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SiteMinder’s Global Hotel Business Index 2017: 

A visual look at financial plans, focus 
points, and future predictions



Introduction

Key Findings

Chapter 1: Achieving Your Hotel’s Business Goals 
What are your biggest business focuses at your hotel in 2017?

Chapter 2: Planning Your Hotel’s Finances 
Which areas are you likely to distribute the largest proportion of budget in the next 12 months?

Chapter 3: Tackling Your Hotel’s Biggest Rocks 
What are the biggest challenges currently facing your hotel business?

Chapter 4: Understanding Your Industry’s Issues  
Thinking about the broader sector, what do you believe are the biggest issues facing hotels?

Chapter 5: Recognising Your Motivations 
As a hotelier, what are you most passionate about during the day-to-day?

Chapter 6: Predicting Your Hotel’s Future Technology 
What developments do you think will accelerate in our industry over the next 10 years?
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Why did we create this global hotel business index?

Welcome to this exclusive report - SiteMinder’s Global Hotel Business Index 2017  
- an in-depth, visual look at the current sentiment of hotel operators around the world.

A gut feeling is described as the intuition you have when you sense something  
about a situation to be true - without fully knowing why.

It’s said by many, that gut feelings and business decisions are inextricably linked.

Some of the world’s greatest business leaders, including Richard Branson and Warren Buffett,  
are known to make key strategic decisions by combining both analytics and intuition. 

The late Apple founder, Steve Jobs, famously said in 2005: “Don’t let the noise of others’ 
opinions drown out your own inner voice. And most important, have the courage to follow 
your heart and intuition. They somehow already know what you truly want.”

It’s a business philosophy that served him well. At the time of his 
death in 2011, Apple was worth $300 billion (USD).
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And the research is there to demonstrate how critical 
gut feelings are to many business leaders around the 
world. 

A 2014 study from the Economist Intelligence Unit 
revealed that nine in 10 business executives would 
ignore, reanalyse, or collect more data if it contradicted 
their intuition.

In the same year, a Fortune Knowledge Group report 
showed that 62% of executives believe it’s necessary 
to rely on gut feelings - adding that intuition should be 
given the same weight as hard factors, such as data 
and analysis.

So with this in mind, we at SiteMinder decided to 
survey hoteliers, from countries all over the world, to 
find out more about their intuition - specifically how 
they feel about their challenges and opportunities in 
2017 and beyond.

Our survey, which was answered by 2,100 global 
hoteliers from both independents and groups, 
covered a wide-ranging set of questions - everything 
from financial plans to focus areas, and of course, the 
future.

So, what is most important to them over the next 12 
months? Where will a mix of data and intuition tell 
hoteliers to spend their budgets? What challenges 
keep them awake at night? What are they most 
passionate about during the day-to-day operations of 
their hotels? How do they feel about the issues being 
faced as a united industry? And what do they think 
about technological advancements in the hotel sector 
over the next decade?

The following chapters in this exclusive SiteMinder 
report look to answer these important questions for 
hoteliers of all sizes, all around the world.

We hope you find the results within this report 
insightful.
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Key Findings
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Biggest spend area

Revenue-generating strategy 
management

Lowest spend area

Hotel staff recruitment  
and training programs

Which areas are you likely 
to distribute the largest 

proportion of budget in the 
next 12 months?

Highest priority

Increasing volume of  
direct online bookings

Lowest priority

Exploring new hotel  
technology and systems

What are your biggest 
business focuses at your 

hotel in 2017? 

Biggest challenge

Driving guests to your  
website to book direct

Smallest challenge

Competing with the  
sharing economy i.e. Airbnb

What are the biggest 
challenges currently facing 

your hotel business?
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Thinking about the broader 
sector, what do you believe are 
the biggest issues facing hotels?

Most challenging

Dominance of online  
travel agents

Least challenging

Unpredictable natural and 
environmental disasters

What developments do you 
think will accelerate in our 

industry over the next 10 years?

Most likely

Apps and mobile will dominate the 
guest booking journey

Least likely

Technology such as Artificial 
Intelligence and robots will become 

commonplace

Most passionate

Working in hospitality and delivering a 
great guest experience

Least passionate

Seeking hotel innovation  
that enhances guest service and 

drives bookings

As a hotelier, what are you 
most passionate about during 

the day-to-day?
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Achieving your hotel’s 
business goals 
We asked hoteliers to reveal their biggest business 
focuses for 2017 to gauge an understanding of their 
priorities and key goals. 

Hoteliers were asked to rank the following from high to low; 
accepting bookings via mobile devices; increasing the number 
of direct bookings; broadening my hotel’s online distribution; 
exploring new hotel technology and systems; improving my 
hotel’s decor; and enhancing guest experience with more 
personalised hotel service.
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Exploring new hotel technology and systems

20% 43% 37%

Accepting bookings via mobile devices

12% 36% 52%

Enhancing guest experience with  
more personalised hotel service

5% 24% 71%

Broadening my hotel’s online distribution 

3% 20% 77%

Increasing the number of direct bookings

2% 11% 87%What are your biggest 
business focuses at your 
hotel in 2017?

