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3rd October 2018
The Montcalm London Marble Arch

“In a world of noise it is not easy to hear yourself think.
We want to create the space for senior executives to
focus on what matters for their business.”
Andrew Sangster,
Editorial director of Hotel Analyst news analysis services
and creator of the Hotel Distribution Event.
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WHERE HOTELIERS DEBATE TECHNOLOGY STRATEGY
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.
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.

HDE 2017 COVERED
The Hotel Distribution Event 2017 offered a roster of the leading
opinion formers in the hotel technology sector. Hot topics in
2017 included:
• Who is winning the distribution race?

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.

• The data evidence - who are the winners and the losers?

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.

• Distribution and the sharing economy: an investment perspective

TARGET AUDIENCE

• Hoteliers discuss Trevpar

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.

• Artificial Intelligence

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.

• The big brand distribution strategy
• Global brand views on distribution

• Ongoing disruptive growth
• Maximising total revenue - best practice on revenue management

• View from hotel owners
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

“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
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COMPANIES THAT ATTENDED HDE:
4C Hotels; Accor UK & Ireland; Adafabridge Hotel Consultancy;
A.G.M Hotels; Apex Hotels; Avvio; Amadeus Hospitality;
Amaris Hospitality; Atlantic Equities; Hotels & Hospitality;
BDRC Continental; Belmond; British Hospitality Association;
Carlson Rezidor; Cendyn; citizenM; Cheval Residences;
Chico Hotel Solutions AB; Choose your own room; Circus;
City Suites; CitizenM; Clink Hostels; Cogent Blue; Colliers;
Constance Hotels; Credit Suisse; Cvent; Dalata Hotel Group;
DataArt; Deutsche Hospitality; Daniel Thwaites; Digital Hotelier;
Digital Alchemy; Dorchester Collection; Dow Jones; Duetto;
Ebiquity; Ecole Hoteliere de Lausanne; Essec Business School;
Etc Venues; Expedia; Fastbooking; FastPay Hotels;
Fattal & Leonardo Hotels; Five Star Magazine; Fornova;
Fore-sight Guest CRM; glh Hotels; Google; GTMC; Guestline;
Hamilton Hotel Partners; Hilton; Hodson Bay;
HolidayInn London West; HOSPA; Hotel News Now;
Hotel Rez Hotels & Resorts; Hotel Riverton; Hotel Analyst;
HotStats; Hyatt International; HVS; IDeas; iDiso; Infor;
InterContinental Hotels Group; International Air Transport
Association; JLL; KSL Capital Partners; K&L Gates; KFP Five Star
Conference Service; Lapithus Hotel Management; Larco;
Luma Concept Hotel London; Luxury Hotel Partners;
Magnuson Worldwide; Marlin Apartments; Meininger Hotels;

Millennium Hotels and Resorts; Newmarket; NH Hotel Group;
Oracle; OTA Insight; Otus & Co; Qubit; Precis Management Services;
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; Revinate; ReviewPro;
Right Revenue; RoomMate Hotels and BeMate.com;
Rosewood Hotels; Royal Garden Hotel; Saba Hotel Group;
Sabre Hospitality Solutions; Scandic; SACO Apartments;
San Domenico House Hotel; Select Property Group; Serentata;
SHR Global; STR Global; Sojern; Small Luxury Hotels of the World;
Splendid Hotels; Supercity Group; Starwood Hotels;
Steigenberger Hotels; Strand Palace Hotel;
The Expedia group; The George; The Montcalm Hotels TravelClick;
TMI Consultancy; 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; World Hotel Marketing; Wyndham Hotel Group;
Zleep Hotels.
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OTA IMPACT FLATTENS
Has the hotel sector reached “peak OTA”? There was speculation
at this year’s Hotel Distribution Event, hosted by Hotel Analyst in
London, that this may be the case.
In the strong UK market, the OTAs’ share of bookings has not
increased according to data from Travelclick, reassuring many, as
fears over the impact of Airbnb were also played down.
Hotel Analyst editorial director Andrew Sangster opened the
conference quoting Phocuswright figures that the OTAs’ share of
the online travel market was expected to rise from 39% in 2016 to
41% by 2020.
Steffen Doyle, managing director, co-head of European real estate
investment banking, Credit Suisse, told attendees that online
penetration in general was expected to continue, to reach 40% in
2020, but that it was not expected to climb “infinitely” given that
much of the market using it was leisure oriented and that the
corporate market continued to use a wealth of other methods to
acquire its rooms.
Sangster also pointed to a lot of travel still being “transacted
offline and a lot of B2B, which [potential entrants such as]
Amazon cannot disrupt”.
Doyle described a buoyant market, which put hotels in a strong
position when selling rooms. Doyle said: “Demand is far outstripping
supply – in Europe supply is at 0.9%, very low, with demand at 4%,
driving revpar growth.” He added that, echoing the US, the brands
were “going to increasingly penetrate Europe and that will change
the OTA penetration in the region”.
Faith in the ability of the brands to drive revenue was shared by
Jerome Wise, VP, enterprise clients, TravelClick, who said that the
direct and OTA channel mix in the UK were the same this year as last
– with brand.com bookings up by 0.2 percentage points. A small, but,
he said, not insignificant increase.
Counting “reasons to be cheerful”, Wise said: “In a strong market
hotels should be taking control of their rates and channels, hopefully
hoteliers are leaving enough inventory to be able to provide rooms
right up to the last minute without having to drop rates.”

