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What will they be ? How much will they cost ?

Legal issues facing us in Europe, China and the USA



EcolE hôtElièrE dE lausannE

The Ecole hôtelière de Lausanne (EHL) is the co-publisher of The Hotel Yearbook. As the oldest Hotel 

School in the world, EHL provides university education to students with talent and ambition, who are aiming 

for careers at the forefront of the international hospitality industry. Dedicated to preparing tomorrow’s 

executives to the highest possible level, EHL regularly adapts the contents of its three academic programs 

to reflect the latest technologies and trends in the marketplace. Since its founding in 1893, the Ecole 

hôtelière de Lausanne has developed more than 25’000 executives for the hospitality industry, providing 

it today with an invaluable network of contacts for all the members of the EHL community. Some 1’800 

students from over 90 different countries are currently enjoying the unique and enriching environment of 

the Ecole hôtelière de Lausanne.

horwath htl

Horwath Hotel, Tourism and Leisure consulting are the world’s number one hospitality consulting 

organisation, operating since 1915. Horwath HTL are the industry choice ; a global network offering 

complete solutions in markets both local and international. Through involvement in thousands of projects 

over many years, Horwath HTL have amassed extensive, in-depth knowledge and understanding of the 

needs of hotel & real estate companies and financial institutions.

Horwath HTL are the world’s largest consulting organisation specialised in the hospitality industry, with 50 

offices in 39 countries. They are recognised as the pre-eminent specialist in Hotels, Tourism and Leisure, 

providing solutions through a combination of international experience and expert local knowledge.

hsyndicatE

With an exclusive focus on global hospitality and tourism, Hsyndicate.org (the Hospitality Syndicate) 

provides electronic news publication, syndication and distribution on behalf of some 750 organizations 

in the hospitality vertical. Hsyndicate helps its members to reach highly targeted audience-segments 

in the exploding new-media landscape within hospitality. With the central idea ‘ONE Industry, ONE 

Network’, Hsyndicate merges historically fragmented industry intelligence into a single online information 

and knowledge resource serving the information-needs of targeted audience-groups throughout the 

hospitality, travel & tourism industries… serving professionals relying on Hsyndicate’s specific and 

context-relevant intelligence delivered to them when they need it and how they need it.

cornEll univErsity school of hotEl administration

Founded in 1922, Cornell University’s School of Hotel Administration was the first collegiate program in 

hospitality management. Today it is regarded as one of the world’s leaders in its field. The school’s highly 

talented and motivated students learn from 60 full-time faculty members – all experts in their chosen 

disciplines, and all dedicated to teaching, research and service. Learning takes place in state-of-the-

art classrooms, in the on-campus Statler hotel, and in varied industry settings around the world. The 

result : a supremely accomplished alumni group-corporate executives and entrepreneurs who advance 

the industry and share their wisdom and experience with our students and faculty.

This excerpt from the Hotel Yearbook 2012 
is brought to you by :

Hotel, Tourism and Leisure
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The dawn of a new age
« 2012 will be the year when hotelS wake up to the power of Social media, » SayS Peter O’COnnOr, 

profeSSor of information SyStemS at eSSeC BuSineSS SChOOl in france. he SeeS a number of different 

wayS the induStry will finally embrace theSe not-really-So-new-any-more communication toolS.

Over the past two decades, the Internet has transformed how 

hotel rooms are bought and sold. Before the Web, customers 

typically contacted the hotel directly for information, or relied on 

travel agents, tour operators or other intermediaries to suggest 

properties that might be appropriate. However, challenges 

occurred because of both knowledge and impartiality. Even 

the best intermediary could not be aware of all options, and 

thus their recommendations were naturally limited by their 

knowledge of a destination. Impartiality was a bigger challenge. 

Intermediaries tended to be commercially motivated, leading 

many to question whether their recommendations were a 

genuine match with client needs or were given as a result of 

payments made for business delivered.

