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Monetizing  
ethical innkeeping
by Robert Cole   i

E. M. Statler launched the modern hotel era with two 
celebrated quotes: “Life is service” and “The guest is always 
right.”  Guest satisfaction was the focus of a Statler property.

Guest satisfaction is a leading driver of guest loyalty, which 
in turn translates into lifetime customer value – the holy 
grail of marketing objectives. Trust is essential for guest 
loyalty.  Ethical innkeeping embraces policies that provide 
transparency, sustainability and accountability – the 
foundational factors for trust.

Today, many hoteliers operate multi-million dollar businesses 
with intense pressure applied by multiple, sometimes 
conflicting, constituencies:

•	 Hotel	owners	demand	profit	growth	–	particularly	during	
periods of economic growth

•	 Management	companies	want	to	leverage	big	data	to	
provide highly personalized offers

•	 Intermediaries	demand	special	rates	or	higher	commissions	
in exchange for booking volume

•	 Guests	demand	value	and	satisfaction

As a result, hoteliers may be motivated to rationalize Statler’s 
principled goals and make rules to capture short-term hotel 
profits. Avoiding practices that defy conventional wisdom 
or require guests to read fine print is the first step toward 
monetizing ethical innkeeping. Drip pricing that attracts guests 
with low “lead-in” rates, but adds mandatory fees at a later 
point is a guest-hostile practice that inhibits trust.

In the hotel business, technology is not only something that improves efficiency or makes the guests’ stay more 
enjoyable. Occasionally, it can also pose ethical dilemmas for innkeepers as well, particularly when it comes to 
the question of pricing. Robert Cole, founder of the consultancy RockCheetah, walks us through the issues. 
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J.D. Power’s 2012 Guest Satisfaction Index observed several 
major dissatisfiers among hotel guests:

•	 Charging	guests	more	and	providing	less	is	not	a	winning	
combination 

•	 Hotels	that	charge	extra	for	Internet	access	are	perceived	as	
taking advantage of guests

•	 Rolling	Internet	charges	into	a	generic	“resort	fee”	heightens	
resentment among hotel guests

Exceeding guest expectations represents the greatest 
opportunity, with the key being relevant guest interactions. 
In 2013, J.D. Power identified staff engagement as a key 
differentiator for guest satisfaction:

•	 Overall	satisfaction	is	highest	among	guests	who	interact	
with four or more staff types (excluding registration.)

•	 Hotels	should	never	underestimate	the	power	of	the	human	
element… the people aspect plays a key role in guest 
satisfaction and loyalty.

Today’s hotel guest shares information through social 
networks and hotel review sites.  As a result, guest satisfaction 
levels	are	highly	amplified.	Cornell	School	of	Hotel	
Administration professor Chris Anderson assessed the impact 
of hotel reviews (another metric for satisfaction) on hotel 
performance.

•	 The	percentage	of	consumers	consulting	reviews	at	
TripAdvisor prior to booking a hotel room has steadily 
increased over time, as has the number of reviews they are 
reading

•	 If	a	hotel	increases	its	review	scores	by	1	point	on	a	5-point	
scale, the hotel can increase its price by 11.2%

•	 A	1%	increase	in	a	hotel’s	online	reputation	score	produces	a	
0.89%	increase	in	ADR,	a	0.54%	increase	in	occupancy	and	a	
1.42%	increase	in	RevPAR.

Major hotel groups measure loyalty by the size of their frequent 
guest programs or the number of bookings made by members.  
This may be an excellent measure of frequent guest program 
performance, but frequency does not equal loyalty. While 
value plays an important role in loyalty, loyalty is not measured 
as a financial transaction measuring discounts or points.  Value 
may drive transactions, but organizational values earn loyalty.

In the future, brand ethics will become even more critical 
due	to	Millennials’	strong	beliefs.		Research	of	Millennials	by	
the Intelligence Group underscores the importance of sound 
business ethics:

•	 59%	expressed	that	a	company’s	ethics	and	practices	are	
important factors in deciding what brands they will buy

•	 30%	of	respondents	to	the	survey	have	stopped	supporting	
a brand because of something they learned about its 
corporate practices or ethics

Loyal customers happily pay a price premium for a desired 
brand.  Think Apple Computer, Lexus, Zappos, Warby Parker 
– all offer quality products, at prices higher than those of 
generic equivalent products.  The differentiator is exceptional 
customer service.

Loyalty improves profitability. The 1990 study, “Zero Defections 
– Quality Comes to Services” concluded that increasing 
customer	retention	rates	by	5%	increases	profits	by	25%	
to	95%.	Fourteen	years	later,	Sunil	Gupta	and	his	fellow	
researchers quantified the impact of acquisition cost, margin, 
and retention rate on customer value.

•	 A	1%	improvement	in	acquisition	cost	improved	customer	
value by .02% to .32%.

•	 A	1%	improvement	in	margins	improved	customer	value	by	
approximately 1%.

•	 A	1%	improvement	in	customer	retention	rate	improved	
customer	value	by	2.45%	to	6.75%,	plus,	the	current	
retention rate, the greater the impact of improved retention.

The measure of ethical innkeeping is simple: If fear of negative 
guest reaction causes a hotel to mask a policy, it is probably 
unethical.	Hiding	a	policy	can	often	be	perceived	as	less	ethical	
than the policy itself. Ethical innkeeping is not only a long-held 
tradition of hospitality, but a smart business decision.  Ethical 
innkeepers that share E. M. Statler’s beliefs will engage satisfied 
guests, earn higher rates due to higher perceived value, and 
reduce marketing costs due to greater guest retention.

Better ethics make more sense and more dollars. The guest is 
always right.

