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When operating in such a competitive industry, seeking out ways in which to 
stand out from the crowd and staying up-to-date with the current trends is 
crucial. Guests are always in search of their next eye-opening adventure, the 
most popular city destination or the best reviewed hotel.

Introduction

In contrast, the local consumer isn’t always searching for the 
best new restaurant, they may opt for the reliable local pub, as 
it never disappoints and feels more familiar. Providers of these 
experiences, including hotels, restaurants, bars and getaway 
hubs, should look out for the newest industry trends and be 
ready to adapt as these changes arrive. 

Within the hospitality sector, rivalry for patronage is strong 
and in order to avoid being left behind, it is vital for businesses 
to keep up with the latest trends. By enlisting Auditel’s 
professionals help, with extensive knowledge and experience in 
these areas, we can highlight the positives and negatives you 
may not have realised before. 

Our network’s specialist independent expertise can aid you 
to bridge this uncertainty gap through our deep insights and 
industry knowledge. We can aid you in exploring how best 
to meet your technological innovation requirements, whilst 
balancing these risks and ensuring you achieve the very best 
value for money.

Within the hospitality 
sector, rivalry for 
patronage is strong 
and in order to avoid 
being left behind, it is 
vital for businesses to 
keep up with the  
latest trends.
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Market Trends: Customer Market Market Trends: Customer Expectations

LUXURY BRAND MANAGEMENT

The ability to balance heritage with innovation is essential 
for luxury brands to bring in an increasingly diverse range of 
guests. It is no longer enough to rely on brand history – now 
brands must future-proof their own identities in order to 
stay relevant, with storytelling being a key tool for brands to 
communicate their values and offerings to clients. Multinational 
brands must also exhibit the increasingly diverse identities of 
their guests via multicultural awareness, diversity campaigns 
and cultural sensitivity. To meet with omnichannel customers, 
brands must engineer seamless transitions between offline 
and online experiences, while keeping the premium service 
levels that are expected by luxury clients. A human interaction 
must be maintained throughout the guest experience, as it is 
essential to nurture personal relationships, in order to build a 
base of loyal clientele.

DEMOGRAPHICS

Millennials are currently the largest generational demographic 
within the UK, with a population of around 16.8 million —  
a quarter of the population. 

Millennials are a generational cohort born between 1980 
to 2000, and being the first true digital generation, their life 
experiences have changed the way we live, work and consume. 

Much of this is spent within the hospitality industry; over 
half (53%) of UK millennials would rather spend money 
on an experience versus on a possession. Improving your 
understanding of their behaviour is essential not only to engage 
millennials as clients, but also crucial to enhancing their 
capabilities as employees to deliver premium customer service.

GUEST EXPERIENCE

In the coming years it is projected that in their search for unique 
experiences, travellers are going to be less reliant on platforms 
such as TripAdvisor and rely much more on local guides and 
their own recommendations. These sources of information 
include people, such as property owners, that interact with their 
guests, or tour guides recommending their favourite restaurant 
as part of their tourist services. This trend has emerged from 
the travellers’ desire to have authentic and local experiences. 
Millennial travellers especially are trying to move away from 
the notion of being a tourist and prefer to immerse themselves 
in the culture and live like the locals do, while visiting other 
parts of the globe. Businesses can make the most of this 
trend by offering local experiences on-site, working with local 
tour guides or by creating an insider tour guide with local 
recommendations for guests.

FOOD AND BEVERAGE DEVELOPMENTS

Interest in locally sourced, seasonal food and plant-based 
cuisine continues to grow in popularity amongst a booming 
population of eco-conscious consumers. However, many guests 
are increasingly seeking out pleasurable dining experiences, 
motivated by wanting new culinary experiences that delight 
all of the senses. Millennials are encouraging a move towards 
dining democratisation, in which the boundaries between 
formal and casual dining are blurred and high-quality food at 
an affordable price point is embraced. Examples such as street 
food and open-fire cooking are allowing diners to experience a 
greater array of flavours, traditions and experiences. In the age 
of Instagram, the visual appeal of food is almost as important 
as taste.SUSTAINABILITY

The United Nations has recently further pushed issues 
of sustainability into the public limelight. Consequently, 
conscientious Millennial and Generation Z travellers are now 
expecting international hospitality organisations to take 
an increasingly comprehensive stance on corporate social 
responsibility. Transparency and accountability are even more 
important, as consumers want to know the extent of their 
impact both environmentally and also socially. Sustainability 
and social responsibility programs now include strategies 
such as reduced usage of single-use plastics; social business 
concept development and an increasing shift towards a circular 
economy, which encourages the recycling and regeneration of 
all resources. 