Doyle said: “Hotels have been very poor at using the data that they
have – but the good news is that, culturally, change is coming.”
While Wise said: “Where the battle can be won with the OTAs is CRM,
providing a personalised offering. It doesn’t happen yet but hotels
should use the data they have it’s not big data, it doesn’t have to
be scary.”
The issue of hotels not sharing data within the organisation was
raised throughout the day. Wise commented: “There is not enough
alignment across the departments, still. It’s wrought with problems.
Is your organisation aligned with where the business is coming
from? Are you aligned with your cost of sale? If you can get to a
position where your cost of sale is truly aligned, it doesn’t matter
where it’s coming from.”
There was some hope that an increase in the number of distribution
platforms in the market would help cut costs, with Doyle adding:
“The business models of the disruptors are built on them expanding
their markets, by pushing down prices. The new aggregators –
Airbnb and the like – are more of a threat to the OTAs than to
the hotels.”
Looking at the influence of the additional supply emanating from
Airbnb, Doyle took the three million rooms on the platform and cut
them down to 1 million “once you take out the shared bathrooms”.
He commented: “I don’t see this getting out of control,” describing
how the platform represented 10% of rooms in London, but 4% of
the revenue. “They’re not destroying the market, you would see an
impact on occupancy and we have a phenomenal market,” he said.
Doyle looked at the sector’s response to the sharing platform,
highlighting Hilton’s launch of Tru, which he said was designed to
take on Airbnb, but at a premium price.
HA Perspective [by Katherine Doggrell]: No need to panic
then, the OTAs have said their piece and, as several speakers
pointed out over the course of the day, they can hardly be
described as disruptors any more, but more established players,
partners if you will.

