduce 
costs and optimise profits

This event is a must attend if you need to:

conference and Exhibition – 24-25 november 2009, movenpick hotel, amsterdam

Revenue management  
and Pricing in Travel Europe ‘09

hear from world leading 
revenue management 
professionals including:

Europe’s leading event for revenue management and pricing professionals in travel

 Become a strategic revenue manager - learn how to 
use your influence to promote value, maintain price 
points and reduce costs

 Discover how to greatly improve loyalty and retention 
with a customer centric approach

 Understand how to optimise profits by effectively 
revenue managing the complex distribution landscape

 Find out how to price effectively in the changed 
economy to ensure maximum revenues from  
every customer

 Learn how to adapt your revenue management and 
pricing strategies to take advantage of new trends in 
customer behaviour and distribution

 Analyse how the latest technologies and models can 
improve forecasting accuracy and optimise revenues

 Share knowledge and learn from RM and distribution 
professionals from all sectors of the industry who are 
facing the same complex challenges as you 

open now to see full conference agenda

gerd Tritschler, Regional VP 
Revenue Strategy, Marriott

Brian Hicks, Director 
Revenue Management EMEA, 

interContinental Hotels group

Stan van Roij, Corporate 
Director RM, nH Hotels

louis Du Plessis, VP Revenue 
Management, Virgin atlantic

Joerg esser, Head of Yield 
Management and Business 

Developement, Thomas Cook

Tobi Kuhlang, VP Revenue 
Development, Systems, accor

Riko van Santen, SVP ICT and 
e-Commerce, golden Tulip

Steve Pinchuk, SVP Profit 
Strategy, Westgate Resorts

Julio Rogriguez, Revenue 
Management and Pricing 
Director, Veuling airlines

Carl Oldsberg, Director 
Revenue Management and 
Distribution, Choice Hotels
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Hello!

I’ve spent the last couple of months chatting to revenue 
management and pricing professionals from across all 
sectors of the travel industry. And by all accounts, this is an 
exciting (albeit challenging!) time to be a revenue manager.  
As profit conscious travel companies put RM and pricing at 
the core of their business decisions, it’s clear that the role of 
the revenue manager is rapidly expanding and diversifying.  

However, the reality is that in the current climate, every 
competitive edge, foothold and opportunity is being rapidly 
chased by your competitors. Businesses that are every bit 
as determined as you to steal market share and maintain 
profitability. In this cut-throat environment, you really need to 
be at the top of your game in order to stand a chance. And 
you need to ensure that revenue management sits at the very 
centre of your company’s strategic planning.

There’s no doubt that effective revenue management is 
now integral to future strategy. And the value of revenue 
managers doesn’t diminish during hard times. On the 
contrary. Effective RM processes are the one thing that can 
still make all the difference to your organisation’s bottom line 
– and perhaps now, a bigger difference than ever.

The fact is, you need to give direction not take direction. 
To positively impact revenue, you need to be involved in 
strategic decision making. You must be able to convince 
senior management to adopt new, and perhaps unpopular 
strategies. And this conference will give you the ammunition 
you need to do just that.

Take a moment to look through the agenda on the adjacent 
pages. It’s based on dozens of in-depth conversations with 
your industry peers, and I’m sure will also reflect the issues 
and concerns you are facing right now.

I hope this is of interest and I look forward to welcoming you 
to the event. If you have any questions, please don’t hesitate 
to contact me on the number/email below.

Best regards,

Simon Carkeek 
Director 
EyeforTravel

+44 (0)2073757181 
simon@eyefortravel.com

PS - This event has been running annually for the past 
six years, so we’ve got a pretty good track record. Take a 
look at the testimonials on the back page for a flavour of 
what previous delegates thought about the conference.

PPS – We practice revenue management too! Register 
before the 25th September and you’ll save €300! 

call noW to Register on +44 (0) 207 375 7597

Has the black swan effect rendered traditional forecasting techniques obselete?Find out how to generate accurate forecasts now!

Fresh topics
Fresh speakers
Fresh thinking
Fresh solutions
Brilliant new  

RM initiatives

Register online noW at www.eyefortravel.com/revenue-management
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Strategic Revenue 
Management

Promote 
value

Optimise 
Distribution

Control CostsProtect 
Price Points

Optimise 
Profits

Steal Market 
Share

Black sWans?

