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Who should be listened to? And, perhaps just as importantly, who 
should be ignored? What is unlikely to deliver a return? Where must 
you invest?

We cannot promise you will find the answer to every question at the 
Hotel Distribution Event. But it is the first forum dedicated to helping 
hoteliers to do so.

We come from an editorial background and we are immersed in 
analysing and synthesising information to make it meaningful for the 
subscribers to our services. We take this approach to our conference 
programming, creating sessions that help understanding.

There are many in the hotel industry, both hoteliers and suppliers, 
who recognise the need to provide clarity of thought. The Hotel 
Distribution Event has been curated to do just that, working with 
delegates and sponsors to create the right environment.

TARGET AUDIENCE
This event is for senior executives involved in sales, marketing and 
technology within hotel brand, operating and owning companies. In 
addition, other senior hotel executives at the CEO, COO and CFO level 
who have ultimate responsibility for these functions are expected 
to attend.

BACKGROUND
The HDE is in its fifth year, building on the success of the previous 
three events. HDE was set up to focus on the strategy rather than 
the tactics of hotel distribution. Unlike other events in this area the 
focus is on what should be done rather than the technical details of 
how it is done. 

The HDE is powered by Hotel Analyst Distribution and Technology 
(HAD&T), the news service for all owners, operators and advisors 
in the sector. It provides in-depth analysis of the industry on a 
weekly basis, written by dedicated specialists in this field. Peter 
O’Connor, professor of information systems ESSEC Business School, 
France, IMHI; Katherine Doggrell, editor of HAD&T; and Andrew 
Sangster editorial director. They will once again be putting together 
a compelling speaker programme that offers a roster of leading 
opinion formers in the hotel technology sector.

“ Good topics that were relevant. Very good performance  
from the leaders of the panels”.  
Jan Lundborg, Scandic Hotels

“ The content of the presentations in particular was very good”.  
Craig Cochraine, Moevenpick Hotels

Technology is bringing unprecedented levels of change to the hotel industry 
and in this rapidly shifting landscape it is hard to keep sight of the horizon. 
There is huge amounts of detail on changes but too little on the net impact to 
individual hotel businesses.

HDE 2018 COVERED
The Hotel Distribution Event 2018 offered a roster of the leading 
opinion formers in the hotel technology sector. Hot topics in 
2018 included:

• How hotels address the product vs retail dilemma 
• The impact of changes in distribution on investment 
• How important technology is to investors 
•  Whether the current software available was fit-for-purpose
• The latest developments in rate parity
• Expedia’s evolving relationship with hotels
• Understanding China’s outbound market
• The latest distribution strategies
• The future of metasearch 
• The real potential of blockchain technologies
• What the future looks like for hotel brands 

Hotel Analyst, the event’s organiser, again links its investment 
market background with the digital disruption taking place in  
the industry.  

CONTACT 
For further information on all sponsorship opportunities  
please contact: 

Sarah Sangster
sarah@zerotwozero.co.uk  
+44(0)20 8870 6388
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COMPANIES THAT ATTENDED HDE:
4C Hotels; Accor UK & Ireland; Adafabridge Hotel Consultancy;  
A.G.M Hotels;  Agilysys; Apaleo; Apex Hotels;  Arora International 
Hotels; ATPI; Avvio;  Amadeus Hospitality;   
Amaris Hospitality;  Atlantic Equities; Hotels & Hospitality;  
Barclays Bank; BVA BDRC Continental;  Belmond; British Hospitality 
Association; Carlson Rezidor;  Cendyn; citizenM; Chargifi; Cheval 
Residences;  Chico Hotel Solutions AB; Choose your own room; 
Circus; City Suites;  CitizenM;  Clayton Hotels, Clink Hostels; Cogent 
Blue;  Colliers; Constance Hotels; Corporate Housing Factory; Credit 
Suisse; Criton App; Cvent;  Dalata Hotel Group;  DataArt;  Deutsche 
Hospitality; Daniel Thwaites; Digital Hotelier;  Digital Alchemy; 
Dorchester Collection;  Dow Jones;  Dragon Trail Interactive; Duetto; 
Ebiquity; Ecole Hoteliere de  Lausanne;  Ennismore – The Hoxton, 
Essec Business School; Etc Venues; Expedia; Fastbooking; FastPay 
Hotels; Fattal & Leonardo Hotels; Five Star Magazine;  Fornova;   
Fore-sight Guest CRM; France IMHI; glh Hotels;  Georgian House 
Hotel; Gerard Nolan & Partners; Google; GTMC; Guestline; Hamilton 
HFTP; HORESTA; Hostmaker; Hotel Analyst; Hotel Partners; Hotel 
Solutions Partnership; Hilton; Hodson Bay; HolidayInn London 
West;  HOSPA;  Hotel News Now;  Hotel Rez Hotels & Resorts; Hotel 
Riverton;  Hotel Analyst; HotStats; Hyatt International;  HVS;  Iconic 
Luxury Hotels; IDeas; iDiso; Infor; InterContinental Hotels Group; 
International Air Transport Association; JLL; KSL Capital Partners; 
K&L Gates; KFP Five Star Conference Service; Langham Hospitality 
Group Lapithus Hotel Management; Larco; London South Bank 
University; Luma Concept Hotel London; Luxury Hotel Partners;  

Magnuson Worldwide;  Malmaison & Hotel du Vin Hotels; Marlin 
Apartments; Meininger Hotels;  Midstar; Millennium Hotels and 
Resorts; Mintel; MRP Hotels; Newmarket; NH Hotel Group;  Oracle; 
OTA Insight;  Otus & Co; Qubit; Pandox; Precis Management Services; 
Preferred Hotels & Resorts; Marriott International; MiceCrowd; 
Nadler Hotels; Opensmjle; Pace Dimensions; Premier Inn;  Pestana; 
Portman Estates; Principal Hotel Company;  Prix Ltd;  PwC; Questex;  
Radisson Edwardian;  Rasberry Sky Services;  Radisson Edwardian 
Hotels;  RateGain; Reardon Smith Architects; Red Carnation Hotels; 
Remarkable Hotels UK; Revinate; ReviewPro; Right Revenue; 
Riverton; Rocco Forte Hotels; RoomMate Hotels and BeMate.com;  
Rosewood Hotels;  Royal Garden Hotel; Saba Hotel Group;  Sabre 
Hospitality Solutions; Scandic; SACO Apartments;  San Domenico 
House Hotel;  Sarova Hotels; ScoTrav; Select Property Group; Selenta 
Group; Serentata; Shangri La Hotels & Resorts; SHR Global; SRSL; 
STR Global; Sojern; Small Luxury Hotels of the World;  Splendid 
Hotels; Supercity Group; Starwood Capital Europe Adviser; Starwood 
Hotels; Steigenberger Hotels; Step Blockchain Ecosystem; Strand 
Palace Hotel; Taylor Wessing; The Expedia group; The George; The 
Innovate Room; The Montcalm Hotels;  The Tourism Business; TMI 
Consultancy; Topland Group; trailapp; Travelclick; Travelodge; Travel 
Tripper;  Travelport; Tripadvisor; Triptease;  Upmail Solutions;   
Urban Boutique Hotel; Right Revenue; The Montcalm Hotels; 
The Ritz; Travel Tripper;  University of Surrey; Vision Hospitality; 
WeddingDates; Winding Tree; World Hotel Marketing; Wyndham 
Hotel Group; Zappi; Zleep Hotels. 
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AIRBNB JOINS DISTRIBUTION RANKS 
The rising role of Airbnb as a distributor came to the fore at 2018’s 
Hotel Distribution Event in London.