Highest priority:

Increasing volume of direct  
online bookings

Lowest priority:

Exploring new hotel technology  
and systems

Improving my hotel’s decor

17% 41% 42%

High Priority

Medium Priority

Low Priority
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“We’re continually making improvements in our rooms and 
grounds, and keeping our great reviews coming in, and our 
ratings high.”

...

“Enhancing my property’s recognition with countries abroad 
and being more active on social media for advertising my 
property.”

...

“Streamlining the booking process to minimise errors and save 
time so that staff can concentrate on the guests.”

...

“New website, sustainability and quality projects; maybe a 
wellness centre for our hotel. Cost efficiency.”

...

“Strengthen the hotel’s financial health. Increase customer 
satisfaction and employee motivation.”

“Increasing booking consistency - not being sold out one 
week, then dead the next.”

...

“Reducing our costs and increasing our profit margin. Making 
recording of paperwork easier. Using statistics in regards to 
bookings - logistics of guests, occupancy rates over the year, where 
our down times are to focus marketing or maintenance.”

...

“The increasing reach of the OTA. Including how difficult it is 
to get ahead of them on Google listings.”

...

“Sending better email correspondence to past guests for rebooking 
- retention marketing vs. new guests.”

...

“We already have mobile-friendly bookings in the works. My 
big concern this year is SEO or making Google happy.”

Achieving your hotel’s  
business goals: 

The Index Insights

What did hoteliers  
say about their  

business focuses  
for 2017?
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What did hoteliers  
say about their  

business focuses  
for 2017?

“Value for money. This is what people staying want the most. And a 
home-away-from-home feel that is real.”

...

“Building new relationships with local area vendors for add-on 
experiences.”

...

“Reaching foreign customers in the US, UK, Canada etc. Trying to build 
a brand travellers abroad can trust.”

...

“We want to focus on the growth of our hotel’s ranking on our all 
online sites.”

...

“Improving front desk management and management/employee 
relations; reducing high turnover.”

...

“Creating events to add to the guests stay. We are more of a 
destination venue and are focused on individuals who prefer to be 
active, outdoors and in nature.”

...

“As a recently opened business we do not have one main focus, but 
many. Obviously marketing ourselves to our target market is a high 
priority and we are doing this via social media.”

“The most important issue for 2017 will be obtaining more group 
reservations and maintaining the existing corporate guests.”

...

“Providing experiences in the hotel that do not increase the price, but 
augment the impact of the stay and creates added value to the guests.”

...

“Last minute cancellations and no-shows of online bookings with 
credit cards that have no funds on them. Inability to communicate 
with guests and recover from cards provided.”

...

“Having a new PMS to synchronise all bookings. Improve/optimise the 
website booking page (content and layout) Maximise non-refundable 
bookings in order to have less cancellations.”

...

“Improve profits through online sales, but avoiding commissions 
and get direct guests.”

...

“We are very busy for a first year hotel. We have been very lucky to receive 
fantastic online reviews. We need to have a much stronger social media 
presence than we have now.”

...

“NUMBER ONE - yes, in capitals - increasing the volume of direct 
online bookings and enquiries.”
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“We will continue to devote ourselves to improving our guest’s experience, to 
maintain comfort, friendliness, and cleanliness within our hotel.”

...

“All apartments will have tablets with our own app featuring events, 
restaurants, and cafes giving guests discounts, links to local attractions, 
information on local wineries, tours, and local content so our guests are 
treated like a local.”

...

“Marketing to a wide audience, gaining five-star reviews, increasing bookings, 
and occupancy rates.”

...

“Our focus is: “What can we do better?”

“Being a new property my digital presence and reach is paramount. Hotel decor is 
new and staff are new, well-trained and eager. Digital is definitely my focus.”

...

“We are pushing for our 100% eco-resort goal by adding new services and 
upgrading our current facilities. Broadening our online reach to increase our 
direct bookings is a focus too.”

...

“Trying to gain a better market share in a dreadful economy - including disruptive 
technology from Airbnb.”

...

“We are focused on two things: enhancing the guest experiences, and telling the 
world about it so we get more bookings, preferably direct and not via OTAs (...
but those too).”

What did hoteliers  
say about their  

business focuses  
for 2017?
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Increasing the volume of direct bookings is a clear 
priority for both independent and group hotels in 
2017, with a majority of survey respondents listing 
this as a top area of focus. 

Where the findings become really interesting 
is the stark contrast between the highest 
and lowest ranked priorities. 

Despite the need to drive direct 
bookings, hoteliers across the globe 
do not consider exploring new hotel 
technology and systems to be as 
important as other focus areas. These 
findings represent a real paradox. 
Hoteliers must realise the potential of 
achieving these goals by identifying the 
necessary hotel systems that can benefit them 
so greatly. Providers of industry technology must also 
commit to making these vital systems more accessible 
and more easily understood.

