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Keeping up with trends can be challenging for busy 

hoteliers, and it’s often difficult to distinguish between 

hype and important trends that require action. In this 

guide we explore three trends that truly merit the attention 

of hoteliers today—trends that have the potential to 

disrupt the hotel business in 2017 and beyond.

Disruption can be defined as a radical change in an 

industry, especially involving the introduction of a new 

product or service that creates a new market. It changes 

the usual way of doing things and can bring disorder and 

confusion. Companies that don’t adapt to the new playing 

field risk becoming less relevant and losing market share. 

We start by discussing the outlook for the global travel 

industry in 2017, and then we will move into our three 

trends. First, the rise of megabrands: as major hotel 

conglomerates and online travel agencies continue to 

expand in size and market power, how can independent 

hotels and small hotel groups compete?

Second, we examine the growth of the private rentals 

sector. Why do alternative accommodations represent one 

of the biggest threats facing the hotel industry today?

And third, we explore the digitization of customer service. 

From keyless check-in to chatbots, computers are 

automating more tasks that were previously performed by 

hotel employees and travelers. What does this mean for 

the future of hotels?

Last, we’ll discuss how ReviewPro can help hotels weather 

any disruptive force by keeping a laser focus on the guest 

experience.

Introduction
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Overall, 2016 was a strong year for the global tourism 

industry, although there were significant variations by 

region. According to the United Nations World Tourism 

Organization (UNWTO), international tourist arrivals grew 

by 3.9% in 2016 to reach a total of 1.2 billion, an increase of 

46 million overnight visitors compared to 2015. 

Looking ahead, the UNWTO projects international tourist 

arrivals to grow at a slightly slower rate this year: between 

3% and 4% worldwide. By region, projections are lower in 

Europe, at between 2 and 3% growth, slightly higher in the 

Americas, at 4 to 5% growth. Growth in the Asia Pacific 

region is expected to be higher, at 5 to 6%.

While these numbers don’t account for domestic travel or 

for variations within regions, they tell us that the overall 

outlook for global tourism growth in 2017 is fairly 

optimistic. 

Slower Growth in Global Travel

Source: United Nations World Tourism Organization
January 2017
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Factors Affecting Travel in 2017

A number of factors may affect travel in 2017, but to what 

extent remains to be seen: 

• There is continued fear of terrorist attacks, which hit

France hard in 2015 and 2016 and resulted in a

significant drop in inbound travel in the affected

regions.

• Oil and gas prices are expected to remain relatively

low in 2017, which typically leads to increased travel,

although lower oil prices are not always reflected in

airfares. In the Middle East, which is highly dependent

on oil revenues, outbound travel slowed down in 2016

and is expected to continue to do so in 2017.

• In Europe, the euro weakened in strength compared to

other currencies in 2016. Typically, a decrease in the

value of a region’s currency results in more inbound

travel and less outbound travel. How this impacts 

individual hotels will depend on where it is located and 

how dependent it is on foreign and domestic travelers. 

• In Britain, Brexit, the UK’s pending withdrawal from the

European Union, is not officially scheduled to take

place until 2019, but the value of the British pound

dropped significantly following the announcement,

resulting in a spike in inbound travel to the UK.
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• The future of the political landscape in Europe is 

currently in doubt, with general elections to be held in 

Netherlands, France and Germany in 2017 and a surge in 

support for populist leaders with right-wing, nationalist, 

anti-immigration platforms. Countries often experience 

a decrease in travel in the lead-up to an election.

• In the U.S., there is great uncertainty about the future of 

travel under the new Trump administration, where a 

travel ban on visitors from select Muslim-majority 

countries is being challenged in the courts. Already, 

there are reports of reduced inbound travel. In 2016, the 

strong US dollar resulted in a greater number of 

Americans traveling abroad, and the dollar is expected 

to remain strong in 2017. Domestically, Phocuswright

predicts that lower demand for hotel rooms coupled 

with an increase in supply from newly opened hotels 

will lead to the first occupancy decline in the U.S. 

lodging industry in eight years. (PwC, 2016.)

• Elsewhere on the globe, emerging economies such as 

China, India and Brazil experienced economic 

downturns in 2016 that resulted in decreased travel, but 

as these economies recover a stronger outbound travel 

market is expected in 2017. 