An additional route to market was seen as further challenging the 
brands, with a number of owners questioning the need for a flag.

Jacob Rasin, director of business development, Pandox, said: “I 
would love for Airbnb to succeed with distribution. They are one of 
the super-brands of travel.”

Nick Chadwick, SVP hotel asset management, Starwood Capital 
Group, said: “We’ve put one of our hotels on Airbnb and we’ve been 
surprised at how many rooms we’ve sold. All our guests have been 
delighted with the service they’ve been receiving, which is more than 
they were expecting. The commission is less, but it’s not the easiest 
tool to use and we don’t have full control of pricing.”

Later in the day Steven Howe, digital manager, Apex Hotels, told 
attendees of the group’s experiments with the platform at one of its 
hotels, where it had bought in new customers and, he pointed out, 
at a cheaper rate than the cost of an OTA.

The cost of the OTAs was a frequent topic of debate, with Chadwick 
calling for an evolution, potentially driven by new challengers 
coming into the market. He said: “It would be good and healthy if 
the hotels were paying the most when they got the most out of the 
OTAs. Maybe there’s an evolution, a more dynamic pricing model.”

Access to distribution was a factor in choosing – or not – a brand. 
Stephen Walker, principal, strategic operations, KSL Capital Partners, 
said: “When we look at operators we ask to what degree can 
they control distribution and to what degree are they managing 
distribution. The OTAs are very focused on just delivering rooms, but 
that’s not the best way to deliver additional revenue sources.”

Rasin was as happy to go it alone, telling attendees: “The first thing 
we do is to look at which concept will work for which hotel, do we 
need a brand? Then which type of structure and then net rate – can 
we run it ourselves? It’s case-by-case but branding is not top when 
we start looking at hotels. First and foremost we look at what we 
can do with the hotel, branding is not the first thought – If we keep 
independent we can be flexible and keep our options – consumer 
trends change fast – we like options.”

Peter Tengstrom, partner & managing director, Midstar, pointed to 
the distributors as a method of gauging how successful branding 
choices had been. He said: “OTAs are more friends now than foes. 
You have to manage the brand on the OTA’s website, that’s your 
window to promote the product. The OTAs help show the naked 
picture if you can’t perform.

The level of business OTAs bought in has changed since their 
inception, Tim Ramskill, managing director, pan-European travel & 
leisure equity research, Credit Suisse, said: “Since 2011 the OTAs have 
move from delivering lower-yielding to premium-yielding business.” 
They were also continuing to hit costs, with Ramskill commenting: 
“By 2021 OTAs will have generated USD30bn in fees. OTAs equate 
to 5.6% of global hotel room revenues this year [estimated] against 
2.2% in 2012.”

Ramskill underlined the supply threat posed by the sharing 
platform, adding: “In my world there has been a remarkable level of 
complacency about the impact of Airbnb. A revolution is what we’ve 
experienced in distribution over the past few years. The OTAs are a 
potential cost challenge, whereas Airbnb is a revenue challenge [to 
the hotel sector]. There are more than two times as many people 
searching for Airbnb as searching for Expedia, but the level of search 
activity this summer was similar to last summer, maybe there is a 
levelling off.”

Looking at the impact on performance, Ramskill said there had 
been: “No massive obvious impact on US weekend occupancy by 
Airbnb, but there has been a surprise about how limited room rate 
rises have been given how high occupancy has been.

“Airbnb now accounts for around 9% of global hotel room count, 
having doubled over two years. It’s expected to generate USD30bn 
in gross booking value this year.”

HOTEL ANALYST REPORT COVERAGE
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HA Perspective [by Katherine Doggrell]: Airbnb has made no 
bones about its interest in the distribution space and, while it has 
been all very chummy in its attempts to play nice with assorted 
jurisdictions being allowed to operate, it has been scathing of the 
costs of the hotel brands and how much cheaper it can do things.

The platform has made a business of branding the transaction and 
not the product and that works well for the independent hotels 
it has been looking at. Yes, the technology of the platform is not 
as flexible as it could be, but hotels have no real credentials here 
themselves either.

As Howe said, what Airbnb can do is what the OTAs first purported 
to do – bring in new customers. Chadwick also hailed the platform, 
pointing to how it was able to shift extended-stay rooms, another 
product well suited to Airbnb. The platform is therefore likely to find 
a niche distributing the out-of-the ordinary, something with which is 
has much practice.

Where the brands might like to observe is not whether it is bringing 
their independent rivals to market more cheaply, but what variety 
of rooms they are offering. The more consumers have access to 
products which make it easier to travel with friends and family, just 
two groups who we hear also like to travel, the more hotels will find 
the demand on them to provide the same grows.

Additional comment [by Andrew Sangster]: The demise of the 
hotel brand has been forecast many times and has so far prove 
unfounded. This does not look set to change any time soon.

But there is no doubt that hotel brand companies are under 
pressure. At HDE, Credit Suisse’s Ramskill put up a scary slide 
that showed IHG’s system delivery increasing over time but how 
the delivery through the parts of the system that it does not 
control directly, primarily OTAs and GDS, is taking an ever-larger 
share. Ramskill called the directly controlled part “true IHG own 
distribution” and he showed how this has slightly shrunk in  
recent years.

For owners this is a real bone of contention, often referred to as the 
fee-on-a-fee issue. IHG claims that sales made through GDSs and 
OTAs are part of its own distribution as it has negotiated preferential 
rates. While the IHG argument has some merit, the reality is that its 
own distribution efforts are undermined by the success of these 
third-party players. And of course, the big one is the OTA part as GDS 
is not showing growth (although this has confounded the much-
expected contraction).

The Hotel Analyst argument in support of hotel brand is that it is 
vital for the product, much less so on distribution (retailing of the 
product). When pushed on this point, Hilton’s John Rogers said in a 
panel session that Hilton would always come down on the side of 
product ahead of distribution.

There is no expectation that the big hotel brands are going to quit 
the distribution game but they are quietly reinventing their role. 
They know that the marketing muscle of the OTAs and the superior 
technology of these focused online retailers cannot be beaten.