It’s worth noting that when given the time to provide 
insights in the form of free text, hoteliers spoke about 

using systems and technology to achieve their 
goals. One hotelier referenced systems 

integration as a priority, along with a 
boosted web presence: “Having a 

new PMS to synchronise all bookings. 
Improve/optimise the website booking 
page (content and layout).”

Another fascinating finding reveals 
that mobile is some way off 
achieving the priority status that 

direct bookings currently enjoy. 
Hoteliers ranked ‘accepting bookings 

via mobile devices’ as their third lowest 
priority for 2017 - a statistic that speaks 

to how quickly mobile has evolved and how 
difficult it can be for hoteliers to keep up without 

the help of technology.

The SiteMinder Perspective

Where the findings 
become really 

interesting is the stark 
contrast between the 

highest and lowest 
ranked priorities.
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Planning your  
hotel’s finances 
We asked hoteliers to share their thoughts on where 
they’re most likely to spend their budget in 2017 to gain 
an understanding of what they consider to be the most 
vital investments.

Hoteliers were asked to rank the following from high to low; booking 
/ hotel management technology; digital marketing including your 
website and SEO; social media strategy and management;  
revenue-generating strategy management; amenities including room 
upgrades or new facilities; and hotel staff recruitment and training 
programs.
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Booking / hotel management technology

21% 42% 37%

Amenities including room upgrades or new facilities

17% 40% 43%

Revenue-generating strategy management

11% 39% 50%Which areas are you likely 
to distribute the largest 
proportion of budget in  
the next 12 months?

Biggest spend area:

Revenue-generating strategy 
management

Lowest spend area:

Hotel staff recruitment and  
training programs

Digital marketing including your website and SEO

Social media strategy and management Hotel staff recruitment and training programs

13% 39% 48%

14% 42% 44% 29% 43% 28%

High Spend

Medium Spend

Low Spend
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“My staff are exceedingly loyal to me and I will do my utmost to 
compensate them adequately for a job well done.”

...

“Bring all the marketing components together.”

...

“Delegating repetitive tasks in order to have time to implement 
new technologies and to train staff.”

...

“Hotel staffing is one of the biggest challenges. Keeping 
hotel property ‘current’ and in great condition is always 
important to success as well.”

...

“Adding an additional property to our offer and moving into the 
self catered accommodation market.”

“Evaluating and removing budget from redundant or 
ineffective online presence and systems.”

...

“We have a website, probably expanding into the mobile-friendly 
market is desirable, however we have outgoings dedicated to 
structural changes in 2017 that will probably defer this to 2018.”

...

“It is important to look after all the staff. If they are excited 
about their jobs, the guest will experience it also. The hotel 
machine must run smoothly and happiness for everybody 
is priority! When the hotel is fully booked then the staff can 
benefit in tips and money.”

...

“Should get a new website. Should look at a better WiFi service for 
our guests; possibly even free WiFi.”

Planning your  
hotel’s finances: 

The Index Insights

What did hoteliers  
say about their 

budgeting priorities?
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“Our hotel is only 18 months old with great and loyal staff. 
Our website is being upgraded and we pay to have Facebook 
managed.”

...

“Staff training and some better sources to reach guests - especially 
some good technology too if in my range.”

...

“Focus on attracting quality team members who can lift the 
bottom line overall performance. New facilities too.”

...

“We have been upgrading our hotel over the last three years, there is 
now a marked improvement in what we offer our guests. We aim to 
continue with this programme of improvement.”

...

“Attracting retreat-style couples and small groups with a focus on 
mindful living.”

...

“We are in the process of building an outdoor banquet hall for local & 
foreign wedding receptions and other meetings & functions.”

...

“Outdoor entertainment & activities and promotion of our district 
as a whole to encourage longer stays.”

What did hoteliers  
say about their 

budgeting priorities?

17SiteMinder’s Global Hotel Business Index 2017



This question presents some real insights into  
the day-to-day lives of hotel operators. The 
narrow percentage differences between 
each ranking is evidence of the many hats 
hoteliers wear. By analysing the answers, 
we get a sense of how thinly hoteliers 
are often spread and the challenges 
they face balancing everything from 
digital marketing through to staff 
training. 

It’s interesting to note that team 
recruitment and training was ranked 
as the area needing the least amount 
of spend - not because hoteliers don’t 
believe in its importance. The comments 
were on the contrary.  

We think this low ranking speaks to the expertise and 
hospitality skills that hoteliers are more confident 

in passing on to team members, whether 
they’re just starting out or in need of 

upskilling. Marketing skills such as SEO 
and social media strategy need more 
financial backing as these are newer 
skills that have come to the fore 
and so harder for some hoteliers to 
master. 

Investing in hotel technology came out 
as a low priority, once again - increased 

evidence of the need for providers to 
more clearly demonstrate the valuable 

return on investment that seamless hotel 
technology systems can provide.

The SiteMinder Perspective

Marketing skills such 
as SEO and social 

media strategy need more 
financial backing as these 
are newer skills that have 

come to the fore
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Tackling your  
hotel’s biggest rocks
We asked hoteliers to think about the ongoing 
challenges their properties and hotel staff face to 
determine the issues that truly keep hoteliers awake 
at night. 