Both Doyle and Wise warned that hotels were far from being able
to rest on their laurels, calling on them to employ the customer data
they had to drive loyalty and pull the consumer back from the OTAs.
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But really, the kind of partner who charges a perky rate for access
to the market and won’t fork over your customers’ contact details
seems like a partner who could yet stand to modify their behaviour
and, really, hotels would be better off without them. Plus, if there’s
anything that hotels haven’t learned over the past decade, it’s that
the OTAs are always up to something and most likely that will be
snaffling away the business market. During the event rumours
started to swirl that Airbnb was doing a deal with WeWork, making
those evenings in hotel rooms working in silence at a desk with an
occasional break to stare at the wall look even less appealing.
Hotels can be prone to dramatic responses when under duress,
but Hotstats’ co-founder Jonathan Langston warned later in the
day that, when facing falling profits, finding ways to edge them up
1% here and there was the best way to see a 10% increase and the
message of the event was that suddenly replacing all your staff
with robots wasn’t going to see a rapid return either, but employing
the creativity and emotional intelligence which is expected to see
us remain employed when the machines take on our grunt work.
For hotels, this is about relationship building with customers with
meaningful loyalty schemes and decent service. Lacking in glamour,
perhaps, but heavy on incremental gain.
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Additional comment [by Andrew Sangster]: I think it should
be made clear that the hotel industry has not reached “peak
OTA”. Whilst there are challenges to the hegemony of OTAs, these
challenges are not coming from hotel companies.
The message remains the same: hotel companies know how to
brand the hotel product but they are very much on the back foot
when it comes to being the main distributor, particularly online.
The online retailing is done much more effectively by technology
companies and it is very hard to see how, given the vastly superior
resources of technology companies relative to hotel companies,
hotel groups will be competitive.
As product brand companies, hotel chains will find it useful to
maintain an effective retail channel but more and more volume
looks set to be transacted by the retail specialists. There is a big
difference between investing to create an effective retail channel
and investing to be the dominant retail channel: the former is
achievable but the latter, in my view, is not achievable for hotel
companies in the long-term.
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PROFITS SLIP AS MANAGERS MISS OPPORTUNITIES
Hotels too often watch the wrong metrics, and miss opportunities to
improve profitability. The pursuit of revpar and bedroom revenues
can lead to fundamentals being overlooked, warned speakers at the
Hotel Distribution Event, hosted by Hotel Analyst in London.
Jonathan Langston, founder, Hotstats, declared revpar an outdated
measure of performance. “Much of the gains in revpar have been
due to better occupancy,” he said, adding: “The industry is slowly
catching up with trevpar and goppar as valid measures.” Langston
noted that while revpar figures delight those measuring them, they
don’t tell a true story around profitability: “Hotels are working harder
for less returns.”
And the warning of watching the wrong ball was reinforced by Paul
Slattery, co-founder & director, Otus & Co, who noted that many
hotel professionals suffered from “the fatal flaw” of believing that
hotels are only about renting bedrooms. Too many properties have
meetings and events space that is very poorly utilised, delivering
woeful returns. London hotels are particularly poor, when compared
with other mainland European city markets, he said; though all in all,
the niche was poorly benchmarked, with few comparables available.

Back in the conference room space, Slattery said the blame for
excess meeting room capacity was partly down to hotel brands,
which insisted on certain facilities in branded properties. They
were also facing changing user habits, plus other rivals in the space
such as serviced offices. But the problem was compounded by the
analogue nature of space rental, and opaque pricing. His research
suggested a large hotel would only win 5% of quoted business, in a
process that was highly inefficient. David Taylor, chief commercial
officer, GLH Hotels, agreed that selling conference space could be a
challenge, with inquiry levels in London falling.
Often, the true costs of a meeting event, and associated bedroom
and food sales were poorly split between departments. Slattery
suggested some hotels would be better off converting underused
meeting rooms into more bedrooms. Ciara Crossan, founder of
WeddingDates, noted that hotels have failed to effectively market
their wedding venues, something that led her to create a web-based
platform making it easier for engaged couples to find venues. And
Felix Undeutsch, head of MICE and groups for Expedia, wondered:
“Maybe it’s too early to speak about digital distribution.”

