“BI Hub”

For E-Commerce Performance
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\ My role as Director of E-Commerce

Strategy & Performance \




together







& challenge the tactics in place

fo optimize







Disruptors like

Google ¢ &) airbnb

help shape this




Mobile has been impacting

for a few years now
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The recent disruptor



60% of smartphone users
have tried voice search
at least once in the
past 12 months
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As new hotels enter the portfolio
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A solution was required

to view results all in one place
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A location that centralizes
different data sources to help
manage performance



“BI Hub” for Ecommerce






Historical data on bookings
based on stay dates
or booking dates



Traffic data combining
different website types



Future looking data



Some of the reports included



Historical reservations data

~ableau

Explore / Ecommerce Performance / Hotel Monthly Web Direct Tableau
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Historical reservations data
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Historical reservations data

FRS AH (Web) - Gross Dashboard

This dashboard provides a |ist of FRS (Source; CRS) and AH (Source: TARS) hotel brands along with their gross stats: Bookings, Nights, Room Bevenue, ADR, ALOS, and Average Lead Time,
This report is updated on a monthly basis

% Room
i % Bookings % Bookings i % Mights YOY i ) % Room 23 ADRYOY
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Enokings YOY Variance Mix Nights Wariance it Hioe, Reoor Rexenye ol Revenue Wix R Variance

Variance

2019 Banyan Tree
Fairmont
Ibis Budget
Ibis Hotels
Ibis Styles
Mama Shelter
Mercure
Movatel
Pullman
Sofitel
Swissotel
Total




Campaign Production

Campaign Production
This report shows campaign producfion for MGA campaigns. Data s sourced from GDW and TARS/Cognos. It is updated daily for FRS properties and monthly for legacy Accor properfies:

4/4/2019
Datagat Uptiated

Gross Bookings 142.382 Booking Revenue (USD) by Booking Date
Gross Booking Nights 330,742
Gross Booking Room Rev (LSD) 128,254,520 1.747.081
Stays 123 049
Consumed Stay Nights 267,930 TR S
C Stay Room 94,002,919 — 75617
Consumed Stay Total Revenue 110,853,034 0.025.216 1,820,951
fug. Booking ADR s 2 1,088,409
. = 3645723 — . . ipe7,7057/030.715
Avg. Room Rev per Stay 758 ' ; 770,0037101.045 7328800 . ﬁ . —
Avg, F&R Rev per Stay 118 —_— — - 5.215320 =
Aug_ Total Rev per Stay a04 e - R —
Aug_ booking LOS 2 e = 0 H - —
Avg. Booking Lead Time 36 = [—
Pex Campaen HH=E=5gﬁ’===-ﬁﬁg
E— s § £ § § 13 B3 ES g I %3 8% 3§ &
ATH NIGHT FREE 137 & 5 ™ ] 1] N EwN g & Ew EN EN E 7] N 3]
STH NIGHT FREE 92 E E g g z = E- 2 g 2 3 oy g E
- g 2 z o =
6TH & TTH NIGHTS FREE 201 = -
BTH NIGHT FREE &
20/ 20 Offer 513 Book {USD) by Booking Date - YoY Variance
20/20/20 364 Campaign Yea.. o1 Q2 03 04 Grand Total
59 WaYS TO PLAY 205 3=2 Measure Dimension 2018 637 820 73021 711,841
AAA/CAA 6,548 2010
Bed & Breakfast Offer 416 Total 637,920 73,021 711841
Black Friday 586 % Difference In 2018
BOCK EARLY, SAVE MORE 3552 Measure Dimension 2019 -100 00% -100.00% -100.00%
Credit Offer a34 Tom the Previous aio, Total
DEW - Great Escapes 1430 ATH NIGHT Measure Dimenson 2018 | 100,160 67.548 161,431 160,736 438 B7S
Falrmenit Gald Signature Of.. 52|  FREE 2049 142,282 142,282
Fatrmont Moments 50,280 Total 251,442 67,548 161,431 100,736 581 157
FESTIVAL OF CHRISTMAS 50 % Difference In 2018
FIFTH NIGHT FREE WITH B.. 678 Measure Dimension 2019 30.34% -100.00% -67.58%
Flex Gotf 5 Trom the Prévious alo Total
Gold 29 STH NIGHT Measure Dimension 2018 52,540 SLETG 54,420 25,847 204,483
GOLD RUSH 117 FREE 2014 107,866 4,102 119 058
Holiday Offers 1521 Total 170,406 55,868 54,420 25847 316,541
Holidays 52 % Difference In 2018
HOME FOR THE HOLID&YS 22 Measure Dimension 2018 72.48% 91.89% -45.20%