The whole distribution landscape is in a state of flux and the 
apparently invincible OTA duopoly is coming under pressure from 
other technology companies. Airbnb is disrupting the OTAs just as 
much, perhaps more, than hotels brands. Waiting in the wings is 
Amazon, Alibaba and maybe Apple.

Being nimble and adaptable is what matters in this climate, not 
always sheer size and scale. But this latter helps when it comes to 
going head-to-head with OTAs. This autumn, Marriott is going to 
take on Expedia. Rumours suggest that Bethesda is on a war footing 
and is already warning owners that properties may be delisted from 
Expedia. It is going to be one to watch.

WWW.HOTELDISTRIBUTIONEVENT.COM
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OTAS EXTEND REACH 
The online travel agents were extending their sights from ownership 
of the guest to ownership of the property, delegates at the Hotel 
Distribution Event in London heard.

While caution was urged in adopting such technology, panelists 
were in favour of harnessing the budgets of the OTAs and their 
investment in innovators who could bring improvements to  
the sector.

Toby Herbert, group IT director, Rocco Forte Hotels, said: “I would be 
wary of a one-stop shops, but where it gets interesting is when OTAs 
are investing in new entrants. I am in favour when it’s a partnership.”

Iain Cowieson, IT director, Malmaison & Hotel du Vin Hotels, warned: 
“We gave away a lot of advantage when the OTAs came in, so you 
would be cautious when adopting their PMS as well,” while Alan 
O’Riordan, business development manager, UK & Ireland, Apaleo, 
added: “It’s better that people focus on what they do best, I’m not 
not convinced by OTAs offering PMS”.

Driving the possible adoption of solutions offered by the OTAs was 
the complexity of the offerings currently in the marketplace, with 
Cowieson commenting: “In Europe there has been a complete 
under-investment in usability”.

Joe Cripps, MD & co-founder, Trailapp, called for more leeway for 
IT. He said: “We don’t have a lack of tech in the hospitality industry, 
but a lack of diffusion. Those in IT should have the chance to play 
around with tech. A lot of these companies have been on the 
marketplace since the 1990s, which mean there are constraints 
in the system Joe,” but, he added: “We are seeing an emergence 
of companies that base their business around that – middleware, 
looking at integration – which is a shift in the industry.”

Herbert agreed, telling delegates: “We need to bring life cycles of 
systems down, because competition moves on quickly. Look at the 
technology you’ve put in on a regular basis.”

O’Riordan was hopeful of innovation, commenting: “As products 
attempt to become all things to all men and then the user interface 
can become too unwieldy. With open API  integration can become 
easier and as a hotelier you can build your own hotel stack. The 
cost needs to be melded into the stack, which is a blocker. But there 
are changes, our buying behaviour is driven by our experience as 
consumers. I am seeing sea change. Innovators must spread  
the word.”

On the consumer-facing side, Herbert said that the innovative 
advantage claimed by the OTAs was abating as the operators caught 
up. He said: “As a consumer I have been forced to use brand’s own 
booking tools after the OTAs have fallen away. It’s not rocket science 
to have an easy booking experience. We’ll catch up to the OTAs and 
then where is their advantage?

“Brands are trying to use choose-your-own room etc to keep 
their customer base in their own environment, but ultimately that 
will fade away once everyone has these technologies. Then the 
emphasis will be on making your solution open to all customers. You 
should have your guest as your single customer view – AI can help 
with that, because you may well be able to bring down the amount 
of human time invested in that process.”

Later in the day James Lemon, COO, Hostmaker  warned that hotels 
had “perhaps become worse-than-home experiences. They must 
become more nimble in their offerings to compete with Airbnb”. 
Prior to his comments, Cripps said: “Since 2008 and the launch 
of the iPhone there has been a backwards waterfall in consumer 
tech – you have an Alexa in your hotel room because you have one 
in your house”.

Herbert commented: “We like to put as much technology as is 
necessary into the rooms but it must be part of the decor,  
not a differentiator.”

The issue of how much demand there was for technology that, in 
some cases was also being used to set apart loyalty programmes 
was raised by panel chair Mark Regensberg, head of information 
security, Zappi, who, when commenting on the vogue for keyless 
entry into rooms, using mobile ‘phones said: “Would it really be so 
much effort to put your hand in your pocket and get out your key?”

HA Perspective [by Katherine Doggrell]: The ‘really so much 
effort’ part of this debate served to underscore the state of hotel 
technology investment in the sector, which, at times can come 
across as having shades of home improvement programmes, where 
the hapless homeowner is persuaded not to spend all their budget 
on illuminated fountains which dance to Ravel’s Bolero. These 
consumer-facing technologies can be so very alluring.

What the people want, it turns out, is an effective room booking 
system rather than, as one enterprising hotelier suggested, your 
family portrait displayed on the TV, not that lovers up and down 
the land don’t enjoy getting a look at their rivals. Much was made 
over the course of the day of the impossibility of being able to book 
adjoining rooms, or accessible rooms, or rooms away from the lift.

Eagle-eyed readers will recall that OTAs have built a business on 
making things easier for hotels in terms of finding consumers to 
fill their beds – at a cost. They are now eager to help them manage 
those rooms that much better with their own PMSs. This hasn’t yet 
extended to being able to book adjoining rooms – although demand 
is clearly there and the OTAs have become very nifty at meeting 
hotels’ demands. This offering will be very tempting to many 
hotels, who are, in the main, still properly foxed by distribution and 
associated management systems. But should they sign up, what is 
left? Are they freed up to concentrate on service, or, like those of us 
who would use Apple products, have they learned that if you want 
to change ‘phones, you are sacrificing the connectivity you’d been 
seamlessly enjoying?
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ONLINE MARKETING CHALLENGE REMAINS COMPLEX
Hotels continue to face massive challenges in getting their 
distribution right. The OTAs continue to innovate with new tools, in a 
highly dynamic landscape.

Regulators across Europe are ruling against rate parity agreements, 
leaving third parties to undercut hotel websites, on a regular basis. 
And delegates at the Hotel Distribution Event heard that the next 
wave of outbound Chinese visitors will require a fresh  
marketing approach.

And the scale of the challenge was laid bare by James Parsons 
of OTA Insight. He said other research has suggested that OTA 
market share of bookings in Europe will rise to 66% by 2021. Yet a 
growing number of competition authorities are banning rate parity, 
encouraging competition.

Many hotels are being caught out, spending for online marketing 
that is not paying off. “This is one of the realities of metasearch, that 
we see all the time,” said Parsons, providing an example of how a 
branded hotel paid for an online ad, yet was undercut by third party 
listings immediately beneath the ad, on the same webpage.

His company’s research across Europe, from earlier in 2018, suggests 
around 44% of major brand chain rooms are sold at rates cheaper 
than the brand’s own website. For independents, the figure rises 
to 52%. “The figures give an idea of the scale of the issue – it’s a 
mammoth task.”