Hoteliers were asked to rank the following from high to low; 
balancing the demands of your property; maintaining guest 
relationships and loyalty; driving guests to your website to book 
direct; competing with the sharing economy; predicting market 
trends for dynamic pricing and revenue management; attracting 
quality team members and retaining them for longer.
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Competing with the sharing economy

27% 43% 30%

Balancing the demands of your property

16% 52% 32%

Maintaining guest relationships and loyalty

20% 44% 36%

Attracting quality team members and  
retaining them for longer

27% 36% 37%

Predicting market trends for dynamic  
pricing and revenue management

13% 43% 44%

Driving guests to your website to book direct

5% 27% 68%What are the biggest  
challenges currently facing  
your hotel business?

Biggest challenge:

Driving guests to your website  
to book direct

Smallest challenge:

Competing with the sharing  
economy i.e. Airbnb

Very Challenging

Somewhat Challenging

Not Challenging
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“We’re in a very saturated market with 30+ hotels (four-mile radius) 
with five more entering the market in 2017. Having quality staff, 
competing with all hotels, and driving online business is vital to 
our success.”

...

“I am facing the challenge of driving my guests to my website 
to book direct.”

...

“We are a legacy resort that needs a good amount of upgrading. 
Limited budgets and personnel availability makes it challenging 
to do all the things we would like to make this a prime destination 
property.”

...

“The biggest challenge is improving our website and 
eCommerce development to increase sales and raise 
revenue.”

“Attracting quality staff who will treat the business as theirs, not 
just look for employment.”

...

“Maintaining our price point without losing our client base 
to other properties with better prices.”

...

“Once you are in a certain place, you just can’t move out or take 
the hotel with you somewhere else. There is the challenge of 
helping your town or city become or maintain its status as an 
attractive tourist destination.”

...

“Underselling by other competing businesses which then 
pushes market value down.”

...

“The way the Internet is taking over our businesses and doubling 
the workload while they keep telling us it’s making it easier.”

Tackling your hotel’s  
biggest rocks: 

The Index Insights

What did hoteliers  
say about their biggest 

challenges on a  
property scale?
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“We have come over the hump now a little in terms of staffing and 
made strides to reduce staff costs by working with a core team 
of exceptional individuals and departing negative and disruptive 
staff. On the up!”

...

“Getting more TripAdvisor reviews. Satisfied customers don’t always 
leave a review. Unsatisfied people love to complain online.”

...

“Personally we do not feel threatened by Airbnb - they appear to 
cater for the amateur renting a room and pick up the budget end 
of the market (in Malta at least).”

...

“Creating a revenue stream through the winter months when tourist 
numbers drop off. Need to creatively capture more of the local tourists 
through winter town-wide events.”

...

“Guests booking and then not showing up. Some booking sites 
encourage no cancellation fee to book leaving the operator wide 
open for no shows. This happened twice this season over our 
busiest period when rooms could have been sold and revenue was 
lost. Also, guests not giving honest feedback, rating everything low 
to ensure you get a bad rating when really there may have been 
one thing they didn’t like such as price, so they rate you down for 
service, cleanliness etc. to ensure your business suffers.”

“Airbnb is a growing challenge. OTAs have taken over the search engines 
and there’s not a lot we can do about it.”

...

“Maintaining guests who have been visiting for years under 
the previous owners. The previous owners owned the business 
from its birth in 1950, and since we haven’t completed our first 
year as owners maintaining those same relationships has been 
challenging.”

...

“Overcoming the challenge of our hotel location and the notion that we 
are in ‘no man’s land’. The property has been out-of-sight, out-of-mind 
during renovation and rebranding.”

...

“We are in a ‘bucket list’ location - most people who vacation here 
come once in their lives. Difficult to maintain long-term customer 
relationships.”

...

“Time management entering bookings - lots of short stays = lots of 
bookings. Updating back end website information and channel manager 
information with little in the way of IT skills.”

...

“Understanding and keeping up with technology. Our location is 
underestimated and many guests use it as a stopover. We need to 
show the world we are a destination, not an accidental find.”

What did hoteliers  
say about their biggest 

challenges on a  
property scale?
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“The impact of global warming on snow cover. We’re a winter resort.”

...

“Threats we face like the increasing of rooms supply, while demand 
stays the same.”

...

“The loss of control of our pricing and marketing with the OTAs offering 
rooms at discounted prices and promotions. We feel the only option is 
increasing prices, so we can discount our direct bookings.”

...

“Airbnb has had a massive effect on our region with over 3,000 
properties now advertising on this site, making it harder for the hotel 
properties to maintain numbers.”

What did hoteliers  
say about their biggest 

challenges on a  
property scale?
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With the exception of direct bookings, the challenges 
that hoteliers believe they face were closely pegged. 
It’s clearly difficult for hoteliers to separate them 
and pick one challenge over another. 