Factors Affecting Travel in 2017

https://www.pwc.com/us/en/asset-management/hospitality-leisure/publications/assets/pwc-hospitality-directions-us-november-2016.pdf
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During the ReviewPro webinar, Disruption 2017: Trends & Strategies for the Modern Hotelier, we asked our attendees, 

most representing independent hotels and small- medium-sized hotel groups, to identify their top competitors in 2017. 

See the graph for the results. 

Who Are Your Competitors?

Which of the following do you consider to be a 
serious competitor to your hotel or brand in 2017? 
(Multiple answers were possible)

19%

28%

39%

43%

48%

Small hotel groups

Independent hotels

Online travel agencies

Airbnb & private rentals

Big hotel brands

https://www.reviewpro.com/resources/webinar-trends-strategies-modern-hotelier-2017/
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In recent years, the travel industry has 

witnessed tremendous growth and 

consolidation among its major players, giving 

rise to companies so big and powerful they are 

known as “megabrands.” A megabrand is a 

large company that operates multiple products 

under its name and commands a major market 

share within the industries it operates. 

Today’s megabrands include online travel 

agencies such as Priceline and Expedia and 

hotel conglomerates like Marriott and Hilton, 

in addition to companies like Google and 

TripAdvisor.

Trend 1: The Rise of Megabrands
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Since Expedia first appeared on the scene over twenty 

years ago, online travel agencies have experienced 

spectacular growth. Expedia Inc. and Priceline Group 

now form a virtual duopoly in North America and Europe, 

having grown exponentially through a combination of 

increased market share and acquisitions. 

In recent years Expedia Inc has taken ownership of 

Orbitz, Travelocity, Wotif and Trivago, among other 

companies. According to data from the Financial Times, 

Expedia’s growth is expected to continue through 2017, 

with revenues increasing by 12 percent. (Financial Times, 

2017.)

When measured by transactions, Expedia’s numbers are 

particularly impressive. At the Expedia Partner Network 

conference in December, CEO Dara Khosrowshahi

reported that more than U.S. $71 billion is transacted 

annually across Expedia’s travel brands. “Our goal is to 

become the first $100 billion travel agency in the world,” 

Khosrowshahi said, estimating that the goal would be 

reached within the next two years. (Travel Weekly, 2016.) 

Meanwhile, Priceline Group, which over the years has 

brought under its fold Booking.com, Agoda, Kayak and 

OpenTable, among other companies, has also 

experienced incredible growth. The Financial Times 

forecasts Priceline’s revenue to grow by 16 percent in 

2017.

But the greatest growth is expected to come from an 

emerging giant in the industry: Presently, Ctrip’s revenues 

are derived predominantly from the Chinese markets, but 

the company is expanding globally at a rapid pace, 

having acquired Skyscanner in 2016, and, more recently, 

Momondo Group, both of which operate metasearch

engines and have headquarters in the UK. 

OTA Megabrands 

12

https://markets.ft.com/data/equities/tearsheet/forecasts?s=PCLN:NSQ
http://www.travelweekly.co.uk/articles/64312/expedia-on-track-to-become-worlds-first-100bn-travel-agency
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At the same time, hotel companies have been growing 

and consolidating too—in part driven by desire to be 

more competitive with OTAs. Having acquired Starwood 

Hotel Group in 2016, Marriott International is now the 

largest hotel company in the world, with over 1.1 million 

hotel rooms across 6,000 properties and thirty brands. 

In second place by number of rooms is Hilton, with 

769,000 rooms, over 4,900 hotels and fourteen brands 

within its portfolio. The third largest hotel company is 

InterContinental Hotels Group (IHG), with over 716,000 

hotel rooms across more than 5,000 properties and 

twelve brands worldwide.

According to Lodging Econometrics’ Q4 2015 report, 

these three companies—Hilton, Marriott and IHG—

accounted for 37 percent of worldwide hotel 

construction, with 11,130 hotel development projects in 

the pipeline. (Hotelier, 2017.)

Clocking in as the fourth largest hotel company is 

AccorHotels, which purchased Fairmont Raffles Hotels 

International in 2016 and now reports a total of 570,000 

rooms, 4,100 hotels and twenty brands within its 

portfolio.

13

OTA Megabrands 

https://www.hoteliermagazine.com/global-hotel-construction-moderately-increases/
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As megabrands grow in size, so do their budgets, 

economies of scale and market power. Which begs the 

question, how can independent hotels and smaller hotel 

groups compete?

