
60   Hospitality Upgrade  |  Summer 2010    www.hospitalityupgrade.com

First row/Row 1 (left to right): Whitney Weiss, The McLean Group; Sean O’Neill, Newmarket International, Inc.; Jeffrey McKee, 
Jonas Software; Michael Infante, Microsoft; David Shaw, Postec, Inc.; David Levin, Four Winds Interactive; Ursula Rhode, Genares 
Row 2: Bas Blommaart, Hotel Concepts; Ron Tarro, SDD, Inc.; Sunil Ippagunta, Adaco; Terry McGowan, Datanamics Inc.; Charles Ku, 
RSI; Jacob Dehan, Northwind Canada Inc.; Bruce Bensetler, Data Plus Inc.; Tom Littleton, LMG Data Mining; Ron Dressin, RedRock 
Software Row 3: Debbie Hawkins, Infor; Randall Reviere, InnPoints Worldwide; Kristin Intress, InnLink CRS; Kevin Ruhman, NEC 
America, Inc.; John Burns, Hospitality Technology Consulting; Don Hay, Digital Alchemy; Frank Pitsikalis, ResortSuite; Jay Troutman, 
APTECH Computer Systems Inc. Row 4: Steve Gelb, MaximRMS; Cindy Estis Green, The Estis Group; Picture Crasher, University of 
Houston; Mark Jewart, Megasys Hospitality Systems; Robert Magliozzi, CENDYN; Don O’Neal, O’Neal Consultants; Patrick J. Martucci, 
Incentient, LLC; Bob Post, TRAVELCLICK, Inc. Row 5: Kelly A. Maddern, MICROS Systems, Inc.; Marc Freedman, Blue: The Business 
Network/DallasBlue; Shawn Thomas, Uniguest; Victor Alikin, GBCblue  Row 6:  Bob Bennett, Starr Technology Consulting; Mike 
Kennedy, SoftHotel, Inc.; Dan Hogan, Galaxy Hotel Systems; Alexander Perovich, Defero3; Rahul Salgia, Paragon Business Solutions, 
Ltd.; Patrick van der Wardt, Brilliant Hotel Software; Sascha Hausmann, RateTiger/eRevMax; Bruce Humphrey, MIWA Lock Co Ltd.; 
Larry Hall, PAR Springer-Miller Systems  Row 7: Greg Pesik, Passkey International; Gregg Hopkins, Libra OnDemand; Luis Segredo, 
MTech; Tim Tiller, Multi-Systems, Inc.; Jeff Venza, Venza Group, Inc.; Tim Kinsella, Merchant Link; Daniel Johnson, Venza Group, Inc.; 
Sherry Marek, Datavision Technologies Row 8: Edward St.Onge, EzYield.com, Inc.; Antonio DiMilia, Control4; Mark Hoare, The Prism 
Partnership; Ted Horner, E. Horner & Associates Pty. Ltd. Row 9: Michael L. Waltman, Interactive Sites, Inc.; Hayes Thomas, ZDirect, 
Inc.; Bruce Travis, TechTeam Global; Jeff Bzdawka, TRAVELCLICK, Inc.; Geoffrey Cairns, Microsoft; Jeff Kiehn, Cenium



www.hospitalityupgrade.com    Hospitality Upgrade  | Summer 2010    61 

Review by Kris Burnett

“For leaders 
of hospitality 
technology 
companies, nothing 
else like this exists 
and it is the best 
networking event 
you could possibly 
attend.” 

Dan Hogan, 
Galaxy Hotel Systems 

This year, a record-breaking 70 execu-
tive-level technology professionals came 
together at Hospitality Upgrade’s sixth 

annual Executive Vendor Summit. They came, 
and many returned, for educational sessions, 
and more importantly, exclusive quality net-
working opportunities that they cannot find 
anywhere else. 

“For leaders of hospitality technology com-
panies, nothing else like this exists and it is the 
best networking event you could possibly at-
tend,” said Dan Hogan of Galaxy Hotel Systems. 
Sean O’Neill of Newmarket International, Inc., 
agreed, “This conference is unique in that it 
affords the senior management of the vendor 
community the opportunity to interact in a very 
professional and productive manner. Attending 
this conference is a very effective use of time 
each year.” 

