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Introduction 
There’s no doubt that this has been one of Hospitality’s most challenging years to date. The 
good news is that there are some glimmers of hope on the horizon. Recent research found 
that 71% of global travellers are looking to travel within 3 months of restrictions lifting, 
and 94% plan to continue staying in hotels (Amadeus Destination X). 

However, as hotels continue to navigate this uncertain period, there is a need to think 
faster and smarter. With ongoing reduced demand as a result of COVID-19, hotels are 
more focused than ever not only on guest room profitability, but on total-hotel profitability. 
Every line item of systems, people and processes are being combed through, combined 
and analysed for their cost, return and their associated bottom line revenue. Management 
is focused on filling rooms, restaurants and function spaces with the most profitable 
business, associated with the smallest cost. And with businesses paying between five and 
twenty-five times more to acquire new customers, it really does pay to retain existing 
customers. The increased emphasis on driving repeat business is as much cost-
effective as it is necessary for the success of all hotels.

At the same time, COVID-19 is bringing about changes in guest expectations. Following 
months of digital-first living coupled with changes to our daily routine, several trends 
are emerging. Hotel guests everywhere are coming to expect a level of personalisation 
across all stages of the traveller journey – from shopping and booking, to transportation, 
accommodation and beyond. The organisations that can truly understand their customers, 
truly understand the data they’ve provided and deliver future experiences based on that 
data, will be the organisations that succeed.

To help hoteliers in the UK 
and Ireland, we’ve combined 
industry and proprietary 
research, with Amadeus 
Business Intelligence data 
to provide insight and offer 
recommendations into how 
hoteliers can use data to 
drive loyalty and profitability. 

h o t e l

https://www.amadeus-hospitality.com/uk
https://amadeus.com/en/insights/research-report/destination-x-where-to-next
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How are you currently using data? 
One of the greatest challenges facing hoteliers is figuring out how to use data. Hoteliers are faced with a deluge of data 
across several locations, so much so that organising it into an actionable analysis feels more difficult than the task of climbing 
Mt. Everest. And then there’s the concern of having the right data that will be meaningful. Finally, not all data is created equal. 
When evaluating data sources, hoteliers must understand where the information is coming from and how effective it will 
be to help inform rate and distribution strategies. Only accurate, timely insight will be useful for making informed, real-time 
decisions. You can find out more about this topic here. 

Ideally, you’re looking at not just one competitive set, but a different competitive set for each of the above to get the full 
picture of how your property compares to the competition. And don’t forget that your competition doesn’t just include hotels. 
Prior to the pandemic, alternative accommodations, or short-term rentals were on the rise, with this sector growing 1.7x 
faster than hotels in Europe. As restrictions eased in April and May, bookings for short-term rental providers such as AirBnB 
and Vrbo more than doubled (AirDNA). 

 _ How are you selecting your competitive set? 
 _ By location? 
 _ By segment?
 _ By rate?
 _ By business mix?

Sales teams have long used historic data for their forecasting in the upcoming year. While that data 
may provide some helpful direction, there’s a lot that historic data doesn’t account for. Take this year 
for example and the impact of COVID-19, or other changes beyond our control, such as weather, 
political and economic factors. 

Any one of these can pose a significant impact on forecasted RevPAR. And we haven’t even begun to 
dig into understanding the competition yet. As a first step, hotels should identify their competitive set 
and compare their rates, occupancy, and group business.

Across the UK, 6 
in 10 adults are 

interested in working 
remotely somewhere 

other than their 
primary residence

What’s driving demand now? 
In the short-term, staycations and a preference for private modes 
of transportation are clear motivators. Looking ahead, the growing 
trend of remote working is likely to fuel further bookings. Across the 
UK, 6 in 10 adults are interested in working remotely somewhere 
other than their primary residence (The Independent). It can often be 
easier for these types of accommodation to offer remote working 
services, but with many chains globally now also adapting to the 
remote working trend, it’s important to consider if this makes sense 
for your business to provide an additional revenue stream. 

https://www.amadeus-hospitality.com/uk
https://www.amadeus-hospitality.com/insight/does-your-data-provide-accurate-timely-market-insight/
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In the following section, we’ll share the top three areas 
you should focus on analysing to increase your total-hotel 

profitability and guest loyalty, along with actionable  
data for the UK & Ireland region.

Amadeus Demand360® data, as of 18 October

Amadeus Demand360® data, as of 18 October

Channel performance 
The first data piece you need to clearly understand 
in order to improve your profitability is your channel 
performance. In an ideal world, you’re using a mix 
of booking channels from online travel agencies, 
Global Distribution Systems (GDS), brand.com, 
and metasearch and spending advertising budget 
on social media, search engine marketing, with 
metasearch providers, and towards travel agents 
on the GDS. Whilst we understand that currently 
advertising may not be top of mind, as demand does 
return, getting your property out there will be more 
important than ever to help you stand out from all of 
the others also looking to attract bookings. 