Despite the perceived growth in revenues, profits were currently
harder to come by, said Langston. Many hotels were spending more
than ever on third party marketing costs, notably with the OTAs,
while non-rooms revenues have largely diminished. “Revpar has
its place as a tactical indicator,” he warned, but didn’t give the full
story. He illustrated that city markets such as Vienna and Prague
had barely recovered to the profitability peaks of 2007, despite
apparently good revpar growth in recent years, and
strong occupancy.
The cost of going to market was clearly noted as owners and
operators debated the current marketplace. Tom Magnuson said his
Magnuson Hotels brand had a clear focus: “Our job is to provide the
most effective, lowest cost business platform for the owner.” And
he sees OTAs “as a partner channel, but I think it’s not a sustainable
strategy to rely on them long term.”
Genevieve Materne, regional VP of distribution strategy, Hyatt,
said the OTAs were part of the marketing mix. “We all have to
recognise where we sit in the ecosystem”. She said the Hyatt loyalty
programme was a big part of the group’s marketing effort, but it
could be challenged for a smaller player, with patchy global coverage
among the sub-brands: “To the loyalty members, we are selling the
overall brand.”
Simon Teasdale, managing director, Lapithus Hotel Management,
called Booking.com “a phenomenal brand”, and noted that the hotel
sector “has always been behind – where we are today, you have to
accept the cost of the OTAs.” But he is optimistic about the future. “I
think the bigger brands, where they are with technology, are going
to catch up.”
Stephanie Gosling, head of revenue, Amaris Hospitality, wondered
whether Booking.com would become a rival for corporate business.
Assembled solution providers on her panel had bad news, all noting
the OTA is agnostic about the source of its customers. “I can’t see
why Booking.com won’t go for corporate business, they want to
process more transactions,” summarised Cendyn’s John Seaton.
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HA Perspective [by Chris Bown]: Langston’s warning is a stark
one – chasing occupancy at the expense of selling at the right price,
is killing profits. That and failing to sweat the other assets in the
building, from meeting rooms to the food and beverage offer, means
many opportunities to make money are being missed, every day.
Some of this starts with accounting systems that prioritise what is
easy to measure. But it is also symptomatic of the owner/manager/
brand split, where responsibilities are split: the brand earns
commission for getting punters to the door, when the manager’s
work starts trying to get them to spend at the premises. And in the
process, those lost bits of real estate that are not bedrooms, don’t
get any focus at all.
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Taking a look specifically at meeting rooms, hotels have once
again stood still as the market moved. Online booking options are
plentiful – and enterprising serviced office companies have muscled
in alongside hotels, to promote their wares. Some hotels still cling
to the idea that their conference space helps sell rooms, but in a big
city, this is rarely enough to validate keeping underutilised meeting
rooms on ice.
The brands need to wake up to this changing environment, in
their brand standards. Time to take Slattery’s advice – call in the
architects, and work out how many bedrooms could take their place.

Contrast this with an integrated operator such as Whitbread, where
Premier Inn room sales sit on the balance sheet a few lines up from
food and beverage volumes, both receiving similar management
focus. Breakfast and evening meals remain a key part of the offer, a
profit opportunity and not simply a “grab’n’go” option.
The problem of working out where the profit is, is not unique to
hotels. New hostel brands, for example, spend disproportionately on
common areas and they see this as key areas for driving profitability.
This is not going to show up on a revpar measure. Senior executives
have previously opined that a measure of revenue per sq metre of
an overall building might be a sensible metric to compare.
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BEWARE THE MARCH OF THE ROBOTS
Hotel operators still wrestling with optimising their online marketing
need to prepare themselves to exploit the next disruptor in the
space: artificial intelligence.
Euan Cameron of PwC told the Hotel Distribution Event that AI had
the potential to help hoteliers work through the piles of data they
currently hold in different silos.
“You need a lot of data to fuel machine learning,” he warned, but
once processed, acted on and learned from, there was the potential
to create considerable efficiencies.
Cameron said the view of robots taking people’s jobs was not a
realistic way forward for AI implementation, with the real world
improvements taking place as repetitive thinking tasks start to
be managed by machines. One example he gave was in medical
diagnosis, where machines are proving good at spotting disease in
body scan images.
“The disruption landscape is multi-faceted,” he warned, and AI can
potentially affect every part of the value chain. “We’ll see a huge
amount of human turbocharging”. Human jobs will change, but
won’t be lost. For businesses, he said the challenge is asking the right
questions, and deploying machine learning on the right tasks, with
a disciplined management approach that measures and reacts to
outcomes.
Michael McCartan of Duetto applied the principles to the hotel sector,
and noted that machines are already helping: “A lot of the repetitive
friction is being replaced by machines.” Automated dashboards, for
example, can scan information and point out the outliers. “That is
freeing up the time for the revenue managers to be more strategic
in nature – the revenue management function becomes
more valuable.”
McCartan said in five years’ time, he would expect AI to be able to
interrogate scenarios, allowing revenue managers to plan better.
“From my experience, the biggest constraint is the access to data.
Unless the industry comes together and breaks down the silos,
then we won’t become more competitive.” Unless this happens,
he warned, the OTAs will continue to have the advantage as they
has the advantage of data across a range of brands. He called for a
“common sense approach to the problem” – and that might involve
the sector as a whole finding a way to share aggregated data.
“There are loads of friction points that you can use technology to
solve,” he claimed, adding that “convenience is going to become
the new loyalty”. He pointed to Uber as an organisation that has
effectively solved many friction points around taking a taxi.