This year’s summit began Monday, April 12 
with a golf scramble. Not only did the sum-
mit have record-breaking attendance, but 
there were more golf participants than ever 
before with 40 participating. Afterwards, at-
tendees had an opportunity to mingle during 
the always-creative opening cocktail party ice 
breaker and at the Texas barbecue dinner im-
mediately following.

The main focuses of the education sessions 
this year included getting your business in 
alignment whether internally or with offshore 
or domestic partnerships, and the value of not 
only the customer, but also the employees – es-
pecially good management teams – whether 
growing a business on its own, merging or as a 
potential acquisition for another company.

Educational Sessions
The opening session was Sharpening the 

Performance Perspective with Dr. Jim Under-
wood, professor, author and consultant.  Dr. Un-
derwood looked at the performance of organi-
zations and described a business framework to 
help attendees understand if their companies’ 
organizations, cultures, processes and values 
are aligned in a way that will maximize the 
ability of the company to achieve its strategic 
objectives.

According to Dr. Underwood, “No company 
has ever failed because it could not continue to 
do what it has always done. Companies fail be-
cause they can’t change or adjust to change. 
When you leave here this week, I want you to 
leave and see the changes you can make to 
make your organization successful.”

While explaining what he calls the Five Im-
mutable Laws of Sustainable Success, quite 
a few in the audience were feverishly taking 
notes. Dr. Underwood described them as: strat-
egy, where a company must align with emerg-
ing competition; organization, where a compa-
ny must be capable of supporting strategy (i.e., 
CEO, management, culture, structure, decision 
systems, strategy, creative capacity, technol-

ogy); character, which must be unchanging 
and exceptional (including production/process 
flexibility, values, ethics); values, that must be 
clear and unchangeable (including recognizing 
the value of people, excellence); and account-
ability, which must be unquestionable. 

Dr. Underwood then touched on strategic 
thinking and levels of competition, including 
how to maximize profit at each level by using 
strategic alignment. He said, “I’ve looked at 
hundreds and hundreds of studies–we have 
companies that (think) they should maintain 
a status quo and we have an environment 
that demands creativity.” Dr. Underwood said, 
“Companies in strategic alignment have ROIs of 
100 percent to 300 percent higher.”

THE DSG Diamond Framework he showed 
the group examined how strategy plus execu-
tion is the secret to sustainable performance. 
One of the most important recommendations 
he made was that companies should value em-
ployees as much as they value their customers. 
“The big question is, do you have a culture that 
challenges status quo,” he asked the group. He 
then gave an example of a company that dared 
to be different. “The chairman of Costco was 
challenged (by Wall Street every quarter) to 
cut pay, benefits, etc. He told them to not touch 
his people and this included better pay and 
benefits (health and life). That (Costco) is one 
of the best-managed companies around.

“If you don’t have values and accountability 
in place, I don’t care what you say, it’s not going 
to happen,” he said. “The key is the value. We 
have to put employees at the top (up with cus-
tomers)… if you want to have people who would 
kill for your company, that’s how you do it.

“I passionately want you to leave here and 
begin thinking about the pieces of the organi-
zation that are either helping or hindering you 
from doing well,” he said. “If we learn to think 
differently, we can begin to take the organiza-
tion into renewal.”

============
The next session, Successful Partnering, 

featured panelists Sean O’Neill, Newmarket 
International chairman and CEO; Greg Pesik, 
Passkey International president and CEO; Luis 
Segredo, MTech president and CEO; and mod-
erator Dr. Jim Underwood. The group exam-
ined what successful partnerships look like and 
why some partnerships succeed and others 
fail. The panel also discussed various types of 
partnerships and the decision criteria used to 
determine if, when and how to partner.

Segredo explained why MTech has es-
tablished partnerships, Segredo said, “We 
were trying to deliver value to the customer… 
(looking at) what the customer needs, making 
things happen for the customer, and getting the 
resources to make it happen from a business 
standpoint.” 

Pesik explained a challenge Passkey has 

April 12-14, 2010 – Magnolia Hotel, Houston, Texas

For an expanded version of this article with more indepth session coverage, please go to www.hospitalityupgrade.com/Articles.



