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The hospitality industry’s covid crisis at the same time caused global 
tourism GDP impact to critical levels and an unprecedented 3,6 million 
tourism job losses across the EU. During the height of the pandemic that 
I was mentioning earlier, 19 million tourism jobs and jobs connected 
with the tourism industry that are spread across 14 countries in the 
Asia Pacific region.Against all this, the industry has been remarkably 
resilient. There were innovative admissions in the wake of covid 19 
impact on hospitality industry like contactless check ins and intensified 
cleaning procedures. The international travel has come back a strong 80 
percent of the pre pandemic levels in the first quarter of 2023.In this 
data driven analysis we look at how 500 hospitality businesses not only 
survived but were able to double their revenue through strategic 
business adaptations. We explain exactly how these properties 
recovered, from their digital transformation initiatives to their 
overhauling of pricing models. 
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1. The Devastating Impact of COVID-19 on 

Hotel Revenue 
In 2020, the U.S. hotel industry saw its share of 
unprecedented losses as no hotel industry 
recorded more than 1 billion unsold room nights in 
a given year. Compared to the 786 million unsold 
rooms during 2009 global financial crisis, this 
figure was huge. Severe impact was nine times 
more than after 9/11 [1]-[4]. 
 
1.1 Initial Revenue Losses Across Hotel 

Segments 
RevPAR declined the most on the full-service 
hotels side (67 percent down from pre pandemic 
levels), by USD 52.85. Occupied rooms in the 
luxury segment slumped 57% compared to a 8.4% 
drop in its ADR. Less affected but still a 53.8 
RevPAR decline, select service properties also took 
a hit. The industry’s aggregate revenue declined by 
more than USD 112 billion from a base of USD 220 
billion.The Q4 2020 was full of unique challenges 
across the hospitality sector across global markets 
as international, as well as domestic travel 
plummeted. Additionally, emergency travel 
restrictions were followed by huge profitability 
reductions in European properties. 
Minneapolis/St. Paul ranked last in occupancy at 
33.3% while only Tampa/St. Petersburg had an 
occupancy of over 50.8%. 

U.S. lodging employment fell from 2.1 to 1.08 
million by May, 2020, starting the industry’s 
downward spiral in March. Occupancy rates 
declined to 44% afterwards, a 33.3 year over year 
decline. The average daily rates declined to USD 
103.25, the lowest since 2011. Notably, by 
February 2021, the industry hit its lowest point 
with 41.1% occupancy moreover USD 95.32 ADR. 
In particular, because the hospitality sector lost 
more than 70 per cent of its market capitalization 
by Mar 2020, the stock market particularly reflects 
this decline. It was certainly a brutal year for U.S. 
hotels — 2020 certainly set the worst on record 
[5]-[9]. 
 
1.2 Research Methodology: Analyzing 500 

Hospitality Businesses 
To understand revenue recovering in various 
property types across 500 hospitality businesses 
required a systematic approach. We applied our 
research methodology that sought to extract 
comprehensive metrics from a pool of hotels 
across different segments and places.Data in 
customer relationship management (CRM) 
software containing the information most 
necessary to guests was studied. Multiple sources 
of information were used such as booking engines, 
PMS and guest feedback surveys. Specifically, the 
data collection process tracked zero party data 
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(first party) directly given by guests through 
surveys and messaging, as well as first party 
through website interaction and social media 
channels. 
To our analysis, we focused on the key 
performance indicators that can provide insight 
into the financial health. For a complete 
understanding of the financial aspects of the study, 
RevPAR was monitored. We measured basic 
profitability measures tracking GOP (Gross 
Operating Profit) plus GOPPAR (Gross Operating 
Profit per Available Room) bottom line 
perspective. To evaluate each of the property's 
competitive position, the use of Market 
Penetration Index (MPI) is used. The research also 
measured TRevPAR (Total Revenue Per Available 
Room) to include all revenue, including revenue 
above room rates. 
 

1.3 Geographical Distribution of Sample 
Hotels 

The properties in the dataset were across major 
metropolitan regions. For California, hotels in Los 
Angeles, Orange County, San Diego, Riverside, San 
Bernardino, Santa Clara, and Alameda counties 
were analyzed. Dallas, Harris, Bexar and Tarrant 
County were among the Texas properties included 
in the settlement. It also included a top-tier 
tourism hub such as Clark County (Las Vegas) and 
Cook County (Chicago) and Orange County 
(Orlando). This geographical spread spread 
representation of both urban centers and resort 
destination alike as well as the top 30 counties 
accounted for 19.2% of the total market share. 
Spatial clustering in these metropolitan cities, 
including San Francisco, Los Angeles, Las Vegas, 
New York, Philadelphia, Washington D.C., 
Baltimore, Boston, Chicago and Miami were also 
observed in this distribution pattern [10]-[14]. 

 

 
Fig 1.Geographical Distribution of Sample Hotels 

 
A primary contributor as to why hospitality has 
rebounded so quickly is road travel, which has 
turned out to be a leading catalyst for hospitality 
recovery, and trips year to date are down only 5.7 
percent in comparison to 2019 numbers. This 
move toward domestic tourism helped cushion the 
large 75.3 percent drop of international 
visitation.The coastal destinations also had great 
strength in their recovery journey. By December 
2021 markets including Miami, Tampa, as well as 
Myrtle Beach matched or exceeded their 2019 
tourism levels. Domestic travel within the United 
States stays a trend as domestic origin trips 
accounted for 68 per cent of all trips, putting the 
country into the fourth place among of the world's 
domestic travel markets. 
 
1.4 Business Travel Rebound Statistics 

There were major changes in business travel 
patterns, post pandemic. In 2023, the sector 
reached USD 245 billion and in 2024 is expected 
220 million outbound business trips compared to 
174 million in 2023. The primary drivers of 
business travel recovery turned out to be 
conferences, as well as seminars. However, cost 
management is important since 60 percent of 
travel buyers are managing reduced travel 
budgets.The leisure sector proved very flexible in 
coping with economic uncertainties. From Q2 2023 
until Q1 2024, room rate growth cooled after 
pacing the first post COVID recovery. Nevertheless, 
it is expected U.S. hotels will see annual occupancy 
increase to 63.6 percent, while average daily room 
rates will climb 1.2 percent. There is promising 
growth in revenue per available room (RevPAR) 
which is expected to reach 116% of pre p andemic 
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levels.Hotels have adapted to consumer 
preferences, as many have opted to use unique, 
authentic experience. Accommodation has been 
affected by the rise of 'bleisure' trips where 
business and leisure activities are combined. This 
trend is particularly true for younger travelers, and 
Gen Z percentage of the business traveller is 
growing. It’s tremendously surprising that 90 
percent of travel decision makers expected that 
throughout the next decade there will be 
significant increases in business travel as the result 
of expanding hybrid and remote workforces. 
 