John Seaton, managing director of solution provider Cendyn,
clarified the challenge. “We spend most of our time looking at how
we can integrate data. Data has got to be actionable – that’s where
hoteliers are struggling.” And Sameer Sinha of RateGain warned
that a lot of data is not easy to use: “It could exist on Facebook, on
Twitter”. In such cases, smart systems are needed to recognise
patterns and alert revenue managers.
One keen experimenter with machine learning is Citizen M, whose
director of distribution Lennart de Jong explained some practical
applications. “AI is already a bridge too far – we are not there yet,”
he insisted, but the company used smart learning to provide ready
answers to guest queries. He said that currently, the machine aids
the human – rather than the other way round – helping to respond
when it detects a similar question has been answered before, such
as driving directions to a particular hotel. And he argued it was for
the small operators to gain the advantage over the big brands:
“Independent hotels are in a much better position to gather data –
you can learn a lot when a guest stays three, five days with you.”
Perspective [by Chris Bown]: So robots won’t be taking your
jobs, but may help you work smarter, by doing the basic stuff for
you. And, for those concerned about really delivering memorable
hotel stays, it appears there is no machine substitute in sight for
the engaging human at the front desk. Get them to spend less time
issuing room keys, and they can spend more time making their
guests feel comfortable.
However, as Cameron pointed out, you need lots of data for machine
learning to crunch, in order to deliver real competitive advantage.
And, not only is the sector’s data kept in silos within individual
organisations, it is also never shared between rivals. Duetto’s
McCartan fears the OTAs will maintain their lead, unless the sector
can set pride to one side, and find a way to share data for the
common good.
This is entirely possible. The Investment Property Databank, for
example, aggregates mainstream property data, while Hotstats
successfully teases information from many hoteliers, so that they
can all benchmark their performance. If it happens effectively, the
hotel brands could finally have a tool that will bring them up to
speed with online distribution.
But, as Cameron warned, it is about asking the right question. Get it
wrong, and it could be another Roomkey, the cash burning website
that was supposed to help all the big brands sell more direct rooms
online – and none of the big brands now wants to remember.
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THE BENEFITS OF BECOMING A SPONSOR

Additional sponsorship opportunities

• Pre-event exposure of your company logo on promotional
materials related to HDE 2018

• Banners on HDE website registration page - £1,000 (exclusive

• Your logo promoted via Hotel Analyst’s database. Our database is
the leading database in the industry with over 45,000 contacts of
senior level people.
• Copy of contact details of attending delegates prior to the event.

SPONSORSHIP PACKAGES
There are two levels of sponsorship available at HDE 2018:
Patron package – exclusive £5,000 +VAT

• Lanyards - £2,000 (exclusive and to be supplied by sponsor)
• Notepads and pens - £2,000 (exclusive and to be supplied
by sponsor)
• Branded files for conference materials distributed at registration £2,000 (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.

• 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 2018
• Company logo and hyperlink on HDE 2018 website
• 3 complimentary delegate passes
(stand allows for 2 exhibition only passes)
• Company to supply own stand. Footprint approx 2m x 1m
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FLOOR PLAN 2018
THE MONTCALM LONDON MARBLE ARCH

REGISTRATION DESK

12

1

2

3

4

5

6

10

CONFERENCE ROOM

STAGE

FOOD & BEVERAGE
STATION

11

7

9

8

WWW.HOTELDISTRIBUTIONEVENT.COM

2018
3rd OCT

2018

BOOKING FORM 2018
Sponsorship packages:

Contact Details:

Exclusive Patron Package

£7,500

Sponsor Package
Limited to 12 only

£3,750

Company name:

Contact name:

Position in company:

Additional Sponsorship Opportunities (POA):

Address:

Lanyards

£2,000

Banners on HDE 2018
website registration page

£1,000

Notepads and pens
(exclusive and to be supplied by sponsor)

£2,000

Full colour printed delegate folders for conference
materials distributed at registration (exclusive)