This yeaR’s  
conFeRence agenda: 

RegisTeR Today!



call noW to Register on +44 (0) 207 375 7597 “a fantastic opportunity to get updated on the latest industry trends by networking and hearing from experts and colleagues” Warren Mandelbaum, Premier Inn

day 1 – 24 november

“superb attendance by senior revenue managers” Steve Lee, Jet2

CHAIRMAN’S INTRODUCTION AND OPENING ADDRESS

2009 and beyond: assessing the 
strategic importance of RM now 
and in the future
Steve Pinchuk, SVP Profit Strategy, Westgate Resorts

SESSION 1: PRESENTATIONS AND PANEL

Seizing the opportunities and 
preparing for growth  - how to 
adapt and profit in the current 
economic climate

Most analysts are predicting a recovery in 2010. What you do 
now will directly impact your company’s ability to profit from 
the upturn when it comes. Simply dropping prices now is no 
good. You need to communicate the value of your product 
more than ever, whilst appealing to different segments and 
stealing market share wherever you can. Your customers, 
meanwhile, are demanding more value than ever before, and 
are willing to take bigger risks. In this session you’ll get tips 
on analyzing your performance, measuring your success and 
positioning your company for growth.

• Is the crisis over? If not, when? What signs will indicate the 
end of the downturn in your industry sector? 

• Understand which revenue management and pricing 
strategies you need to have in place now to ensure you are 
well positioned when the market recovers

• Growing market share vs growing profitability – which 
strategy is best for the current climate?

• Learn how you can use this time to reach out to different 
customer segments and steal market share

• Providing value to your customers: Understand How you 
build value into your marketing campaigns - and deliver an 
emotional appeal to your customers

• Find out how to use RM data to determine which marketing 
programs are generating incremental revenue - and claim 
maximum profit from the most successful campaigns 

Riko van Santen, SVP ICT and e-Commerce, golden Tulip

Wilhelm Weber, Director Profit Optimisation, WorldHotels

Joerg Esser, Head of Yield Management and Business 
Development, Thomas Cook

NetworkiNg Coffee Break

SESSION 2: PRESENTATIONS AND PANEL

The rise of the strategic revenue 
manager – promoting value, 
protecting price points and 
reducing costs

Today’s successful revenue managers are not just setting 
the optimum price for their products - they are evolving into 
corporate leaders who chair rate-strategy committees, train 
product managers in pricing strategies, and guide sales and 
marketing teams in the most effective positioning for their 
selling strategies and campaigns. This session examines the 
changing role the revenue manager from the perspective of 
some of Europe’s most successful travel companies

• Understand how revenue management is evolving into 
a holistic discipline encompassing pricing, distribution, 
marketing and CRM

• Find out why the downturn has shifted more 
responsibility and influence into the hands of revenue 
managers – and the impact this has had on the 
bottom line

• Evaluate where revenue management should now sit 
within your travel company? Could today’s revenue 
managers be tomorrow’s CEOs?

• Customers remember value rather than price. How 
can revenue managers use their influence to promote 
value whilst maintaining price points?

• To what extent should the strategic revenue manager 
be concerned with costs? Assess the growing role 
revenue managers play in cost reduction and profit 
optimisation  

Gerd Tritschler, Regional VP Revenue Strategy, 
marriott

Louis Du Plessis, VP Revenue Management,  
Virgin atlantic

Duncan Bramwell, Managing Director,  
Duncan Bramwell and Co.

NetworkiNg LuNCh 

SESSION 3: PANEL DISCUSSION

Evaluating the business case 
for greater automisation of 
your revenue management 
processes
• How do you identify cost efficiencies and understand 

which processes should be automated and which 
should remain manual?

• How do you select and implement a revenue 
management solution that suits your needs and your 
budget? 

• Assess the level of due diligence required before 
committing to an expensive new solution

• Find out why a well thought out methodology is 
crucial for successful implementation

• Understand how to best manage the vendor / client 
relationship to ensure a strong, mutually beneficial 
partnership

Warren Mandelbaum, Head of RM and Pricing,  
Premier inn

More panellists to be announced - please check 
website for regular updates

SESSION 4: PRESENTATIONS AND PANEL

Forecasting: integrating the 
effects of distribution and 
pricing to achieve higher 
revenues

Bad news for Revenue Managers: The economic 
slowdown has rendered forecasts based on historical 
data pretty useless. So what do you do now to make 
smarter pricing decisions, identify ways to maximize 
profit and apply pricing restrictions? Knowing when 
customers buy your products is a crucial factor in 
savvy RM right now, and this session shows you how to 
generate accurate forecasts that use the correct blend 
of historical data and latest trends.

