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Our Industry is
Changing
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Investment plans

94% of IT decision-makers in\hospitality pla
to invest in technology over the next
12 months.*

*Global average



There is a strong appetite
for investment, especially
among hoteliers.

* 94% of IT decision makers are
planning investment in technology
over the next year.

e 70% of decision-makers plan “at least”

moderate investment in their

businesses.

* 24% of decision-makers plan “heavy
investment” in technology over the
next 12 months.

IT decision makers plan
to invest in tech over
the next year

24%

Planning a ‘heavy’
investment

70%

Planning at least
a ‘moderate’
investment




Hospitality companies want to increase efficiencies and
differentiate themselves.

Providing unique offers that stand out from the competitive set is the main business objective for
43% of respondents, while an increase in efficiency is important to more than half of the hospitality
companies we surveyed.

52% 43% 41% 41% 40% 37%

Increase Differentiating  Increasing Increasing Deliver Improved Reducing
Efficiencies Offering Margins Occupancy Experience Costs



Hospitality companies want to
improve operational efficiencies
and service speed.

Which is the most pressing improvement needed in
current hotel operations?

43% 19%

Improve operational Improve automation
efficiencies and service speed of processes
in high occupancy

17%

Improve operational
efficiencies and
service speed in

normal occupancy

15%

Improve prioritization of
work for staff




ﬂstment priorities

% of hoteliers recognize that Al ha
potential to bring significant benefits.

he



Artificial intelligence and machine learning are technologies
to keep an eye on.

49% of hospitality companies recognize that Al can help them identify and offer upsell opportunities to travelers and personalize
experiences. It’s noted as the most important tech over the next year, with machine learning becoming important over the coming years.

Most important
technology area over

the next 12 months 37% 36%

Al (e.g. chatbots) and  Digital payments Data analytics Cloud computing Self-service technology
machine learning

Most important
technology area over
the next 5 years

Machine learning Extended reality Al (e.g chatbots) Digital payments Robotic
process automation



With these priorities
in mind our TIPS FOR
HOTELIERS
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TIPS FOR
HOTELIERS

Digital experiences
gained renewed prominence
during the pandemic, with
travelers now expecting them
as standard
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" TIPS FOR |
HOTELIERS

Effective use of business

intelligence insights and
media campaigns to build a
comprehensive multi-channel
distribution strategy is vital for
demand generation
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Hotels have big plans to use
business intelligence data for
revenue growth in 2024.

Business intelligence is a key area of focus with
hoteliers of all sizes. Many are seeking a
competitive edge by leveraging analytics.

The highest value insights from Bl are
currently counted as:

30%

Historical hotel
Google
performance data
search trends
(occupancy,
RevPAR and ADR)

Competitive set
insights on
occupancy and rates




Hotels plan to use digital
campaigns to drive bookings and
increase occupancy.

41% of hoteliers said digital campaigns would help
them target new segments of guests, and 39%
said they would benefit from knowing where
guests are currently searching and booking.

Hotelier average annual spend on digital advertising:

22% 34% 21%

Spend under Spend between Spend above
$25,000 $50,001 and $100,000
$100,000 annually




Reach the customer at every stage of the purchase funnel
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TIPS FOR
HOTELIERS

Embracing technology is a
must to optimise hotel

operations, manage critical
events, and elevate guest

satisfaction. Don’t be afraid
to innovate!
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Incorporate technology to maximise guest satisfaction

Contactless Services
[T E’ }- Digital check-in & check-out
=arrival communication

On'S|te comm i atlon Housekeeping

In-Room Technologies

1l
o
Smart room technology

Food & Beverage Digital menus, QR code

ESG

Facilities



Hotels are eager to manage
meetings and events and customer
relationships more effectively.

When thinking about group business, hoteliers are

prioritizing:

45%

Strengthening
customer relationships

40%

Effective event
execution

41%

Prospecting new and
repeat business

33%

Filling in small group
gaps as they emerge







of hoteliers said sustainability
objectives are important or very
important to them.

Which technology solutions do you plan to invest in
to improve environmental, social and governance

outcomes?

91%

Intelligent search optimization to
promote less popular destinations
and reduce over tourism

87%

Systems to manage transparent data
reporting

85%

Software to give insight into the
environmental impact of different
travel choices

76%

Gen Al to suggest more sustainable
travel options



Key research takeaways

98% of hoteliers
recognize that
artificial intelligence
can bring significant
benefits to their
industry.

43% of hotels want
to use technology
to increase service
speed.

41% of hotels
consider ‘targeting
new guests’ the
most valuable area
when creating
digital media
campaigns.

52% of hoteliers said

improving efficiencies

is their top business
objective for
technology
investment.

88% of hoteliers said
sustainability
objectives are
important or very
important to them.




Amadeus. It's how travel works better.

Check out our free
comprehensive resources
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