New OTA channels are popping up regularly, warned Parsons, and 
they end up undercutting the brands as they sell off rooms that 
wholesalers are keen to shift. These wholesale shifters simply 
want to make a turn, and don’t care about brand image or margin 
differences. He said one tactic that helps to reduce the problem is a 
move to dynamic rates.

Expedia’s Sue Spinney said the OTA is “shifting to bring more value 
to our partners” and has invested USD1.4bn in tech over the last year. 
Among the innovations is a revenue management solution, which in 
client trials has shown a 10% growth in revenues. The group is also 
working hard to persuade site visitors to book complete trips, and 
experiences, rather than just a hotel room. She stressed that hotel 
customers need to be savvy about using OTAs, saying acquisition is 
about being clear on those market segments they desire to build 
market presence in: “We’re here to help”.

Expedia is also testing a new loyalty programme, with the aim 
of hooking more brand agnostic bookers: “We’re still in the early 
stages”. It will also support those smaller hotel brands that don’t 
have their own loyalty offer – something that might appeal to 
companies such as 10-strong Apex Hotels. Its digital manager Steven 
Howe explained his company had closed its loyalty programme in 
May: “Basically it didn’t cover enough of our guests,” he said, noting 
his emphasis had been upended: “I’m probably more interested  
in disloyalty.”

Howe revealed the group’s GDS channel, useful for picking 
up corporate business, is ultimately more costly than the OTA 
commissions it pays. “For us, it’s a mix,” he said, with the aim of 
incrementally increasing direct bookings year on year. “We compete 
with the OTAs, and we do very well.”

Apex is testing out Airbnb for distribution, though that avenue has to 
date produced few bookings. Howe also expressed frustration at the 
lack of a decent off-the-shelf booking engine, saying he had opted 
to go bespoke instead.

Metasearch continues to play its part in the distribution mix for 
some, with Suzie Thompson of Red Carnation Hotels declaring 
herself a fan, albeit one with a disciplined approach. “Metasearch 
is very much part of our online strategy.” Google and Tripadvisor 
deliver good business for Red Carnation, while “25% of the business 
we get through meta is remarketing.”

Nikhil Gupta, co-founder of startup ScoTrav and a former executive 
at Skyscanner, warned: “Hoteliers need to be cautious. It is driving 
traffic to your site, but at a cost. Hotels should control their pricing 
and their inventory – and if you have a website that is crap, it  
won’t work.”
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Google’s Satayan Joshi noted that not all customers are clear on the 
differences between metasearch, OTAs or direct booking sites, and 
his group’s entire focus is on understanding and delivering precisely 
what the customer wants. “The reason I would use a meta is to 
ensure I get the best rate.”

Roy Graff of agency Dragon Trail, said the massive and growing 
outbound Chinese market is another challenge that hotel marketers 
need to be aware of. Forget groups who travel together and only eat 
Chinese, he said, as the more enlightened, younger independent 
traveller now represents half of the outbound market. But, with 
Google blocked from China, other platforms have prominence. “If 
you don’t exist on social media in China, you don’t exist,” he warned.

In addition, WeChat is a massive presence, combining many of the 
attributes of Facebook, Twitter and online marketing all in one. 
“There’s no need for a native app for your brand,” he explained. 
Instead, hotels need their own WeChat presence, in Chinese, to 
drive traffic and reviews. Social influencers are also more powerful 
than in the West, “and working with them is extremely efficient”. 
Other fundamental differences he noted are that the Chinese are 
keen users of price comparison sites, and around three quarters of 
bookings come from mobile.

HA Perspective [by Chris Bown]: So this online selling stuff is 
complicated. But that’s no excuse to give away your rooms on the 
cheap, or pass them to the online equivalent of Del Boy, who’ll 
undercut you to turn a few pennies. OTA Insight’s Parsons intimated 
to Hotel Analyst that the actual financial numbers are even more 
scary in volume, than the percentage figure of undersold rooms, by 
several noughts. There is mishandling of inventory management, on 
a massive scale, by both the big brands as well as the independents. 
High time hoteliers got their heads round the right strategy to get 
sales volume, ahead of time, and cover all the different market 
segments they think will want to stay in their hotel.

Thankfully, hotelier representatives from Red Carnation and 
Apex revealed that it is possible to comprehend online sales and 
marketing, and to pick out the right tools that deliver profitable 
business, while protecting brand standards. Rocket science it does 
not appear to be.

For those using OTAs, Expedia’s Spinney was at pains to point out 
their attitude towards supporting hoteliers. They are constantly 
testing new ideas and tools – and only launching those that appear 
to meet a client need.

The quick primer on Chinese outbound travellers was an eye-
opener, demonstrating the need to comprehend a completely 
different marketing infrastructure to capture oriental visitors. 
Their numbers are growing, and the reach of their social platforms 
is astounding. Graff told Hotel Analyst of a fish and chip shop in 
Brighton, which has become the go-to place for Chinese visitors to 
the area. A bemused chippie owner discovered – by asking one of 
the growing throng – that a Chinese visitor had reviewed his shop 
on WeChat.
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BRANDS AND BLOCKCHAIN DRIVE INNOVATION
The sector is continuing to see a proliferation of brands, as hotel 
groups attempt to match changing consumer demands. Technology 
is impacting at the property level, while delegates at the Hotel 
Distribution Event also heard how blockchain technology has the 
potential to drive lower costs throughout both customer acquisition, 
and real estate management.

James Bland of BVA BDRC said brands now need to respond to a 
changing world. Gone are the days of strong brands with uniform 
standards and the individual no longer adapts, but rather expects 
their world to adapt to them. “I think that has a real implication on 
what hotels will look like.” He expects to see the growth of soft, 
collection brands, which offer the promise of uniform brand quality 
standards, yet deliver unique and more locally connected  
individual properties.

The change was echoed by brand specialist John Rogers from 
Hilton. He said the additional brands Hilton has introduced, many 
of them within the last five years, answer the need of different 
audiences to find something that resonates. It also provides Hilton 
with internal rebranding options, and he noted several instances 
where traditional Hilton properties have been relaunched – and 
delivered greater returns – as a DoubleTree or Hampton. The group’s 
Curio brand, designed to incorporate strong local connections and 
currently represented in just a handful of locations, was tipped by 
Bland as one to watch.

Part of meeting that need for choice and individuality is the 
roll-out of new tech. Hilton claims the lead on the deployment of 
smartphone door locks, and now gives its loyalty members the 
option of choosing a specific room in a hotel, when they make  
a reservation.

But perhaps the most exciting innovation – and one that delegates 
struggled to get their heads around – is the potential blockchain 
revolution. David Brillembourg, chairman of Brillembourg 
Holdings, has studied and invested in a number of startups in this 
nascent niche, which promises to use distributed ledgers to share 
information. The shared platform promises to do away with costly 
intermediaries, with improved online security, bringing down 
transaction costs and improving information flow between  
business partners.

