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Overview

From planning a trip to selecting a hotel to
commenting about the guest experience on
Facebook, the travel lifecycle can be a meandering
journey, filled with opportunities for consumers to
engage with hospitality brands. The key for your
enterprise’s success, of course, is making those
moments count.

Oracle Hospitality commissioned Phocuswright, a leading industry research
firm, to survey travelers to better understand the impact of technology of the

hotel-guest experience...

ORACLE

Copyright © 2017, Oracle and/or its affiliates. All rights reserved.



Overview

This report provides data that explains where guests want hotels to

invest to create that coveted guest experience.

Nearly 2/3 of U.S. hotel guests said it was
very/extremely important for hotels to And here are their top 3

continue investing in new technology to preferences
enhance the guest experience.

Selecting specific
room location

Discovering things to
do in-destination

The check-in/
check-out process

W Very/extremely important
B Slightly/moderately important
Not at all important
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ON-PROPERTY

The Hotel j

G u .e S-t POST-STAY
Perspective

PERSONALIZATION

BUSINESS VS. LEISURE
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Online and Offline Information Sources Used to Compare and Choose
Hotel Options (U.S. hotel stayers)

Internet websites via computer

Websites/apps via smartphone

P re St a y Personal recommendations from...

. Websites/apps via tablet
Guests are using the

following sources to compare
and choose hotels TV/radio

Calls to travel providers

Printed newspapers, magazines or..!

Personal advice from travel...
Printed travel guidebooks

Calls/visits to city/state visitor...

Printed advertising/billboards/posters
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Pre-Stay

Hotel websites are often used to compare options in addition to general
search engines and OTAs

Top Websites/Apps Used To Compare and Choose Hotel Options Guests are downloading and using hotel apps, most
(U.S. hotel stayers) prior to booking

55%
General search Online travel Hotel Traveler review Travel search
engines agencies websites/apps websites/apps engine
10% v,
s X trivago . . .
a i Before booking After booking/  When arrivingat  Always have a Not sure
before arriving the property hotel app(s) on
phone

ORACLE FS
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Pre-Stay

For booking, while PC is used most often everywhere, Smart Phones
and Tablet usage is increasing

Booking on PCs is most common for Smartphone booking is quickly catching up to PCs in the U.S. Meanwhile,
all hotel stayers Europeans book on tablets nearly as frequently as smartphones.

95% 93%
85%
PC

mUS ®France ®Germany ®=U.K.

27%
19%
o,
— " 16%

Smartphone Tablet

ORACLE FS
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Importance to Overall Satisfaction of the Hotel Experience

Cleanliness of rooms

O N- P ro p e rty [tation op£54]

Customer service/helpfulness of staff

Customer se rvice Offe rings are Ease of the check-in/check-out process
the most important part of a
hotel experience to guests

Look and feel of the property1%
Quality of restaurants |5%
Property amenities | 7%

In-room entertainment 15%

Hotel bars and nightlife/distance to
nightlife

ORACLE

Copyright © 2017, Oracle and/or its affiliates. All rights reserved. 8




On-Property

Guests still prefer face-to- face communication with hotel staff. Wi-Fi connections
are the most commonly used hotel feature —and also the most common source
of discontent.

Preferred Way of Communicating with Hotel Staff Experiences guests say do not meet their expectations

Ease of Wi-Fi connection 33%
In-room amenities 25%
Hotel bars/restaurants 22%
Property amenities (e.g., hotel pool, gym, sauna) 21%

Service requests (e.g., more in-room coffee/pillows, .. 21%

Ease of the check-in/check-out process 16

In-room entertainment 15%

.