4/4/2019
GOW Upoited

4/3/2018
Latest Booking Date

Filters & Options

Chart / Table Mea
Booking Revent.. *




Property Name

Ibis Hotels Aguascalientes Mexico
Ibis Aguascalientes Noi = ; ;

Property Mame S Variance Bounce Rate % Variance | Intent Sessions | 9% Vari Intent ConvRate ariance Bookings % Variance ABV ance Revenue % Variance
1/1/2018 3/22/2019 ¥
Ibis Aguascalientes Norte 21113% 484% | 6.6% 4 15 : 325% T 1415 25698% £111.13

Page Grouping UDC %6 \arance Entrances 3 Wariance Bounces 9% Variance Bouncs

2304:4% = 2051.4% 191 zad1.5% 40.8%

1283.2% 18432% 1220 mis.i% z25% i : ) i =

2446.3% 1111 [Ei00.0% 7 -100.0% Ti8% 10009 - 2 S AU
Summary : 2164.5% 700.0% Sipo.os s42%  -1604 Dimensior mb T flates sessions 1o of
Cations 21656% 3 0 850.0%
Roorn Dat 2 A2FHT% q 4380.0%
Payment 1 23§5.1% 2 0.0
Confimation 13 257458
Product Page T =H0.0% 5
Authentification o o o W00
Total 2533.0% 2111.3% 2256.6%

Bounce R ntent Sessions % gl t ! % Variance Revenue % Wariance

7 t21%
7429 205 1302 | 42143 140, 743%
£500.0%

ime Perio

Last Year 50

January 23, 2018 March 22, 2019 Local Partners 2 S0u0% - 100 0.0%
Total 211.3% 48.4% . 32.5% 2569.8% X €157.252  4252.0%

March 22, 2019




KPI Tracker

Ow

1/1/2018

ime Period

Last Year 130}

w Dashboard

3/22/201%

January 1, 2018

March 22 2019

March 22, 2019

cker Overview - Revenue Drivers

Sessions Revenue
\Variance

-£539.350|
il
-€534,200|

-€£371,844

-€ 403,179 |
€532739|

Overview - KPI Tree

Bounce Rate Revenue
Varience

€411,554

€417,028

€476,511

€ 506,428

€ 466,968

Intent Sessions
Revenue Variance
-127,796
17,172
104,667
103,249
-65,770

Overview - Channel Mix Var

Intent ConvRate
Revenue Variance
-€£ 643,819
-€ 490,921
-€ 796,544
-€ 1,076,921
-€ 1,072,890

Overview - Device Mix Var

Bookings Revenue
Variance
771,615
608,003
691,877
973,673
-1,138,660

ABV Revenue Variance

€619,140
€ 547,052
€ 479,756
€ 580,334
€ 901,286

Website - Exec Summary

Revenue Variance

€ 152,474

-€61,041
le212121
-€393,339
-€237374

Website - Perfo



(@ = MY &E i g o=l Revenue Drivers by Channel Grouping
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Pacesetter report with future looking data