• Demand forecasting: How do you identify demand by 
segment and time, and marry the findings to your RM 
and pricing strategy? 

• Forecasts: To what extent can you rely on technology - 
and how much is down to the human touch? 

• How can you know if your forecasts are going to be 
inaccurate - and what should you do to protect revenues? 

• If traditional RM systems produce inaccurate forecasts, 
what other methods can you use to track demand? 

• Can you use algorithms to process your historical 
demographic data to produce accurate forecasts? 

• How can you use technology to gain a greater 
understanding of competitor prices? 

• Will it pay to put your competitors’ pricing at the heart 
of your forecasting strategy? 

Tobi Kuhlang, VP Revenue Development, Systems, accor 
Hospitality

More speakers to be announced - please check website 
for regular updates

NetworkiNg Coffee Break

SESSION 5: PRESENTATIONS AND PANEL

Customer-Centric RM & Pricing 
Strategy: Why it pays to target 
specific customer segments and 
nurture loyalty

Retaining loyal customers is a number one priority for all 
travel companies. Today’s travel leaders are those who 
not only understand their customers, but are also rolling 
out customer-centric pricing strategies that reflect this 
knowledge and putting the right options in front of them at 
the right time. This session will examine the importance of 
segmentation, and assess how value driven customers are 
driving even greater convergence of RM, marketing and 
distribution

• To what extent are revenue managers responsible for 
loyal customers? Learn how revenue management 
should co-operate with marketing and CRM to improve 
customer retention

• How much will it cost you to improve synergy between 
your CRM and RM data - and how big is the potential 
reward?

• Find out the most profitable ways to segment your 
customer data and target specific groups. Should you 
segment customers differently in a recession? 

• Evaluate which segments should receive consistent 
pricing and which should experience elasticity. How do 
you address a customer’s willingness to pay? 

• Does brand loyalty inevitably diminish in a recession? 
What can you do to maintain customer loyalty? 

• Can loyalty programmes backfire in a downturn? As 
price sensitive customers redeem points in increasing 
numbers, what impact is this having on cash flow and 
revenue?

Julio Rodriguez, RM and Pricing Director,  
Vueling airlines

Joerg Esser, Head of Yield Management and Business 
Development, Thomas Cook

Harold Kluit, Director of Revenue and Marketing, 
Swissotel 



“a fantastic opportunity to get updated on the latest industry trends by networking and hearing from experts and colleagues” Warren Mandelbaum, Premier Inn

day 2 – 25 november

“a great and informative show” Benoit Montigny, Club Med

SESSION 6: PRESENTATIONS AND PANEL

Responding to demand 
elasticity whilst maintaining 
price and brand integrity

Occupancy levels and load factors are way down across 
the travel industry. The temptation is to slash prices to fill 
our hotels and planes – and some are doing this already. 
However, history warns us of the dangers of this strategy. 
The decisions you make today will affect your profitability 
for years to come. So cutting prices may delay your 
ability to benefit when the economy does bounce back. 
Should you discount to stimulate demand? What are the 
alternatives? 

• How far can/should you discount before you damage 
your brand integrity?

• How do you discount successfully? Understand how to 
package offers and discounts according to the channel 
and the demand

• Understand how to segment customers by price 
sensitivity and gauge the likely effect discounting will 
have on their current and future purchases 

• Discover how to protect your brand by providing value-
added products and services instead of discounting

• Competitor benchmarking on price can lead to 
underselling for everyone. Find out how to ensure 
your prices are determined by the demand not the 
competition

• At what point should you give into competitive pricing 
pressure?

• What are the advantages of lowering prices? What are 
the dangers?

• Exactly how hard is it to increase prices after a 
downturn? How can you do this without alienating  
your customers?