The technology of the distributed ledger has already been deployed 
by those who created the leading cryptocurrency, bitcoin. While 
bitcoin has seen limited use as an exchange of value, and been seen 
more as a speculative investment bubble, Brillembourg said there 
was the potential for other tokens to be issued in future.

“Potentially 10% of hotel bookings could be on the blockchain within 
ten years,” he suggested. Blockchain remains a concept rather 
than a practical option as yet, and Brillembourg acknowledged he 
is in at the early, high risk stage: “I predict that 90% of startups in 
blockchain will fail.” He said part of the impetus driving blockchain is 
the distrust Millennials have of centralised banking systems. And, to 
the sceptics in the audience, he noted that 20 years ago, few would 
have believed that the early, stumbling attempts to create the first 
OTAs would have had such a major impact on the hotel industry.

One hotelier who has taken a close look at blockchain is Rajesh 
Vohra, director of Sarova Hotels. “We have had some discussions 
with potential vendors, but I’m not sure we’re there yet.” And to 
those wondering what a blockchain transaction would look like, he 
noted the mechanism should deliver a seamless experience, in order 
to succeed. “It’s not about how the consumer sees it, as it should be 
transparent to the consumer.”

HA Perspective [by Chris Bown]: Hype or a step change? 
Only time will tell whether blockchain becomes a key part of the 
hotel landscape in the future. And, as Brillembourg pointed out, 
two decades ago many ignored or dismissed the early attempts 
by a bunch of IT nerds to try and sell hotel rooms online, and 
crowdsource reviews for sharing.

Blockchain has become somewhat entangled in the wider public 
perception with bitcoin, the exciting new virtual currency that you 
can’t do much with, except speculate. But beneath the froth of 
bitcoin, it is the technology it uses to manage its transactions that is 
on the secret sauce of blockchain – and it is blockchain that holds 
out the promise of delivering another streamlining that cuts out 
intermediary costs, and improves information sharing. Other sectors, 
such as mainstream commercial property, have done well from 
sharing information (albeit that was via an old-school information 
exchange). The hotel sector stands to gain much from  
greater transparency.
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THE BENEFITS OF BECOMING A SPONSOR 
•  Pre-event exposure of your company logo on promotional 

materials related to HDE 2019
•  Your logo promoted via Hotel Analyst’s database. Our database is 

the leading database in the industry 

SPONSORSHIP PACKAGES
There are two levels of sponsorship available at HDE 2019:

Patron package – exclusive £5,000 +VAT
•  Space for Patron Sponsor to bring their stand to the  

exclusive location by the entrance to the conference room.  
Foorprint approx 2m x 1m

•  Company logo as “Patron” on programme
•  Company logo has top weighting on all promotional materials  

and on all signage as “Patron”. Signage will include welcome  
board at entrance

•  Company logo and acknowledgement on conference website 
homepage. Hyper link to your company website

•  Solus email to delegates 2 days prior to event
•  5 complimentary delegate passes

Sponsor package – £3,750 +VAT
•  Company logo on promotional materials related to HDE 2019
• Company logo and hyperlink on HDE 2019 website
•  3 complimentary delegate passes  

(stand allows for 2 exhibition only passes) 
• Company to supply own stand. Footprint approx 2m x 1m

Additional sponsorship opportunities
• Lanyards - £2,000 (exclusive and to be supplied by sponsor)
•  Banners on HDE website registration page - £1,000 (exclusive 
•  Notepads and pens - £2,000 (exclusive and to be supplied  

by sponsor)
•  Branded files for conference materials distributed at registration - 

£2,500 (exclusive)
• Lunch and refreshments sponsor - £2,500 (exclusive)

Further advertising opportunities to reserve space in both 
publication and newsletter to boost profile are on offer. Separate 
media pack can be given if required. 
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Sponsorship packages:

Exclusive Patron Package  £7,500 
 

Sponsor Package  £3,750 
Limited to 12 only 

Additional Sponsorship Opportunities (POA):

Lanyards £2,000

Banners on HDE 2018 £1,000 
website registration page

Notepads and pens  £2,000 
(exclusive and to be supplied by sponsor) 

Full colour printed delegate folders for conference  £2,000 
materials distributed at registration (exclusive)

Lunch refreshments sponsor £2,500

Signed for and on behalf of the Hotel Distribution Event 2019. 

Signed:

Dated:

Please note that this year sponsors will bring their own stands. 
Footprint approx 2m x 1m

All prices quoted are +VAT.

Other Details:

Contact Details:

Company name:

Contact name:

Position in company:

Address:

Postcode:

Telephone:

Fax:

Email:

Invoice contact:

Purchase order number (if applicable):

Total Cost £ (GBP)                                                                     +VAT 
 
I/we agree to pay the total cost shown above issued by Hotel Distribution Event and pay the 
instalments within 14 days of invoice date, (except for bookings made less than 14 days prior 
to the event which will be payable immediately upon receipt), and understand that the 
stand may be reallocated if payments are not made by the date required and the relevant 
cancellation fee will be charged.

Attached are our terms and conditions. 
I have read and accepted the terms and conditions.

I confirm that I am authorised by my company to sign this contract. 

Signed:

Dated:

Please return this booking form via email to:

Sarah Sangster 
email: sarah@zerotwozero.co.uk 

Please also include with your booking confirmation:

• Company logo in jpeg & vector format

• Company profile in 50 & 150 words

• Website URL

BOOKING FORM 2019

2019
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1. DEFINITIONS AND INTERPRETATION 
  1.1 In these terms and conditions the following terms shall have the 

following meanings:
  (a)  “ZTZ” means ZeroTwoZero Communications Limited (company number 

4661849);
  (b)  “Hotel Distribution Event  2019” means Hotel Distribution Event which 

is owned by ZTZ. 
  (c)  “Hotel Distribution Event  2019 Marks” means “ 2019 Hotel Distribution 

Event  2019” together with any other marks, logos, artwork, designs, 
slogans as may be advised by Hotel Distribution Event  2019 in writing;

  (d)  “Booking Form” means the Hotel Distribution Event  2019 booking form 
from time to time; 

  (e)  “Commercial Rights” means any and all rights of a commercial nature 
connected with the Hotel Distribution Event  2019, including without 
limitation, broadcasting rights, new media rights, interactive games 
rights, Sponsor/Exhibitorship rights, merchandising rights, licensing 
rights, advertising rights and hospitality rights. 