Robert Cole is founder of RockCheetah, a hotel marketing strategy 

and travel technology consulting practice. His consulting clients 

include global hotel brands, travel technology providers, major 

publishers, consumer websites and the US Government. Robert’s 

background includes leadership positions with leading hotel, travel 

and technology firms including Four Seasons, Anasazi, Sabre, 

Cendant & Mark Travel.
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HFTP,	Austin,	 Texas,	USA	and	Maastricht,	 The	Netherlands,	 founded	 in	 1952,	 is	 the	global	professional	

association for financial and technology personnel working in hotels, clubs and other hospitality-related 

businesses.	HFTP	provides	first	class	educational	opportunities,	research,	and	publications	to	more	than	

4,800	members	 globally	 including,	 the	 premiere	 hospitality	 technology	 conference	 HITEC--founded	 in	

1972.	HFTP	also	awards	the	only	hospitality	specific	certifications	for	accounting	and	technology	---	the	

Certified	Hospitality	Accountant	Executive	(CHAE)	and	the	Certified	Hospitality	Technology	Professional	

(CHTP)	designations.	HFTP	was	founded	in	the	USA	as	the	National	Association	of	Hotel	Accountants.	

 u www.hftp.org 
 

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... channels of ever increasing importance which 

are	difficult	to	reach	through	classic	wire	services	like	PRnewswire	or	BusinessWire.	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. 

 u www.hsyndicate.org
  

Since	introducing	the	world’s	first	electronic	hotel	door	lock	and	first	electronic	in-room	safe	in	1979,	VingCard	

Elsafe	has	installed	products	in	more	than	42,000	properties	worldwide,	securing	in	excess	of	7	million	hotel	

rooms. Today, their comprehensive product line is comprised of VingCard electronic locking solutions, Elsafe 

in-room safes, Orion energy management systems, and PolarBar minibars. VingCard Elsafe leads the industry 

in	advanced	locking	technologies,	including	NFC,	RFID/RF-Online	and	ZigBee-based	networking	solutions,	and	

offers	the	only	UL-listed	electronic	hotel	safe	on	the	market.	With	an	extensive	worldwide	service	and	support	

network, VingCard Elsafe provides continuous support to its clients around the globe. VingCard Elsafe is part of 

ASSA	ABLOY	Hospitality,	the	world’s	leading	provider	of	hotel	locking	solutions.	ASSA	ABLOY	is	a	publicly	listed	

Swedish company traded on the Stockholm Stock Exchange. 

 u www.vingcardelsafe.com 
 

We	all	know	that	the	future	will	be	different,	but	how	will	it	be	different?	For	companies	in	the	hospitality	

industry, Wade & Co. uses scenario generation to get at the answer to that question – in strategic 

workshops, team-building exercises, and conference presentations the world over. As a specialist in 

business foresight, Wade focuses on visualizing how the future “business landscape” could realistically 

change, ushering in new kinds of customers and competitors, creating new opportunities, and affecting 

your	chances	of	success.	Heading	the	company	is	Woody	Wade,	who	is	also	the	founder	and	publisher	of	

the	Hotel	Yearbook.	

 u www.11changes.com

HFTP

Publication Partners

HSYNDICATE

WADE & COMPANY

VINGCARD

Hospitality Financial and 
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Stay First
The maximum expression in 
minimalistic  electronic lock.

13,56MHz technology compatible with:  | ISO 14.443 A (MIFARE) | ISO 14.443 B | ISO 15.693 | Near Field Communication (NFC)

The First Invisible Lock
Essence by VingCard revolutionizes the electronic lock industry by housing all lock components, including the 
reader, inside the door and therefore, reaching the maximum minimalistic expression, the true Essence of an 
electronic lock. 

Essence takes the definitive step in minimal hardware on the door and truly blends with any design requirements, 
enhancing the style of your hotel and taking the user-interface experience to a new level. 

You cannot see it, but you will experience the true essence of a secure and reliable electronic lock.

VingCard Elsafe | P.O. Box 511 | 1522 Moss | Norway 
Phone: +47 69 24 50 00 | info@vcegroup.com | www.vingcardelsafe.com
Provider of: VingCard Locks and Systems | Elsafe Safes | Orion EMS | PolarBar Minibars

|  Advertisement  |

http://www.vingcardelsafe.com/en/vce/VingCardElsafe/Products/?productId=990260
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Hotel Yearbook 2014 
In 2014, the Hotel Yearbook will feature a comprehensive outlook for major geo markets as 
well as indepth interviews with hotel group executives focusing on key segments including 
luxury and lifestyle brands. Additional articles include expert views in the fields of design, 
environment, technology, social media, finance, education, business travel and human 
resources.
• This edition will be available from 20 December 2013

HYB Special Edition - Digital Marketing 2014
The Hotel Yearbook branches out again with a new Special Edition onthe future of digital 
marketing within the global hospitality industry. Authors include some of the industry’s 
best known thinkers and doers in various fields such as reputation management, revenue 
management, search engine optimization, social media channel management via OTA’s. More 
information on this special edition will be made available very soon!
• This edition will be available from 5 February 2014

HYB Special Edition - Hotel Concepts 2014
The Hotel Yearbook branches out again with a new Special Edition on innovative hotel concepts 
within the global hospitality industry. Authors include some of the industry’s best known 
thinkers and doers in various fields such as architecture, interior design, branding and consumer 
marketing. More information on this special edition will be made available very soon!
• This edition will be available from 22 March 2014

Buy & read the full HOTEL Yearbook 
edition on TECHNOLOGY ?

Upcoming editions of HOTEL Yearbook

  € 14,50 - Buy now 
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