1. Understand why travelers use OTAs

To begin with, it’s important to recognize what you’re up 

against. Some of the top reasons why travelers book 

through OTAs and choose branded hotels include: 

familiarity with the brand; access to loyalty and rewards 

programs; higher visibility in search results; and the 

perception of receiving better deals. If you want to 

compete, you must build strength in these areas.

2. Focus on guest service.

The bigger a company becomes, the harder it is to 

compete with independent hotels when it comes to 

guest service. And the higher the quality of your hotel’s 

guest experience, the more likely your guests will come 

back, book directly and recommend your hotel. 

Distinguish your hotel from the big brands by making 

guest service your number one differentiator and 

providing consistently exceptional service at all touch 

points before, during and after the guest’s stay. 

How to Compete with Megabrands?

14
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3. Personalize the guest experience

Personalization means delivering information and 

services customized to the needs and interests of your 

guests and prospective guests. Use tools like ReviewPro, 

your CRM, PMS and revenue management systems, 

social media metrics and web analytics to identify your 

primary markets, send targeted communications and 

personalize their experiences. 

4. Have a direct-booking strategy

What are direct bookings worth to your hotel? Identify 

the optimal ratio of direct bookings to third-party 

bookings, and set objectives and strategies for attaining 

your goal. Identify the people responsible for achieving 

these numbers, and implement programs to incentivize 

and recognize them for achievements. At the same time, 

offer incentives and special privileges to guests for 

booking directly, and ensure that reservations and front

desk staff are familiar with your promotions and 

understand why securing direct bookings is so important.

5. Diversify distribution

Experiment on a range of channels, including cost-per-

click advertising, Google Hotel Ads, metasearch, social 

advertising and instant booking on TripAdvisor. Use OTAs 

as an acquisition channel to find new guests, and then 

develop relationships with guests to encourage them to 

book directly on future stays. 

How to Compete with Megabrands?

15
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6. Calculate and compare costs of acquisition

Direct bookings may appear to be highly profitable on 

the surface compared to other channels, but you need to 

consider all of the costs involved in securing and 

servicing them. Analyze the costs of bookings on each

channel and the value of the guests in terms of rate, 

length of stay, total spend and profitability. Once you 

understand where your greatest profits are, allocate more 

resources towards these channels.

7. Recognize repeat guests

While you may not be able to compete with loyalty 

programs offered by the big brands, there is nothing 

stopping you from recognizing your loyal guests. Reward 

repeat guests with discounts, upgrades, welcome 

amenities, personalized notes, late checkouts and other 

perks. Acknowledge milestone stays with special gifts and 

personalized thank-you’s from management.

8. Maintain a great website

To be competitive, your website and booking engine 

must provide a user experience that can compete with 

brand websites and OTAs. While you won’t be able to 

afford the same technology, your site should be user-

friendly, easy to navigate and mobile optimized, offering 

practical information and striking visuals to convince 

travel shoppers to choose your hotel and help them plan 

their trip. Don’t forget to advertise a best rate guarantee 

and the benefits of booking direct—and always follow 

through on your promises. 

9. Be social

Be active on major social media channels and popular 

messaging applications to connect with travelers and 

provide real-time service on the channels they prefer to 

use.

16

How to Compete with Megabrands?
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During the Disruption 2017 webinar, our special guest 

speaker was Simone Puorto, Director of Global Accounts 

& Quality Manager at WIHP. A self-styled “Hotel 

Marketing Jedi,” Puorto is the co-author of three books 

on hotel marketing. He discussed the pros and cons of 

hotel brands vs. independent properties. 

Puorto identified the top advantages of branded hotels 

as marketing strength, guest retention and brand 

awareness. Most big hotel brands offer a loyalty 

program, he noted, and these programs can be scaled 

across a wide portfolio of hotels and brands all over the 

world—an area where independent hotels cannot 

compete. Big brands also benefit from larger marketing 

budgets, greater know-how and the ability to cross-

market among properties.

However, Puorto said, citing Malcolm Gladwell, “Giants 

are not what we think they are. The same qualities that 

appear to give them strength are often the sources of 

great weakness.” (David and Goliath: Underdogs, Misfits, 

and the Art of Battling Giants, Malcolm Gladwell, 2013.) 

17

Insights from WIHP’s Simone Puorto

Simone Puorto, 
Director of Global Accounts 
& Quality Manager
WIHP
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According to legend, Goliath moved very slowly, and it 

took him a long time to react to the sight of David. 

“Some theories say this was caused by the medical 

condition acromegaly, which affects the sight and is 

caused by the over production of growth hormones,” 

said Puorto.

