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With global travel bookings accounting for 

$1.6 trillion in 2017, the travel and hospitality 

industry is one of the fastest growing 

segments of the global economy. One of the 

biggest beneficiaries of this increased travel 

is the U.S., which was on course to reach a 

record $370 billion in spending by the end 

of last year.1  

As competition for capturing these travel 

dollars continues to increase, perks and 

personalization are just part of how hospitality 

companies can attract loyal guests who will 

return to their properties for repeat business. 

Capturing more of these desired guests’ 

spending dollars is becoming more and 

more important for companies seeking to 

increase their bottom lines.

In 2018, management teams need to harness 

the power of big data to get ahead of trends 

and create personalized experiences that 

offer better customer service. Companies 

that understand technology and how to 

make appropriate investments will position 

themselves for continued growth, but 

many hospitality teams have been slow to 

integrate advanced data analytics to grasp 

the full insights available.2 

To better compete in a global market, it’s 

critical for boards and management teams 

to understand technology trends and recruit 

executives with the appropriate experience 

and knowledge to determine the best way to 

invest and plan for the future. Harnessing the 

1 https://www2.deloitte.com/content/dam/Deloitte/us/
Documents/consumer-business/us-cb-2018-travel-hospi-
tality-industry-outlook.pdf

2 https://www.mckinsey.com/business-functions/digi-
tal-mckinsey/our-insights/advanced-analytics-in-hospitality

power of data will lead to better experiences 

and increase the bottom line.

Data and technology trends

With so many options to choose from, 

guests are becoming more demanding and 

discriminating when selecting where to 

spend their travel dollars. And even if hotels 

don’t want to admit it, not all guests are equal. 

One of the biggest emerging trends is using 

data to determine lifetime guest value, or 

those who are most likely to spend the most 

with your brand over the long term. 

“Identifying those customers with a higher 

overall lifetime value to a particular business 

is hugely important in today’s market, but 

a customer’s lifetime value might not be 

empirically obvious from observing their 

behavior during one visit,” writes Bernard 

Marr in Forbes. 

For example, a couple on their honeymoon 

might spend on a luxury hotel, food and 

experiences for a week but not take another 

expensive trip for many years. On the other 

hand, a loyal salesperson on the road every 

month, eating modest meals via room service 

and looking for quick interactions, will spend far 

more in the long term through continued visits.

Identifying these high-priority guests and 

offering perks or loyalty rewards tailored to 

their needs can help capture repeat guests 

and create a steady stream of revenue. But 

it takes an investment in data analytics to 

identify those with the biggest lifetime spend 

across various properties.
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Many hospitality companies are also using 

technology to improve customer service by 

tracking preferences and special requests 

so they can be met before guests arrive 

or offered once they reach the check-

in counter. Companies are also using this 

information to improve perks and loyalty 

rewards to increase repeat business.

For example, using technology to deliver 

personalized service and marketing to guests 

helped Caesars Entertainment grow from 

$3 billion in revenue to $12 billion. Cocktail 

waitresses know guests’ spending habits, 

drink preferences and information on how to 

interact with them. This information is easily 

shared across properties and stored for 

future reference. Caesars also implemented 

data analytics to improve its loyalty reward 

program, which encourages people to stay 

more often and spend more when they do.3 

Another important trend sweeping the 

hospitality industry is the use of predictive 

analytics – which combines data and machine 

learning – to forecast what guests want in the 

future and target them accordingly.  

For example, in 2013 when faced with bad 

weather and airline cancellations, Red Roof 

Inn, which has many locations near airports, 

used a targeted campaign to boost bookings. 

They used weather data and predictive 

analytics to determine people who might 

face flight cancellations and sent targeted 

promotions to their mobile devices, increasing 

bookings in those areas.4 

3 https://www.gettectonic.com/single-post/2017/11/02/
How-Travel-Companies-are-using-Big-Data-and-Analytics

4 https://www.mckinsey.com/business-functions/digi-
tal-mckinsey/our-insights/advanced-analytics-in-hospitality

Hospitality companies are also combining 

predictive analytics with geolocation data to 

make on-property recommendations. Hotels 

can leverage information about previous 

purchases, such as bar purchases after work, 

and use it to deliver offers on a mobile device 

for discounts during happy hour when a guest 

enters the building at the end of the day.5  

Understanding how guests are using 

properties and offering personalized 

recommendations for products, services and 

rewards can also help keep brands top of 

mind. Predictive analytics can analyze travel 

preferences and offer guests deals around 

events such as anniversaries or upcoming 

business conferences.

This personalization can extend directly to 

guests’ hands by integrating directly with 

their mobile devices. The latest in-room 

technology allows guests to use mobile 

devices to do things like check in and order 

room service.6  And all of these transactions 

create more data and information for 

hospitality companies to use to target the 

highest margin guests and keep their loyalty.