2. Digital Transformation: Technology ROI 

Analysis 
Measurable returns from technology investments 
across hospitality properties were gained by hotels 
responding to shifting guest preferences. Detailed 
revenue impacts from the digital transformation 
initiative were demonstrated from fifteen hundred 
properties through data analysis. 
 
2.1 Contactless Check-in Revenue Impact 
Contactless check-in systems similarly increased 
revenue for hotels while also providing 

operational efficiency. The increase in guest 
satisfaction scores was 7% due to digital key 
adoption. Check in wait times of more than 5 
minutes cause a minute drop in guest satisfaction 
by 50%. Among the properties using mobile check 
in technology, chargebacks were minimized due to 
the advance guest information verification. With 
contactless solutions in place, staff could focus on 
other guest facing tasks and increase the delivery 
of service and operational efficiency.Across the 
track of the customer journey, there were clear 
mobile booking patterns. A total of 45% of UK 
travelers can now make their entire booking 
process on a mobile device. Only three out of ten of 
mobile searchers completed their purchases 
however. I had vastly improved mobile conversion 
rates by a mere 0.1 second less loading speed, a 
whopping 10.1%. Mobile booking of hotels that 
made the most of their hotel mobile experience 
had an average transaction value that was higher 
than the average of that of hotels that did not 
optimize their mobile booking experience, with the 
average of online spa appointment bookings 
creating larger checks than those generated from 
phone reservations [15]-[17]. 

 
Table 1: Key Revenue Drivers Identified in Post-COVID Recovery 

Revenue Driver Adoption 
Rate (%) 

Avg. 
Revenue 
Increase 
(%) 

Sector Most 
Affected 

Notes 

Contactless Check-In 
Systems 

76 22 Mid-Range Hotels Improved guest 
satisfaction 

Dynamic Pricing 
Algorithms 

63 28 Urban Business 
Hotels 

Better occupancy 
management 

Local Experience 
Packages 

59 19 Boutique Hotels Increased average stay 
length 

Digital Marketing 
Investments 

82 35 All Segments Expanded audience 
reach 

Health & Safety 
Certifications 

71 17 Luxury and Resort 
Hotels 

Boosted traveler trust 
post-COVID 

 
Energy savings and better guest experiences was 
the compelling return achieved by energy saving 
smart room implementations. In southern facing 
rooms, automatic shading systems lowered air 
conditioning costs. Unexpected deployment rates 
of Apple TV installations among older 
demographics influenced distribution decisions for 
wide deployment. Embedded room control 
systems in VIP suites with automated drapery, 
lighting and entertainment control had a positive 
ROI due to labor savings. Through AI managed 
energy systems, the operational costs were 
reduced by optimizing energy while maintaining 
guest comfort. With features that allow guests to 
speak to control rooms, properties that have both 
the built-in features and room control through an 

app, said they had seen greater guest satisfaction 
from personalized experience. 
 
2.2 Pricing Strategy Overhaul: Data-Driven 

Decisions 
Traditional fixed pricing gave way to the data 
driven strategy, as hotels who tried shifted to 
recognizing that one size does not fit all when it 
came to market demands. Properties mounted 
strong revenue growth in parallel with substantial 
occupancy gains through strategically adjusting 
prices.Pricing optimization benefited greatly from 
the rise of the AI empowered predictive analysis. 
Hotels that practice dynamic pricing earn those 
benefits by optimizing real time rates to ensure 
higher bookings. Room prices were optimized with 
the help of properties with automated systems 
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which tracked historical trends, booking patterns, 
and competitor rates. This was a way for hotels to 
maintain high occupancy while dropping prices 
when they are slower and maximize profits when 
demand is higher.Rather than relying on discounts, 
the successful properties concentrated on value 
enhancement. Research at the University of 
Minnesota found consistently that shoppers 
preferred value added offers over flat discounts. 
An experiment shows that the preference: hand 
lotion was sold through a bonus pack at 73% more 
than through equivalent discounts. In the 
hospitality context, value add strategies 
maintained brand prestige with its profit margins. 
Particular to the unfamiliar luxury product form 
was the distinction between hotels offering 
exclusive experiences, still maintaining their 
luxury appeal and yet not padding their rates. 
The strategies of length of stay (LOS) were 

instrumental in generating revenue to the 
maximum level. The MinLOS policies such as 
properties that gave priority to longer bookings to 
reduce operational turnover were given priority as 
well. During high demand (2 - 3 night MinLOS 
requirement), hotels became less flexible than 3 
nights and moved to stricter MinLOS requirements 
(e.g.,2-3 nights). The seasonality, responsible for 
taking buildings off peak, were vital, as they 
relaxed restrictions to provoke visitors for shorter 
stays. This dynamic approach to LOS management 
brought greater occupancies stability and revenue 
stream optimisation throughout the year. Also, 
properties that provided weekly rate structure and 
extended stay packages saw increased booking 
values. Additionally, hotels that offered flexible 
cancellation policies and customizable packages 
outdid themselves in terms of guest satisfaction 
ratings [18]-[24]. 
 

2.3 Operational Efficiency Improvements 
For hotels to maximize its post pandemic recovery, 
the key slugging factor to be optimised were 
operational cost. Properties realized substantial 
gains in efficiency by means of strategic staffing 
decisions and the implementation of energy 
management.Different staff to room ratios existed 
across global markets, in response to varying 
regional economies. For example the ratios in 
developing countries like China plus India 
remained at about 2:1, whereas the developed 
countries operated at about less than 1:1. In 

developed nations, strategic staffing costs typically 
accounted for 40-50 percent of gross operating 
revenue and this structure was crucial to 
profitability. This resulted in operational efficiency 
for hotels which were doing multi tasking 
initiatives. Cross training of staff has helped 
properties to maintain service quality even with 
smaller staff numbers. 
 