In-person at front desk/  Calling on in-room  Messaging through my Making a request
concierge office phone smartphone through a hotel app Room service 13%

Customer service/helpfulness of staff 14%

O\o |

Guest relations 12%

ORACLE FS
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On-Property

Guests want technology to improve their hotel experience Ease of check-in/check-out is a top priority of guests

Selecting your specific room location 45%
Discovering things to do while in destination 41%

The check-in/check-out process 39%

Service requests (e.g., more in-room coffee/pillows,

(s}
extra toiletries) 36%

In-room entertainment 33%

Customer service 26%

Room service 23%

16%
Create social opportunities 16%
Hotel o Very/extremely important Express Very/extremely important
otel bars/restaurants e to overall stay dissatisfaction that hotels invest more

ORACLE [
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On-Property

Guests clearly want hotels to invest in keyless room entry

Guest Perspective: Importance that hotels invest more

ORACLE

_a
—3

ENot at all important
®Slightly/moderately important

®Very/extremely important

Hotel Perspective:

*  Not yet implemented by most chains, but many have plans or
already run pilots (especially young brands and new properties).

* Not offered by independents and no future plans (especially in
Europe).

*  Types of keyless technology mentioned by hoteliers include:
Room door PIN code sent via email, QR code to app, Key code
to app using NFC, Bluetooth or tone to open door.

Only if we replace doors it makes sense to switch to
keyless—it’s too expensive to convert them.

— European Hotel Chain

Copyright © 2017, Oracle and/or its affiliates. All rights reserved.
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On-Property

ORACLE

Interest in Using Messaging App on Phone While Staying at a Hotel

Request extra pillows/toiletries
or other in-room items

Reserve table at restaurant
outside hotel

Recommendations and info
on nearby activities

Reserve table at
hotel restaurant

Book in-destination
activities

Order room service

Book spa treatments

-
——

B Not at all interested

B Slightly interested
1% | 8% 27% 37% 16% ]

B Moderately interested

B Very interested

Copyright © 2017, Oracle and/or its affiliates. All rights reserved.
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Behaviors at a Hotel in the Past 12 Months

In-Room

In-room features are used more
than on-property

Connected to in-  Used in-room Ate at hotel Spent time at  Spoke with hotel Ordered room Spoke with hotel
room Wi-Fi entertainment restaurant hotel bar concierge about service concierge to help
area book in-
recommendations destination
activities

OR CI_E Copyright © 2017, Oracle and/or its affiliates. All rights reserved.
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In-Room

<E)z Guests ratings of in-room functionalities o

O

ORACLE

Easier way to connect
devices to hotel Wi-Fi

Access concierge recommendations
from room TV or personal devices

Control lights/temperature
from hotel-provided tablet

Access personal email, social networks,
entertainment from hotel room TV

Connect to built-in Bluetooth
hotel speakers for music

Control lights/temperature
from smartphone

Watch hotel movies and
shows on personal devices

Control lights/temperature
through voice activation

&

* Recommendations
o
AL/
v Lights/Temperature

Copyright © 2017, Oracle and/or its affiliates. All rights reserved.
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Guest Perspective Hotel Perspective:

* Available across all hotels
*  Great importance to guests perceived by hoteliers

* Smaller independents in Europe associate technological
advancements primarily with offering Wi-Fi access

Connect to in-room Express dissatisfaction Interested in an easier
Wi-Fi with ease of Wi-Fi way to connect
devices to hotel Wi-Fi

ORACLE [
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In-Room

Guest believe room service is an opportunity for hotels to improve and are
interested in watching in-room entertainment on various devices

. Streaming shows and movies on personal devices with
Room Service Requests . A
in-room Wi-Fi

17% B 17%

8 z 8 z 8 g
Express dissatisfaction in room Believe investing in technology Believe it is very/extremely E g E g § g
service requests for service requests can improveimportant to invest more in room L. o L. & L &
the hotel experience service orders and requests o 2 O
delivered by robot Tablet Smartphone Laptop

16

c ® \
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In-Room

What in-room entertainment are guests interested
in using? U.S.A.

i s o, S e A
device cL)LSE?]rjré%nrq lgsljgi\gvi;csﬁ(\;vnq
Sy
Sroam on smarstne
JSreamen bl

pesses hotel o TV & movi
Foing for ety contn
e bt

B Not at all interested B Slightly interested

ORACLE FS

B Moderately interested

What in-room entertainment are guests interested

Watching free channels on
hotel room TV

Listen to music through
in-room audio system

Listen to hotel
room radio

Stream on laptop
with in-room Wi-Fi

Stream on smartphone
with in-room Wi-Fi

Access hotel’s TV & movie
options with own device

Stream on tablet
with in-room Wi-Fi

Paying for content on
hotel room TV

B Very interested

in using? France

Copyright © 2017, Oracle and/or its affiliates. All rights reserved.
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In-Room