Pacesetter - Gap to Budget Ratios
This report calculates the projected variance to budgeted roomnights and room revenues: Projected pickup is based on LY data and can be adjusted based on current forecast. Information is sourced fromthe Ideas and is updated dai
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View Count by Report | Top Users and Actions

Bl Hub: Usage Report

View Count by User

e Views per Views per
e, ActiveUsers  ActiveUser  TotalUsers  Total User
7 duty2015 &3 32 102 24
1 Ayt 20T &7 38 152
] September 2018 = 4z
ol
7/1/2018
ity November 2018 7 55 38
= December 2018 47 22 [T
] February 2019 52 2z
| March 2019 5 I Reports
™ Grand Total 225 102 325
[
|
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All this data
fulfill key goals
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Solutions Developed by the

* BI & Analytics team
* FEcommerce Performance team
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RAFFLES \ ORIENT EXPRESS \ BANYAN TREE \ DELANO \ SOFITEL LEGEND \ FAIRMONT \ SLS \ SO \ SOFITEL \ THE HOUSE OF ORIGINALS
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MAMA SHELTER \ TRIBE \ BREAKFREE \ IBIS \ IBIS STYLES \ IBIS BUDGET \ JO&JOE \ HOTELFI







Historical reservations data

FRS AH (Web) - Gross Dashboard
™

irect and Web |ndirect performance of FRS {Source- CRS)
tyles, Mama Shelter, Mercure, Novotel, Puliman, Scfitel | Legacy FRS: Fairmont, Swissote!

board compares the W
Legacy AH: Banyan Tree, ibis Hof

and AH {Source TARS), along with theirgross stats. This reportis upc

an amonthly basis.

Dats Updated Lintil

February 2019

Web Direct (excluding Passkey)

‘ EBookings

2018 i=gac

Legacy FRS
|

Web Direct (including Passkey)
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W Vet Direct B Wsb indirect

2018

% Bookings
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Campaign Production

Booking Feeder
‘Channels Markets

Booking Dates.
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Giross Booking Nights
Grass Booking Room Re_
Stays
Consumed Stay Nighls
Consumed Stay Room R
Consumed Stay Total R
Aug. Booking ADR

Aug. Booking Rev

Avg Room Rev per Stay
Aug_ F&B Rev per Stay
Aup Trtal Rey ner Sty i

Filters & Options

Chart Measure
Boaking Revenii... =

Rate Code
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You are hereSales & Markeling > Americas Sales & Marketing = BIA aspx
BROWSE PAGE pUBLISH

A\ Version: 193.0
A\ Status: You are editing the Personal Version of this page

NCA Bl Hub

Collaboration Center ~ Company Updates ~ ME - MyEmployment  Quick Links

Helpdesk

ﬁ - _|.=k Welcome to the NCA Bl Hub. You will find here access to Bl and reporting resources that will enable you to make data-driven and informed decisions. Please reach

out to Salman Akbar, Director Bl & Analytics, if you need any assistance.

£ " Reports marked with 4=+ require a Tableau Online license to access. Please contact Salman Akbar for a login if you do not have one,

Here is Tableau Fundamentals documentation to help you navigate around Tableau reports: "™

Reports

Historical Production
Monthly Aggregated

« #3Segment / Channel / Geo Historical Production "%

Daily Data
- pAgency / Company / Rate Code (ACR) Production
: By Market Segment and Day
- 3By Rate Code and Day
- 4By Rate Code and Day of Week
1+ By Busy Day Breakdown
3 By Transaction and Market Segment =*

By Geo and Market Segment
By Room-To-Charge

Competitive Performance
. uzCompetitive Performance (Monthly Aggregated)
. #:Competitive Performance (Daily Data)

E-commerce and Digital Performance

. #:Gross Booked Segment/Channel/Geo Historical Production =&

- iiWeb Direct Menthly Dashboard (Legacy AH properties)

Campaign Reporting
. i+ Campaign Production

Fairmont Gold



Thank You