Puorto used the David and Goliath analogy to highlight 

the key advantages of being an independent property. 

Independents can react and adapt more quickly to 

market changes, he said. They have the ability to be 

guest-centric rather than brand-centric, can pay closer 

attention to guests and can offer tailor-made services to 

personalize the guest experience. Independent hotels 

also enjoy more freedom in decision-making related to 

marketing, distribution and rates, and do not have to deal 

with the bureaucracy and hierarchy that can slow down 

decision-making within large companies.

When it comes to online reviews, Puorto noted that 

independent hotels and branded properties enjoy equal 

opportunity. “The star rating system is becoming more 

and more anachronistic and has been almost totally 

replaced by e-reputation,” he said. “This levels the 

playing field between megabrands and independent 

properties during the decision process, even in the 

luxury segment.” 

18

Insights from WIHP’s Simone Puorto
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To stay competitive, hotels should not get too caught up 

in the “direct booking” hype of the late 2000s and should 

focus on finding a healthy distribution mix, said Puorto. 

“Remember that most travelers discover hotels on OTAs, 

metasearch channels and review sites,” he said. “Be 

obsessed with your reputation and ranking on these 

sites.”

Puorto also stressed the importance of measuring and 

comparing marketing costs. “Your cost per direct 

booking should never be higher than 12 to 15 percent,” 

he said. He recommended experimenting with 

remarketing on booking engines with opaque rates, 

highly targeted display ads, commission models and 

Google Hotel Price Ads, and to supplement these 

activities with advertising when needed. However, he 

cautioned to not cut OTAs just because they don’t 

convert. “OTAs are often the first contact the guest will 

have with your hotel,” he said. “Even if they do not 

convert, they play a role in the booking journey.”

When setting rates, hotels should beware of the OTA 

practice of “dimming,” Puorto said, which occurs when 

an OTA penalizes a hotel’s rank position on search results 

pages. “You may be able to get more direct bookings in 

the short term [if you undercut OTA rates], but a long-

term penalization might make you invisible on OTAs,” he 

said. He said that he has observed such activity often in 

Europe since new rate parity laws were introduced, 

although he noted that Expedia announced that it had 

stopped dimming hotels in the fall of 2016.

Simone’s Tips for Staying Competitive

19
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As an option, Puorto recommended offering a lower rate 

differential of one euro or one dollar. “It’s often enough 

to compel travelers to book directly, but is not likely to

result in penalization from OTAs,” he said. He also 

recommended advertising opaque rates through e-

newsletters, social posts, display ads and remarketing.

When asked which activities hotel marketers should 

avoid, Puorto advised dropping campaigns that are 

generating low returns on investment. “Don’t improvise 

with metasearch ads, either,” he added. “It’s too easy to 

overspend.” Instead, he recommends working with a 

professional web agency to manage your spend. In 

closing, speaking like a true Jedi Master, Puorto stressed 

that, “Long the booking journey is. Have a plan and stick 

to it.”

Simone’s Tips for Staying Competitive

20

Optimizing Your Hotel’s  OTA 
Strategy

OTAs are a critical source of business 
for hotels as a key booking channel. 

Watch this free webinar to hear our 
panel of experts talk about how hotels 
can build an effective OTA strategy, 
manage listings and maintain mutually 
beneficial relationships.

Watch Webinar

https://www.reviewpro.com/resources/optimize-hotels-ota-strategy/
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Also known as alternative accommodations or home-

sharing, private rentals is the renting out of furnished 

apartments on a short-term basis by property owners 

and management companies. The sector is considered 

to be part of the sharing economy, which creates 

efficiencies and reduces waste by allowing people to 

rent out empty homes, idle cars, vacant office space and 

other underutilized items. 

Vacation rental sites like HomeAway, VRBO and FlipKey

have been around for years, but more recently the 

sector has moved from niche market to mainstream by 

expanding beyond primarily leisure destinations to 

include urban and suburban destinations and attracting 

both business and leisure travelers. 

What Are Private Rentals? 

22
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The growth has been precipitated by transparency, 

technological innovation and user experience. Many of 

the concerns travelers have about staying in a 

stranger’s home are alleviated by the ability to view 

photos of homes and maps on home-sharing sites, 

compare listings and pricing, check out host profiles 

and reviews, and book instantly. 