• Find out how to use opaque channels as an alternative 
to discounting, while still maintaining rate integrity 

Carl Oldsberg, Director Revenue Management and 
Distribution, Choice Hotels

Brian Hicks, Director Revenue Management EMEA, 
interContinental Hotels group 

NetworkiNg Coffee Break

SESSION 7: PRESENTATIONS AND PANEL

Channel management – how do  
you effectively revenue manage 
the increasingly complex 
distribution landscape?

An understanding of distribution and customer touch 
points is now essential for any revenue manager. Whilst 
linear programming optimisation is at the heart of 
revenue management, it doesn’t take a holistic view of 
the customer or the transaction. Today, distribution is 
an organisational challenge, where the role of revenue 
managers is becoming increasingly important. This 
session will examine the role of revenue management in 
ensuring the right products appear in the right channels at 
the right price.

• Effective channel management: What are the secrets of 
limiting revenue leakage and maintaining rate integrity?

• How can revenue management address the increasing 
costs of maintaining a multi-channel strategy? 

• Is rate parity still the holy grail for revenue managers? 
Or is a greater focus on customer segmentation leading 
to a shift away from this policy?

• Should the end goal always be a direct booking on your 
own site? If so, what value proposition can you use to 
encourage this?

• Is now a good time to re-assess your third party 
relationships? How can you ensure you are getting the 
best deal across all your channels of distribution?

• What’s the most lucrative way to manage channels 
when demand is low? 

• What are the best systems for channel management? 
Will this ever be a fully automated process or is a 
manual element inevitable?

Stan van Roij, Corporate Director RM, nH Hotels

Diana van Roest, Marketing and E-commerce Director, 
nH Hotels

Chris Martin, Director Revenue and Distribution, 
Ramada Jarvis

NetworkiNg LuNCh

STRATEGIC ANALYSIS

Strategic Revenue 
Management: Linking top 
line RM/pricing strategies to 
bottom-line profits 

Understand how to apply financial analysis to revenue 
management decisions to:

• Evaluate the impact of revenue dilution and  
profit erosion

• Distinguish good revenue from bad 

• Analyse the benefits generated by channel 
management strategies in both high and low  
demand periods 

• Determine eligibility for, and level of, rewards  
and incentives 

• Assess the ability of the revenue managers in  
your organisation

• Justify changes in your pricing and  
distribution strategies

Kate Varini, Senior Lecturer Hospitality,  
leisure and Tourism Management Business School,  
Oxford Brookes University

SESSION 8: PANEL DISCUSSION

Revenue Management for 
small chains and independents 

This sector, more than any other, needs educating in 
effective revenue and channel management. However, 
at the same time training budgets are being cut. This 
session will evaluate the cost effective opportunities 
and solutions that exist for RM professionals working in 
this important part of the hospitality industry..

• How do you overcome the unique challenges faced 
by small and independent hotels? 

• What revenue management technology is suitable 
and affordable for your business? 

• How can you ensure a fair deal with third party 
distributors? 

Duncan Bramwell, MD, Duncan Bramwell and Co.

Stan van Roij, Corporate Director RM, nH Hotels

Kate Varini, Senior Lecturer Hospitality, leisure and 
Tourism Management Business School, Oxford 
Brookes University

Networking Coffee, Talk Back  
and Round up Session

After two information packed days there will be things 
that you disagreed on, want to clarify further or even put 
forward topics that you feel haven’t been adequately 
examined. An excellent and popular wash-up session 
that adds real value to round off two quality information 
gathering days.

Led by: Steve Pinchuk, SVP Profit Strategy,  
Westgate Resorts

INTERACTIVE 
CONFERENCE 

FORMAT
In each session, speakers 

will make a series of 
succinct but insightful 
presentations. Lively 

interactive debate covering 
the key issues raised will 
follow, allowing you to 

question the speakers and 
share your own views.



SAVE 
EUR€300 

if you register by  

25th September 2009

Register online at www.eyefortravel.com/revenue-management

Fax this page back now to +44 (0)20 7375 7220

• Email:  simon@eyefortravel.com
• Fax: This form to +44 (0) 207 375 7220
• Call: The booking hotline on +44 (0) 207 375 7597
• Online: www.eyefortravel.com/revenue-management
• Mail: Registrations, eyeforTravel, 7-9 Fashion 

Street, london e1 6Px, UK

5 Easy Ways To REgisTER

Who should attend?
Revenue Management impacts all sectors of the travel industry and 
numerous departments within your organisation, from marketing 
and sales, to distribution and product development. If you are a 
travel industry executive with responsibility in any of the following 
areas you will benefit from this event:

The event will also be of interest to the: President/CEO/CTO/CIO/
CFO/CMO of travel organisations. Take a team to the event and 
make sure your business gets an expert briefing and captures that 
competitive edge.