Competing with the sharing economy 
such as Airbnb was ranked as the least 
challenging - something we found 
surprising given the number of hoteliers 
mentioning this industry disruptor in the 
comments box. 

One hotelier said: “Airbnb has had a 
massive effect on our region with over 3,000 
properties now advertising on this site, making 
it harder for the hotel properties to maintain 
numbers.” 

Driving direct bookings and maintaining a handle on 
market trends were the biggest challenges for 

hoteliers of all sizes. 

Many of the comments referenced 
local economic and tourism drivers. 

One hotelier said being in a ‘bucket-
list’ location meant guests only 
visit once in a lifetime and another 
talked about being forgotten 
after a period of renovation and 
rebranding. 

Hoteliers should try to readdress the 
balance by using affordable technology 

solutions to automate time-consuming 
processes, help alleviate the everyday 

pressures, and tackle the biggest rocks.

The SiteMinder Perspective

Driving direct 
bookings and 

maintaining a handle on 
market trends were the 
biggest challenges for 
hoteliers of all sizes.
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Understanding your 
industry’s issues 
We asked hoteliers to take the issues they face on an 
individual property level and apply the same school of 
thought to rank the challenges within or faced by the 
broader industry.

Hoteliers were asked to rank the following from high to low; 
dominance of online travel agents; competition from the sharing 
economy including Airbnb; economic performance and its impact 
on local tourism; global security threats and concerns; and 
unpredictable natural and environmental disasters.
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Unpredictable natural and  
environmental disasters

35% 45% 20%

Competition from the sharing  
economy including Airbnb

18% 49% 33%

Dominance of online travel agents

10% 36% 54%

Economic performance and  
its impact on local tourism

8% 45% 47%

Thinking about the broader 
sector, what do you believe 
are the biggest issues facing 
hotels?

Most challenging:

Dominance of online travel agents

Least challenging:

Unpredictable natural and 
environmental disasters

Global security threats and concerns

25% 45% 30%

Very Challenging

Somewhat Challenging

Not Challenging
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“Maintaining a good standard and quality of guest and not 
chasing volume. It is not how many guests you have it’s how they 
treat the property and how much they spend in the hotel’s bar 
and restaurants.”

...

“I am working with Airbnb since 2008. I already enlist more 
than 40 rooms, so I see it as excellent risk diversification to 
make sales.”

...

“Shortage of talented employees - especially in revenue 
management.”

...

“In our city there are now over 400 B&Bs and lodges for 
a total population of approximately 600,000. We have 
survived 20+ years in this environment and plan to do so 
indefinitely.”

“The sharing economy is having a real impact. I feel as though 
our costs are still there whether we have full occupancy or not. It’s 
making operators drop prices in low demand too.”

...

“Competing hotels entering the market in any market is very 
difficult. Online presence and attractiveness rank very high 
on every hotel’s list.”

...

“Hotels are so alike that the difference today is price. OTAs and 
Airbnb would not do harm if hotels had more character and more 
heartfelt staff.”

...

“OTAs investing heavily into retargeting, UX and UI - hotel 
groups and individual properties are unable to compete.”

...

“Guests want more provided but are not necessarily willing to pay. 
They want a five-star experience at a three-star price.”

Understanding your  
industry’s issues:

The Index Insights

What did hoteliers  
say about the issues 

facing our industry on  
a global scale?
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“Destination and local industry is not creating products of interest or 
reinventing itself to stay competitive.”

...

“I feel all the challenges are what makes me keep thinking and 
reacting to counterbalance. OTAs are a necessary evil - embrace 
them and move on.”

...

“Changing needs of tourists as baby boomers reach retirement. They travel 
solo, or in couples or families (they take all the family on a ‘final’ tour).”

...

“High taxation and overregulation of the industry, making it harder 
to compete with the sharing economy.”

...

“Post-Brexit price increases on imported food and beverage in particular 
wines and spirits. All suppliers are literally hiking prices up by 10% in 
recent weeks and this will challenge the consumer at a time when they are 
already dealing with price increases in the basics. Utilities and services are 
extremely high and one is unable to shop around in rural areas as the 
services are not competitive.”

...

“Anonymity in reviews and the lack of comeback for unfair reviews. 
Most of the time you have no idea who the person is that is writing 
the review so cannot reply accurately to their specific comments. 
Airbnb is the only company that has the formula correct.”

What did hoteliers  
say about the issues 

facing our industry on  
a global scale?
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The market dominance of OTAs and third parties 
came out on top when hoteliers were asked 
to rank the challenges facing our broader 
industry. 

However, a ranking of 54% represents 
the second-lowest top answer of 
the entire survey - likely evidence 
that hoteliers understand the need 
to connect their properties with 
OTAs and third parties to ensure a 
diversified distribution strategy is being 
implemented and followed. 

The local tourism economy, global security 
threats, and unpredictable environmental 
disasters were all ranked equally as 

 ‘somewhat challenging’, suggesting these global 
issues are continuously in the back of hoteliers’ 

minds due to the impact they can have on a 
destination’s appeal.