What in-room entertainment are guests interested

Watching free channels on
hotel room TV

Listen to music through
device on in-room audio system

Stream on laptop
with in-room Wi-Fi

Listen to hotel room radio

Access hotel’s TV with
own device

Stream on tablet with
in-room Wi-Fi

Stream on smartphone with
in-room Wi-Fi

Paying for content on
hotel room TV

ORACLE

in using? Germany

I

B Not at all interested B Slightly interested

-
——

B Moderately interested

What in-room entertainment are guests interested

Watching free channels on
hotel room TV

Listen to music through
device on in-room audio system

Stream on laptop
with in-room Wi-Fi

Stream on tablet with
in-room Wi-Fi

Stream on smartphone
with in-room Wi-Fi

Listen to hotel
room radio

Access hotel’s TV with
own device

Paying for content on
hotel room TV

B Very interested

in using? U.K.

B
e

B Extremely interested
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In-Room

Guests want greater control
over of housekeeping services

ORACLE FS

B want to schedule housekeeping services

B want to receive messages on their smart phones to
provide room status (when the room is being cleaned)

Copyright © 2017, Oracle and/or its affiliates. All rights reserved.
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In-Destination

Guests enjoy going off property
for their in-destination
experience

ORACLE

In-Destination Activities Done on Last Trip

Shopping

Tour or excursion

Outdoor activity

Museum or cultural
attraction

Ticketed event

Theme park or
amusement park

Copyright © 2017, Oracle and/or its affiliates. All rights reserved. 20



In-Destination

10%

Both

20% 8%

Asked concierge Asked concierge
about area about reservations
recommendations of activities

ORACLE FS

Only 38% percent of guests asked the concierge for help with recommendations or reservations,
meaning 62% did these activities on their own, likely via the internet

Guests want hotels to provide
recommendations in the following areas

Local restaurants

Museums and attractions

Local sightseeing tours and excursions
Local shopping outlets

Live performances

Local sporting events
P 9 ®France

) o B Germany
Health spas, fitness-related activities
=U.K.

Bars and nightclubs =U.S.

=
X

10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Copyright © 2017, Oracle and/or its affiliates. All rights reserved. 21
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Post-Stay

Many guests have shared their
hotel experience on social
media

ORACLE

Shared a Hotel Experience on Social Media

Overall

Copyright © 2017, Oracle and/or its affiliates. All rights reserved.
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Post-Stay

The majority of U.S.

travelers post a review on social media

E

Point in Time Posted to Social Media

ORACLE FS

After the During the Both
stay stay

Copyright © 2017, Oracle and/or its affiliates. All rights reserved.
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Level of Comfort Releasing Information to Hotels, U.S.

Preferred ki
referred spoken 4% 14% 21%
language
allergies
preferences

P lizati
Guests are comfortable

releasing information to hotels,

to help them create a more Nurperipd S5

children

apps on your phone

destinations

ORACLE
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Personalization

ORACLE

Guests want the following information sent to their smart phones from hotels:

Discounts to local restaurants sent to my phone 60%
Message to my smartphone when room is ready 41%
Request what time room will be cleaned 35%
A personal tablet to use in the room 32%
Message to my smartphone when room is being cleaned 26%
My favorite drink waiting for me in the room 25%

My Netflix/Hulu or other streaming accounts already logged onto the TV 21%

Welcome phone call when you arrive to your room 10%

D
_‘._\ Copyright © 2017, Oracle and/or its affiliates. All rights reserved.
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Business vs.
Leisure

80% of business travelers also
stayed in hotels for a leisure trip
in the past year

ORACLE

Business travelers more greatly value the on-property experience
Importance to Overall Satisfaction of the Hotel Experience