To take advantage of our group discounts contact  
Paul lane on +44 (0) 207 375 7597

• Revenue Management 
• Pricing
• Distribution
• Sales
• Marketing

• Finance
• Product Development
• iT
• e-Commerce

 

 

 

 

 

SUPeR  
eaRlY BiRD 

(Until 25 September)
RegiSTeR BY:

 eaRlY BiRD 
DiSCOUnT 

(Until 23 October)
FUll PRiCe

Non-refundable Bronze Pass
Includes:
• 2 day conference pass
• Credit card payments only - no refund to be 

given after registration has been confirmed

Bronze Pass
Includes:
• 2 Day conference pass

Silver Pass
Includes:
• 2 Day conference pass
• Full access to conference proceedings 

(audio and presentations)

Gold Pass
Includes:
• 2 Day conference pass
• Full access to conference proceedings 

(audio and presentations)  
• European Online Travel Report (worth €900!)

€995              

€1095               

€1245               

€1845               

€1445               

€2045               

€1295               

€1195             €1295               

€1395               

€1545               

€2145               

 Mr / Mrs / Ms / Dr:                            First name:  

Last name:   

Company:  Position/Title: 

Telephone: Fax:

Email:  

Address:

Postcode:  Country:

Payment

 I enclose a cheque for:  € __________________(payable to EyeforTravel Ltd.) 

 Please invoice my company:  € _______________Purchase Order No.: _____________________________

 Please charge my credit card:  € _________________  Amex   Visa   Mastercard

Credit card number:_________________________________________Expiry date: _____________________

3 digit security code:___________________Name on card: ________________________________________

Signature: ______________________________________________________________________________

 Please send me information on  sponsorship and  exhibition opportunities  
  yeS! please register me for Revenue Management and Pricing in Travel europe 2009

Who Will you mEET aT ThE  
REvEnuE managEmEnT and  
PRicing in TRavEl conFEREncE?

Company Type

Job Function

21% Marketing/Technology 
Solutions Providers

14% Intermediatries 
(Agencies/Tour Operartors/
Online Travel agents)

6% Other (Press/Academics/
Consultants/Analyst) 

59% Suppliers (airlines/Hotels/
Car Hire/Cruise)

21% Marketing/Technology 
Solutions Providers

14% Intermediatries 
(Agencies/Tour Operartors/
Online Travel agents)

6% Other (Press/Academics/
Consultants/Analyst) 

59% Suppliers (airlines/Hotels/
Car Hire/Cruise)

27% Company 
Regional Head

12% Sales & Marketing/
Business Development

6% Other 
(IT/Consultant/Academic) 

50% Pricing & Revenue 
Management

27% Company 
Regional Head

12% Sales & Marketing/
Business Development

6% Other 
(IT/Consultant/Academic) 

50% Pricing & Revenue 
Management

accommodation:
We have arranged a special discounted room rate at the 
Movenpick. Reservation details will be sent to you when you 
register. Please note that there is limited availability, so it is 
recommended that you book early to take advantage of this offer.

terms and Conditions:
All conference places are fully transferable without any 
charge. Cancellations received before 5pm (GMT) on Friday 
6th November 2009 will not incur a penalty (credit card 
registrations are subject to a 5% administration fee).  
If written confirmation of a cancellation is not received 
by 5pm (GMT) on Friday 6th November 2009, we will be 
obliged to charge the full fee. Please note - you must inform 
the conference desk in writing of any cancellations on: 
customerservices@firstconf.com. Whilst every effort is made to 
maintain the advertised agenda, the organisers reserve the right 
to make changes without notice.

