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Travel demand in the greater European hotel market has not 
recovered as quickly as in the United States and United King-
dom. However with the summer vacation season underway, 
executives in the region are seeing positive signs that recovery 
in certain markets is making progress. 

“We will pick up late this year, like Q4,” 
said Florian Daniel, CIO of Deutsche 
Hospitality. “That’s the current situation 
here in Germany, but also in Europe too. 
Some countries may try out different 
opening strategies, so our outlook is to 
stay cautiously optimistic.” 

Other executives in the region back up this assessment. “As 
markets begin to reopen and travel restrictions begin to ease, 
we are starting to see some pent-up demand, especially for 
properties located in restriction-light destinations,” said Dimi-
tris Manikis, president Europe, Middle East, Eurasia and Afri-
ca for Wyndham Hotels & Resorts. “In June, we saw a robust 
increase in bookings in several European markets, particularly 
driven by demand in Southeast Europe.” 

Here are some key highlights from European hotel executives 
and guests from this year’s Skift and Oracle research. 

Overview 
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Non-room revenue opportunities 

The business environment of 2020 created new momentum among hotel 
executives to rethink their notions of profitability and seek new sources 
of revenue diversification. As hotels looked for ways to make up lost room 
revenue during the pandemic, many discovered an emerging strategy 
focused on exploring new ways to monetize and market existing hotel 
products and services. 

This year’s survey responses suggest hoteliers in Europe are already ex-
ploring how to expand their revenue streams beyond the overnight stay. 
For instance, 64 percent of European hotel respondents either started of-
fering extended hotel stays of seven days or more in 2020 or offered this 
pre-pandemic — 14 percentage points higher than the responses from 
global survey participants. 

Sixty percent also said they either started offering package deals, 
or offered this beforehand, a full 10 percentage points higher than 
global respondents. 

European consumers, meanwhile, did not seem as enthusiastic about be-
ing offered more upsells or non-room products during their hotel stay, at 
least when compared with their global peers. When asking travelers about 
the importance of an upgrade or special offer at check-in, only 41 percent 
of European guests definitively said “yes” — nine percentage points lower 
than guests worldwide. 

“We plan to provide additional training or education to 
our staff to support our plans to create new non-room 
revenue opportunities.”  
- European Hotel Executives 

Yes - I like being given 
options to improve my stay 41% 

Maybe - it would depend on 
the trip and context 49% 

No - Doesn’t really make a 
di�erence for me 10% 

Still, it’s important to recognize that this lower traveler interest could be a 
by-product of the strict travel lockdowns that have impacted the region 
for much of the past year. 

We’ve been tightly regulated in the last 
10, 11 months,” said Daniel. “So there was 
really not much room to have any travel-
ers at all here, or to try that sort of busi-
ness [model] out.” 

Now, with the summer travel season show-
ing greater signs of flexibility, there is hope 
that more clarity around border crossings 
will yield to more promising upward trends 
within the European region. 
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As the hospitality industry navigates out of the pandemic, they’ll also 
need to look for opportunities to differentiate themselves from com
petitive threats like short-term rentals. Thanks to the growth of 
short-term rental demand in 2020, the urgency of a response has in-
creased considerably. 

This year’s research confirms that European hotel operators overwhelm
ingly believe “they will need to develop products and services to better 
compete with short-term rentals in the future.” Seventy-seven percent of 
executives in the region agreed with this sentiment, as compared to 80 
percent globally. But the question remains as to what types of products or 
services they should consider developing, something that is answered by 
the survey responses of European guests. 

Reasons why European consumers are currently opting for short-term 
rentals over hotels were more or less similar with global attitudes. Short-
term rentals provided them with increased privacy, access to kitchen 
facilities, and perceived protection from Covid-19 exposure. Similarly, 
European guest responses matched the global narrative regarding the 
benefits of hotels: on-site restaurants, pool and leisure facilities, and up
graded amenities — as well as location and price — were all seen as better 
attributes of hotels. 

Competing with short-term rentals 

44% 

55% 

47% 

Be�er prices 

Be�er location 

Upgraded hotel amenities 
(in-room kitchen, pools) 

20% 

35% 

23% 

More choices of di�erent 
types of rooms 

More personalized experience 

Earning points in a 
loyalty program 

Be�er customer service 

More relaxation and less 
work (no cooking & cleaning) 39% 

37% 

Easier to book a room 

Other 

35% 

1% 

Which of the following features/amenities would make you 
more likely to stay in a hotel instead of a short term rental? 
- European Consumers 

 

    

     

-

-

-
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Still, there were points of difference that may help hotels better position 
themselves when appealing to future guests curious about short-term 
rental options. One example is hygiene and cleaning procedures. 