  (f)  “Contract” means any contract between ZTZ and the Sponsor/Exhibitor 
for a Sponsorship Package or Exhibition Package; 

  (g)  “Conference” means the Hotel Distribution Event  2019, to be held on 
the 3rd October at the Montcalm London Marble Arch;

  (h)  “Conference Marks” means the Hotel Distribution Event  2019 Marks 
and the Designation used singularly or collectively in association with 
the Conference or in the exercise of the Sponsorship Rights;

  (i)  “Conference Marks Guidelines” means the Hotel Distribution Event  
2019 guidelines setting out the technical requirements for the 
reproduction of the Conference Marks (if any), as these guidelines may 
be amended by Hotel Distribution Event  2019 from time to time by 
notice in writing to the Sponsor;

  (j)  “Conference Venue” means the Montcalm London Marble Arch; 
  (k)  “Designation” means the designation “[Official Sponsor of the  2019 

Hotel Distribution Event  2019]”. 
  (l)  “Display Area” means the display area specified by Hotel Distribution 

Event  2019 within the part of the Conference Venue applicable to the 
relevant Sponsorship/exhibition Package; 

  (m)  “Exhibition Package” means the package of services and benefits 
identified in the Booking Form and more particularly described in 
the document entitled “Hotel Distribution Event  2019 Sponsorship 
Information”; 

  (n)  ”Intellectual Property Rights” means any intellectual property rights 
of any nature including without limit any copyright, know how, trade 
secrets, confidential information, trademarks, service marks, trade 
names and goodwill; 

  (o)  “Products” means the products and or services of the Sponsor/
Exhibitor; 

  (p)  “Sponsor/Exhibitor” means the person, firm or company entering into a 
Contract as identified in the relevant Booking Form; 

  (q)  “Sponsorship Package” means the package of sponsorship rights, 
benefits and services identified in the Booking Form and more 
particularly described in the document entitled “Hotel Distribution Event  
2019, Sponsorship information”;

  (r)  “Sponsorship Rights” means the bundle of rights set out in a 
Sponsorship Package; and 

  (s)  “Sponsor’s Marks” means the Sponsor/Exhibitor’s name together 
with any artwork, design, logo and trade mark, together with any 
accompanying words, slogan or text of the Sponsor/Exhibitor as may be 
notified in writing by the Sponsor/Exhibitor.

2. APPLICATION OF TERMS
  2.1 The Contract shall be on these Terms and Conditions and the Booking 

Form to the exclusion of all other terms and conditions (including any terms 
or conditions which the Sponsor/Exhibitor purports to apply under any 
purchase order, confirmation of order, specification or other document).

  2.2 No terms or conditions endorsed on, delivered with or contained in the 
Sponsor/Exhibitor’s purchase order, confirmation of order, specification or 
other document shall form part of the Contract simply as a result of such 
document being referred to in the Contract. 

  2.3 The Sponsor/Exhibitor acknowledges that it has not relied on any 
statement, promise or representation made or given by or on behalf of Hotel 
Distribution Event  2019 which is not set out in the Contract. Nothing in this 
condition shall exclude or limit Hotel Distribution Event  2019 liability for 
fraudulent misrepresentation. 

  2.4 Each order or acceptance of a quotation for Sponsorship Packages or 
Exhibition Packages by the Sponsor/Exhibitor from Hotel Distribution Event  
2019 shall be deemed to be an offer by the Sponsor/Exhibitor to buy the 
same subject to these Terms and Conditions. 

  2.5 No order placed by the Sponsor/Exhibitor shall be deemed to be 
accepted by Hotel Distribution Event  2019 until a Booking Form duly 
executed by Hotel Distribution Event  2019 is issued by Hotel Distribution 
Event  2019. 

3. SPONSORSHIP PACKAGES 
  3.1 Subject to payment of the applicable fee relating to the relevant 

Sponsorship Package chosen by the Sponsor/Exhibitor (if any) Hotel 
Distribution Event  2019 shall provide the services and benefits set out 
in such Sponsorship Package and grant to the Sponsor/Exhibitor the 
Sponsorship Rights. 

  3.2 The Sponsor/Exhibitor undertakes to Hotel Distribution Event  2019: 
 (a)  to exercise the Sponsorship Rights strictly in accordance with the terms 

of the Contract. For the avoidance of doubt, the Sponsor/Exhibitor shall 
not be entitled to use or exploit any of the Commercial Rights (other 
than the Sponsorship Rights) in any way; 

 (b)  to use the Conference Marks and other branding materials provided 
by Hotel Distribution Event  2019 in accordance with the Conference 
Marks Guidelines; 

 (c)   to apply any legal notices as required by Hotel Distribution Event  2019 
or as set out in the Conference Marks Guidelines on all materials and 
products that incorporate the Conference Marks; 

 (d)  to submit to Hotel Distribution Event  2019 for its prior written approval, 
not to be unreasonably withheld, full details of all the Products and 
any advertising, promotional or other material or press release which 
associates the Sponsor/Exhibitor or the Products with the Conference, 
or which incorporates the Conference Marks, before their distribution, 
production or sale; 

 (e)  to ensure that all materials and the Products promoted, published, 
distributed or sold and which are associated with the Conference or 
which incorporate the Conference Marks shall comply in all respects 
with the information approved in accordance with condition 3.2(d);

 (f)  to ensure that all materials and the Products promoted, published, 
distributed or sold and which are associated with the Conference or 
which incorporate the Conference Marks shall be safe and fit for their 
intended use and shall comply with all relevant statutes, regulations, 
directives and codes in force 

 (g)  to provide to Hotel Distribution Event  2019, at the Sponsor/Exhibitor’s 
sole cost and expense, all suitable material including artwork of the 
Sponsor’s Marks in a format and within print deadlines reasonably 
specified by Hotel Distribution Event  2019 for it to be reproduced under 
the control of Hotel Distribution Event  2019; 

 (h)  not to apply for registration of any part of the Conference Marks or 
anything confusingly similar to the Conference Marks as a trade mark 
for any goods or services; 

 (i)  not to use the Conference Marks or any part of them or anything 
confusingly similar to them in its trading or corporate name or 
otherwise, except as authorised under the Contract; 

 (j)  not do or permit anything to be done which might adversely affect any 
of the Commercial Rights or the value of the Commercial Rights;

 (k)  to provide all reasonable assistance to Hotel Distribution Event  2019 in 
relation to Hotel Distribution Event  2019 exploitation of the Commercial 
Rights; 

 (l)  to use its reasonable endeavours to assist Hotel Distribution Event  
2019 in protecting the Conference Marks and not to knowingly do, or 
cause or permit anything to be done, which may prejudice or harm or 
has the potential to prejudice or harm the Conference Marks or Hotel 
Distribution Event  2019 title to the Conference Marks or to the image 
of the Conference, Hotel Distribution Event  2019 or the Conference 
Venue;

 (m)  to notify Hotel Distribution Event  2019 of any suspected infringement 
of the Conference Marks, but not to take any steps or action 
whatsoever in relation to that suspected infringement unless requested 
to do so by Hotel Distribution Event  2019; 

 (n)  to hold any additional goodwill generated by the Sponsor/Exhibitor 
for the Conference Marks as bare trustee for Hotel Distribution Event  
2019 and to assign the same to Hotel Distribution Event  2019 at any 
time on request and in any Conference following termination of the 
Contract; 3.3 All rights not expressly granted to the Sponsor under this 
agreement are reserved to Hotel Distribution Event  2019. The Sponsor/
Exhibitor acknowledges and agrees that Hotel Distribution Event  2019 
is the owner or controller of the Commercial Rights and of all rights 
in the Conference Marks; 3.4The Sponsor/Exhibitor grants and Hotel 
Distribution Event  2019 accepts a worldwide, non- exclusive, royalty 
free, sub-licensable licence to use the Sponsor’s Marks during the term 
of the Contract for the delivery of the Sponsorship Rights. 