3. Energy Management Systems ROI 
Automated control of utilities yielded highly 
attractive returns in systems with energy 
management systems (EMS). In turn, properties 
with EMS technology improved energy 
consumption by 15-30% per year while the 
investment returned within 3 years. These systems 
included an automated adjustments for HVAC 
efficiency through occupancy based controls as 
well as automated lighting adjustments. 
Implementation of EMS was a strategic priority 
since energy costs were 6% of total operating 
expenses. Such properties claimed to have 
increased guest comfort due to optimal 
temperature control, as well as diminished 
equipment maintenance requirements. 
 
3.1 Outsourcing vs. In-house Service Analysis 
Over various operational areas, the strategic 
outsourcing decisions yielded great cost benefits. 
Revenue management partnerships with external 
service providers reduced their properties' costs 
by 75-80 percent compared to the cost of 
maintaining their own teams. Outsourcing had the 
benefit of allowing anyone access to specialized 
expertise, while avoiding the overhead of full time 
staff. Despite that, in house operation had an 
advantage of direct control and communication 
efficiency. Many successful properties adopted 
hybrid model combining core services in house 
with strategic outsourcing partnership. This 
allowed hotels to continue on service quality 
standards standards, but at the same time to work 
optimally with their operational costs.Nowadays, 
revenue management has graduated to a data 
science with artificial intelligence mixed with 
machine learning altering price strategies within 
the hospitality industry. Substantial gains in 
operational efficiency accompanied the revenue 
growth reported by the properties which 
implemented advanced revenue management 
systems (RMS). 
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Fig 2. Outsourcing vs. In-house Service Analysis 

 
3.2 AI-Powered Forecasting Accuracy Metrics 
High-powered forecasting models served as 
revenue science to turn raw data into actionable 
decisions. These hotels that took advantage of 
IDeaS G3 RMS found that their forecasts were 
clearer with the use of these systems that refined 
their predictions via continuous analysis of data. 
The forecasting models were quite flexible and, as 
more data became available, prediction ranges 
became increasingly narrow. AI-powered 
forecasting properties captured a 15 percent 
average occupancy rate bump. Thousands of data 
points at once were analysed in these systems and 
they allowed hotels to react fast to the market’s 
fluctuation. 
API integrations were made to the robust channel 
management software for streamlining 
distribution operations. Properties that interface 
with these systems gained more control over their 
inventory across various platforms. They were 
able to track their reservations in real time from 
one location and have the information update 
which channel availability across all channels 
automatically. Less reputation related costs was 
experienced by hotels using channel managers as it 
reduced overbooking incidents. Expansion into 
new distribution channels without increasing 
complexity of operation was made possible by 
these systems. 

They also achieved very good performance metrics 
in revenue optimization. These systems boosted 
properties' total revenue by an impressive 20% 
and, even more spectacularly, 30% during the 
special events. The room rates were continuously 
optimized using the parameters of the analysis of 
market condition, competitor behavior and 
customer patterns. Properties worked closely with 
success managers so that pricing strategies are 
actually implemented effectively. Specialized 
training content, monthly online webinars, and 
discussions with expert panels were made 
available to hotels applying these systems to gain 
the most out of the system. With machine learning 
capabilities, these algorithms were able to predict 
patterns of demand and adjust rates on the fly with 
a degree of complexity that is a result of the 
market dynamics that they are designed to balance 
[25]-[27]. 
 
3.3 Ancillary Revenue Stream Development 
Through innovative space utilization plus local 
partnerships, hotels diversified revenue streams to 
strategic effect, thus being pivotal in their return to 
financial recovery. Across the segment, properties 
that offer workspace solutions plus extended stay 
programs found an untapped market opportunity 
with changing consumer demand. 



18                                       Journal of Tourism, Culture, and Management Studies | Jan - Mar 2025 

 

Katrin Saar et al / Real Data from 500 Hospitality Businesses When Hotels Doubled Revenue Post-COVID 

 

 
 

Crowd sourcing the solution, hotels were turning 
formerly unprofitable spaces into popular 
coworking areas and reaping the revenue gains. 
Due to the 900% surge in day-use room rental 
demands, properties were providing workspace 
rental. From Los Angeles to Lake Como, hotels 
became corporate workstations, and the trend 
expanded globally including those ballrooms and 
meeting spaces. Until April of 2021, day use 
workspace rentals had made up 9% of total 
rentals, but peaked at 35%. Hotels with premium 
workspace packages for USD 109 per day offered 
amenities such as breakfast bags and dedicated 
work areas. 
 
4. Extended Stay Package Performance 
Flexible accommodation options emerged as a 
resilient performer making extended stay 
properties resilient. Guests booking 60-night 
minimums were able to save up to 60 percent 
using hotels offering monthly rates. Business 
professionals seeking temporary office spaces 
were attracted by business properties with in-
room kitchens plus other enhanced amenities. For 
example, some companies enrolled themselves in 
monthly plus yearly leases strictly for offices, but 
they would still leave beds for sleeping and living 
spaces for workstations. 
 
4.1 Local Experience Partnership Revenue 
A good source of ancillary income was created in 
local partnerships through authentic guest 
experiences. Hotel and businesses near each other 
including the restaurants and tour operators were 
developed such mutually beneficial arrangements 
that benefitted the guests. However, partnerships 
created supply chains so streamlined that not only 
were delivery times faster, but the product fresher 
too. Local partnerships offered exclusive deals 
through properties with increasing guest 
satisfaction and repeat visits. Cross marketing 
initiatives as well as joint promotions increased 
hotel exposure without large ad spending. In 

addition, properties that are leveraging on local 
partnerships also gained valuable insights on 
regional market trend to further adapt to changing 
consumer demands. Hotels achieved personalized 
itineraries based on guests’ interests using 
strategic community engagement, thereby 
boosting revenue per visitor [28]. 
The ghost kitchen industry has crossed USD 31.30 
billion in 2020 as food service adaptations became 
a main toll way for hotels. In forward thinking 
properties, dining operations were reimagined 
through an innovative service models and strategic 
partnerships.Three different approaches to ghost 
kitchen implementation were discovered by hotels. 
Stable income streams were acquired by the 
properties that started renting kitchen spaces to 
external partners, to which they paid utility fees 
and rental fees. However, many other 
establishments chose to launch their own ghost 
kitchens, and exchanged higher investment costs 
for greater flexibility and more robustness of the 
business. The third group decided to delegate all 
kitchen functions, saving considerably on costs 
through external partnerships. As an example of 
this trend, the Radisson Hotel Group re purposed 
existing kitchen space or repurposed room into the 
hotel kitchen plus integrated cloud kitchens into 
new properties. 
 