Travelers are also attracted by the extra space often 

provided by private accommodations, the free Wi-Fi, 

kitchen and laundry facilities, and the residential 

touches—all often available at a lower price than that of 

a typical hotel room.

At the same time, many of the concerns homeowners 

have about renting their homes to strangers have been 

alleviated too. It’s easy to create a listing on home-

sharing sites, and hosts can check out profiles and 

reviews of travelers before accepting bookings, 

implement strict cancellation policies, and take 

advantage of property damage protection.

Growth in Private Rentals

23
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The great disrupter, of course, has been Airbnb, which 

launched in 2008 and now has a reported 2.3 million 

listings in 191 countries worldwide. This makes it larger 

than any of the hotel megabrands discussed in the 

previous section when measured by number of rooms. 

However, many of Airbnb’s listings are shared rooms 

and are not available year-round. STR estimates that the 

number of Airbnb listings that directly compete with 

hotel rooms is closer to 981,000. Still, that would make 

it the second largest accommodation company in the 

world. (HotelNewsNow, 2016.)

There is some debate as to the impact of private rentals 

on the hotel industry. Many hotel executives have said 

that they don’t consider Airbnb to be a serious 

competitor. The latest research from STR reports that 

Airbnb’s share of market demand is generally below 4 

percent and its share of revenue is below 3 percent. 

(HotelNewsNow, 2017.) 

On the other hand, Phocuswright's U.S. Online Travel 

Overview predicts that private accommodations will 

play an increasingly disruptive role in the traditional 

hotel and lodging distribution mix. "Hotels are just 

beginning to see the impact as travel shoppers consider 

hotel rooms alongside apartments and vacation 

homes," said senior research analyst Maggie Rauch. 

(Hotelmarketing.com, 2017.) 

Airbnb: The Big Disrupter
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http://www.hotelnewsnow.com/Articles/77191/New-Airbnb-data-sheds-light-on-13-global-markets
http://www.hotelnewsnow.com/Articles/106689/Research-Hotels-hold-pricing-power-amid-Airbnb-growth
http://hotelmarketing.com/index.php/content/article/mainstream_private_accommodations_reshaping_lodging_distribution
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A recent survey by Morgan Stanley Research of 4,000 

consumers in the US, UK, France and Germany found 

that Airbnb is “almost double the threat” to hotels than 

previously believed. (Skift, 2017.)

In 2016, 19 percent of leisure travelers surveyed and 18 

percent of business travelers surveyed said they had 

used Airbnb in the previous twelve months. In 2017, 

Morgan Stanley estimates those numbers to increase to 

25 percent and 23 percent. That’s almost one in four 

travelers—and the numbers don’t include private rental 

options other than Airbnb.

While some of these travelers wouldn’t otherwise stay in 

a hotel room, choosing instead to stay with friends or 

family, in a bed-and-breakfast, or to not travel at all, the 

study found that almost half of those surveyed had 

replaced a traditional hotel stay with an Airbnb stay. 

Moreover, 93% of respondents reported that they were 

satisfied with the Airbnb experience—a tough guest 

satisfaction rate with which to compete!

Airbnb: The Big Disrupter

25

Source: Airbnb survey results from 
Morgan Stanley Research, 2017

https://skift.com/2017/01/04/airbnb-is-becoming-an-even-bigger-threat-to-hotels-says-a-new-report/
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During the webinar, we polled attendees to find out if they had used Airbnb or another private rental company in the 

past. The results were surprising. The majority of respondents either had used Airbnb before (32 percent had done so 

on several occasions) or would do so given the opportunity (32 percent of respondents). Only 9 percent said they 

would never use private rentals.

Even Hoteliers Use Airbnb

26

9%

10%

17%

32%

32%

No, I would never use private rentals

Many times

Once

A few times

Not yet, but I will if I have the opportunity

Have you ever stayed in an Airbnb or used another private rental company?
(Multiple answers allowed)
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Another alarming trend for hoteliers is that OTAs have 

turned their attention to the private rentals sector as an 

opportunity for growth. Expedia purchased HomeAway

in 2015, which owns VRBO, and company officials have 

declared that HomeAway’s inventory will be 

fundamental to their product on a long-term basis. 

Priceline Group’s chairman commented last year that his 

company “couldn’t be more enthusiastic for these types 

of accommodations.” Booking.com has integrated 7.3 

million alternative accommodations listings into its 

booking engine. 