62   Hospitality Upgrade  |  Summer 2010    www.hospitalityupgrade.com

7 Secrets for CEOs 
Social Media 

Dos and Don’ts: 
Don’t be corporate
Don’t control
Don’t talk
Don’t sell
Don’t force customers

Do:
Be personal
Facilitate
Listen
Brand. Build trust.
Follow your customers

had with partnering. “One of our big-
gest challenges is offshore partner 
development,” he said. “It was all 
cultural misalignment; different value 
structure, how our product was pre-
sented to our customer.”

O’Neill suggested another way 
to look at partnering. “Pick an area 
where we can’t grow, a situation we 
need to respond to,” he said. Five 
years ago when looking at offshore 
opportunities, Newmarket built a fil-
tering system for defining partners. 
“Do we share the same values or are 
we looking over our shoulder always 
checking them. Do they have integ-
rity–if you are doing business 
with someone and they don’t 
have integrity, (it can come back 
to bite you)."

Segredo agreed with the 
importance of cohesiveness. 
“We found a like-minded group,” 
he said. “We have worked with 
them for the last 8 years.” But, 
he said, there are two sides, the 
geographic side and the corpo-
rate culture side.

Gregg Hopkins, Libra OnDe-
mand, stressed the importance 
of working together with part-
ners as a team from the begin-
ning. “Once you have offshore 
partners and the contracts are 
done, you really have to treat 
them as employees and inte-
grate them (into the system),” he 
said “(This is) critical in offshore 
relationships.”

The panel all agreed that 
regardless of the partnerships, the 
customer should always be consid-
ered in the long run. O’Neill said, “You 
won’t be in business long if you don’t 
have the customer at the top of the 
pyramid.”

============
The Partnership session was fol-

lowed by What Happened to Our 
Budget, with Mike Kistner, CEO of 
Pegasus, and John Burns, president, 
Hospitality Technology Consult-
ing. The priorities of hoteliers have 
changed, leaving questions like 
where is money being spent and why. 
In this session the speakers examined 
how organizations can get back into 
the money.

When discussing whether he has 
seen any signs of pending restrictions 
being removed, Kistner said, “There 
was always a line I drew–this side is 
what we need to do not to die (the 
core things to keep things spinning). 
In some areas, some (budget line 

items) are being removed because 
some things are becoming (neces-
sary) to survive – i.e., social media. 
Some of these expenditures are 
necessary just to stay in the game. 
I think we are seeing some of the 
walls opening up with regards to 
spending.” 

Burns looked at behavior in 
CIOs as it relates to the challenges 
in the industry and shrinking bud-
gets. “(When you hear) we need to 
cut 10 percent, 15 percent across 
the board (staffing cuts, etc.)... 
suddenly, this person is gone, some 
of their projects are stalled. That’s 

bad.”
K i s t n e r 

added, “There 
are three types 
of CIOs; there 
is the one who 
is going to try 
and maintain 
the status 
quo. The sec-
ond type, the 
stone-stepping 
type, is the one 
who is looking 
for his next 
big gig, and 
you know he is 
going to move 
on in the next 
18 months. The 
third–the one 
who has a vi-
sion and under-
stands where 

the business needs to go. They 
have vision, align the business and 
continue to execute that vision. 
(There is risk involved with this 
one.) If you look at it, this is almost 
always a watershed moment, even 
though the CIO may not survive.”

Kistner said companies have 
been looking at expenses across 
the board, but explained how they 
need to stay in the game to not 
lose their share of business. “We 
saw a lot of reductions in person-
nel as a result of the recession,” he 
said. “They were not easy, but they 
were acceptable because of what 
was happening in the industry. In 
2009 people were reading their 
marketing budgets. Rich (Siegel 
of our own Hospitality Upgrade) 
can tell us… those who stayed en-
trenched. We could either retrench 
or springboard forward. We went 
forward.”

Another challenge with staff 
reductions was that of not hav-

ing the right people in place when a 
company is ready to do a project, or 
experienced staff has been replaced 
by other executives from non-tech-
nology-based areas, or cheaper, less 
experienced individuals. Burns added, 
“There should be institutional/residual 
knowledge of the product (in place). 
There are fewer examples of expertise 
and this is a problem for companies. 
One trend in CIOs–in smaller to mid-
size companies–is the shift from tra-
ditional CIOs to CFOs. They know a 
good deal when they see it, but they 
don’t know how it works. They are 
very reliant on outside experts–this 
can be good and bad–(one aspect 
being) a higher degree of functional 
liability.”