To understand your channel performance, you 
need to know what percentage of your bookings 
are coming from each channel and, even more 
importantly, what channels are most profitable. 
For the purposes of this report, we’ve compared 
data from October 2020, prior to the most recent 
lockdowns across the UK & Ireland, with the same 
time last year. 

Currrent Year Booking Chanel Mix - UK & Ireland

Last Year Booking Chanel Mix - UK & Ireland

http://www.amadeus-hospitality.com
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The booking channel split between 2019 and 2020 remains fairly stable, with 
the exception of GDS bookings, which have understandably reduced in line with 
a reduction in business travel. As a result, bookings from OTAs have increased, 
from 30% in 2019, to 38% in 2020. Direct bookings are holding steady, making 
up 27% and 29% respectively in 2019 and 2020. 

When you think about your channel performance, you may see variations 
based on your property type. For example, in both 2019 and 2020, the highest 
number of bookings for midscale, upper-midscale, and upscale properties was 
from OTAs. For the luxury market, this figure drops slightly, with more bookings 
coming in through Direct and Brand.com.

Bookings from OTAs 
have increased, from 

30% in 2019,  
to  

38% in 2020

Current Booking Channel Contribution - Class of Service Summary
Market: Ireland, United Kingdom

Amadeus Demand360® data, as of 18 October

https://www.amadeus-hospitality.com/uk
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Last Year Booking Channel Contribution - Class of Service Summary
Market: Ireland, United Kingdom

Amadeus Demand360® data, as of 18 October

https://www.amadeus-hospitality.com/uk
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As demand returns, hoteliers should 
keep a close eye on this channel mix, 
as a clear indicator for where to focus 
distribution efforts. Specifically  
think about:

If bookings are split across the different channels, as they were in 2019, 
it’s important to ensure your hotel has a wide distribution mix to  
maximise profitability. 

Use this knowledge to think of how to take profitability a step further. For 
example, although GDS may not be a focus currently, it’s still an important 
channel to consider for the future. Prior to COVID-19, this channel had 
increased 10.7% since 2017, so as corporate travel resumes, think about 
which agents and agencies are booking your property and – equally as 
important – which are booking with your competition.  

In a typical year, we would recommend looking at whether certain 
segments are booking your property. Currently, transient is leading the 
way, so think how you can build promotions to attract this market. We 
already mentioned the growing trend of  remote working, so this might 
be a good place to start. Furthermore, when restrictions eased across the 
summer months, 86% of UK & Ireland attendees in an Amadeus webinar, 
said they were already preparing for the return of meetings and events. 
Though these will be smaller in nature, at least in the short-term, that 
doesn’t mean that this group business can’t provide a source of revenue 
once restrictions allow. Use your CRM to let companies know you have 
availability and share what steps and restrictions you’ve implemented to 
welcome this segment.

When restrictions eased 
across the summer 

months, 86% of UK 
& Ireland attendees in 
an Amadeus webinar, 

said they were already 
preparing for the return of 

meetings and events. 

https://www.amadeus-hospitality.com/uk
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Forward-looking rates and occupancy 

Amadeus Demand360® data, as of 18 October

The second data piece that will directly impact your 
property’s ability to reach significant profitability is a 
detailed understanding of rates and occupancy across your 
property and your various competitive sets. Previously, 
revenue managers could look at trends for the upcoming 
months in order to determine the hotel’s strategy. However, 
with today’s fluctuating demand, this has become a more 
regular – if not daily – task. Though historic data may have 
been a useful indicator, and can still provide some guidance, 
in the current environment, there’s nothing quite like being 
able to actually see what’s on the books in the weeks to 
come. With this insight, you can make informed decisions 
regarding rates, distribution channels and marketing mix. 

When we look at bookings happening now, as a result 
of COVID-19, one of the biggest trends we are seeing is 
a reduced booking window. Globally, the period in which 
bookings are made has shortened, with many now made 
within 0-7 days. For the UK and Ireland, 62% of bookings 
made in October were done within one week, compared 
to just 35% in 2019. Just 9% of bookings are made 12+ 
weeks in advance, in line with 2019 trends. This suggests 
that travellers are seeking a cautious approach to bookings, 
opting either to wait a few months or until the last minute. 

For the UK and Ireland, 62% of bookings made 
 in October were done within one week, compared to  

just 35% in 2019.