Cleanliness of rooms

Look and feel of the property

Ease of the check-in/check-out process :
Leisure traveler

Location of hotel

Customer service/helpfulness of staff
Business

. traveler
Quality of restaurants

Property amenities

In-room entertainment

Hotel bars and nightlife/distance to nightlife

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Copyright © 2017, Oracle and/or its affiliates. All rights reserved.
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Business vs. Leisure

Business travelers use the on-property features more than leisure travelers

Behaviors at a Hotel in the Past 12 Months

B Business traveler

H| eisure traveler

28%

J

20%
14%
Connected to in-room Used in-room Ate at hotel restaurant  Spent time at hotel bar Spoke with hotel Ordered room service Spoke with hotel
Wi-Fi entertainment concierge about area concierge to help book
recommendations in-destination activities
In-room On-property

ORACLE FS
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usiness vs. Leisure

Business travelers believe it’s very/extremely important for hotels to invest in technology

44%
41%
37%
22% 20% 15%
[) o
— — 10%

Leisure Business Leisure Business Leisure Business Leisure Business Leisure Business Leisure Business Leisure Business
Traveler Traveler Traveler Traveler Traveler Traveler Traveler Traveler Traveler Traveler Traveler Traveler Traveler Traveler
Virtual check-in/ Access to information Keyless room In-room entertainment Room service Request/message concierge Smartphone apps
check-out about local activities entry orders and requests and/or room service via that control room

brought via robot smartphone climate/lights
®Not at all important = Slightly/moderately important = Very/extremely important

ORACLE FS
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usiness vs. Leisure

Business travelers are more interested in recommendations from hotels

Leisure Traveler Business Traveler

[ mHA I 20
— B I 5%

Local restaurants N 13% I 22%
I 22% —  JE&
I ¢  JEBA

- I ¢ I
Museums and attractioNs ™ 1700 [ 20%
W I 247
- B2 I 227
. . : I I
Local sightseeing tours and eXCUISiONs 2% :

)

[S]

X
N
o
X

22%

g
B

I (3%
: I, 139 I 2%
Local shopping outlets — o2 I 0%
I, I 237
I I (0%
; I o7 X
Live performances o™ oo, I 20% B France
A I 249
— I B Germany
. 4% I 7
Local sporting events =% I % B UK.
A I 21 B USA
I I %
. A — B0 | RO
Health spas, fitness-related activities . I %
I A
I I
. 2 I o
Bars and nightclubs —— I o
I I 20
®
ORACLE PR . o _
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Business vs. Leisure

ORACLE

Business travelers are more interested in in-room/property features, while leisure
travelers want to explore the destination

Top Personalized Services/Amenities Desired

. 48%
Discounts to local restaurants sent to my phone 2 65%
0
. 38%
Viessage to my smartphone when room is ready
0
. . 35%
Request what time room will be cleaned 349
(4
. 34%
A personal tablet to use in the room 5 2 )
31% B Business traveler
30% u| eisure traveler

Message to my smartphone when room is being cleaned 259%
]

My favorite drink waiting for me in the room 239
]

. . 28%
My Netflix/Hulu or other streaming accounts already logged onto the TV 18% /
o

. 15%
Welcome phone call when you arrive to your room

w
S
S

7%

D
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C lusi Guests want more control —
onciusion give it to them

KEY TAKEAWAYS
FROM THE RESEARCH:

ORACLE
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C usi Become your guests’
onciusion confidant and orchestrate

KEY TAKEAWAYS

FROM THE RESEARCH: their experience

ORACLE
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C lusi Know your guests:
onciusion Business travelers can be your

KEY TAKEAWAYS

FROM THE RESEARCH: most-important leisure travelers

ORACLE
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Conclusion Design and offer apps that are

(Y TAKEAWAYS integral to the hotel experience

FROM THE RESEARCH:

ORACLE
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Conclusion On social media: applaud your

RV TAKEAWAYS advocates; consult your critics

FROM THE RESEARCH:

ORACLE
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Conclusion Embrace technology’s

Y TAKEAWAYS flexibility to best individualize
FROM THE RESEARCH: the guest experlence

ORACLE
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