More and more, when travelers search OTAs, they are 

presented with private rentals as alternatives to hotel 

rooms. By investing their marketing power in this sector 

and listing alternative accommodations alongside 

traditional hotel rooms on platforms that travelers know 

and trust, OTAs stand to rapidly accelerate the adoption 

of private rentals.

Meanwhile, the supply of hotel rooms is increasing in 

regions around the world. In 2017, increases in supply in 

select regions, combined with decreases in demand, 

may have a significant impact on the financial 

performance of traditional hotels. 

OTAs & Private Rentals

27
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What can hotels do to compete with the private rentals 

sector? Many of the recommendations shared in the 

previous section for competing with OTAs and big brands 

also apply to private rentals. Above all, it’s about playing to 

strengths. 

Private rentals can’t compete with the range of services and 

amenities offered by hotels, including a team of dedicated 

employees, 24-hour front desk and concierge services, food 

and beverage outlets, fitness and recreation, and the social 

atmosphere found in hotel lobbies and bars. It’s more 

important than ever to highlight these services in your 

marketing materials and to ensure they are efficient and 

consistent.

You can also support local government officials and hotel 

associations in their efforts to regulate and implement taxes 

on private rentals and level the playing field. 

Some hotel companies have chosen to participate in the 

sharing economy. Wyndham and AccorHotels have 

diversified their holdings by investing in vacation rental 

companies, and Room Mate Hotels offers branded 

apartments near some of its hotels through its BeMate site. 

Some smaller hotels are choosing to list room on Airbnb. 

Many hotels have an abundance of underutilized space, and 

parts of function space, restaurant space and even 

guestrooms could be redesigned for easy conversion from 

living and dining areas to working and socializing areas 

depending on the time of day and demand. Spaces could be 

monetized with drop-in fees, day-use rates and monthly 

memberships, in addition to rental fees and incremental 

food, beverage and retail sales. 

Hotels could also branch out beyond catering exclusively to 

guests by catering to local residents, travelers staying in 

alternative accommodations and private rental companies 

by offering professional front desk, concierge, 

housekeeping, and food and beverage services.

Such changes would inevitably bring challenges of their 

own, but as more travelers opt to stay in private homes, 

hotels will need to find ways to evolve with the times.

Competing with Private Rentals

28
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Trend 3: Digital 
Customer Service
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Our third trend relates to the digitization of customer

service. Increasingly, technological innovation enables

computers to perform and automate functions that

previously only humans could perform. While much of

this technology is in its infancy, it has the potential to

dramatically change how hotels operate and how

travelers experience hotels.

Artificial Intelligence, or AI, is the development of

computer systems that can perform tasks that normally

require human intelligence. Computers do the

“thinking” for people, which frees up time for them to

focus on other tasks.

Examples of artificial intelligence include speech

recognition programs, language translation and self-

driving cars. In the hotel industry, advanced revenue

management systems use artificial intelligence and

machine learning technology to improve forecasting

and rate recommendations over time as more data is

uploaded into them.

Artificial Intelligence

30
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When we think about artificial intelligence, robots often come to mind. While robots are common in some industries, 

only recently have they begun to appear in hotels. At the Hilton in Virginia, a 2-foot/.61-meter-tall robotic concierge 

named Connie greets guests at the front desk in multiple languages, answers their questions about amenities and 

services, and gives recommendations on activities in the local area. The more guests interact with Connie, the more she 

learns, adapts and improves her recommendations. 

At Aloft hotel in Cupertino, California, Botlr, a robotic butler, deliver towels to guests at the pool and snacks and toiletries 

to guestrooms. At Yotel in New York, guests can check their bags with a luggage-storing robot—no tip required!

Henn na Hotel in Nagasaki, Japan is the world’s first hotel staffed by robots. At the front desk, you can check in with a T-

Rex or a humanoid robot, depending on how brave you’re feeling. Any of them can handle the check-in and check-out 

process for you. 

Robots

31
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Robots offer several advantages over humans: they’re generally more efficient, can process large amounts of data, and 

have great memory recall. Moreover, robots don’t need breaks or vacation time, and they won’t lose their temper 

when dealing with difficult guests. 

Does this mean hotel employees should start looking for a new career? For the near future, there’s probably nothing to 

worry about. Today, robots in hotels are more of a gimmick to amuse travelers than a real threat to employees. And 

while we are likely to see more robots in hotels in the future, they can’t replace the personal touch provided by human 

staff members—the warmth, intuition and empathy that form the foundation of the hotel experience. At least not yet.