The comments were very balanced 
with many hoteliers choosing to 
cover plenty of ground - mentioning 
everything from overregulation of the 
industry to the changing demands of 
global travellers.

One hotelier said: “Guests want more to 
be provided, but are not necessarily willing 

to pay. They want a five-star experience at a 
three-star price.”

The SiteMinder Perspective

One hotelier said: 
‘Guests want more 

to be provided, but are 
not necessarily willing to 
pay. They want a five-star 
experience at a three-star 

price.’
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Enjoying your passions  
and motivations 
We asked hoteliers to think more positively and consider 
the elements of running a hotel that they enjoy the most 
to gain an insight into what drives their professional 
passions and motivations.

Hoteliers were asked to rank the following from high to low; I just 
love working in hospitality and delivering a great guest experience; 
I love creating a healthy and positive work environment; I strive to 
achieve recognition for our hotel such as positive reviews; I enjoy 
seeking hotel innovation that enhances guest service and drives 
bookings; and I get the biggest kick from increasing revenue and 
seeing the results.
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As a hotelier, what are you  
most passionate about  
during the day-to-day?

Most passionate:

Working in hospitality and delivering a 
great guest experience

Least passionate:

Seeking hotel innovation that enhances 
guest service and drives bookings

I just love working in hospitality and  
delivering a great guest experience

I strive to achieve recognition for  
our hotel such as positive reviews

I get the biggest kick from increasing 
 revenue and seeing the results

I enjoy seeking hotel innovation that enhances  
guest service and drives bookings

I love creating a healthy and  
positive work environment

2% 20% 78%

2% 22% 76%

2% 29% 69%

4% 33% 63%

3% 28% 69%

Most Passionate

Somewhat Passionate

Least Passionate
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“Meeting intelligent and well-educated people who have an 
interest in the world around them have travelled and most of all 
appreciate good food.”

...

“Creating a unique experience, and changing the way 
people think about the traditional accommodation 
experience.”

...

“Meeting new people from different countries and cultures. I put 
myself in the guest’s shoes and try to create a home-away-from-
home atmosphere with peaceful outdoor areas and gardens 
spaces to relax and enjoy. Create a celebration environment 
for enjoying good food with friends or a couple on a romantic 
escape. That’s what I like about my job.”

...

“I have only owned this B&B for 17 months, and I love that 
several guests have booked again.”

What did hoteliers  
say when asked to 

describe what  
motivates them?

“I am 78 years old and it gives me great pleasure to employ 
a small dedicated staff who participate in income as a just 
reward for outstanding service and loyalty.”

...

“I love the fact that we can be a sustainable industry in a remote, 
natural place like the place we are in: Chilean Patagonia. I say “we 
can be” because not necessarily everything we do now could be 
considered sustainable. But it is possible.”

...

“Improvement and success along with driving revenue and 
keeping costs under control are very important. Having (and 
keeping) a quality hotel property is the most important factor 
for success in our market. You have to stand-out from the 
competition (in a good way) to create repeat business.”

...

“Ensuring my property ‘wins’ in a competitive environment.”

Enjoying your passions  
and motivations:

The Index Insights
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“Creating relationships with our guests and accounts are my 
biggest passions. Getting the front desk to share that is my biggest 
challenge.”

...

“Our success is based on being there for our guests. I have long chats 
with them, especially after they have had a long hard day and need to 
talk. I listen.”

...

“Meeting and interacting with such a wide variety of interesting 
people and making sure I make their stay as memorable as 
possible.”

...

“Having the world as a guest and having interaction with multi-cultural 
nationalities.”

...

“I have spent 30 years planting trees, bringing back the wildlife 
and using recycled buildings with character. I love sharing that 
with my guests.”

“I love meeting new people. It greatly enhances my quality of life.”

...

“The enormous colourful variety of topics in the field of hotel 
business; never a dull moment.”

...

“My measurement of success is the number of guests who come back 
for another visit. One month, three months, one year later - it is the real 
measure of us providing a great experience.”

...

“Being an owner/operator and taking pride in ensuring the best 
possible experience at a fair price. Achieving a star rating of 4+ 
(when we were hoping for a 3+) in 2016 has been a huge boost to 
our confidence and drive.”

...

“We are a small country motel, we love it when our guests are blown 
away by the quality of their room and the experience we offer. Better than 
they get in the city.”

...

“I getting the biggest kick by seeing people succeed, then that takes 
care of increasing my revenue and results. Tick.”

What did hoteliers  
say when asked to 

describe what  
motivates them?
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The rankings and comments in this part of the survey 
were overwhelmingly positive. 

And they all spoke to the same point - the guest 
always comes first. 

Nearly every comment left by hoteliers 
was about their passion for meeting new 
people and pleasing guests, reaffirming 
why we at SiteMinder feel genuinely 
proud to be associated with so many 
brilliant hoteliers.

Reward and recognition was ranked as 
a clear standout driver for successfully 
delivering a great guest experience. 
Seeking hotel innovation that enhances guest 
service and drives bookings came out as the 
area that motivates hoteliers the least - preferring 
to focus on frontline customer service and people 
interaction. 