HEALTH AND WELLNESS

The promotion of health and wellness is another pervasive 
trend growing both inside (and outside) the hospitality industry. 
However, the implementation of health and wellness should go 
further than common wellness trends such as adding health 
foods; gym facilities or a spa centre to a property. Nowadays, 
wellness concepts are being seamlessly embedded into 
properties’ design and ambiance, with common spaces being 
transformed into tranquil spaces, equipped with features such 
as air purifiers, therapeutic lighting and meditation spaces.

25%
of the population 
are ‘millennials’, a 
generational cohort 
born between 1980  
to 2000

53%
of UK millennials 
would rather spend 
money on an 
experience instead  
of a possession
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With the UK firmly embedded in the fourth Industrial Revolution, 
in which disruptive technologies are changing the way we live 
and work, the need for the hospitality industry’s procurement 
functions to embrace new ideas and technologies within their 
functions has never been greater. Thanks to novel technologies, 
hospitality businesses can cater to guests with improved 
customisation, convenience and control. 

Both before and after customers’ stay, technology is 
transforming the way that they interact with brands. 
Robots, chatbots and other artificial intelligence forms can 
accommodate customers with on-demand information and 
recommendations which are fully personalised. Doors can 
be opened using facial recognition technology, while ‘smart 
hotel rooms’ are furnished with Internet of Things connectivity, 
allowing customers to tailor their experience through the 
use of integrated apps or voice recognition technologies. 
Loyalty programmes based on cryptocurrency and blockchain 
technology are generating exciting opportunities for forward 
thinking brands to engage with their patrons. 

The above examples give us just a glimpse of the current 
and future technological applications that will influence the 
hospitality customer experience. Most of these technologies 
are still in their infancy, but have huge potential to change the 
industry in ways we are yet to imagine.

Despite a lack of mass-implementation of these digital tools in 
all areas of the industry, 2019 will see increased spread of these 
technologies, as the results of early adoption, fuel a second 
wave of digital transformation in the sector. 

These technological disruptors, whilst at times overwhelming, 
offer a wealth of opportunity when implemented effectively. 
With years of experience in helping businesses become more 
cost effective, Auditel has unparalleled sector knowledge and 
can help level the playing field in a competitive hospitality 
landscape. 

Market Trends: Digital Disruption

SOCIAL MEDIA

As a result of privacy policy regulations changing, and new 
restrictions — such as the General Data Protection Regulation 
(GDPR) — being put in place, many brands are receiving much 
less exposure and access to their audience than they previously 
did. One of the big questions is: how is the hospitality industry 
going to address this shift? Moving towards much more 
stringent data privacy regulations are going to require some 
getting used to, as more of these policies come into play  
over time.

In the future, businesses will need to evaluate the ways in which 
they store customer data, send marketing communications 
and how customer data is collected and shared with third-
party vendors. Due to the novel technologies and third-party 
integrations that are to be implemented in the future, hospitality 
operators must ensure their guest data is safeguarded against 
cybersecurity attacks. 

Another large change that we are seeing on social media is the 
increased use of stories, rather than posts, to share information. 
We are also seeing greater use of guest-curated content, 
including videos or images, in comparison to more formal 
commercial content, such as advertisements. Businesses can 
experiment with these new sharing mediums and content shifts 
to stay up to date with the newest trends. 

INTERNET OF THINGS (IOT)

The Internet of Things refers to devices that we use in our 
everyday lives, that have internet capabilities, allowing them to 
send and receive data. This technology is of huge importance 
in the hospitality sector, as it grants the means to save on 
energy costs while optimising services such as hotel rooms, all 
without the need for human interaction. Some hotels are using 
smart energy systems to automatically lower the power of light 
bulbs throughout daylight hours, or to turn off heating systems 
when rooms are not occupied. Such  systems can be utilised to 
ensure optimum room temperatures are automatically reached 
prior to guests’ arrival.