Consultant Jules Sieburgh said, 
“This topic and this downturn give 
us the opportunity to showcase our 
products. Vendors do a very hard job 
of explaining their products, but leave 
it to their customers to understand 
the ROI… I know there is an opportuni-
ty for the vendor to help the customer 
(like saying), 'I can help you minimize 
risk, or we can affect very few proper-
ties and we can be easy to work with.' 
I don’t see a lot of this.”

Kistner said, “I agree, even if you 
are not selling SaaS, sell the service, 
sell the benefit. Here’s the investment 
and what you can get back from it. 
From John’s (Burns) point, getting a 
bigger ROI."

Burns added, “Are they going to 
be able to train us, support us… who 
will be training the thousands of em-
ployees and be there for the long 
haul. What happens when things go 
wrong? They want to make sure the 
vendor will be there, and will be an ac-
tive player. (This is largely a problem 
brought on by vendors, and vendors 
are not good at addressing this.)”

============
What vendors are address-

ing more and more lately, however, 
is social media. Marc Freedman, 
founder and CEO of Blue: The Busi-
ness Network/DallasBlue lead the next 
discussion, Digital Conversations: The 
New Marketing Paradigm. He focused 
on ways companies can use tools like 
blogs, Facebook and Twitter as cus-
tomers are no longer just using the 
Web to search for information – their 
behaviors are changing how compa-
nies think about marketing.

Freedman explained how valuable 
social media has become today. He 
said, “Focus on how your companies 
can use social media. Social media 
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companies have as much or more 
value than old-school media com-
panies.” With consumer reviews and 
other consumer-driven content, he 
said, “Tell your story, or have it told 
for you… The new paradigm is media 
abundance instead of scarcity.”

He described what he calls new 
marketing. “A powerful global conver-
sation has begun,” he said. “Through 
the Internet, people are discovering 
and inventing new ways to share rel-
evant knowledge with blinding speed. 
As a direct result, markets (people) are 
getting smarter–and getting smarter 
faster than most companies. The new 
kind of marketing–branding is the ag-
gregated version of your company. In-
creasingly external–not just the press, 
but what people are saying about it to 
their friends.”

Freedman asked those in the room 
about their social media usage. Every 
person in the room answered that 
they were on LinkedIn, 30 percent use 
blogs, and 20 percent use Twitter.

He explained how the hospitality 
and travel industries are a perfect fit 
for social media. “With Twitter, type 
in a search and save it,” he said. “If 
you can have customer service Tweet 
comments back (someone who com-
plains), it becomes a positive experi-
ence… Ideally, most would rather com-
plain about a problem to their friends 
than contact the company or Tweet.

“Look at your company and your 
asset,” he said. “There are literally 
thousands of social networks today. 

You have to think, how strategically 
can I (integrate/use) social media 
into my product.”

============
Speak Your Mind! was the next 

session, an interactive session 
moderated by attendees and using 
an anonymous audience response 
system. Topics included: HTNG 
and the time, effort and money 
that goes into it; compensation 
and benefits trends; and ideas for 
capturing and sharing more infor-
mation about the products and 
services being used by the hospi-
tality industry and how vendors can 
use this information to make more 
effective business decisions.

Moderators of this session in-
cluded: Ed St.Onge, president of 
EZYield.com Inc.; Tim Tiller, presi-
dent of Multi-Systems, Inc.; Richard 
Siegel, event host and president 
and publisher of Hospitality Up-
grade, and Bob Bennett, president 
of Starr Technology Consulting.

Technology Implementations
The first segment covered 

gathering more information for 
the industry and was moderated 
by our own Richard Siegel, along 
with Bob Bennett. In the audience 
70 percent agreed that there is 
not enough information available 
to hotel companies/owners regard-
ing technology implementation 
to make truly informed decisions 

about technology purchases. 
Next they asked if hospitality 

technology vendors would benefit 
by having actual market share and 
installation trend information avail-
able to hotel companies/owners. The 
responses to this question were split 
down the middle. St.Onge wasn’t 
sure, and said, “With a company like 
ours, we get a lot of benefit by fly-
ing under the radar. We work with 
clients where (we sometimes) need 
to keep it confidential.”