£2,000

Lunch refreshments sponsor

£2,500

Postcode:

Telephone:

Fax:

Email:

Other Details:

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.
Signed for and on behalf of the Hotel Distribution Event 2018.
Attached are our terms and conditions.
Signed:

Dated:

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:

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

• Company logo in jpeg & vector format
• Company profile in 50 & 150 words
• Website URL

All prices quoted are +VAT.
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TERMS AND CONDITIONS FOR SPONSORSHIP AND EXHIBITION PACKAGES
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 2018” means Hotel Distribution Event which is
owned by ZTZ.
	(c)	“Hotel Distribution Event 2018 Marks” means “2018 Hotel Distribution
Event 2018” together with any other marks, logos, artwork, designs,
slogans as may be advised by Hotel Distribution Event 2018 in writing;
	(d)	“Booking Form” means the Hotel Distribution Event 2018 booking form
from time to time;
	(e)	“Commercial Rights” means any and all rights of a commercial nature
connected with the Hotel Distribution Event 2018, 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 2018, to be held on
the 3rd October at the Montcalm London Marble Arch;
	(h)	“Conference Marks” means the Hotel Distribution Event 2018 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
2018 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 2018 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 2018
Hotel Distribution Event 2018]”.
	(l)	“Display Area” means the display area speciﬁed by Hotel Distribution
Event 2018 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 2018 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
2018, 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 2018 which is not set out in the Contract. Nothing in this
condition shall exclude or limit Hotel Distribution Event 2018 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
2018 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 2018 until a Booking Form duly
executed by Hotel Distribution Event 2018 is issued by Hotel Distribution
Event 2018.
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 2018 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 2018:
(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 2018 in accordance with the Conference Marks
Guidelines;
(c) 	to apply any legal notices as required by Hotel Distribution Event 2018
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 2018 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 2018, 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 2018 for it to be reproduced under
the control of Hotel Distribution Event 2018;
(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 2018 in
relation to Hotel Distribution Event 2018 exploitation of the Commercial
Rights;
(l)	to use its reasonable endeavours to assist Hotel Distribution Event
2018 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 2018 title to the Conference Marks or to the image of
the Conference, Hotel Distribution Event 2018 or the Conference Venue;
(m)	to notify Hotel Distribution Event 2018 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 2018;
(n)	to hold any additional goodwill generated by the Sponsor/Exhibitor
for the Conference Marks as bare trustee for Hotel Distribution Event
2018 and to assign the same to Hotel Distribution Event 2018 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 2018. The Sponsor/
Exhibitor acknowledges and agrees that Hotel Distribution Event 2018
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 2018 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 2018 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 2018 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 2018 retains control, possession and
management of the Conference Venue and the Sponsor/Exhibitor has
no right to exclude Hotel Distribution Event 2018 from any part of the
Conference Venue. Without prejudice to its other rights under the Contract,
Hotel Distribution Event 2018 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 2018 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 2018 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 2018 or any
of its products, services or brands.
	6.3 At the request of Hotel Distribution Event 2018, 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 2018 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 2018, the Sponsor/Exhibitor shall
immediately remove or make good any item within the Display Area which
Hotel Distribution Event 2018 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 2018 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 2018 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 2018. 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 2018 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
2018 to seek to limit or exclude its liability for, the entire liability of Hotel
Distribution Event 2018 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 2018 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 2018 and
keep Hotel Distribution Event 2018 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 2018 arising out of or in connection with any and all acts, inactions
and omissions of the Sponsor/Exhibitor, its employees, agents or subcontractors 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 2018 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 2018 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 2018 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 2018 under the Contract.
	8.4 Hotel Distribution Event 2018 shall be entitled to terminate the right
of the Sponsor/Exhibitor to exhibit at the Conference provided that Hotel
Distribution Event 2018 provides the Sponsor/Exhibitor with at least three
months notice. In such circumstances, the sole liability of Hotel Distribution
Event 2018 to the Sponsor/Exhibitor will be to refund any advance charges
actually paid by the Sponsor/Exhibitor to Hotel Distribution Event 2018 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 2018 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 2018 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 2018’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 2018 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 2018 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.
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