Despite a lack of 
mass-implementation 
of these digital tools 
in all areas of the 
industry, 2019 will see 
increased spread of 
these technologies 
as the results of 
early adoption fuel a 
second wave of digital 
transformation in  
the sector. 
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Market Trends: Digital Disruption

RECOGNITION TECHNOLOGY

Recognition technologies include finger print, retina scanning 
and facial recognition. This area is growing in popularity 
generally, but its uses in the hospitality sector are numerous. 
In this industry, it primarily involves improving efficiency of 
payment processes and reducing the amount of human staff 
contact required. Technologies such as Apple’s Touch ID and 
Face ID features, as well as Amazon Go stores and widespread 
use of beacon technology have opened up many possibilities 
provided by the introduction of frictionless automation. 
Moving into the future, hotels are very likely to start utilising 
facial recognition for automatic authorisation of payments 
once guests have left a restaurant or to prevent queues when 
checking out. This would completely automate the process. 

CHATBOTS & ARTIFICIAL INTELLIGENCE (AI)

Chatbots provide artificially intelligent responses to guest’s 
queries and is viewed to be one of the most advantageous 
digital trends in the hospitality industry today. This technology 
allows simple questions to be answered without any human 
interaction, thus reducing the time for responses and freeing 
up human staff to deal with more important issues. Artificial 
intelligence can also be used to automatically analyse data, 
assist with a revenue management strategy or to provide more 
personalised offers to customers based on their preferences. 

ROBOTS

Up until recently, the use of robots in the workplace was 
mostly limited to manufacturing lines. However, within the 
hospitality sector, AI-driven robots — which nowadays act 
more like humans — are a huge emerging digital trend. One 
exciting example of this can be seen in the Henn-na Hotel, 
located in Nagasaki. Labelled as ‘the world’s first robot staffed 
hotel’, they have an information robot which provides tourist 
recommendations; a reception desk robot that is capable 
of intelligent communication; a cloakroom robot that stores 
guest’s belongings and a face recognition system that checks 
guest in and prevents guests from losing their keys!

VIRTUAL REALITY (VR)

VR offers huge potential within the hospitality sector due to its 
ability to effectively transport customers to a novel, digitally 
created environment. Many hotels are already making use of 
360-degree video and other virtual reality technology tools 
throughout the booking process. On hotel websites, some 
businesses use VR to allow potential customers to experience 
their hotel rooms before they finalise booking them, facilitating 
more informed decisions on room requirements, such as size 
and personal preferences. Meanwhile, these technologies 
can also be utilised to give guests virtual experiences of local 
attractions, or even as a form of entertainment.

Labelled as ‘the world’s 
first robot staffed 
hotel’, [the Henn-
na Hotel, located in 
Nagasaki] have an 
information robot 
which provides tourist 
recommendations; 
a reception desk 
robot that is capable 
of intelligent 
communication; a 
cloakroom robot 
that stores guest’s 
belongings and a face 
recognition system 
that checks guest in 
and prevents guests 
from losing their keys!
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Market Trends: Digital Disruption

MOBILE INTEGRATION

Pretty much all customers nowadays own smartphones. We 
tend to use them for everything from requesting a ride to 
ordering home delivered food. The hospitality industry needs to 
cater to this and a dedicated hotel app can go a long way. This 
app may allow guests to reserve tables in the hotel restaurant, 
book a massage in the spa or provide room service. While 
self-service can help to improve the customer experience, 
applications can also be used to create loyalty programmes, 
further encouraging repeat business. Furthermore, these 
technologies can be linked to the aforementioned capabilities 
provided by the Internet of Things, which would allow 
customers to control heating and lighting from the app too.

