Holiday Booking/Travel Thought Leadership Piece
THE HOTEL GAME (monopoly font)
The global influences at play.
Headline

Today, travel experiences have to go the extra mile.
Standfirst
Holiday tourism from EU markets saw a record 12.8million visits to the UK in 2017; North American visits were up 34% in June 2017 alone; and bucket list attractions are growing in popularity. Better still – the UK and travel industry’s winning streak remains buoyant.  
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· We want a holistic hotel experience, with redefined luxury.  
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· Playing it smart leads to smarter bookings. 
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Headline
Holidaymakers want a tailormade holiday.
Copy

With access to hundreds of thousands of travel brands, online travel agents and third-party websites, it can be overwhelming and difficult to find options that are relevant to the individual. Thus, consumers welcome help to sift through the vast array of online travel options. Finding the perfect holiday package is made easier through metasearch platforms. 
Headline

Booking. It’s as easy as OTA. Or is it?
Copy

OTAs, or Online Travel Agents, continue to grow – they offer scale and extensive choice, but little differentiation. They have managed to sustain growth through smart acquisition and investments.

Expedia – owner of Trover, Hotels.com and Hotwire bought Orbitz and HomeAway in a bid to increase market share in hotel and airlines, and vacation rentals. Priceline with booking.com, is the third biggest travel retailer. As the big vendors increase market share, they acquire and create broader product portfolios. 
The challenge for OTAs is in the user experience – how to create compelling, intuitive experiences that do not irritate users with pop ups and interruptions. They are countering these challenges by increasing their content ecosystems with additional offerings of private accommodation, restaurant, tour and activity bookings, while investing heavily in emerging technology to improve the customer journey.

Headline

Before you GO, be in the know. <ref to GO visual>
Copy
From the traditional hotel to Airbnb (one of the biggest disruptors in the industry) – travel experiences come in all shapes and sizes. Metasearch platforms such as Kayak, Skyscanner and Trivago let consumers search the market and compare multiple online travel agencies and third-party websites to get a list of travel/holiday options, in real time, that are relevant to their specific search.

 They add an extra layer of valuable search to the planning and booking process. They have arisen in response to the overwhelming choice out there and consumer demand for increased relevancy and more self-serve planning and booking.
Headline

Are hotels still monopolising the game?
Copy
As the industry becomes ever more competitive, brands are seeking out new avenues to scale. Hotels are facing increasing competition from other types of accommodation including serviced apartments, holiday rentals, homestay lodgings and improved modern hostels. Conventional tourism and travel brands must accept the disruptive forces of the sharing industry that has sprung up over the past few years. 
Brands will find ways to become genuinely involved in more of the ‘micro experiences’ that make up the end to end travel experience. For example, hotel groups increasingly offer activities beyond a traditional concierge, and partner with transport companies. Airbnb offers destination experiences beyond the accommodation booking.

Headline

We want a holistic hotel experience, with redefined luxury.  
Copy
As experiences become the ‘thing’ consumers seek and value over anything else, hotels are adapting by taking a holistic approach – by looking after every last detail they offer a more complete holiday experience. 
Established hotel groups are enhancing their holistic offering by:

· Making the holiday more immersive – a personalised experience that is authentic to the brand and the local environment. 

· Redefining luxury – consumers expect luxury as standard (which means more than amazing coffee and great food). They expect the same, if not better from a hotel.

· Tapping into the growing trend of ‘health conscious’ travellers – putting well-being at the heart of the holiday.

· Turning traditional restaurants into places of unique culinary experiences.

· Giving out-of-town guests a more local insight – offering more carefully created activities that are more aligned to the brand (i.e. artists’ exhibitions, DJ nights, book clubs and fitness classes).

· Serving local communities through value-add experiences to strengthen the hotel’s local brand and open up further revenue streams.

· Creating work/play environments for ‘digital nomads’ – younger workers are more likely to extend business trips to include leisure time, a trend known as ‘bleisure travel’. 
Headline

Disruption is a reality. Are you ready?
Copy
In a recent Deloitte study, yet another disruptive year is on the cards. It cites five catalysts of change, explaining that successful brands will be those who can adapt to change.