How to Pay:
Credit Card: Complete and return this form with your  
credit card details
invoice: Complete and return this form and you will  
receive an invoice
Cheque/draft: Payable to EyeforTravel Ltd.

nB: FUll PaYMenT MUST Be ReCeiVeD BeFORe THe eVenT
© Copyright 2009 EyeforTravel Ltd. EyeforTravel reserves the right to make changes to the programme prior to the event. All rights 
reserved. www.firstconf.com/firstconf/legal_notice.html This document contains original material which is protected by copyright. 
No unauthorised use of the material herein may be made without the prior consent of First Conferences Ltd. EyeforTravel is a 
proprietary creation and trademark of First Conferences Ltd.Designed by The No Nonsense Group - www.tnng.co.uk

Revenue management  
and Pricing in Travel Europe ‘09
conference and Exhibition – 24-25 november 2009, movenpick hotel, amsterdam



Email: simon@eyefortravel.com

Fax: the form inside to +44 (0) 207 375 7220

Call: +44 (0) 207 375 7597

Online: www.eyefortravel.com/revenue-management

mail: Registrations, EyeforTravel, 7-9 Fashion St, London E1 6PX, UK*
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Louis Du Plessis, VP Revenue Management, --------  
-------------------------------------- Virgin atlantic

Gerd Tritschler, Regional VP Revenue Strategy, -----
-------------------------------------------- marriott

Tobi Kuhlang, VP Revenue Development Systems,  
----------------------------------------------- accor

Riko van Santen, SVP ICT and e-Commerce, --------
---------------------------------------- golden Tulip

Wilhelm Weber, Director Profit Optimisation, -------- 
---------------------------------------- WorldHotels

Carl Oldsberg, Director Revenue Management and 
Distribution, ------------------------- Choice Hotels

Stan van Roij, Corporate Director RM, ---------------
------------------------------------------- nH Hotels

Chris Martin, Director Revenue and Distribution, ---- 
------------------------------------- Ramada Jarvis

Steve Pinchuk, SVP Profit Strategy, -----------------
---------------------------------- Westgate Resorts

Warren Mandelbaum, Head of Revenue Management, 
--------------- Whitbread Hotels and Restaurants

Brian Hicks, Director Revenue Management EMEA, 
-------------------- interContinental Hotels group

Harold Kluit, Director of RM and Marketing, --------- 
--------------------------- Swissotels and Resorts

Duncan Bramwell, MD, ----------------------------- 
------------------------ Duncan Bramwell and Co.

Kate Varini, Senior Lecturer Hospitality, -------------  
---- leisure and Tourism Management Business 
School, Oxford Brookes University

Julio Rogriguez, Revenue Management and Pricing 
Director, -------------------------- Vueling airlines

Diana van Roest, Marketing and E-commerce 
Director, --------------------------------- nH Hotels

Joerg Esser, Head of Yield Management and 
Business Development, ------------- Thomas Cook

SAVE 
EUR€300 

if you register by  

25th September 2009

This conference is the annual 
meeting place for European revenue 
management and pricing professionals

conference and Exhibition – 24-25 november 2009, movenpick hotel, amsterdam

Don’t just take our word for it though, below are just a few 
of the great things delegates said about previous events:

Revenue management  
and Pricing in Travel Europe ‘09

Europe’s leading event for revenue management and pricing professionals in travel

SPeakerS iNclude:

see inside for full agenda details

5 Easy Ways To REgisTER

A fantastic opportunity to get updated on latest industry trends by  
networking and hearing from experts and colleagues

Warren Mandelbaum, Premier Inn

This conference gave an excellent update on RM in regards to today’s 
economical challenges. Also valuable information on best practices were given 

which will be great to integrate into our selling strategies in the near future
Martin Gahn, Preferred Hotel Group 

Why do I come every year? Because it is the Revenue Management  
conference for European experts. Meeting and exchanging ideas and 
experiences with ‘old friends’ and new contacts is high value added.

Horatiu Tudori, Ecole Hoteliere de Lausanne 

This was all in all a wonderful opportunity. The presentations  
have definitely give me a step up in my own development

Tim McCarthy, Scandic Hotels 

Superb attendance by senior revenue managers
Steve Lee, Jet2 

It is always refreshing to realise, once a year, that you are not the only  
ones facing the same issues and problems. A great and informative show.

Benoit Montigny, Club Med 

A great opportunity to hear what others in the industry are doing while 
confirming the current direction of our own plans. A great show.

Heather Scharmer, InterContinental Hotels Group 
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