4.2 Delivery Service Partnership Metrics 
Hotel dining partners transitioned from reaching a 
smaller area to increasing their reach and 
becoming more efficient in operation. Simplified 
ordering systems, which properties with 
sophisticated properties that ordered system were 
said to have enhanced queue management, as well 
as delivery timing. Online ordering for hotels that 
make use of multi-channel ordering platforms 
resulted in automated stocking plus ability to 
analyze price in the hotels. Theses partnerships 
made it possible for properties to bring on 
advanced margin improvement techniques and 
menu engineering strategies. 

 
Table 2: Comparative Financial Performance Metrics (Pre vs Post-COVID) 

Metric 2019 
(Pre-
COVID) 

2023 
(Post-
COVID) 

% 
Growth 

Observations 

Average Occupancy Rate 
(%) 

68 79 16.20% Faster recovery in domestic 
tourism segments 

RevPAR (Revenue per 
Available Room) 

$88 $129 46.60% Driven by dynamic pricing and 
higher ADR 

Average Daily Rate (ADR) 
($) 

$119 $142 19.30% Increased value-added services 
post-pandemic 

Online Booking Share (%) 54 81 50% Surge in mobile and platform-
based bookings 

Guest Return Rate (%) 31 48 54.80% Loyalty program revamps & 
personalized offers 
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Food plus beverage outlets in full service hotels 
accounted up to 25% of total revenue. Properties 
maximized their outdoor dining potential through 
strategic placement of outlets combined with 
appropriate menu optimization. There were also 
multi-meal restaurants that served breakfast, 
lunch and dinner, for instance, which were the 
besetting annual revenue generators. They found 
that profitably were higher margin alcohol sales to 
both in-house guests and external visitors. 
Dynamic pricing strategies that responded to 
seasonal demand/plus special events increased 
profitability for implementing properties. Guests 
that stayed at hotels with targeted F&B packages 
plus upgrades spent more. Continual innovation 
was in fact boost outdoor dining revenues even 
more so, in combination with data driven menu 
analysis. Slave properties focused on local market 
engagement via promotions and happy hours, 
which succeeded to stimulate business during less 
busy periods. 
 
4.3 Marketing strategy pivots that provide 

results 
Analysis of marketing data showed compelling 
returns from strategically diverting in to 
hospitality advertising paths. Performing well on 
channels while supporting targeted campaigns 
with robust tracking mechanisms were properties 
that achieved some of the best revenue growth.The 
data driven local targeting on multi location 
marketing strategy gave them great result. 
Customers with different preferences were 
analyzed deeply and then sales trends were also 
monitored. In the case of properties implementing 
geo-targeted advertising, converting a traveler to 
booking was improved by focusing on the travelers 
visiting most likely to book. With location specific 
campaigns, hotels were able to craft highly 
relevant, and as a result, very resonating 
campaigns with potential guests. Shared data 
analytics allowed more precise & effective 
marketing initiatives, as the alignment between 
corporate plus local teams was facilitated. 
 
5. Social Media Advertising Conversion Rates 
Across all the hospitality segments, social media 
became a powerful booking driver. On the other 
hand analysis revealed that 87% of travellers 
made the hotel booking decisions based on social 
media. Branded content only drove 2.5 times fewer 
bookings than did user generated content. Room 
nights booked in paid social social campaigns local 
to the property increased by 22%. of 55%, the 
consumer following the hotel pages for property 
information emerged as Facebook. Moreover, 52 
percent of social media users stated that friends’ 
photos were used to plan their travel [29]. 
 

5.1 Email Marketing Revenue Attribution 
Email marketing had the highest returns on 
investment. Well planned email campaigns led to 
generating USD 36 on purchasing USD 1 spent by 
properties. Models for revenue attribution were 
applied on booking they had been made within 30 
days after the email campaign was delivered. 
Bulletin boards, web traffic increases and room 
night generation were success metrics. Those of 
the hotels that made use of segmented campaigns 
achieved a higher conversion compared to 
generalized email blasts. In digital marketing 
campaigns, properties with promo rate codes were 
tracked for revenue more clearly. Hotels recorded 
conversions as well as web traffic through email 
marketing initiatives using Google Analytics UTM 
links.As a result, loyalty programs became 
becoming strong revenue engines for hotel chains 
and the industry leader — Marriott — was in the 
lead with 192 million members. Battling against 
former herds of uncollected points, many of these 
programs were transformed by strategic 
revitalization efforts from simple point collection 
systems into highly sophisticated customer 
engagement platforms. 
The results of analysis showed that the point 
would gain flexibility became decisive factors of 
selection for the program. What we found in the 
research was that 69 percent of loyalty members 
expressed willingness of redeeming points for 
room upgrades. Then the 63% that wanted to use 
points to book add-ons for a hotel was even more 
compelling. Even first time users were less 
enthusiastic; 41% of whom were willing to redeem 
points for add on and 48% willing to redeem 
points for upgrade. But when it came to guests 
with previous experience of such services, these 
figures climbed to 85% and plus 88% respectively. 
 