During the webinar, we asked attendees what types of tasks they think robots will perform in hotels in the future. See 

the graph for the results. 

Will Robots Make Our Beds in the Future?

22%

24%

31%

51%

89%

Making beds

Picking guests up at the airport

Serving food and drinks

Handling luggage

Checking guests in

Which of the following tasks do you think robots will
perform in hotels in the future? (multiple answers allowed)
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Much more common than robots in hotels these days is computer 

automation. More computers are performing automated functions 

normally handled by staff members. In some cases, technology 

allows travelers to perform select functions for themselves. 

Examples of self-serve technology currently in use at some hotels 

include lobby kiosks, which allow guests to check themselves in and 

out and serve as virtual concierges, digital check in and check out 

systems, mobile room entry, and in-room tablets and mobile apps 

that allow guests to control in-room heating, lighting and 

entertainment and to order room service and other services. 

While this technology is presently available in a limited number of 

hotels, in time, as more people experience the efficiencies of kiosks 

and other self-serve options at airports, in banks and in grocery 

stores, they are likely to accept—and expect—the same options in 

hotels. 

Guest Experience and Automation
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Another area where technology is transforming customer 

service is communications. As text messaging and chat 

applications like Messenger and WhatsApp increase in 

popularity, people expect to use them to communicate 

with businesses too. More people are choosing to bypass 

traditional channels like the telephone and email and to 

turn to SMS, chat applications and social networking 

channels to make inquiries with hotels, share feedback 

and even make bookings. 

Platforms like Messenger are evolving into much more 

than a chat app. In Asia, “super apps” like WeChat allow 

users to book hotels, trains and flights and make payments 

using digital wallets. 

Messaging Apps and SMS
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One of the biggest trends in automation is chatbots. A 

chatbot is a computer program designed to simulate 

conversations with human users. Since introducing bot 

capabilities in 2016, Facebook’s Messenger now offers 

33,000 business bots, including chatbots for Expedia, 

Skyscanner and Marriott Rewards. 

Chatbots have strong potential for customer service 

because they can automate typical conversations, 

transactions and queries, provide quick responses, and 

free up staff to handle more complex inquiries. In some 

cases chatbots are available 24/7, allowing customers to 

interact with them at anytime of day from anywhere in 

the world.

However, chat technology is still quite new, and 

functionality is limited. If you have ever used a chat app, 

you know that they typically can handle only the 

simplest of transactions, and conversations often end up 

going to a human in customer care. This risks frustrating 

customers, damaging reputation and losing business. 

Looking ahead, chatbots will surely become smarter, 

more versatile and more popular over time. As people 

grow accustomed to using them and have positive 

experiences, they will be more likely to turn to chatbots

instead of waiting for an employee. For the time being, 

independent properties can let the big brands be the 

early adopters and instead focus on providing 

personalized, human-delivered customer service.

Chatbots
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Another emerging technology driven by artificial 

intelligence is voice-activated assistants and speakers. 

Whereas chatbots involve communication by text, 

voice technology allows users to speak to computers 

and ask them to perform tasks on their behalf. 

Examples of voice-activated assistants include Apple’s 

Siri, Facebook’s M and Google Assistant. 

Google Home is a voice-activated speaker that can 

translate languages, convert currency, tell users when 

their flight departs and give local traffic and weather 

conditions. Amazon Echo is a smart speaker that 

features Alexa, a voice-activated personal assistant that 

users can ask to play music, make to-do lists, set 

alarms, provide weather and traffic information, and 

perform numerous other functions.

As more applications are integrated into voice systems, 

their capabilities will grow. And as more people 

become accustomed to using voice-activated 

technology in their homes and workplaces, they will 

expect the same technology in hotel rooms. 

Pioneers in rolling out voice technology in the hotel 

industry include Aloft Hotels, which is piloting voice 

activated rooms that allow guests to ask Siri for local 

recommendations and change the lighting and 

temperature in the room. And Wynn hotel in Las Vegas 

is in the process of equipping all of its rooms with 

Amazon Echo, allowing guests to control the lighting, 

temperature, drapery and TV through voice commands. 

Voice-activated Technology
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How can hotels adapt to the digitization of customer service? There’s no need to 
rush out and buy a fleet of robots—at least not yet. There are smaller ways you 
can embrace digital platforms to better serve your guests. These include:

• Allow guests to communicate by SMS, messaging apps (Messenger, WhatsApp)
and social media channels (Facebook, Twitter), and ensure prompt responses.