The growth of the Web in the late 1990s added greatly to the 

quantity of information available to consumers. Instead of going 

through a professional, customers could search for information 

on travel options for themselves. However, despite this 

newfound access to vast amounts of information, the challenge 

of credibility remained. On the web, most travel information 

originated from one of two sources – either directly with 

suppliers or as editorial on a travel website. In either case, the 

base information also usually originated with the supplier, thus 

making it biased towards the supplier in question. To read many 

websites, every travel experience is unadulterated hedonism – a 

sharp contrast to the reality of today’s overcrowded, under-

delivering travel environment.

Social media, however, potentially help address this credibility 

issue. Since travelers enjoy talking about their experiences, 

discussing future plans and seeking the recommendations of 

others, social media sites such as blogs, social networks and 

review sites have become important information resources. 

Such sites provide consumers with easy access to a pool 

of high-quality, topical and most importantly, unbiased 

information, generated not by commercial interests but by other 

consumers, thus helping to reduce, if not totally eliminate, the 

aforementioned credibility issue. As a result, social media have 

had an almost immediate and dramatic effect on how travel is 

researched, planned and bought. Most commentators agree 

that social media now act as a key element in the traveler’s 

research process.

thE rEaction of thE hotEl industry : dEnial

Despite undeniable evidence, the reaction of the hotel sector to 

the tidal wave of social media has been typical – to deny that 

it is happening and to bury its head in the sand. Never an early 

adopter of technology, in the late 1990s the hotel sector tried 

to ignore the growth of web distribution and ended up losing 

control over their pricing and inventory to Online Travel Agents. 

Now another online revolution is in progress, and hotels urgently 

need to figure out how to manage and exploit it before they are 

left behind again.

Unfortunately, instead of trying to figure out how to successfully 

leverage social media, most hotels have to date spent their time 

nit-picking about accuracy or complaining about how they don’t 

have the budget to deal with anything new. Instead of filing law 

suits against TripAdvisor, hotels need to wake up and smell the 

coffee. Social media, in all their wild and wonderful forms, are 

here, and here to stay.

Hotels, although stubborn, are not stupid. That’s why, in my 

humble opinion, 2012 will be the year when they finally stop 

their tantrums and start to embrace social media as a customer 

service, marketing, promotional and relationship building tool. 

Progress will be slow, but every journey begins with a single step.

S o c i a l  m e d i a

To read many websites, 
every travel experience 
is unadulterated 
hedonism – a sharp 
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environment

HOTELyearbook2012



HOTELyearbook2012

Several of the 

large hotel chains 

(including Accor, 

Worldhotels and Premier Inn) 

have already come to this realization, adding TripAdvisor 

widgets to their Brand.com websites so that customers (and 

the corporate office) can see the quality of each property, 

practically in real time. 2012 will be the year when this approach 

goes mainstream, and hotels start putting their own house in 

order, focusing on improving customer service and the overall 

guest experience, rather than wasting time and money ranting 

about the unfairness of it all.

Vivacious video : Faced with a client base that has grown up with 

streaming video and computer games, text and images are clearly M
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PrEdictions and trEnds

Based on recent events and feedback from various hotel 

companies, it’s clear that there is change afoot ! Below are 

some of the developments that I see happening in the short 

term in relation to the hotel social media space :

Terrific TripAdvisor : Having moaned about the possibility of 

fake reviews since the site’s launch, 2012 will be the year when 

hotels finally admit and accept what TripAdvisor does – acts as 

a fantastic (and free) source of customer feedback, and, when 

hotels do their job right, as an incredible promotional tool.

S o c i a l  m e d i a
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no longer enough. 2012 will be the year when hotel companies 

wake up to the power of multi-media as a selling mechanism. 

Video, both professional and user-generated, will start to become 

integrated into the promotional strategies of innovative hotel 

chains, and will become commonplace within three to five years.

Already we are seeing evidence of the power of video to attract 

site visitors (and when done well, customers). InterContinental 

Hotel Group has had incredible success with its Concierge 

Insider Guides, while there are few travelers left who have not 

seen the incredible presentation of the MGM Grand in Maximum 

Las Vegas. Today these are the exceptions. Tomorrow they will 

be the norm.