5.2 Tiered Benefits Structure Performance 
Driving engagement plus retention was more than 
possible using multilevel loyalty structures. 
Strategically shaped tiers generated higher 
customer lifetime value, which is reported by 
programs. Imperceptively, properties segmented 
customers, using clear reward methods and 
differentiating benefits, that were targeted for 
marketing efforts. The ratings for all loyalty 
indicators were consistently high for Elite tier 
members. Engagement levels were found to be 
intermediate for middle tier members and the 
lowest for those of base tier membership. 
The expansion of redemption options through 
strategic partnerships magnified program value. 
Hotels who engaged in partnerships also 
experienced an immediate uplift of sales from a 
simple cross promotion to their existing customer 
base. By doing so, sustained customer activity 
across the entire network was enabled through 
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coalition programs, i.e., programs in which 
complementary businesses shared a common 
loyalty platform. Of those who pioneered 
partnership based programs for properties, among 
other factors, they found it was very important to 
have a large number of partners within each 
category in order to reach 50% of their base of 
customers. Then hotels monetized their loyalty 
programs effectively through careful alliance 
management with transparent terms. Partnerships 
with these new consumers broadened the range of 
benefits available, increased the brand’s 
awareness. Properties with points plus cash 
options saw as much as 20 to 25 percent increase 
in redemptions.As a core strategy to gain better 
control on revenue, direct booking optimization 
came into being. Properties achieved significant 
gains in conversion rates as well as extraordinary 
savings on third party commission costs through 
strategic enhancement of websites and 
enhancements to the booking engine. 
 
5.3 Website Conversion Rate Improvements 
Website optimization showed very compelling 
opportunities for revenue growth on conversion 
metrics. Mobile first designs have also seen huge 
improvements for properties, as mobile bookings 
currently constitute more than 50 percent of all 
online h0tel reservations worldwide. This analysis 
suggested that mobile conversion rates improved 
by 10.1% when only 0.1 second faster loading 
speeds. Despite the fact that the average hotel 
website conversion rate is 2.2%, those properties 
that achieved 3% or higher were high performers. 
Enhanced functionality as well as improved user 
experience led to great returns for booking engines 
through advanced booking engines. Integrated 
loyalty features on these properties allowed the 
guests to check out and redeem points, receive 
exclusive offers and see their status in real time. 
Hotels providing flexible payment variants such as 
'Buy Now, Pay Later' experiences fell back in 
reduced booking abandonment rates. AI powered 
personalisation used this data set in booking 
engines to provide tailored suggestions that 

reduced decision fatigue and increase guest 
satisfaction. 
 
5.4 OTA Commission Reduction Strategies 
The direct booking incentive approaches for 
commission reduction were very effective. 
Successfully extracting direct bookings without 
violating the OTA agreements were properties that 
offer rate parity alongside such value added perks 
as free drinks or late checkouts. Targeted 
notifications sent to hotels for exclusive direct 
book offers appear to offset their commission 
costs. Through the offering of unique services 
proprietary to the properties, competitive 
advantages for alternative services, such as day 
use meetings, and co-working spaces were created. 
Hotels developed pre-stay plus post-stay 
communication strategies for slow builds or 
increasing guest loyalty as well as greater future 
direct bookings. Website optimization tools used 
alongside upselling apps generated extra revenue 
by allowing properties to avoid commission fees 
that would have been owed on upgraded 
rates.Investment decisions were influenced by the 
preferences for guest safety that resulted in 
properties adapting their facilities to respond to 
shifts in consumer demands. Strategic health plus 
safety improvements helped hotels attract 
compelling revenue, along with enhanced guest 
confidence. 
 
6. Enhanced Cleaning Protocol Marketing 

Effect 
Enhanced cleaning properties were transparent 
about their commitment to guest saftey by 
implementing enhanced cleaning protocols. 
Measures of rigorous sanitization among 
accommodation providers gained more guest 
confidence to book. Infectious disease expert + 
global health organizations endorsed Safe Stay, an 
American Hotel + Lodging Association's top 
certification. They would be able to regularly 
access continuously updated guidelines and a 
variety of online training courses, written in 
multiple languages, to meet consistent 
implementation with staff. 
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Fig 3. Enhanced Cleaning Protocol Marketing Effect 

 
6.1 Safety Certification Program Results 
The returns were gains in guest trust – yielded 
through global certifications. In Portugal, Random 
audits were part of Clean plus Safe initiative, which 
gave Philaelson awards to certain establishments 
that complied. Properties certified under the Safety 
plus Health Administration Certification by 
Thailand were in line with the country's national 
guidelines. The third party distribution channels 
that carried these properties had their visibility 
improved. By getting properties to self select 
health measures, they could be displayed with very 
prominent callout boxes through Booking.com. The 
"Travel Safe" filter in TripAdvisor helped to see the 
hotels suitable to work with. 
Guest booking decisions were dependent upon air 
quality as a decisive factor. Indoor air quality was 
ranked as the second highest consideration among 
787 U.S. plus Canadian hotel guests, outpacing 
traditional perks included free breakfast plus 
parking. Across the population, only 30 percent of 
survey respondents noticed that in the course of 
their stays, information was provided about 
properties’ commitment to indoor air quality. H13 
True HEPA filters, when used as a form of air 
purification in combination with HVAC systems, 
though were properties that worked really 
effectively because it had enhanced their HVAC 
systems. Thirdly, a sign of commitment to wellness 
comes from hotels investing in the air quality 
management systems that allowed them to share 
real time data through guest accessible 
dashboards. The investments were smart because 
they were centralized with guest preferences—

always in front came cleanliness, air quality, then 
loyalty programs plus fitness amenities. 
 
6.2 Customer Experience Enhancement 

Metrics 
Returns to various customer centric investments 
was substantial, throughout hospitality properties, 
based on guest experience metrics. With 
personalization tools and communication 
platforms, hotels delivered tremendous increases 
in guest satisfaction as well as in 
revenue.Measuring compelling returns through 
tailored guest experiences were properties that 
leverage data driven insights. Guests that are 
engaged via personalization strategies log in to 
hotels and spend 46% more per year than non 
engaged guests. Second, analysis revealed that live 
chat customers convert at 40% better rate than the 
rest of the customers. Properties developed 
sophisticated guest messaging tools through which 
they shared comprehensive communication 
strategies with travelers—from booking inquiry to 
post stay surveys. 
 