• Use CRM tools to collect data on guests, build profiles of their needs and
preferences, and provide personalized service and experiences.

• Use ReviewPro to mine guest feedback and understand likes and dislikes in
order to identify ways to improve the guest experience.

• Keep up to date with emerging technologies so you know when it’s time to
upgrade.

• As more transactions become automated, focus on guest experience
enhancement.

One thing you can do today is turn on Messenger for your Facebook page. 
Messenger offers all sorts of messaging capabilities for communicating with 
guests. You can create an automated reply so that people will receive an instant 
response when they message your page at any time of day. One small step to 
running a fully automated chatbot! 

Embracing Digital Technology
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Exceeding Guest 
Expectations in 2017
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Whether it’s the rise of megabrands, the looming threat of the private rental sector, or innovations in customer service

technology, it all links back to the guest experience. And what we see at ReviewPro time and time again is that hotels

don’t climb to the coveted number one position on TripAdvisor by employing tricks. Small hotel companies like Library

Hotel Collection rank consistently high because they continually delight and surprise their guests.

Using ReviewPro 
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How can ReviewPro help? First and foremost, ReviewPro helps you identify your hotel’s weaknesses; the areas that 

require improvement in order to stay competitive. Our Sentiment Analysis feature, when combined with feedback from 

guest surveys, allows you to drill down to the detail. As you follow up in these areas, find solutions and implement the 

necessary improvements, you will see guest satisfaction increase. 

Understand Weaknesses & Drive Change
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ReviewPro is excited to introduce its latest product: 

Auto Case Management. This new system permits 

hotels to automatically assign follow-up procedures 

based on specific guest feedback in online reviews and 

guest satisfaction surveys (in-stay or post-stay). This 

lowers the risk that something will be missed. 

For example, users can configure the system to 

automatically create a case if a review with a rating of 

three bubbles or less is posted to TripAdvisor, 

identifying the individuals responsible for follow-up 

and specifying that the issue must be resolved within 

48 hours.

As another example, if a guest marks “yes” to the 

question “Do you have a problem?” in a guest survey, a 

case will be created automatically that requires follow-

up within 30 minutes. Given that this guest is still on 

property, quick action is critical. 

Auto Case Management

Request a Demo 

41

https://www.reviewpro.com/products/auto-case-management/


Managing Guest Satisfaction Surveys: Best Practices

Auto Case Management is powerful because it helps 

hotels guarantee positive guest experiences by:

• Ensuring that brand standards are upheld

• Increasing staff accountability and efficiency and

reducing costs

• Automating follow-up so that issues don’t go unfixed

• Increasing guest satisfaction, which leads to positive

reviews and brand loyalty

Happy Guests. Profitable Hotels.

Guest Intelligence is made up of feedback from online 

reviews and guest surveys, which can be sent either in-

stay, while the guest is still on property, or post-stay, 

after the guest has checked out.  

But compiling guest feedback data is only the start. 

Hoteliers need powerful analytics and actionable 

insights in order to prioritize improvements and see 

positive results. To ensure that your team acts on the 

gold mine of guest feedback data, you must have clear 

processes in place for quick and efficient follow-up. This 

is where Auto Case Management is so effective. 

To boost results there has to be a cultural change 

throughout the organization, putting the guest at the 

center of everything you do. This means new processes, 

getting the team involved, setting clear goals and taking 

action. Only then can you expect to see positive results: 

happy guests who write positive comments about your 

hotel online, creating opportunities to increase room 

rates and generate more bookings. 

Upgrade the Guest Experience
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ReviewPro is the leading provider of Guest Intelligence 

solutions to hotels worldwide. The company’s suite of cloud-

based solutions (including Online Reputation Management, 

Guest Satisfaction Surveys, Auto Case Management and Guest 

Messaging Hub) enable clients to prioritize operational/service 

improvements and automate internal processes to ensure 

guest feedback is acted on quickly and efficiently. 

The company offers the industry-standard Global Review 

Index™ (GRI), an online reputation score, which is used by 

thousands of hotels worldwide as a benchmark for reputation 

management efforts, based on review data collected from 175 

OTAs and review sites in more than 45 languages. 

By leveraging ReviewPro’s Guest Intelligence effectively, 

hoteliers can deliver better guest experiences and boost 

satisfaction, online rankings and revenue. 30,000+ hotels 

worldwide reply on ReviewPro. For more details, please 

visit www.reviewpro.com.

. 
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