REPUTATION MANAGEMENT

Lastly, in a world in which around two thirds of customers 
assess online reviews prior to making a hospitality booking, 
reputation management has become one of the crucial digital 
trends of all. This requires a long-term outlook, but there are 
many ways in which those in the hotel industry can manage 
reviews. Examples of which include: responding to guest 
reviews on popular review platforms and acknowledging 
complaints when genuine, as well as taking action to 
address these complaints to prevent other similar reviews. 
It is also important to encourage happy guests to leave 
reviews too which can be done at check-out or through email 
communications. It is important to keep reviews on platforms 
up-to-date and to also have reviews on your own business 
website, whilst endeavouring to provide stellar customer 
service.

With so much focus on emerging technologies, it’s easy to 
forget that people are still one of the hospitality sector’s biggest 
assets. In a sector that is built upon service excellence, human 
capital can be a brand’s most powerful asset and competitive 
edge. Recent years, however, have served as an important 
reminder that talent can also be a growth inhibitor. Currently, 
tourism employs around 10% of people within the global 
economy. In order for the hospitality industry to grow further, 
simply put, more talent is needed. This however represents 
a very large problem. While talent gaps in this industry are 
not a new phenomenon, the extent of the current shortage is 
unparalleled. 

The current workforce, as well as tomorrow’s talent, needs to 
be inspired to seek out careers in areas such as the culinary 
arts, aviation and hospitality. This can be done through on the 
job training programmes, apprenticeships, career events and 
partnerships with academic and non-profit organisations who 
specialise in career development. There needs to be more 
opportunities available that create smoother transitions to 
the industry, as well as platforms that exhibit these career 
opportunities to educators, parents and students who perhaps 
wouldn’t have previously considered joining this industry. 

Many organisations have found that employee engagement 
initiatives have improved staff retention, but hospitality 
businesses still need to be realistic about the high-turnover 
nature of the industry. Despite this limitation, opportunities for 
employee engagement include programmes such as training 
and development workshops; improving staff workspaces; 
improving benefits for working parents and further enhancing 
organisational culture. Especially for larger brands, effective 
programs often start with improving the processes that allow 
them to better understand the voice of their employees. The 
quickly evolving area of cognitive technology now presents 
novel possibilities for organisations to asses and evolve how 
work is completed, streamline their operations and empower a 
smart workforce. 

Market Trends: Human Capital

A dedicated hotel app 
can go a long way. This 
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hotel restaurant, book 
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the spa or provide 
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booking.
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There is not a single, standard solution to these challenges.

However, as an executive in the hospitality sector, now is the 
time to re-examine your organisation through the lens of the 
new conditions that we currently face. As indicated by these 
trends, the hospitality industry’s future is being moulded by 
global industries, worldwide movements and customer values. 
Even in the face of so many changes, one constant still remains: 
the importance of the human touch. In order for businesses to 
develop innovative concepts capable of yielding long-term profit 
and growth, an understanding of the different needs of guests 
is essential. Human relations play a huge role in the provision of 
exceptional experiences and memorable service, making human 
capital one of hospitality’s most valuable sources of innovation. 

The risks of making decisions can be significantly reduced if 
organisations ensure that they have a truthful comprehension of 
their current position and a 360-degree view of the challenges 
that are confronting them. Once this strategic high ground has 
been achieved, decisions regarding the requirements for growth 
and productivity become significantly less stressful. 

Auditel have worked with many hospitality organisations 
over the years and have a deep understanding of the sector’s 
challenges and needs due to our extensive network of experts. 

By engaging Auditel at the right time, independent external help 
that works alongside your existing leading operational teams, 
we can level the playing field and strengthen your competitive 
advantage, whilst ensuring you achieve the very best value  
for money. 

https://www.businessdestinations.com/relax/top-5-hospitality-trends-in-2019/

https://hospitalityinsights.ehl.edu/2019-top-hospitality-trends

https://www.revfine.com/digital-trends-hospitality-industry/

https://www.socialtables.com/blog/hospitality/hospitality-industry-trends/

https://www2.deloitte.com/us/en/pages/consumer-business/articles/travel-hospitality-industry-outlook.html

https://www.cloudbeds.com/articles/hospitality-industry-trends/2019-hospitality-industry-trends/

https://www.revfine.com/hospitality-marketing/

https://www.bighospitality.co.uk/Article/2019/01/09/Seven-things-we-want-to-see-in-the-hospitality-industry-in-2019
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