6.3 Guest Communication Platform 

Effectiveness 
Streamlined engagement in guest interactions was 
enabled through the use of multi-channel 
messaging systems. Properties on guest messaging 
systems (GMS) experienced a 2.9X higher annual 
increase in Net Promoter Score. Guest satisfaction 
ratings were 23 percent higher when hotels used 
structured communication protocols. Using 
PenChat from the Peninsula Hotels, phone call 
volume dropped 61 percent and guest 
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communication frequency rose 47 percent. 
Companies that allocate 4% of their training 
budget to communication skills reporting guest 
satisfaction scores 27% higher and fewer 
complaints by 31%. 
The analysis of data revealed the direct impact of 
revenue growth due to guest feedback integrated 
reporting. Cornell University research showed that 
properties that raise the review score by one point 
successfully increase prices by 11%. Hotel 
operators throughout GMS using automated 
feedback systems generated operational insights 
that spurred on the real time service improvement. 
Properties with instant feedback mechanisms had 
increased ability to address concerns promptly 
and there was improved in-stay experience. With 
strategic feedback management, hotels learned 
strengths, made sure their weaknesses were 
addressed, and made the right decisions that 
would result to revenue growth. Every point 
improvement in guest satisfaction scores led to a 
rise of 1.3 percent in revenue per available room 
(RevPAR) for properties featuring robust feedback 
systems. 
 
7. Staff Training and Development Returns 
The hotels prioritized the skill development of 
employees through training investments and the 
returns of this investment were substantial. 
Through thorough learning programs, properties 
performed remarkably well in terms of achieving 
overall efficiency without affecting the satisfaction 
scores of the guests. 
 
7.1 Cross-Training Program Efficiency Gains 
Through cross training, employees became multi 
skilled assets, becoming resilient in operations 
through the use of multi skilled teams. And 
properties which used these programs sustained a 
seamless operation even during periods of staff 
absence. Cross training hotels also reported higher 
levels of team unity as well as dexterity in the 
workplace. The implementation of properties 
started with 75-80% reduction in cost, as 
compared to having specialized teams. Cross 
trained employees had better comprehension of 
business operation and goals, and made greater 
impact towards organizational success. 
Revenue generation was directly driven by guest 
outcomes resulting from the direct influence from 
comprehensive service training programs. 
Increased morale, confidence and work 
satisfaction of staff members were seen at 
properties that were investing in customer service 
education. Task efficiency and accuracy improved 
with training in specific operational procedures 
such as operations of front desk plus 
housekeeping. Guests in hotels with structured 
communication protocols showed 23% higher 

ratings of guest satisfaction. Communi­ca­tion 
skills development allocated 4% of training 
bud­get yielded 27% higher guest satisfaction 
scores among Properties. 
 
7.2 Technology Adoption Training ROI 
Maximizing digital investments will depend to a 
large extent on strategic technology training 
initiatives. The comprehensive properties 
identified in this study reported higher employee 
confidence in using new systems. A properly 
trained hotel, however, was able to adapt the 
technology successfully through change 
management initiatives. However, 42% of 
surveyed properties cited employee facing 
technologies as possible friction points, indicating 
the need for training. This structured learning 
program resulted in increased operational 
efficiency of hotels that addressed these 
challenges. Adoption quicker, and with better 
returns on investments into technology as 
properties with user friendly solutions combined 
with dedicated implementation teams.The 
protection of hotel profits through targeted 
reduction of operational expenses was exclusively 
through strategic cost management initiatives. 
Comprehensive efficiency measures found large 
opportunities for sustainable savings in the 
properties they analyzed. 
It is 6% of the operating costs at all the hotels in 
America. The properties got amazing reduction in 
utility expenses by way of strategic 
implementations. Energy management systems 
(EMS) presented outstanding performance with 
return on energy saving of 35-45% with 
investment returns of 50-75%. Unsold room 
ventilation was effectively connected via property 
linkages of their EMS with reservation systems 
with the minimum of any heating or cooling 
requirements. Lighting upgrades in guest rooms, 
lobbies, hallways reduced guest room electricity by 
50% and cooling demand by 10–20%. 
 
7.3 Automated Process Implementation 

Savings 
Labor intense operations have been transformed 
through process automation into automated 
workflows. Automated systems were implemented 
that were created to automate employee 
scheduling and onboarding as well as project 
management, and the reported operational cost 
reductions were significant. Automated solutions 
allowed for processing of bank reconciliations and 
operational time entries. Automation technologies 
minimized human error risks and reduce 
completion task times especially in hotels. These 
solutions led to an improved efficiency and 
productivity on the part of such properties. 
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A powerful tool for cost reduction was fact based 
renegotiations. The average improvement through 
better pricing terms was 6% according to analysis 
of 20 supplier contracts. After the successful 
renegotiation efforts, one supplier reduced its 
price by 20%. Those properties whose properties 
conducted antiqity analyses of spend growth just 
as well as supplier monetary information achieved 
the very best results in contract beginnings. 
However, hotels were able to change their group 
relationships with suppliers through strategically 
renegotiating important terms. Those systematic 
approaches, as applied to Properties calling for 
contract reviews, identified both a path for 
consolidated purchasing and for improved service 
levels. In the end, these type of initiatives led to 
progressively more sustainable and mutually 
advantageous supplier relationships. 
 

7.4 Government Support Utilization 
Effectiveness 

An essential element in economic uncertainties of 
hospitality businesses were tax planning. They got 
properties to secure crucial financial assistance 
through strategic use of government support 
programs and maintained operational 
stability.There was support from Small Business 
Administration (SBA) loans that offered favorable 
terms and extended repayment periods. Significant 
renovations, expansions, plus equipment upgrades 
were able to be made through these government 
backed programs. The ones which properties 
became using systematic approaches for loan 
properties saw greater success as long as there 
was a methodical rate planning along with 
documentation. Funds to hotels for facility 
improvements that were used directly resulted in 
stronger competitive position in the respective 
market. 

 

 
 
The smart focused tax planning strategies for the 
hospitality businesses led to great savings. 
Particularly, properties that invested significantly 
in capital were very affected by the deduction for 
net interest expense, which, like with other 
provisions under Section 163(j), were limited to 
30% of adjusted taxable income. For hotels that 
embarked upon digital transformation projects, 
research plus development (R&D) tax credits was 
also useful. Properties that qualify for R&D credits 
on online portal advancements as well as point of 
sale improvements enjoyed additional tax benefits. 

 

 

 

7.5 Grant Funding Strategic Application 
The distribution of grants in 2024 was strategic at 
the Hilton Foundation, where they allocated USD 
297,635,801 to achieve their mission. Clearly 
defined and driven purposes were used in 
applications by properties chasing grant 
opportunities. Those hotels that had strong 
internal and financial policies which provided 
robust control were the hotels that had funding 
programs distributed more readily. Properties 
improved their positions for grant consideration 
through systematic documentation plus regular 
audits. 
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If the records were correct and the applicants were 
successful, irregularities could be identified in a 
timely manner and dealt with accordingly. Those 
properties that led to appropriate insurance 
coverage objections and the strategic financial 
planning became more stable during the grant 
application process. Eventually, these steps 
enhanced possibilities of gaining government 
support and more sustainable operations. 