Of this group of hospitality tech-
nology vendors, 70 percent said that 
they would probably like to see a 
customer satisfaction rating includ-
ed as part of an installation survey. 

Compensation
In the next segment of this inter-

active session, Tim Tiller asked the 
audience how they are currently 
trending in compensation. The re-
sponse was that 75 percent use a 
pay-per-performance system.

When the group was asked how 
many incentive-based goals their 
associates focused on at a time, 55 
percent said one to two, and 45 per-
cent said three to five. 

While 45 percent said their cur-
rent incentive-based program con-
sists of cash, zero said non-cash, 
and 55 percent said a combination 
of both.

When asked how much annual 
revenue is invested into the compa-
nies’ salary and wage expenses, 21 

“No company 
has ever failed 
because it could not 
continue to do what 
it has always done. 
Companies fail 
because they can’t 
change or adjust to 
change." 

Dr. Jim 
Underwood, 
Professor, Author, 
Consultant
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What the vendors said 
about COMPENSATION
 “The classic pattern is where sales (are) 
down, there is a negative impact on 
morale.”
Bruce Humphrey, MIWA

“Our compensation is related to skills 
gained to deliver services to the client.” 
Jacob Dehan, NORTHWIND-Maestro 
PMS

”Noncash incentives create more of a 
team-oriented goal.”
Kristin Intress, InnLink

“Other things than cash, like an extra day 
off. A lot of things that employees really 
like that aren’t cash.”
Ursula Rhode, Genares

“We give a lot of noncash items 
throughout the year – we give them 
something right then instead of end of 
year.” 
Sherry Marek, Datavision

“We find with younger employees, it’s 
better to surprise them. Reinforcing a 
positive habit when they don’t expect it.”
Ed St.Onge, EZYield.com

percent said between 20 percent and 
40 percent of revenue, 33 percent 
said 41 percent to 50 percent of rev-
enue, 17 percent said 51 to 60 percent 
of revenue, and 29 percent said 61 or 
more percent of annual revenue. 

The audience was then asked 
if their companies provided merit 
increases across the board or just 
to high performers in 2009. This 
cross-section was encouraging in 
the industry. Of the group 29 percent 
said all associates received merit 
increases, 68 percent said increases 
given just to  high performers, and 3 
percent had pay cuts.

The 2010 plans regarding cash 
merit increases include: 48 percent 
said all associates, 50 percent said 
high performance only, and only 2 
percent said employees would re-
ceive a pay cut.

HTNG
In the next segment, Ed St.Onge 

discussed HTNG, an organization try-
ing to set some standards, but one 
that has experienced mixed feelings 
from the industry. Of the attendees 
60 percent are members of HTNG. 
(Four in the room had attended the 
recent HTNG conference and 72 per-
cent said customers do not ask about 
HTNG certification. Only four of the 
vendors in the room were HTNG cer-
tified.)

Bas Blommaart of Hotel Concepts 
asked how many were not going to 
renew their membership, especially 
with the fees increasing. Quite a few 
said they would not be renewing. And, 
most of the group (76 percent) did 
not think HTNG improved their ability 
to connect with hotel groups quickly.

However, Don Hay, Digital Al-
chemy, said it has been beneficial. 
“HTNG gave us the possibility of talk-
ing together. It got us talking and got 
something started. HTNG is the ve-
hicle that got it started,” he said.

When asked if HTNG has enabled 
their companies to expand globally, a 
whopping 95 percent said no. 

Patrick van der Wardt of Brilliant 
Hotel Software asked about the rel-
evance of OpenTravel Alliance, to 
which the vote was similar–most of 
the group responded the same. 

Jacob Dehan, NORTHWIND, 
pointed out the benefit of working 
with HTNG. He said, “They are impor-
tant as a long-term (partner). Some 
things they have developed actu-
ally work pretty good.” Rich Siegel 
agreed and said he came out of the 
HTNG conference thinking they were 

onto something great.
“I think this year they have 

made some significant changes,” 
Sherry Marek, Datavsion said. 
Bernard Ellis, IDeaS, said, “We get 
everything we need from HTNG. 
We are heavily involved and are 
founding members.”