“[Pre-pandemic] There was a lot of, ‘I would like to be in the middle of 
the city and see how people live there’,” said Daniel. “And what changed 
is, ‘I don’t know if they have the proper hygiene in place, so I’d rather 
stay at a hotel’.” 

European hotels are thus more likely to support new products high-
lighting rigorous cleanliness protocols as a means of differentiating 
their offering. 

It’s worth highlighting that only 38 percent of consumers reported a clear 
preference for short-term rentals over a hotel — in line with the global 
response overall (37 percent). Nonetheless, there’s likely to be growing 
focus on competing with and positioning against short-term rentals as 
the industry recovers further. 

of consumers prefer 
short term rentals over 
a hotel stay 38% 
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For hotels, the pandemic reinforced the importance of using downtime 
in 2020 to revitalize their technology systems, prepare for new consumer 
expectations, and upgrade their business for the future. 

“Technology was already playing a key role 
in our industry, but Covid-19 has further 
accelerated the pace of digital adoption, with 
travelers expecting more digital and low-
contact experiences,” said Wyndham’s Manikis. 
“Our focus on digital has become even more 
important in this context.” 

On the topic of technology upgrades, European hotels ranked their prog-
ress as lagging behind that of their hospitality colleagues globally, sug-
gesting an opportunity to further accelerate future adoption of technolo-
gy in the region. 

Seventy one percent of European execu-
tives said the pandemic accelerated their 
adoption of hotel technology — five per
centage points lower than respondents 
globally (Asia-Pacific and Latin America, 
by contrast, showed very high appetite 
for updating systems). 

Interestingly, this trend was very much in keeping with European 
consumer attitudes — European travelers seemed far less enthused 
about contactless, self-service, or messaging technology as part of 
their stay, as compared to their global peers. 

However, as other regions invest more in new technologies — and show 
their capabilities around efficiency — there’s good reason to believe that 
European providers, and consumer demand, will follow suit. 

For example, though slower to embrace, European executive attitudes 
around cloud-based computing solutions appears to be shifting — while 
only 68 percent reported shifting towards cloud-based technology in the 
past year (8 percentage points lower than the global average), these exec-
utives also reported that they were exploring cloud-based options for the 
future (70 percent, next to 72 percent globally). 

17% 

36% 

35% 

Strongly agree 

Somewhat agree 

Neither agree or 
disagree 

Somewhat disagree 

Strongly disagree 

11% 

2% 

Technology upgrades 

“The Covid-19 pandemic accelerated our adoption of new 
technology at our hospitality business.” 
- European Hotel Executives 

 
 

 

     

-
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The previous sections describe hotel strategies for boosting revenue, 
repositioning against short-term rentals, and investing in technology. But 
for hotels to implement these strategies, they will also need to take a 
closer look at how to run their properties more efficiently and profitably. 

That’s why many hotels used 2020 and the early months of 2021 to focus 
on streamlining their business operations to prepare for recovery. 

Overall, European hotels seemed enthusiastic about overhauling oper-
ational platforms and procedures. Eighty percent of the executives said 
that they planned to provide additional training or education to staff 
to support plans to create new non-room revenue, a trend in line with 
the global norm. 

“We’ve equipped our hotel staff with operational 
technologies,” said Daniel. “And also that they 
can operate more contactless. So there’s also 
that aspect, but there’s also efficiency as a 
driver. So we’ve used this time to introduce new 
distribution tools. We’ve used this to introduce 
new housekeeping tools and new employee 
communication platforms.” 

While other regions reported a focus on attracting new types of guests, 
this appeared to be less of a priority for European hotels, with only 48 
percent of executives focusing on new business: six percentage points 
lower than their global peers. 

Again, depending on how member states’ border policies within the EU 
align and transform over the summer months, the recovery overall will 
likely remain in flux, as travelers internally, and potentially overseas, seek 
more green lights to proceed with travel plans. 

12% 

40% 

40% 

Strongly agree 

Somewhat agree 

Neither agree or 
disagree 

Somewhat disagree 

Strongly disagree 

5% 

2% 

Rethinking operations 

To learn more about how hotels are evolving their recovery strategies in 
2021 and beyond, make sure to download the full Skift and Oracle report. 

“We plan to provide additional training or education to 
our staff to support our plans to create new non-room 
revenue opportunities.” 
- European Hotel Executives 
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https://skift.com/insight/oracle-hospitality-report-getting-smarter-more-profitable-post-covid-world/
https://skift.com/insight/oracle-hospitality-report-getting-smarter-more-profitable-post-covid-world/

