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A HIGH-LEVEL DISCUSSION FROM THE INDUSTRY’S MOST
INFLUENTIAL LEADERS AND DECISION-MAKERS ON ISSUES
IMPACTING THE ECONOMY, INDUSTRIES AND BUSINESSES.

VICKIE
CALLAHAN
Senior Vice President of
Revenue Generation for
Peachtree
Hospitality Management

In our effort to showcase leaders in the hospitality industry, we created our Industry Spotlight series. Having
provided guests like Christopher Nassetta, President and CEO of Hilton, and Elie Maalouf, CEO IHG Americas,
we thought it was time to highlight one of Peachtree’s leaders who is making a direct impact on our bottom line.

WITH ME TODAY IS VICKIE CALLAHAN,
SENIOR VICE PRESIDENT OF REVENUE
GENERATION FOR PEACHTREE HOSPITALITY
MANAGEMENT. VICKIE, TELL US ABOUT
YOUR BACKGROUND.
Sure. I appreciate you inviting me to be a part of
this Series. I joined the company in April 2020, after
spending 13 years with Atrium Hospitality and JQH
Hotels in revenue management, responsible for the
development of a multi-branded revenue management
platform. Before that, I held various leadership positions
in sales, marketing, and revenue management for
Starwood Hotels and Resorts, managing all levels of
hotels from boutique all-suite properties, convention
hotels, and "Five Diamond" resorts.

AS HEAD OF REVENUE MANAGEMENT FOR PEACHTREE
HOSPITALITY
MANAGEMENT,
WHAT
ARE
YOUR
RESPONSIBILITIES?
Revenue management is the foundation of running a successful, profitable
hotel. It is selling our inventory of hotel rooms to the right guest, at the right
time, at the right price.
To do this, I oversee the sales, revenue, and digital marketing teams, roughly
20 people. We are all responsible for promoting our hotels, reviewing current
trends and generating revenue for them. To achieve the highest profits, I
identify the customer groups that the hotel serves, establish the correct quantity
of products and services, and set up the optimal prices.

YOU MENTIONED PRICING;
WHAT ARE YOUR PRICING STRATEGIES, AND
HOW DO YOU DETERMINE OPTIMAL PRICING?
Market and competitive hotel pricing reviews are crucial to understanding optimal pricing. Hotels have the unique ability to adjust prices continuously
to take into account demand and other external factors.
We have become more intentional about optimizing room revenues and occupancy through variable pricing strategies based on demand, booking
windows, and market conditions.
Part of the strategy is to understand our conversion rate and the retail index. Both are key indicators to know whether to raise or lower pricing.
The conversion rate is simply the number of customers that book through our website divided by the number of unique visitors that used the site. It is a
hotel's success metric when it comes to its website. That said, conversion optimization is far from simple. It is multi-dimensional involving both science
and art. For example, one would assume we are shooting for a high conversation rate. However, that may mean our price is too low. That's why we
maintain a holistic revenue management strategy.
We look at other indicators, and as I mentioned, the retail index. Our competitor's pricing is a critical input for setting the best rates, as those prices
shape the consumer's perception of the "right price" for a given stay.
I don't want to get to in the weeds on performance indicators, but we review a host of others consistently. RevPAR Index and its relation to historical
performance; total revenue performance compared to budget and normal year; future on the books by segment vs. competitive set; average rate
index on high demand days. I can go on and on, but taking together these inputs provides valuable insight for us to optimize rates.
Also, through segmentation – where you divide your customer base into different types – we look at their behaviors and booking habits, and optimize
pricing for each segment. For instance, you might charge business customers lower room rates because you know you can recoup the money via their
use of corporate facilities.
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HAS THE PANDEMIC
IMPACTED
YOUR FORECASTING
ABILITIES?
Absolutely! In the age of COVID, historical trends no longer apply as
hotel occupancy and revenue can change week to week. The drastic
swings in demand, both negative and positive, have made forecasting
a bit of a challenge.
Perhaps the most significant change happening is to the booking
window. Typically, the booking window is anywhere from zero to 30
days, with resorts and other destination locations farther out. But now,
today’s travelers are waiting until the last minute – zero to seven days
before their trips - to make hotel reservations.
Understanding traveler behavior has always been the cornerstone of
an effective revenue strategy. This latest trend puts even more pressure
on the revenue leader to remain flexible, adaptive, and dedicated to
monitoring and responding to what the data shows.