By automating more of the manual processes that 
take up so much time, hoteliers can focus on their 

true passions - delivering a memorable guest 
experience. 

Hoteliers shouldn’t underestimate the 
positive impact technology can have 

on saving hundreds of man hours a 
month, and the gains to be made 
by improving guest loyalty and 
relations through methods such as 
effective digital pre- and post-stay 
communications. It’s also important 

for hoteliers to stay ahead of 
competitors by balancing human 

interaction with the power and reach of 
guest acquisition and hotel management 

technology. Getting the combination right 
can make all the difference to the longevity and 

financial success of a hotel.

The SiteMinder Perspective

By 
automating 

more of the manual 
processes that take up 
so much time, hoteliers 
can focus on their true 
passions - delivering a 

memorable guest 
experience. 
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Predicting your hotel’s 
future technology
We asked hoteliers to look to the future and consider 
the technological advancements that they believe have 
the potential to accelerate and become commonplace 
in the global hotel industry.

Hoteliers were asked to rank the following from high to low; a 
powerful new guest booking method will emerge; online travel 
agents will continue their industry dominance; metasearch will 
become the leading channel for travel bookings; apps and mobile 
will dominate the guest booking journey; and technology such as 
Artificial Intelligence and robots will become commonplace.
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Technology such as Artificial Intelligence  
and robots will become commonplace

22% 43% 35%

Metasearch will become the leading  
channel for travel bookings

7% 52% 41%

Online travel agents will continue  
their industry dominance

6% 40% 54%

A powerful new guest booking  
method will emerge

4% 31% 65%

Apps and mobile will dominate 
the guest booking journey

2% 23% 75%What developments do you 
think will accelerate in our 
industry over the next 10 years?

Most likely:

Apps and mobile will dominate the  
guest booking journey

Least likely:

Technology such as Artificial Intelligence 
and robots will become commonplace

Highly Likely

Somewhat Likely

Not Likely

36SiteMinder’s Global Hotel Business Index 2017



“Guests being able to experience the whole resort and view every 
aspect of activity on the ground from home using the Internet.”

...

“I don’t think we know what will be the accelerant in our 
sector. I don’t think it’s been invented yet.”

...

“The sharing community and the changing nature of travel. A 
greater focus on experiences, food and relaxation.”

...

“Besides the new technologies, the hospitality business will 
always be a person-to-person service.”

...

“Online bookings (specifically mobile) will become 75% of how 
all reservations are made. Any personal, face-to-face interaction 
after that will be very important.”

“Artificial Intelligence is going to be a positive game changer 
for travel.”

...

“People, more and more, just want to book as quickly as possible. 
Few take the time to research their choices in lodging.”

...

“A return to a more rustic and hands-on approach to a 
holiday where the customer is personally looked after and 
they can escape from technology and take pleasure in a 
warm and natural environment that celebrates creativity. 
People have more bespoke needs and are increasingly their 
own travel agent, so I see people becoming more savvy 
at organising their travel. There will still be a generation 
in 10 years who do not want to be constantly active with 
technology or who work in it each day and need to shut off. 
We can’t underestimate the need to do that and promote 
peacefulness.”

Predicting your hotel’s  
future technology: 

The Index Insights

What did hoteliers say 
when asked to think 
about the future of  
hotel technology?
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“People will have access to much better algorithms to streamline their 
search for the absolutely perfect guest experience they seek. This should 
tie in with other local places of interest to the hotel and give the guest a 
lot more information than they currently get.”

...

“A trend back towards more human interaction and interactive 
experiences with local cultures. More individual travel and more 
cultural heritage and culturally-based programs.”

...

“The basis of this industry is hospitality and only humans can do that...
no robot. Nothing can fill that space. Workers and management must 
be in a good space all the time and work with the best equipment and 
systems.”

...

“Online payment via mobile linked to door key access/entry 
granted. Guests’ mobiles will also manage room features: 
lights, alarms, TV, internet, movie selection, payment, and room 
selection. Potentially configuring the room for a returning guest.”

...

“Technologies to take over from staff in supporting roles. Guest contact/
touchpoints will no longer be forced upon by hotel system, but guests 
will have a choice to connect with staff or choose the automated system 
(lots will be mobile device-driven).”

“We are actually situated in an area where WiFi is limited along with 
no reception for mobile. This to us is a plus, as ‘digital detox’ is a 
great way to de-stress. Unfortunately, being in an isolated situation 
and also being on the verge of retirement, it is difficult for us to 
receive the correct information we need for technical support for 
our website, SEO etc.”

...

“It is hard to predict the next result of evolution, but online booking 
systems have been in the industry only a short time, and it is very likely 
we have not seen the end of the evolution of search engine systems and 
companies. Metasearch sites are likely to evolve further as will Airbnb. But 
a call on the outcomes is too hard for me.”

...

“Technology is likely to take over the world.”

...