 
8. Small vs. Large Hotel Recovery Comparison 
Size distinctions mattered a great deal in terms of 
recovery trajectories amongst hospitality segment. 
In a analysis of 500 properties, I learned about 
distinct advantages and challenges hotels face in 
their post pandemic journey that depends on 
category. 

 
8.1 Boutique Hotel Agility Advantages 
Independent properties with smaller scale were 
able to be extremely adaptive to market 
fluctuation. Boutique hotels created creative 
strategy implementation in order to maintain the 
quality management that combined local culture to 
various types of kinds demands. The combination 
of good service, unique amenities and a unique 
interior effectively swept guests off their feet. 
Custom experiences tailored to the boutique 
vision, were successfully created and were able to 
attract whatever guest segment they targeted.But 
major hotel chains used their huge resources to 
navigate post pandemic turbulence well. In 2021, 
2020’s revenue drop reached 60 percent, yet 
despite this Accor returned profits of USD 95 
million. InterContinental Hotels Group (IHG) 
engaged in strategic portfolio management by 
cutting problem properties and boosting new 
brands like Voco and Avid. While other vendors 
are geared towards remote work trends, IHG was 
able to zero in on essential business travelers like 
construction sector workers. 

 
8.2 Independent Hotel Innovation Case 

Studies 
Independent properties are highlighted by case 
studies though credible innovative approaches. 
Digital solutions offered at Coastal Retreat Resorts 
helped improve guest experiences while 
streamlining management processes across 
multiple locations. Smart technology integration 
and enhanced business services are the adaptation 
by City Center Business Hotels to meet 
professional clientele’s expectations. Though 
heritage grand resorts did a great job of balancing 
the historical ambiance with the modern amenities 
to attract general demographics without offending 
historical integrity. In the realm of environment 
conservation, Eco Escapes Resort has used 
services, in order to optimize operation efficiency 

sustainable technology, coupled with digital 
alongside environmental sustainability. It was 
shown these properties were tied to success based 
on the extent to which one could understand local 
markets and on developing targeted solutions, 
rather than the mere availability of resources. 
Different recovery patterns are shown by urban 
plus resort properties in the post pandemic land 
scape. According to the urban hotels, international 
tourism demand will help them outperform their 
resort rivals in 2024.Strategic repositioning efforts 
proved to be remarkable resilient in urban 
properties. Hotels who took advantage of current 
properties and integrated cloud kitchens in 
attempt to repurpose the unused space. Firms that 
were conducting thorough and accurate market 
analyses experienced more reward of new 
investments repositioning. Finally, we find that 
successful urban hotels achieved nearly 1-1 
correlation between performance plus economic 
metrics by carefully considering the relationship 
between macroeconomic indicators. 

 
8.3 Beach Resort Recovery Timeline 
Resort properties have been pandemic-era 
frontrunners who attracted business by virtue of 
domestic travel boundaries, but now are 
predicting a slower growth trajectory. Anna Maria 
Island's recovery timeline is typical of challenges 
faced by properties that worked towards New 
Year's Eve opening goals. Systematic approaches to 
recovery was prioritized by beach resorts that 
focused on essential infrastructure repairs, while 
enhancing the experience for the guest. 
Transparency about recovery progress played a 
role in effectively maintaining the properties 
properties transparency about the recovery 
progress kept guest expectations in line. 
Strategic asset utilization was also discovered to 
create new advantages for rural establishments. 
Because properties near water bodies plus 
national parks realised they were almost 
irreplaceable in the place of national parks, many 
were situated surrounded by building might not be 
carried out. Gaining from large grounds, these 
establishments managed to extend room inventory 
by way of unique solutions that ranged from 
shepherd’ huts to lodges. Lifestyle focused 
renovations on rural properties were thus able to 
practically adapt the traditional mid market 
offerings to new uses. Embedded in the 'Value = 
Net Income ÷ Cap Rate' equation is a nice veneer 
over the complexity of underwriting processes 
behind which investment decisions are made. As 
interest rates rose, properties considering 
renovations got more scrutiny, but hotels were 
more stable investments than other commercial 
real estate, and wind rose up to 13.1% in 2020. 
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Regardless of whether they are in the urban 
region, resort or rural classification, successful 
properties have had sustainable growth through 
strategic positioning and careful market analysis. 

 
9. CONCLUSION 
Luxury hospitality redefined, first for customer by 
integrating authentic experiences with 
personalized service delivery. Recovery patterns 
by accommodation segments were analysed to 
identify distinct recovery patterns according to 
service levels in different accommodation 
tiers.Authenticity plus meaningful guest 
connections proved to be key to properties' ability 
to successfully pivot to luxury. One-on-one 
relationships together with artistic design 
elements turned into emotional connections with 
guests for hotels. Those that surrounded 
craftsmanship plus quality were successful 
through attention to detail. The few boutique 
establishments with fewer rooms perfected 
delivering a customized experience with less 
facilities by offering personal service to make up. 
The properties that had succeeded achieved this 
through local traditions and cultural elements, told 
intimately and story driven.Then a cornerstone 
strategy was born for budget properties. Even in 
such a case, when hotels apply priority based 
budgeting they got an increased control over the 
expenditure. They generated properties that 
optimally allocated resources to the value drivers. 
Budget hotels capitalized on local engagement as 
well as strong strategic partnerships in order to 
deliver compelling experiences without sizable 
cost increases. These establishments managed to 
achieve this by first lining up their customer 
focused initiatives, and cut back on unnecessary 
expenses whilst maintaining service quality. 
 
REFERENCES 
1. Choay, F. L’Allegorie du Patrimoine, 2007th 

ed.; Éditions du Seuil: Barcelona, Spain, 1992.  
2. Jokilehto, J. History of Architectural 

Conservation; Routledge: New York, NY, USA, 
2007.  