GREGFRIEDMAN
Managing Principal
Chief Executive Officer
Peachtree Hotel Group

WHAT MARKETS ARE
PERFORMING BEST,
AND WHAT IS DRIVING
DEMAND?
Location and pricing are still the most critical decision factors for guests;
this hasn’t changed. But how consumers go about searching for hotels
has altered a bit, which is why we see an increase in the online travel
agency channel or OTAs – Expedia, Orbitz, as examples.

ROBWOOMER

OTAs allow for a guest to see multiple brands and pricing for a market.
Some will search the OTA to get a baseline and then go to the brand
site to book.

President
Peachtree PC Investors

Reputation management is playing a more prominent factor too. We
see customers base their buying decisions on the amount of positive
and negative reviews the hotel receives. Effectively managing these
sites and ensuring response to all reviews gives us an edge.
Safety and cleanliness have taken a front seat to expectations, although
cleanliness has always been vital. I think this expectation is here to stay.
How hotels present a safe, clean, and sanitary environment will drive
performance.
3

WHAT FACTORS DRIVE THE CONSUMER TO
BOOK A ROOM?
Destination markets, like Florida and coastal properties, were surging with visitors during the spring break season. We expect the same during the
summer months. This is true for our destination hotels; we have solid demand. Other markets not attributed to 'spring break' are experiencing steady
bookings as well.
Currently, we are experiencing more robust demand for Friday and Saturday nights with high 70% to low 80% occupancy. Mid-week occupancy is
still soft, but we expect improvements as we get into the summer months.
The leisure traveler and SMERF, a great acronym for social, military, educational, religious, and fraternal, are primarily responsible for this demand.
With vaccination rates increasing across the U.S., we see the SMERF group business demand starting to improve. These groups are big business for
hotels. They are a consistent market that continues to meet during economic downturns with little or no attendance decline. Also, youth sports teams
have remained strong.

WHAT ABOUT THE BUSINESS TRAVELER,
IS THAT SECTOR STILL SLOW?
Weekday reliance on the individual business traveler is steadily improving in many of our markets. The airlines report that corporate volumes are
accelerating and could reach the prior peak by next year. Also, American Express expects travel and entertainment spending to recover to 70% of
pre-pandemic levels by the end of this year.
While we expect continued improvements to business travel throughout the summer, we anticipate the next big leg up in recovery will be when schools
reopen in person and employees return to the office. With this return to ‘normalcy,’ we would expect a meaningful improvement in weekday ADR
(Average Daily Rate).

WE APPRECIATE YOUR TIME, SO JUST ONE LAST
QUESTION. WHAT KEEPS YOU UP AT NIGHT?
The fear of missing a trend change and how much the industry will change post COVID. We know the trends will continue to alter, but to what
degree remains to be seen. Also, the uncertainty of the recovery in business and group travel makes it a bit more unnerving. Regardless of the trends,
we work with the best management team in the industry. Our performance through these unprecedented times is a testament to the strength of our
underlying strategy.

FASTFACTS

ON PEACHTREE HOTEL GROUP
$1.6 BILLION IN ASSETS UNDER MANAGEMENT
$3.0 BILLION IN ORIGINATED/ACQUIRED LOANS
COMPLETED +320 TRANSACTIONS SINCE INCEPTION
OPERATES 65 OWNED/THIRD-PARTY MANAGED HOTELS
21 BRANDS | 7,723 ROOMS | 17 STATES
+1,330 TEAM MEMBERS
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