“I think more ways for people to book will happen and this will help 
with more competitive pricing. I still think people like the personal 
touch and I think this attracts a certain traveller. Word of mouth 
is still the most trusted, and people stick to what they trust. I think 
facilities such as entertainment and gadgets, may need upgrading 
as things become more techie. The guest will expect more. I think 
people will want more information through a one-off touch screen, 
and it will be easier to book from anywhere, on any device.”

...

“Probably things we cannot even think of!”

What did hoteliers say 
when asked to think 
about the future of  
hotel technology?
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Hoteliers are almost defiant in their people-first 
approach. The rankings and accompanying comments 
in this question are concrete proof of this. 

Nothing will ever replace the physical 
experience of travel - unlike sectors such 
as retail, which is faced with the growing 
threat of online shopping - something 
the industry should continue to feel 
secure about. 

Despite this, hotel operators used the 
comments box on this question to 
drive home their sentiments around 
the importance of human interaction - 
echoing exactly what they told us when 
asked about their passions and motivations 
during the day-to-day.

One hotelier resolutely said: “The basis of this industry 
is hospitality and only humans can do that...no robot. 
Nothing can fill that space. Workers and management 
must be in a good space all the time and work with the 

best equipment and systems.” 

Some let their imaginations run a little 
more free. This comment was just 

one of the many examples of this: 
“Technologies to take over from staff 
in supporting roles. Guest contact/
touchpoints will no longer be forced 
upon by hotel system, but guests will 
have a choice to connect with staff or 
choose the automated system (lots will 

be mobile device-driven).”

And others looked to the future of our 
industry with a simpler optimism and excited 

outlook: “Things we cannot even think of!”

The SiteMinder Perspective

Nothing will ever 
replace the physical 
experience of travel 

something the industry 
should continue to feel 

secure about.
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The Channel Manager

Reach travellers on the  
booking sites they visit

Connect to 350+  
channels free!

REACH NEW GUESTS

Prophet

Respond to the  
market in real-time

Gain real-time pricing  
intelligence free!

USE FREE, FOREVER

Thanks for reading. Here’s some information about SiteMinder.

TheBookingButton

Increase your direct bookings with a  
seamless booking experience for guests

Start taking commission-free  
direct bookings

WATCH A DEMO NOW

Canvas

Deliver a beautiful hotel website in an  
instant - without the need for design skills

Feel like a website pro  
with Canvas

SEE HOW IT WORKS

http://www.siteminder.com/channel-manager/?utm_source=content_ebook&utm_medium=Content&utm_campaign=SM-201703-TOFU-CONTENT-GLOBAL-HOTEL-BUSINESS-INDEX&brand=SM&langredirect=en&utm_term=&utm_content=
http://www.siteminder.com/channel-manager/?utm_source=content_ebook&utm_medium=Content&utm_campaign=SM-201703-TOFU-CONTENT-GLOBAL-HOTEL-BUSINESS-INDEX&brand=SM&langredirect=en&utm_term=&utm_content=
http://www.siteminder.com/prophet-hotel-pricing-intelligence-real-time/?utm_source=content_ebook&utm_medium=Content&utm_campaign=SM-201703-TOFU-CONTENT-GLOBAL-HOTEL-BUSINESS-INDEX&brand=SM&langredirect=en&utm_term=&utm_content=
http://www.siteminder.com/prophet-hotel-pricing-intelligence-real-time/?utm_source=content_ebook&utm_medium=Content&utm_campaign=SM-201703-TOFU-CONTENT-GLOBAL-HOTEL-BUSINESS-INDEX&brand=SM&langredirect=en&utm_term=&utm_content=
http://www.siteminder.com/the-booking-button/?utm_source=content_ebook&utm_medium=Content&utm_campaign=SM-201703-TOFU-CONTENT-GLOBAL-HOTEL-BUSINESS-INDEX&brand=SM&langredirect=en&utm_term=&utm_content=
http://www.siteminder.com/the-booking-button/?utm_source=content_ebook&utm_medium=Content&utm_campaign=SM-201703-TOFU-CONTENT-GLOBAL-HOTEL-BUSINESS-INDEX&brand=SM&langredirect=en&utm_term=&utm_content=
http://www.siteminder.com/canvas-web-design/?utm_source=content_ebook&utm_medium=Content&utm_campaign=SM-201703-TOFU-CONTENT-GLOBAL-HOTEL-BUSINESS-INDEX&brand=SM&langredirect=en&utm_term=&utm_content=
http://www.siteminder.com/canvas-web-design/?utm_source=content_ebook&utm_medium=Content&utm_campaign=SM-201703-TOFU-CONTENT-GLOBAL-HOTEL-BUSINESS-INDEX&brand=SM&langredirect=en&utm_term=&utm_content=


41SiteMinder’s Global Hotel Business Index 2017

http://www.siteminder.com/?utm_source=content_ebook&utm_medium=Content&utm_campaign=SM-201703-TOFU-CONTENT-GLOBAL-HOTEL-BUSINESS-INDEX&brand=SM&langredirect=en