3. De Guevara Ladrón, B. Valorespatrimoniales, 
la perspectiva del actor social: La historia de 
Manuel y su barrio patrimonial. Val. MAGAR 
2016, 2, 89–100. 

4. Montalto, V.; Tacao Moura, C.; Panella, F.; 
Alberti, V.; Becker, W.; Saisana, M. The 
Cultural and Creative Cities Monitor: 2019 
Edition; Publications Office of the European 
Union: Luxembourg, 2019.  

5. Halatsis, A.; Munoz, A. Sustainable Cruise 
Tourism Certification System. SIROCCO 
Project D3.4.1. 2017. Available online: 
https:// sirocco.interreg-
med.eu/fileadmin/user_upload/Sites/Sustain

able_Tourism/Projects/SIROCCO/SIROCCO_D
3.4.1.pdf (accessed on 15 January 2024).  

6. Coccossis, H.; Koutsopoulou, A. Building a 
Common Approach in Tourism Sustainability 
Evaluation, CO-EVOLVE Project D3.16.1. 
2017. 

7. GisbertSantaballa, A.G. La arqueología virtual 
comoherramientadidáctica y motivadora. 
Tecnol. Cienc. Educ. 2019, 13, 119–147.  

8. Monterroso-Checa, A.R.-V.A.; Gasparini, M.; 
Hornero, A.; Iraci, B.; Martín-alaverano, R.; 
Moreno-Escribano, J.C.; Muñoz-Cádiz, J.; 
Murillo-Fragero, J.I.; Obregón-Romero, R.; 
Vargas, N.; et al. A heritage science workflow 
to preserve and narrate a rural archeological 
landscape using virtual reality: The cerro del 
castillo of belmez and its surrounding 
environment (Cordoba, Spain). Appl. Sci. 
2020, 10, 8659.  

9. Gangadhar, Ch, et al. "Analysis of optimization 
algorithms for stability and convergence for 
natural language processing using deep 
learning algorithms." Measurement: 
Sensors 27 (2023): 100784. 

10. Parrinello, S.; Dell’Amico, A. Experience of 
Documentation for the Accessibility of 
Widespread Cultural Heritage. Heritage 2019, 
2, 1032–1044. 

11. Rashid, W.; Shi, J.; Rahim, I.U.; Dong, S.; Sultan, 
H. Issues and Opportunities Associated with 
Trophy Hunting and Tourism in Khunjerab 
National Park, Northern Pakistan. Animals 
2020, 10, 597.  

12. Zhang, W. Disruptive Tourism Development 
Destroys Ecology, Yunnan’s Last Pure Land is 
Doomed, in China Youth; China Youth Daily: 
Beijing, China, 2005.  

13. Sorrell, E.; Plante, A.F. Dilemmas of Nature-
Based Tourism in Iceland. Case Stud. Environ. 
2021, 5, 964514. 

14. Richards, G. Cultural Tourism: A Review of 
Recent Research and Trends. J. Hosp. Tour. 
Manag. 2018, 36, 12–21.  

15. Tan, S.-K.; Tan, S.-H.; Kok, Y.-S.; Choon, S.-W. 
Sense of Place and Sustainability of Intangible 
Cultural Heritage—The Case of George Town 
and Melaka. Tour. Manag. 2018, 67, 376–387.  

16. Babu, D. Vijendra, et al. "Digital code 
modulation-based MIMO system for 
underwater localization and navigation using 
MAP algorithm." Soft Computing (2023): 1-9. 

17. Wartmann, F.M.; Purves, R.S. Investigating 
Sense of Place as a Cultural Ecosystem Service 
in Different Landscapes through the Lens of 
Language. Landsc. Urban Plan. 2018, 175, 
169–183. 

18. Sautter, E.T.; Leisen, B. Managing 
Stakeholders A Tourism Planning Model. Ann. 
Tour. Res. 1999, 26, 312–328.  



26                                       Journal of Tourism, Culture, and Management Studies | Jan - Mar 2025 

 

Katrin Saar et al / Real Data from 500 Hospitality Businesses When Hotels Doubled Revenue Post-COVID 

 

 
 

19. Andersson, T.; Getz, D. Resource dependency, 
costs and revenues of a street festival. Tour. 
Econ. 2007, 13, 143.  

20. Morales Cortijo, G.I.; Hernández Mogollón, J.M. 
Los stakeholders del turismo. In Proceedings 
of the International Conference of Tourism & 
Management Studies, Algarve, Portugal, 14–
17 November 2011; Volume 1, pp. 894–903. 

21. Tosun, C. Limits to community participation 
in the tourism development process in 
developing countries. Tour. Manag. 2000, 21, 
613–633.  

22. Charmaz, K. Constructing Grounded Theory: A 
Practical Guide through Qualitative Analysis; 
SAGE Publications: Thousand Oaks, CA, USA, 
2006. 

23. PRISM Statement. Available online: 
https://www.prisma-statement.org/ 
(accessed on 3 July 2024).  

24. Libri, M.; Tregua, M.; Medina-Viruel, M.J.; 
Pérez-Gálvez, J.C. 
Haciaunarevisiónsistemática del concepto de 
turismo patrimonial. Rev. Venez. De Gerenc. 
2023, 28, 369–383.  

25. Rusu, V.; Rusu, C.; Castro, M. A Scale to 
Evaluate the Post-pandemic Tourist 
Experience in Valparaíso. Lect. Notes Comput. 
Sci. 2023, 14026, 371–388. 

26. Selvam, L., et al. "Collaborative autonomous 
system based wireless security in signal 
processing using deep learning 
techniques." Optik 272 (2023): 170313. 

27. Rasoolimanesh, S.M.; Ringle, C.M.; Jaafar, M.; 
Ramayah, T. Urban vs. Rural Destinations: 
Residents’ Perceptions, Community 
Participation and Support for Tourism 
Development. Tour. Manag. 2017, 60, 147–
158.  

28. Groizard, J.L.; Santana-Gallego, M. The 
Destruction of Cultural Heritage and 
International Tourism: The Case of the Arab 
Countries. J. Cult. Herit. 2018, 33, 285–292.  

29. Cellini, R.; Cuccia, T. Do Behaviours in Cultural 
Markets Affect Economic Resilience? An 
Analysis of Italian Regions. Eur. Plan. Stud. 
2019, 27, 784–801. 

 
 
 


