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Dear Corporate Travel Agent,
This month’s newsletter focuses on two important articles from BusinessTravelNews.com. Michael B. Baker focuses on Starwood Hotels & Resorts Worldwide as they finalize negotiations for 2013 hotel programs. And an interview with Jet Blue’s Dennis Corrigan explores the company’s corporate account market.
Starwood Corporate Rates Rise, Although Below Expectations 
February 07, 2013 - 01:05 PM ET
By Michael B. Baker
Corporate rates at Starwood Hotels & Resorts Worldwide are up by mid-single-digit percentages compared with last year as the company finalizes negotiations for 2013 hotel programs, said CEO Frits van Paasschen. The increase is below the high-single-digit levels Starwood targeted in the fall, which executives attributed to "certain anxiety" about the economic outlook during negotiations.
However, Starwood is upbeat. "A mid-single-digits increase in rates plus growing transient volume and occupancy is a pretty good story, when supply is set to grow less than 1 percent," van Paasschen said Thursday during the company's fourth-quarter earnings conference call. "With tight supply additions based on construction volumes for the next three years, we still have a good run of room rate increases."
Van Paasschen added that his conversations with executives from tech services companies, consultancies and law firms suggested a positive demand trend in those industries.
"They're all telling us that yet again in 2013, they're likely to travel more than last year, and business books are full to the point of forcing them to do that," he said. He noted that the same is not necessarily true for the financial services industry.
Meanwhile, Starwood CFO Vasant Prabhu said hotels might bring in higher rates on high-occupancy days. "On days mid-week, when we are close to a sellout, there is flexibility on these rates that you can realize," he said.
Group demand is on a "slow and steady" rise, Prabhu added, as U.S. corporations remain wary about adding costs related to meetings and events. As a silver lining, he said this caution indicates that recovery would be sustainable in the long run.
During the fourth quarter of 2012 and based on U.S. dollars, Starwood's average daily global rate increased by 1.6 percent year over year and occupancy increased by 1.3 percentage points to 66.6 percent. 
ADR increased by 3.3 percent in North America and decreased by 0.4 percent outside of North America. Globally, rates were up across most Starwood brands with the exception of St. Regis and the Luxury Collection, which was nearly flat. ADR was up across all brands within North America, mostly noticeably for Aloft (5.5 percent) and Sheraton (4.3 percent).
Starwood's net income for the quarter was $142 million, down from $167 million in the fourth quarter of 2011.
Interview: JetBlue's Dennis Corrigan
February 01, 2013 - 10:40 AM EST
Dennis Corrigan
While "Hurricane Sandy was the major headline for JetBlue during the fourth quarter," depriving the carrier of an estimated $45 million in revenue, according to JetBlue Airways CEO Dave Barger, a side note would be the airline's continued growth in the corporate market, particularly in Boston. Building toward a plan to operate in the coming years 150 daily departures from that city, a focal point of the carrier's corporate cultivation, JetBlue has fortified its sales force and bulked up its network there with newly launched or imminent additional services to several key business markets, including Washington Reagan National, Dallas-Fort Worth and Philadelphia.
"Our market share through travel agencies, which frankly isn't even our major form of distribution, is significantly higher in Boston than our seat share," an encouraging sign of corporate sales efforts, JetBlue executive vice president and chief commercial officer Robin Hayes said Tuesday during a quarterly earnings call. "Phase one of this journey for us was, let's get the deal in place," said Hayes. "Now, phase two is, OK, we have the deals in place, but we have to make sure that they perform. We're focused on the corporate customers that are driving that incremental corporate business to us."
Vice president of sales and revenue management Dennis Corrigan last week sat down with BTN senior editor Jay Boehmer at the carrier's new headquarters in Long Island City, N.Y., to talk about the carrier's growth in the corporate market and approach to distribution. An edited transcript follows.
How is corporate account cultivation going?
I've had this role for about a year and a half. I'd say we're pleased with the growth we're seeing. We always felt like it could be better, and I think that just took bodies. I put money into the revenue plan so I could hire four more folks. We got those folks on board around October: Two more in Boston and two more in New York.

Also, one thing we heard when we were still kind of small was, "I love my account manager, but he's swamped." So we added a coordinator in Boston to handle the account servicing aspects. By adding more folks, it helps us not only grow the account base more quickly, but it also will allow for a bit more high-touch and more personalized service. We just have more time to spend on that.
Have you managed to grow corporate revenues?
We had a pretty good year in terms of growth. The year you go from zero to a dollar is great, but we've been doing this now for about three-and-a-half, four years. Last year was probably one of the bigger growth years we saw, and that was due not only to new accounts, but also spend from existing accounts. A lot of that is that we've just continued to grow the network—it's gotten more mature. We continue to add relevance, particularly out of Boston. Suddenly you add a Dallas, and you're more in the game. Same with Philadelphia. Credit to our corporate customers. When we hear from them, "we want Dallas" or "we want Philadelphia," we've been very gratified to see that they don't just say it, then continue to fly who they're flying. That helps me when I talk to people in the network [department]. They know our accounts have stepped up. 
We've focused on Boston as your big point of sale for corporate business. What's New York looking like? 
In terms of number of accounts, Boston is probably biggest, but in terms of spend, New York is up there. I think we are realistic in our expectations for New York, because of our footprint. There are markets where we have really good schedules—Fort Lauderdale, Tampa, Orlando, some of the West Coast stuff—but we're not here to serve Chicago 14 times a day or [Washington National] on the hour every hour. New York for us is primarily a leisure origin and destination, but there is plenty of business to Tampa, Fort Lauderdale and the West Coast. But when it comes to where we want to be the preferred carrier of choice for business customers, we're building that network [in Boston]. Whereas, anywhere you want to go out of LaGuardia probably already has that service. 
How does corporate demand look now?
We feel really good about what we're seeing. Some of our best-performing markets all year were Boston shorter-haul business routes, to the point where I joke that the biggest problem I have in Boston right now is I don't have enough of it. We've been happy with what we're seeing and we've been happy about seeing more corporations receptive to having us in their program.