PAR Springer-Miller’s Larry Hall 
said, “Fifteen years ago, everyone 
was complaining about the lack of 
standardization. Maybe we need to 
send a message to HTNG that they 
need to do a better job in a shorter 
amount of time.” But he added, “At 
the end of the day, (HTNG) is all we 
really have.”

Debbie Hawkins, Infor, said, “We 
were founding members of HTNG 
as well. It’s been a long haul. I was 
hearing all these negative things 
and came back from the confer-
ence with a good feeling too. We 
thought about whether we should 
stop, but it is better than anything 
we have today or had before.”

============
Continuing the theme of the im-

portance of good leadership, Tues-
day night’s gala dinner concluded 
with a presentation by Colonel 
Philip A. Bossert, Jr., United States 
Air Force, Commander–Air Force 
ROTC Detachment 003, Professor 
of Air Force Science at the Univer-
sity of Houston. He is responsible 
for recruiting and preparing officer 
candidates for Air Force commis-
sioning through a comprehensive 
college program, and discussed 
the qualities of leadership.

============
Turnip Economy 2010
On the final day, the first session 

was The Turnip Economy with John 
Rovani, managing director, travel 
and hospitality investment banking 
services, The McLean Group, LLC. 

In this session, Rovani, with the 
help of Ed St.Onge, discussed the 
impact of the economic downturn 
on the financial markets and sug-
gested ways for getting access to 
capital–even in a down economy. 
He explained the criteria and met-
rics financial institutions are using 
to determine who gets approved 
and highlighted some recent client 
success stories that demonstrate 
that it is still possible to access  
capital.

According to Rovani, the equity 
markets have rebounded and the 
economy is growing again with Q1 

2010 real GDP expected to show a 3 
percent to 4 percent annual growth 
rate. “The economy credit markets 
–leveraged loans, which are a large 
funding source for PEG acquisitions, 
are again gaining interest from inves-
tors,” he said. “The economy capital 
markets–publicly traded B2C com-
panies (Priceline, Orbitz, Expedia, 
Ctrip.som, Hotel.de) and B2B com-
panies (Anite, TRX, Concur, MICROS, 
Agilysys, Radiant, Epicor) serving the 
travel and hospitality industry have 
outperformed the S&P and NASDAQ 
over the past year.”

Rovani pointed to the potential 
benefits of a merger. “(A company 
could) start with 7.2M, but if it had 
merged, it could have a value of 
$21.6M,” he said. 

Ed St.Onge has gone through this 
type of merger. He said, “We started 
with $1,000. We never took on inves-
tors, and now we have grown into 
quite a big company. We contracted 
The McLean Group,” St.Onge said. 
“We are in an aggressive situation 
with a China reseller and had talked 
about an eventual merger. We each 
owned our own part of it. John Rovani 
and The McLean Group created valua-
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tion terms for both parties... A year 
later, after the merger/as soon as 
the merger was announced, I was 
contacted by (several) private eq-
uity groups. We got noticed.

“We were able to create a brand 
new product and bring it to mar-
ket  1.5 years earlier than we had 
planned and we are expanding our 
global footprint,” he said. “We now 
have offices in Asia Pacific. When 
John met us, we were in a strip mall 
because that’s all we could afford. 
(We have) increased cash flow and 
have improved our margins,” said 
St.Onge. 

============
The final session was Let’s Make 

a Deal with Max Chee, principal, 
Millennium Technology Value Part-
ners, L.P., and Robert Post, presi-
dent and CEO of TRAVELCLICK. 
Acquiring and selling companies 
in today’s economy presents both 
challenges and opportunities. 
Chee and Post shared their insights 
on these challenges and opportu-
nities–Chee from the private equity 
view, and Post from the company-
owner perspective. 

Chee said, “We are investing 
for growth, but also investing for 
liquidity. It normally takes 11 years 
to go public, five to 10 for an exit.”

Millennium looks at what it is 
that you are doing that is different; 
is there a catalyst to your market 
that could propel your business; 
and what does the future exit look 
like for shareholders. Management 
experience is key as well, according 

to Chee. “We 
want to work 
with people 
who have 
s u c c e s s f u l 
management 
experiences,” 
he said. “The 
industry is 
very cyclical; 
it depends on 
the ups and 
downs of the 
economy.”