4. EXHIBITION PACKAGES 
  4.1 Subject to the other terms and conditions of the Contract, Hotel 

Distribution Event  2019 shall permit the Sponsor/Exhibitor to display its 
Products in the Display Area during the Conference. The Sponsor/Exhibitor 
shall not display any items other than the Products within the Display Area. 

  4.2 The Sponsor/Exhibitor acknowledges that it shall occupy space at the 
Conference Venue as a licensee and that no relationship of landlord and 
tenant between Hotel Distribution Event  2019 and the Sponsor/Exhibitor is 
created by the Contract. The Contract is personal to the Sponsor/Exhibitor 
and only the Sponsor/Exhibitor and its staff may exercise the rights granted 
to the Sponsor/Exhibitor under the Contract. The Sponsor/Exhibitor may 
not assign, transfer or novate any of its rights and/or obligations under the 
Contract to any other person.

  4.3 Hotel Distribution Event  2019 retains control, possession and 
management of the Conference Venue and the Sponsor/Exhibitor has 
no right to exclude Hotel Distribution Event  2019 from any part of the 
Conference Venue. Without prejudice to its other rights under the Contract, 
Hotel Distribution Event  2019 shall be entitled at any time on giving at least 
1 hours notice to require the Sponsor/Exhibitor to move from the Display 
Area to a comparable similar area within the Conference Venue and the 
Sponsor/Exhibitor shall always comply with any such request. 

5. CHARGES AND PAYMENT 
  5.1 In consideration of the rights granted and services provided to the 

Sponsor/Exhibitor under the Contract, the Sponsor/Exhibitor shall pay to 
Hotel Distribution Event  2019 the amounts as specified in the Booking Form 
in accordance with the payment terms set out in the Booking Form. 

  5.2 All charges are stated exclusive of VAT which if applicable, shall be 
payable by the Exhibitor in addition at the rate from time to time. 

6. OBLIGATIONS OF THE SPONSOR/EXHIBITOR 
  6.1 The Sponsor/Exhibitor shall comply with all applicable laws and 

regulations relevant to its activities under the Contract (including, but not 
limited to, relating to the display and promotion of the Products) and shall 
comply with all site policies and procedures of the Conference Venue 
notified to the Sponsor/Exhibitor form time to time. 

  6.2 The Sponsor/Exhibitor shall ensure that during the Conference, the 
Display Area is manned by a suitable number of competent employees. 
The Sponsor/Exhibitor has no right to make any representation or warranty 
on the behalf of Hotel Distribution Event  2019 and the Sponsor/Exhibitor 
shall ensure that none of its employees purports to do so nor makes any 
statement which is derogatory towards Hotel Distribution Event  2019 or any 
of its products, services or brands. 

  6.3 At the request of Hotel Distribution Event  2019, the Sponsor/Exhibitor 
shall exclude/remove from the Conference Venue any person present there 
at the request or invitation of the Sponsor/Exhibitor where Hotel Distribution 
Event  2019 deems the continued presence of that person at the Conference 
Venue to be undesirable. 

  6.4 The Sponsor/Exhibitor shall ensure that the Products and any fixtures, 
fittings, furniture etc. which it installs within the Display Area shall comply 
with all applicable health & safety requirements (including, but not limited 
to, fire safety). The Sponsor/Exhibitor shall not in any circumstances 
bring any dangerous or inflammable items into the Conference Venue. At 
the request of Hotel Distribution Event  2019, the Sponsor/Exhibitor shall 
immediately remove or make good any item within the Display Area which 
Hotel Distribution Event  2019 in its absolute discretion deems to constitute 
an unacceptable risk to health & safety. 

  6.5 The Sponsor/Exhibitor shall carry out any fitting out of the Display Area 
during such times as are specified by Hotel Distribution Event  2019 and, 
at the end of the Conference and upon termination of the Contract, the 
Sponsor/Exhibitor shall remove all items brought by it into the Conference 
Venue and shall leave the Display Area in a clean and tidy condition. 

  6.6 All items brought into the Conference Venue by the Sponsor/Exhibitor 
are done so entirely at the risk of the Sponsor/Exhibitor and Hotel 
Distribution Event  2019 shall not be liable for any loss or theft of or 
damage to any such items howsoever caused. 

  6.7 The Sponsor/Exhibitor shall maintain in place public and employer 
liability insurance in respect of all periods of its occupation of the Display 
Area and shall produce evidence of such insurance cover being in place at 
the request of Hotel Distribution Event  2019. The Sponsor/Exhibitor shall 
ensure that such insurance complies with any reasonable requirements 
as to minimum level of cover which may be specified by Hotel Distribution 
Event  2019 from time to time. 

7. LIABILITY AND INDEMNITY 
  7.1 Save in respect of liability for death or personal injury caused by its 

negligence; for fraudulent misrepresentation; and for any other forms of 
liability which it would be illegal or unlawful for Hotel Distribution Event  
2019 to seek to limit or exclude its liability for, the entire liability of Hotel 
Distribution Event  2019 to the Sponsor/Exhibitor under the Contract shall be 
limited to the value of charges (if any) actually paid by the Sponsor/Exhibitor 
to Hotel Distribution Event  2019 under the Contract. 

  7.2 Except as expressly provided in the Contract, neither party shall be 
liable or responsible for the other hereunder in contract tort or otherwise 
(including any liability for negligence) for:- (a) any loss of revenue, business 
contracts anticipated savings or profits, or any loss of use of facilities; or (b) 
any special indirect or consequential loss howsoever arising. 

  7.3 In clause 7.2(b) “anticipated savings” means any expense which either 
party expects to avoid incurring or into incur in a lesser amount than would 
otherwise have been the case. 

  7.4 The Sponsor/Exhibitor shall indemnify Hotel Distribution Event  2019 and 
keep Hotel Distribution Event  2019 indemnified in full against any and all 
losses, liabilities, costs, claims, demands, expenses and fees (including but 
without limitation legal and other professional fees), actions, proceedings, 
judgements awarded and damages suffered or incurred by Hotel Distribution 
Event  2019 arising out of or in connection with any and all acts, inactions 
and omissions of the Sponsor/Exhibitor, its employees, agents or sub-
contractors in relation to its activities under the Contract.

