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Iranstorming hoteliers Into retaillers.




Hotels need to be more ‘Selfridges’.
Transforming hoteliers into retallers

In a digital-first world, hospitality providers need to
respond to consumer demand at pace. Hotels are no
longer just room-centric businesses. To thrive, they
need to provide experiences that deliver the value

that guests are paying for.

Hotels can continually augment revenue and guest
experience by viewing properties holistically and
considering how to monetise the wide range of

products and services offered.

ohejourne v® - 2023: The Future of Hotel Revenue is Ecommerce

By looking to the wider retail sector and learning
from the ever-evolving world of ecommerce,
hoteliers can maximise technology investment and
service delivery to improve the guest’s digital
experience and increase revenue, while relieving

teams of redundant administrative booking processes.
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Ntroduction

Consumer perception of hotel accommodation
greatly altered with the advent of Airbnb. The new
selection of properties beckoned their interest
through alternative abodes coupled with
experiences. Guests no longer simply wanted a
comfortable bed and fluffy towels; they wanted to

feel connected to people and places.

Expectations around booking experiences have
altered too, demanding the highly digital,
personalised interactions which consumers

encounter in other areas of their lives.

From Spotify-curated plavlists to personalised
recommendations on Netflix and tailored shopping
experiences through Amazon, today there's a
greater emphasis for brands to recognise the needs
of consumers to allow them to seek out places they

can personalise, connect with, and feel valued.
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For hoteliers, rooms and suites have long been the
sole focus for managing and optimising revenue,
leaving huge amounts of money on the table by
being unable to easily surface high-revenue

generating ancillary services and products.

The shift towards an ‘experience economy’
accelerated as the world emerged from the
pandemic. Deloitte found spending on day-to-day
and non-essential items dropped in Q2 2022 due to

rising costs and inflation, whilst

In the same period.
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\With a digital-first approach ingrained across all Open [ r]g U p a nC| I ‘a r\/
demographics, and intuitive online mobile Ser\/lce revenue:

experiences expected, website booking and
retail processes are even more important than

Room revenue averaged
they were prior to the pandemic.

Tapping into consumer demand is vital, and a

consumer’s perception of a hotel is shaped by

their first experience. \Websites are increasingly of total operating revenue
the first touchpoint a consumer encounters - for hotels in 2015

and first impressions count. To best serve
today’s audiences, a change Is needed within Peaking at:
hospitality; thinking more like a retailer by

putting consumer expectations first to capitalise

on their interest, behaviours and intent.

for extended-stay and
limited-service properties.

At resorts - where guests
have a deeper history of
seeking experiences and
connection to place - this
dropped to:

with ancillary spend from

spas and F&B more central
| ¥ \, to the guest experience.
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Source:
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1 he current situation

Hotels have an opportunity to strengthen customer relationships and grow their
revenue streams by learning from retailers and pursuing a deeper ecommerce strategy,
blending travellers’ preference for experiences with the wider consumer reliance on
digital channels.

The growth of non-room revenue

Research from Oracle and Skift showvs that hotelier executives
“strongly agree” that “special amenities and upgrades are critical to
revenue strategy.”

G  23.2%

of hoteliers “Strongly agreed” non-room revenue would become an increasing share of revenue in 2021.

D 4-9Y%

of hoteliers “Strongly agreed” non-room revenue would become an increasing share of revenue in 2022.

In addition, about 18% of hoteliers believe that more than half of their
revenue will come from ancillary sources other than the room rate.
In comparison to just over 11% in the previous vear.
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\With multiple operational systems in place at many

hotels and resorts, hoteliers have often found it
difficult to effectively market and sell ancillary
services online. The proliferation of systems means
non-bedroom revenue streams such as spa, golf and
dining require separate plug-ins and complex
technical integrations, or - as is often the case - rely
heavily on offline administration, only bookable via

telephone or email with a reservation team member.

This results in a fragmented booking experience for
the guest, leading to high abandonment of online
bookings, dissuading guests from selecting extra

services, and leaving easy money on the table.

To try to convince visitors to book, many commercial

teams have turned to bundling popular items such as

basic spa treatments and dinner, or distressed
Inventory - think of those tricky Sunday nights
boosted by free breakfast and in-room champagne -

sold as a package.
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However, these packages often fall short. They are
too often shaped by commercial intentions, resulting
In the guest feeling short-changed or dissatisfied

with the options.

For example, a customer may see the value of a Spa
Break but prefer a 60-minute treatment instead of
the 30-minute offered in the set package. The guest
either books the package reservedly or takes their
business elsewhere. \With customers used to
personalising their orders, limiting their choice results

In lost bookings or losing out on additional revenue.

Your Basket

Luxury
Fri, 19 /

of consumers are either enthusiastic about,
or open, to the concept of unbundling.

Source:

Restaurant
Sat, 21 Apr - 19:00

Spa Day & Treatment
Sat, 21 Apr - 14:35

£160.00

Products
100m!|

Total incl. VAT

£820.00
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of consumers would be very likely
to book a hotel that allowed them
to pay only for the amenities they
use, with a further:

somewhat likely.

Source:

Fragmented digital booking experiences are a source By viewing themselves as ecommerce businesses,
of frustration for many customers. By facilitating a hotels can learn from the strategies of retall
smoother path to purchase, hotels are able to companies and sell a greater range of services and

encourage greater spend and start their relationship products through their own websites.

with the customer on a positive note.
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