Here are the five catalysts of change:
· The economy
· Technology
· Covering all social platforms
· Consumer mindsets
· Authenticity 

· Personalised experiences 

· Removal of friction 

· On-demand functionality
· Public policy
Headline

Disruptors are here to stay, to enrich your stay.
Copy
Today, the brands with the highest levels of customer advocacy are those delivering comprehensive experiences, from Airbnb delivering a local experience, Disney World offering a magical family experience to Trailfinders creating adventures of a lifetime, the brands creating compelling consumer experiences that win out in the popularity polls.
<Graph from p12 here>
Headline

The gamechanger? Technology with a human touch. 
Copy
Everything from targeting ads to booking local excursions is being transformed by technology – making travel easier and more personalised. Technology continues to drive innovation in the travel industry. But brands must be careful of the why, over the what. Hotels must avoid adopting technologies ‘just because’. They must ask whether the piece of technology is adding value to the consumer experience.
Dr James Canton from the Institute for Global Futures, explained what he and his leading think tank determined to be in store for the global hospitality industry:
"The future of travel is really exciting, as we'll see predictive travel analytics anticipating what consumers want from their experience before booking. The hotel booking itself will be helped along by artificial intelligence software agents, using data mining and intuitive computing. The new travel design science will help create highly personalised in-stay experiences. And it doesn't end when you check out, because new analytics will also ensure lifelong travel fulfillment."
Headline

Harmony is at the heart enhanced brand loyalty.
Copy
Traveller loyalty is short-lived. To deliver the best possible customer experience and service, people and technology must work in harmony. This helps to build strong relationships between individuals and the brand, and in turn boost loyalty.

The facts speak for themselves:

For hotels, only 30% of high-value travellers express attitudinal loyalty to a hotel, and only 44% demonstrate behavioural loyalty. 

Customer service remains the clear priority for travellers (60%), followed by an easy-to-use website (55%) and online reviews (50%). 

Headline

In a digital world, consumers want compassion; and community.  
Copy

Booking a holiday is a highly emotive experience. It requires exchanging time and money – both precious and hard-earned for most. The decision is personal. It’s usually down to one person. It’s stressful. And consumers value those brands that are compassionate, and that they trust to make their decisions and experience, easier.

People value authenticity and trust human interaction. That’s one of the reasons Airbnb has grown so quickly, co-living brands such as Jo&Joe are on the increase. And networks such as Human Hotel are springing up. People crave human interaction and relationships.
Headline

Recommendations are highly recommended.   

Copy
With the magnitude of customer choice, and scale of the marketplace, consumers are looking for guidance. Millennials, in particular, are strongly influenced by online sources such as review sights, blogs and social media. 

Numbers you can count on?*
· 93% of global travellers check out online reviews before making a purchase.
· 76% say that friends’ recommendations are top influencers for travel. 
· 65% of customers choose a business that responds to reviews.
*Figures from Feefo

Headline

Why not start by playing it smart?
Copy
When it comes to travellers looking to book a hotel, nearly half of Google Hotel Ads* now come from smartphones, and this is growing by almost 2.4X year on year.
31% of leisure travellers have booked travel on a smartphone
53% of business travellers have booked travel on a smartphone
*Source: Google Hotel Ads Data, US, Feb – Apr 2016 
Informative voice activation is the way to go:

“The success of Amazon’s Echo has clearly demonstrated that people are willing to adapt to ‘ambient technology’ quickly,” says Intelity CTO Chris Grey, adding that, “what people get used to at home they’ll begin to expect when they travel”.
According to a Hotels.com study, we can expect:

· Sensors attuned to guests.
· Room keys that use facial recognition.
· A television that talks back.
· Touch screen surfaces everywhere to control everything.
· Bathrooms with smart toilets & mirrors that stream real-time television content.
Perhaps most interestingly, however, are the three main trends that the report identifies: 

· RoboButlers. 

· Morphing hotels that change based on consumer votes. 

· 3D Makers that function like the 3D printers we know today.
Headline

Playing it smart leads to smarter bookings. 