Superior social networks : For years, hotels have been trying to 

build up a relationship with their customers, spending millions 

on running rewards (sorry – I mean loyalty !) programs in a vain 

attempt to win the right to speak with their clients and try to 

influence future stays. Practically everyone (hotels, clients, dogs 

on the street) agree that most of these programs simply do not 

work and are a waste of time, money and plastic !

2012 will be the year when the mainstream chains follow 

innovators such as Citizen M and realize that they can build 

a closer relationship with their customers through the social 

networks they use every day rather than by giving them points 

for stays they will never make. Expect a big emphasis on 

building presence and generating activity on social networks 

such as Facebook by hotel companies, even if most cannot 

figure out the return on investment of their actions.

Lovely location-based services : Even as hotels struggle to get their 

heads around the potential of social media as a whole, technology 

and society are moving on. Customers are mobile, and increasingly 

they expect their social media to be mobile as well – hence the 

incredible consumer popularity of services such as FourSquare, 

Gowalla and Facebook Places. During 2012, leading-edge hotel 

companies will start to take baby steps in these arenas, gaining 

considerable first-mover advantage over their competitors.

Modified mindsets : I’ve spoken before about the need for a 

new skill set to successfully manage hotel sales and marketing. 

The challenge however is that the necessary competencies are 

evolving rapidly, in response to both incredible technological 

advances and rapid consumer adoption. 2012 will be the year 

when hotel companies begin to change how they hire – instead 

of looking for concrete skills and x years of experience, the 

more forward thinking will start hiring based on attitude and 

mindset. Skills can be easily taught and unfortunately date 

quickly, but employees that think differently can overcome such 

challenges easily. As Darwin said, it’s not the strongest or the 

most intelligent of the species that survives ; it’s the one most 

adaptable to change.

Having hesitated for so long, 2012 will finally be the year that 

hotels embrace the power of social media as a primary (rather 

than alternative) customer communications and relationship 

channel. It will be the year when they devote the time and 

resources to using social media properly, rather than simply 

setting up a Facebook page that no one ever reads. It will be 

the year when hotel companies hire creative young people to 

act as their social media champions, and empower them to do 

whatever it takes to build, animate and sustain meaningful and 

authentic presences on the social media channel used by their 

customers. 2012 will be all of this, and more.

Because if it’s not, we’re doomed !

2012 will finally be the 
year that hotels embrace 
the power of social media 
as a primary (rather than 
alternative) customer 
communications and 
relationship channel
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Our strength in the area of property financing is closely linked to our 
collaboration with international experts and our local teams. This is 
proven by 2,500 employees on three continents on a daily basis. They 
support investors with financing projects and provide an elaborate 
portfolio of property management services. Our Hotel Properties Team 
consists of specialised professionals who are closely connected with 
our international branches. Our primary focus is on loans for first 
class hotels in prime locations and portfolio transactions across Europe, 
North America and Asia as well as select resort destinations 
managed by inter nationally renowned operators. Find out more on 
www.aareal-bank.com/hotel-properties

We fi nance hotel projects 
on three continents.
In your time zone, too.

EUR 367,500,000

For the refinancing of the Concorde Hotel Portfolio in France: 
Hôtel du Louvre · Hôtel Concorde Lafayette, Paris

Hôtel Martinez, Cannes
Hôtel Palais de la Méditerranée, Nice 

Arranger and Lender

EUR 44,400,000

For the financing of the Park Hotel Amsterdam 
managed by Grand City Hotels

Amsterdam, the Netherlands

Arranger and Lender

GBP 165,000,000

For the refinancing of the Park Plaza UK Hotel Portfolio:
Park Plaza Sherlock Holmes

Park Plaza Riverbank · Park Plaza Victoria
London, United Kingdom

Arranger and Lender

USD 240,000,000

For the financing of the
Hilton San Diego Bayfront Hotel

San Diego, California, USA

Arranger and Lender

  Find out about our deals: www.aareal-bank-deals.com*