The reason Post was speaking 
during this session was for added 
perspective on both sides. “We had 
both a ‘recent equity event’ and 
are a strategic acquirer,” he said.  
“If you are really going to sell your 
company, you need to know this 
information (30-second elevator 
pitch) – you need to know your ad-
dressable market.”

What Should You Be Looking 
for in an Investor? 
Reputation and investment 
expertise: Aligning yourself 
with the right type of investor 
is important to validating the 
company’s strategy and to gain 
access to the right set of strategic 
and financial resources.

Flexibility in investment 
capabilities and formats: 
Financial savvy ranging from the 
ability to lead follow-on financings 
and recapitalizations to the ability 
to manage minority investments, 
ability to structure debt or equity 
vehicles to provide liquidity to 
appropriate constituents, and ability 
to remedy liquidity issues and to 
bridge divergent interests within 
your shareholder base.

Long-term partner: Financial 
expertise including capital markets, 
M&A, valuation, accounting and 
strategic planning; value-add 
contributions including strategic 
guidance, board participation and 
business development initiatives.

When selling, Post said, “This 
is a difficult process. You have to 
know what you want, what you can 
live with and are not willing to live 
with—management control, ongo-
ing role, retirement.”

If you want to sell, he said, 
“You’ve got to run your business, 
you’ve got to grow your business, 
you’ve got to fight off your com-
petitors–all while trying to do this... 
The quality of the management 
team comes into play.” 

The process for TRAVELCLICK 
took about a year, from choosing 
an investment bank to the closing 
12 months later. 

“Figure out who you trust,” Post 
said. “You need that knowledge, 
that experience of an investment 
firm. (You can’t do it yourself, no 
matter how financially/investment 
savvy you think you are.) 

“Don’t go down this path if you 
aren’t ready,” he cautioned. “We 
picked two companies and negoti-
ated. We did our due diligence. It 
will get frustrating, but at the end 
of the day, it’s just business and you 
have to go through it.”

What are the lessons TRAVEL-
CLICK learned as a buyer? Post 
explained, “If we’re going to buy 
something, it’s really going to have 
to work. If it doesn’t fit into our 
product vision, we’re not going to 
invest in it.”

What characteristics did they 
look for? “Quality in management 
team – track record of success, vi-
sion and desire; does it ‘feel right’ 
to both companies and teams; 
does it ‘connect’ with our hotels or 
is it ‘evangelical.”  Post explained, 
“We need somebody to drive it.”

St.Onge asked where Post saw 
himself as a buyer. “M&A has al-
ways been part of our strategy,” 
Post said. “We are always in the 
market and looking. We’ve got a 
list of companies we’d love to pick 
up down the line.” 

Chee explained how TRAV-
ELCLICK’s 2007 timeline was 
textbook and asked how much 
was price a factor. “The golden 
rule on the other side is price,” 
Post said. “We took a number of 
companies out that we didn’t like 
from a management perspective. 
(The remaining ones, price was a 
factor.)”

As Post noted, “The business 
model, the execution–all of it has to 
be there. Venture capitalists look at 
all of that.”

The general program themes this 
year focused on the value of employ-
ees–your own or those of companies 
you are interested in, especially good 
leadership–and getting your busi-
ness in alignment. As always, net-
working was king and the sessions 
were queen. Cindy Estis Green of The 
Estis Group said it was a “great op-
portunity for vendors to learn what 
developments are happening in their 
own niche or in related technologies 
that may influence what they do 
with their own products/services.” 

Jacob Dehan of NORTHWIND-
Maestro PMS agreed, and said this 
was “the best summit to-date.” On 
that note – we will see you next year, 
with creative networking, timely ses-
sions and most importantly, great 
company.

We would like to thank Micro-
soft, HFTP, TRAVELCLICK, Venza 
Group, The McLean Group and HP for 
making Hospitality Upgrade’s sixth 
annual Executive Vendor Summit 
possible.
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The general program 
themes this year 
focused on the value 
of employees–your 
own or those of 
companies you are 
interested in–and 
getting your business 
in alignment. 