Transient Booking Lead Time - UK & Ireland

https://www.amadeus-hospitality.com/uk
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As a result, occupancy begins to drop when we look more than a few weeks in advance. At the time of writing, the 
majority of UK & Ireland hospitality was closed, so we have used the United States as an example, where 64% of 
bookings are made within 0-7 days. In the graph below, occupancy reaches levels of 30-40% throughout October 
and early November but drops to the teens further into November, even despite the coming holiday weekend the 
end of November.

By keeping a close eye on future occupancy, you can maintain flexibility and adjust your strategies to maximise 
your Average Daily Rate (ADR). As we know that many bookings are currently made last minute, focus away from 
dropping rates as a way to attract bookings. In fact, recent research showed that only 25% of travellers are citing 
price as a key driver for bookings (Amadeus Destination X). Instead, look at other value-adds and motivators, such 
as flexible cancellation policies or free breakfast or parking. Once again, keep in mind how your competition is 
reacting in response to fluctuating occupancy, particularly alternative accommodations. Research from Expedia 
found that 8 in 10 travellers view hotels in the same price range as equal in value, so even if they are dropping 
rates, it doesn’t mean this approach will guarantee success. 

Occupancy - Last Year vs Current Year (Trailing 4 Weeks and Future 4 Weeks)
Market: United States

https://www.amadeus-hospitality.com/uk
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Historic and new guest data 
The third most important data set you can use to drive loyalty 
and profitability is the data that your guests, both previous 
and upcoming, share with you. 78% of consumers are likely to 
trust companies with their data, if it’s used to personalise their 
experience (Salesforce). 

Your guest data can enable you 
to seamlessly recognise, act on 

preferences and deliver personalised 
messages or offerings at the right 

time, even as behaviours evolve. 
From the first interaction – a visit 

to your website or a booking – you 
should be looking to collect the 
information and preferences of 

your guests and understand the 
behaviours of your various audience 

segments. Understanding guest 
preferences prior to arrival will allow 
for a smooth check-in and avoid the 

hassle of last-minute requests.

Hotels can take advantage of existing guest data 
to achieve more direct bookings, a higher share of 
recurring revenue and stronger brand recognition. Did 
you know that in today’s environment guests are looking 
for more information than ever before? Hygiene and 
safety measures remain top of the list, but as we grow 
more accustomed to this way of living, think about how 
to take personalisation to the next level. Throughout 
the pandemic, many of us have acquired new habits, 
specifically online. 70% of Brits expect to keep using the 
new store or restaurant app they tried during lockdown 
and 74% will continue with their new wellness app 
(McKinsey). By understanding what interests appeal 
to your guests, it becomes easier to offer additional 
experiences or services that will create revenue and 
influence guest satisfaction. 

Even more important, is ensuring that your guest’s first 
stay isn’t their last. In addition to providing an excellent 
service and experience, continue to nurture your guests 
upon their departure. Follow up with a guest survey and 
gather insight into where your team can continue to 
improve. Use that data as well as the data from your 
guests’ stay to provide offers that are aligned with  
their interests.

78% 
of consumers are likely 
to trust companies with 
their data, if it’s used to 

personalise their experience

https://www.amadeus-hospitality.com/uk
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TAKING THE NEXT 
STEP – DRIVING  

PROFITABILITY AND 
PERSONALISATION 

WITH DATA
Now, more than ever, it’s critical to use the data available to you to make smarter decisions 

about distribution and demand generation. It’s even more critical for your team to deliver 

memorable guest experiences that will bring back guests again and again. By closely 

and continuously evaluating your channel performance, forward-looking rates and 

occupancy for you and your competition, and deeply understanding your guests, you can  

increase your profitability as demand returns. 

Amadeus connects supply and demand to deliver insights, demand and efficiency  

for you. No matter your size, the Amadeus suite of solutions has something to suit  

every need. Amadeus has been shaping travel for over 30 years, and over  

52,000 brands, management companies, independents – and beyond –  

have chosen Amadeus as their technology partner. 

http://www.amadeus-hospitality.com/uk
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Find out more 
To find out more about the Amadeus Business Intelligence solutions, or any others, as 
well as our dedicated hub for UK & Ireland, visit www.amadeus-hospitality.com/uk 

Amadeus is a technology innovator that connects the entire travel ecosystem at every stage of the 
journey. Amadeus offers the hospitality industry solutions for reservations, sales and catering, property 
management and operations, all focused on a better end-to-end experience for guests, employees, 
managers, owners and partners.

FInd Us On:

http://www.amadeus-hospitality.com/uk
https://www.linkedin.com/showcase/amadeus-hospitality
https://twitter.com/amadeushosp
https://www.facebook.com/Amadeus-Hospitality-134907143595508/
https://www.instagram.com/amadeushosp/

