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A ll the technology that has 
influenced the hotel indus
try over the past 140 years 

has increased productivity and effi
ciency, according to hotel experts. 
T hat technology has offered cost 
savings— for both the hotel and the 
guest— and allowed the industry to 
grow at a faster pace. It also impacts 
how guests book their stays and how 
franchisees run their properties.

“We need to continue to push 
the boundaries and incorporate 
new tech offerings in our businesses, 
both on the front-end, consumer
facing side, and in the back-office 
as well,” said Todd Davis, chief 
information officer for Choice 
Hotels International. “Technology 
has dramatically changed the guest 
expectations— they expect their expe
riences to be more personalized, and 
they have a much higher expectation 
for how quickly and frequently we 
communicate with them.”

In the past 10 years alone, technol
ogy advancements have significantly 
altered the way travelers travel, from 
the beginning of the process through 
the end, said Rich DiStefano, senior 
director of web and mobile product 
management for Hilton Worldwide.

“Google Maps, Uber, Twitter and 
Instagram are all inventions of the 
past decade,” he said. “Before them, 
people relied on printed maps and 
guidebooks for directions, physically 
called in or hailed their cabs, called or 
showed up in-person to book hotels 
and printed off photos after their trip 
to relive memories with their friends.

Today, many people use apps to book 
and explore their destinations, and 
they share their experiences with 
friends largely on social.”

B I G  D A T A  I S  K I N G

The evolution of technology has given 
hotels the opportunity to better un
derstand guests— whether it is col
lecting feedback more efficiently or 
analyzing it more effectively.

“The ability to collect data and the 
efficiency to operate our hotels has 
been some of the biggest influences of 
technology,” said Alan Zaccario, VP of 
IT for Newcastle Hotels and Resorts. 
“Big data has given us the ability to 
do more with less people, but more 
proficiently.”

Big data shapes the hotel product 
and how people respond to that

market segment, Zaccario continued. 
Cloud computing has reduced costs 
for hotels and leveled the playing field 
between the small independents and 
large chains. “It’s an inexpensive way 
to store huge amounts of data— and 
how we minimize it and learn from it 
is amazing,” said Rod Jimenez, CEO 
of SHR, a provider of distribution 
technology and services for the hospi
tality industry.

Hotel systems are much more intel
ligent now, agreed Mark Vondrasek, 
SVP of distribution loyalty and 
partnership marketing for Starwood 
Hotels & Resorts Worldwide. “They 
[the systems] can tell us the purpose of 
your stay— business, pleasure, using 
rewards, earning rewards— we know 
so much now,” he said. “The capa- 
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Social media has been touted as playing an 
important role in the hotel industry, including 
measuring guest satisfaction and process 
improvement. The explosion of social networks 
has definitely changed the hotel game, said Larry 
Gorman, senior director, enterprise architecture 
and research for SkyTouch Technology.

“ Hotels can get a better looks at their guests 
and their positive and negative views of the 
hotels,” he said. “But the online reputation of a 
hotel is critical to manage now.

Alan Zaccario, VP of IT for Newcastle Hotels 
and Resorts, said social networks can increase 
customer satisfaction. “There’s instant feedback 
for hotels now,” he said. “But we need to make 
changes quickly and address customer needs 
quickly-damage can be prevented before the 
customer even checks out.”

Hotels now have a global audience to 
complain to. “One bad post on TripAdvisor and it 
can hurt a hotel's reputation,” he said. Monitoring 
social media is vital and should be interfaced with 
the appropriate management systems so swift 
action can be taken to resolve any situation.

“Hotels are no longer islands,” said Rod 
Jimenez, CEO of SHR. “Operations are much 
more open and connected.”

Gorman said social networks give hotels 
the ability to offer a more customized guest 
experience. “When a guest is approaching the 
hotel bar, the bartender can have their favorite 
drink ready for them,” Gorman said. “That could 
create an amazing experience.” EHul
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Choice Hotels International and Promus are 
the first companies to offer guests "real-time" 

access to their central-reservations system.

Choice and Holiday Inn are the first to 
introduce online booking capability.

Choice is the first chain 
to test making in-room 
personal computers a 
standard amenity.

2014
Starwood's Aloft brand 
introduces a robot butler.

Hilton is the first major hotel 
brand to allow guests to check 
in via a smartphone.

1983
VingCard invents the optical electronic keycard.

Teledex Corp. introduces the first telephone designed 
specifically for hotel guestrooms.

•  1991 •  <. 1994 •
Westin is the Promus and

first hotel chain Hyatt are the
to provide first chains to

in-room establish a site
voicemail. on the Internet.

2011
Choice launches the first global 
iPhone app for the hotel industry.
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