8. TERMINATION
  8.1 Subject to earlier termination in accordance with its provisions, the 

Contract shall remain in force until the end of the Conference. 
  8.2 Hotel Distribution Event  2019 shall be entitled to immediately terminate 

the arrangement constituted by the Contract by notice in writing in the 
event that the Sponsor/Exhibitor: (i) commits any breach of its obligations 
under the Contract; (ii) ceases to carry on its business, becomes insolvent, 
enters into liquidation or administration, is declared bankrupt or any similar 
or analogous event occurs to it; and/or (iii) suffers any change in control 
whereby control (whether by virtue of ownership of shares or voting rights; 
ability to control and direct management policies and procedures; or 
otherwise) of the Sponsor/Exhibitor or any parent or holding company of the 
Sponsor/Exhibitor changes from the persons having control as at the date 
of the Contract; and/or (iv) fails to pay to Hotel Distribution Event  2019 any 
sums payable under the Contract by the due date. 

  8.3 The Sponsor/Exhibitor shall have the right to terminate the Contract 
on written notice to Hotel Distribution Event  2019 to be received not less 
than 90 days prior to the Conference. In the event of such termination, the 
Sponsor/Exhibitor shall be entitled to a refund of 50% of the amounts paid 
to Hotel Distribution Event  2019 under the Contract.

  8.4 Hotel Distribution Event  2019 shall be entitled to terminate the right 
of the Sponsor/Exhibitor to exhibit at the Conference provided that Hotel 
Distribution Event  2019 provides the Sponsor/Exhibitor with at least three 
months notice. In such circumstances, the sole liability of Hotel Distribution 
Event  2019 to the Sponsor/Exhibitor will be to refund any advance charges 
actually paid by the Sponsor/Exhibitor to Hotel Distribution Event  2019 in 
connection with the Conference in question. 

  8.5 Termination of the arrangement constituted by the Contract shall not 
affect the coming into force or continuing in force of any part of the Contract 
which, whether expressly or by implication, is to survive termination.

9. INTELLECTUAL PROPERTY RIGHTS
  9.1 Hotel Distribution Event  2019 and the Sponsor/Exhibitor acknowledge 

as follows: (a) all Intellectual Property Rights in the Sponsor’s Marks shall 
be the sole and exclusive property of the Sponsor/Exhibitor, together with 
any goodwill, and the Organiser shall not acquire any rights in the Sponsor’s 
Marks, including any developments or variations; and (b) all Intellectual 
Property Rights in the Conference Marks shall be the sole and exclusive 
property of the Organiser and the Sponsor shall not acquire any rights in the 
Conference Marks, including any developments or variations;

  9.2 The Sponsor/Exhibitor shall indemnify and keep indemnified Hotel 
Distribution Event  2019 from and against all claims, damages, losses, 
costs (including all reasonable legal costs), expenses, demands or liabilities 
arising out of any claim that the Hotel Distribution Event  2019’s use of the 
Sponsor’s Marks in accordance with the Contract infringes any Intellectual 
Property Rights or moral rights of any third party. 

  9.3 Hotel Distribution Event  2019 shall indemnify and keep indemnified 
the Sponsor/Exhibitor from and against all claims, damages, losses, costs 
(including all reasonable legal costs), expenses, demands or liabilities 
arising out of any claim that the Sponsor/Exhibitor use of the Conference 
Marks in accordance with the Contract infringe any Intellectual Property 
Rights or moral rights of any third party. The limits and exclusions set out in 
clause 7 shall not apply to this indemnity. 

  9.4 The party seeking to rely on an indemnity at condition 9.2 and condition 
9.3 (Indemnified Party) shall: (a) promptly and fully notify the other party 
(Indemnifying Party) of any third-party claim in respect of which it wishes 
to rely on the indemnity (IPR Claim); (b) allow the Indemnifying Party, at 
its own cost, to conduct all negotiations and proceedings and to settle 
the IPR Claim, always provided that the Indemnifying Party shall obtain 
the Indemnified Party’s prior approval of any settlement terms, which is 
not to be unreasonably withheld; (c) provide the Indemnifying Party with 
any reasonable assistance regarding the IPR Claim as is required by the 
Indemnifying Party, subject to reimbursement by the Indemnifying Party 
of the Indemnified Party’s costs so incurred; and (d) not, without prior 
consultation with the Indemnifying Party, make any admission relating to 
the IPR Claim or attempt to settle it, provided that the Indemnifying Party 
considers and defends any IPR Claim diligently and in a way that does not 
bring the reputation of the Indemnified Party into disrepute.

10. GENERAL
  10.1 Hotel Distribution Event  2019 nor the Sponsor/Exhibitor shall be liable 

for any failure or delay in performing its obligations where such failure or 
delay results from any cause that is beyond the reasonable control of that 
party.  Such causes include, but are not limited to: power failure, industrial 
action, civil unrest, fire, flood, storms, earthquakes, volcanic ash clouds, 
acts of terrorism, acts of war, governmental action, acts of god or any other 
event that is beyond the control of the party in question. 

  10.2 No amendment or variation to the Contract shall be effective unless 
made in writing and signed on behalf of each party.

  10.3 Any notice given under or in connection with the Contract shall not be 
effective unless given in writing and delivered by: registered post (effective 
two business days after posting) or personal delivery (effective at the time 
of delivery).

  10.4 Headings are used in the Contract for convenience only and shall not 
affect the interpretation of any particular provision. 

  10.5 No delay or failure by either party in exercising or pursuing any claim, 
right or remedy arising under the Contract or from any breach by a party of 
any of its obligations under the Contract shall operate or be construed as a 
waiver thereof, nor shall the rights and remedies of either party under the 
Contract be in any way extinguished or diminished by the granting of any 
indulgence, forbearance or extension of time by that party and a single or 
partial exercise of any right or remedy shall not prevent any further or other 
exercise or the exercise of any other right or remedy by that party. 

  10.6 If any part of the Contract is found by any competent Court or authority 
to be illegal, invalid or unenforceable, the parties agree that they will 
substitute provisions in a form as similar to the offending provisions as is 
possible without rendering them illegal, invalid or unenforceable. 

  10.7 A person who is not a party to the Contract shall have no right to 
enforce any of the Contract pursuant to the Contracts (Rights of Third 
Parties) Act 1999 (as amended from time to time). 

  10.8 Nothing contained in the Contract shall create a partnership, 
relationship of principal and agent, landlord and tenant or any other 
fiduciary relationship between the parties who are with respect to each 
other independent contractors. 

  10.9 The Contract shall be governed by and construed in accordance with 
English Law and (save in respect of the enforcement of any judgment) the 
parties agree to submit to the exclusive jurisdiction.

TERMS AND CONDITIONS FOR SPONSORSHIP AND EXHIBITION PACKAGES
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