On the ownership side, many real estate 

investment trusts (REITs) are making 

significant investments in technology. For 

example, Ashford invested in OpenKey, a 

smartphone app for keyless entry into hotel 

rooms. According to Ashford’s fourth quarter 

earnings release, OpenKey is quickly adding 

rooms and expects to be up to 20,000 in the 

next 12 to 18 months. The trend of property 

5 https://www.mckinsey.com/business-functions/digi-
tal-mckinsey/our-insights/advanced-analytics-in-hospitality

6 https://www.hospitalitynet.org/opinion/4087469.html
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managers making direct investments in 

related technology will likely continue, and 

companies need to think about adding talent 

who understand this space.

What executives need 
to know

The increased collection and storage of guest 

information means hospitality executives 

need to not only understand technology and 

its applications but also have knowledge 

of data privacy and security issues. As 

hospitality companies gather and store 

personal information and payment methods, 

guests will need to know their data is being 

protected and used appropriately.

Many companies are searching for executives 

with experience in technology, big data and 

cybersecurity. Boards need to have members 

who understand the use of technology and 

how it can be optimized responsibly.

For example, Extended Stay America 

recently appointed Ellen Keszler to its 

board of directors. She is chief executive 

officer of Clear Sky Associates, a consulting 

firm focused on the technology and travel 

industries. Before that she worked at 

Travelocity, American Airlines and JCPenney, 

bringing a variety of technology and 

customer service experience to her role.7 

Besides integrating technology and data 

management, companies also need to 

plan for training and development of large 

7 https://globenewswire.com/news-re-
lease/2018/02/26/1387164/0/en/Extended-Stay-Amer-
ica-Inc-Announces-Appointment-of-Ellen-Kesz-
ler-to-Board-of-Directors.html

numbers of employees, particularly around 

using guest information. It’s important to 

hire executives with labor management 

and training backgrounds to smooth the 

implementation of new technology uses 

across all levels of the workforce.

Preferred Hotels and Resorts, which 

provides sales, marketing and distribution 

to independent luxury hotels, recently 

promoted Michelle Woodley to president and 

named Kristie Goshow as chief marketing 

officer. Woodley helped with the company’s 

2005 rebranding and previously launched 

the rewards program, including hotel training 

and education. She also has experience with 

website and back-end technology.

Goshow previously led teams in airline, 

hospitality and travel technology companies 

before joining Preferred. She has experience 

in technology strategies, brand marketing 

and digital strategies.8 

At Noble House Hotels & Resorts, Jason 

Molls was recently named vice president 

of rooms, putting him in charge of both 

guest-facing and employee technology as 

well as leading system installs and aspects 

of hotel operations.9  

All of these executives have experience in 

technology and training, as well as large-

scale integration, which will be important 

in creating the workforces needed to 

successfully use innovative technology and 

understand data use issues.

8 https://preferredhotels.com/press/preferred-ho-
tels-and-resorts-strengthens-female-leadership-with-exec-
utive-appointments

9 https://www.hotelmanagement.net/human-resources/no-
ble-house-hotels-reveals-three-west-coast-appointments
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Conclusion

As technology continues to sweep through 

the hospitality industry, companies will need 

to invest carefully to remain competitive 

and reach guests with offers tailored to 

their preferences. Many new advances are 

focused on guests – such as mobile check-

ins – but some of the most robust uses are 

found by analyzing data.

Understanding the power of data analytics 

and how to use those insights to create 

more personalized and refined experiences 

can help hospitality companies attract loyal 

clientele to their properties and encourage 

them to spend more while there.

That means hotel companies should expand 

beyond the hospitality sector to source top 

talent and add executives who understand 

technology, data and cybersecurity. While it’s 

important to understand customer service, 

having executives and board members with 

a firm grasp of technology issues can help 

companies more quickly realize returns on 

their investments and position them for a 

more connected future.
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Ferguson Partners

With an emphasis on the right fit, Ferguson Partners offers 

services in executive and Director recruitment. We also 

offer a full range of leadership services including CEO 

and senior executive succession planning, leadership 

assessment and coaching, and team effectiveness. 

FPL Associates

Focusing on a wide array of business needs, FPL Associates 

assists with the assessment, design and implementation of 

compensation programs. We also provide organizational, 

financial & strategic consulting, bringing a wealth of industry 

and category-specific expertise to a broad range of projects.

FPL is a global professional services firm that 

specializes in providing solutions to the real  

estate and a select group of related industries. 

Our committed senior professionals bring a  

wealth of expertise and category-specific 

knowledge to leaders across the real estate, 

infrastructure, hospitality and leisure, and  

healthcare services sectors.  

 

Comprised of two businesses that work  

together, FPL offers solutions and services 

across the entire business life cycle:    
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