Copy
Intelity CTO Chris Grey recognises the growing importance of ambient technology (voice activated technology), such as Amazon’s Echo.
“The success of Amazon’s Echo has clearly demonstrated that people are willing to adapt to ‘ambient technology’ quickly… what people get used to at home they’ll begin to expect when they travel”.
Kayak has already demonstrated this with its new ‘Ask Kayak’ service where travellers can ask questions like “Alexa, how much is a hotel in Las Vegas from 12 May to 15 May” and hear a natural sounding speech response.
Headline

Who are today’s monopoly leaders and disruptors?

Copy
Major hotel groups continue to add new brands to their portfolio in a bid to satisfy as many parts of the market as possible, while building on their established identity.

Marriot International
· Boasts 30 major hotel brands. 
· Hotel brands include Ritz-Carlton, EDITION, Bulgari Hotels & Resorts, W Hotels, JW Marriott Hotels & Resort, Sheraton Hotels & Resorts, AC Hotels and Moxy Hotels.
Hilton Worldwide
· Offers 13 hotel brands (and counting). 
· In 2017, Hilton Worldwide launched a global advertising campaign to encourage consumers to book directly through Hilton rather than waste time on third-party sites. The multichannel, multi-million-dollar campaign, entitled ‘Stop Clicking Around’ was delivered across broadcast, digital, OOH and print, in 22 languages. 
· The Tru brand, launched by Hilton in spring 2017 is already becoming the fastest growing brand in the entire Hilton Portfolio. 

Jo&Joe
· A new type of holiday experience. 

· Jo&Joe creates an ‘open house’ experience – a house open to neighbours and travellers alike. 

· “A house where you feel free to meet and mix, clink glasses, have a bite to eat together, cook, chat, laugh, unwind, dream, work, love, do yoga, play the guitar, explore the city... and sleep!”

Zoku by Citizen M
· Zoku is another new type of hotel experience where you can live, work, relax and socialise. 

· The brand claims that ‘it is a place you can call second home’.
Airbnb
· Airbnb is a brand that focuses on a local, authentic experience.
· The brand ‘fits the lifestyle of travellers looking for authenticity and unique experience over room service or bathrobes. Travellers enjoy the human to human contact of booking, much like the travel booking through an agent, face to face, of pre-digitalisation years’.
Trivago
· Trivago is a brand that focuses on a personalised experience.
· The brand doesn’t sell rooms directly, it offers consumers an impartial view of the market, and the options available to them on other sites.

· Comparing the market, it analyses over 250 websites and more than 1 million hotels, delivering the most relevant options in real time, to the individual
.

Headline

Conclusion
Copy
· In terms of marketing, travel brands have a captive audience.
· Travel consumers are keen to research & consume content before buying/booking.
· But often they look for reassurance and help to navigate the landscape.
· There is a place for hotels. But they need to win the hearts and minds of travellers (and locals).
· Travellers want a people-to-people experience, not a product. Technology and brand are enabling factors for personalized, authentic experiences. 

· Consumers wear many ‘travel’ hats. Assumptions are dangerous.
· Travel brands must think mobile-first, in terms of experience and process.
Travel. It’s all about the experience. 
The travel industry has changed dramatically. Disruptor brands like Airbnb, Uber, Trivago and Skyscanner have transformed the way we think about domestic and international travel. Why seek the services of a high street travel agent when you can do everything online – plus the latter can save time, hassle and money. Whether it’s for business or pleasure, the internet continues to monopolise the hotel game. 

�This point is a bit weak. The core message of this slide is that metasearch platforms add an extra layer of valuable search to the planning and booking process. They have arisen in response to the overwhelming choice out there and consumer demand for increased relevancy and more self-serve planning and booking.


�


�Voice activation (that is useful and delivered well) is the way to go – or something like that in a more eloquent way!


�And disruptors





I think that some of the major points are lost with the reduced copy – we don’t just want to list the biggest players but explain why these developments are important to the market. I can work on reducing the copy of these if that helps?


�As discussed, add a piece in abut the consumer here.


�I’m not sure about this as introducing the piece. We can leave it until the end to do to make sure it’s capturing the core messages.





