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Here are my 14 actions that our analytic hospitality executives 
should put on their “to do list” in 2014.  Five are higher-level – 
helping you to build that strategic analytic culture we’ve been 
talking about.  The remaining nine are more tactical – but 
they will help you stay on top of trends I’ve been tracking that 
I think will have a major impact on the industry in the years to 
come.

1 Think more strategically: This is probably something 
we say to ourselves every year, but it’s easy to get bogged 

down in day-to-day analyses or job tasks.  It is important to 
take time to think strategically about where you and your 
team are, and where you want to go.  Do you understand your 
organization’s business strategy?  Do your goals line up with 
this business strategy? Do you have an opportunity to take 
on a project that will demonstrate your commitment to the 
organization’s business strategy (and get you some positive 
attention while you are at it)? Build these activities into 
your plan now so that they stay on your radar when you get 
slammed.   

2 Encourage cross-departmental decision making: 
We’ve been talking about integrated revenue 

management and marketing for a while now.  With digital 
marketing coming into the forefront and the recognized value 
of review and ratings data across multiple departments, 

cross-departmental thinking will be even more of a focus in 
2014.  If you haven’t established regular communications with 
your counterparts in other departments (think marketing, 
operations, finance, revenue management), you are behind.  
You should already be bringing your best information to the 
table, and making decisions as a team.  Next step – integrated 
data and analytics to automate some of that routine decision 
making.  On that note…

3 Develop a common business language: Many 
companies have started data visualization projects to 

pull together data from across the organization and provide 
“single version of the truth” reporting for executives and 
managers.  These projects will fail without first establishing 
a cross functional team to come to agreement on definitions 
of key metrics, data access and data acquisition rules.  You 
would be surprised how much disagreement there can be 
about even the most “core” operating metrics.  I think we’ll 
see much more focus on data management in 2014 as these 
initiatives get underway.

4 Carefully evaluate new data sources: There are 
plenty of new data sources out there – more every day.  

It can be tempting to gravitate towards all that is new and 
shiny, but adding new data sources can be time-consuming 
and resource intensive.  You need to fully understand what 
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the data is and how it can contribute to decision making.  
Can the data enhance or augment existing analyses or 
business insights?  Do you have resources available that can 
understand the data and be able to use it in analyses?  What 
actions could you take with insights gained from that data 
source?  If the answers to these questions aren’t clear, then it’s 
probably not worth the effort at this time.

5 Tell a story with your data: If you want to get your 
point across to a wide range of personas within your 

organization, you have to think carefully about how you 
use data in your presentation material (this includes both 
presentations and written materials, by the way).  Rows 
upon rows of numbers, mathematical formulas or complex 
graphs will not grab the attention of any but the geekiest of 
audiences.  Instead, distill all that information down into the 
couple of “pictures” that makes your point with the most 
impact. Wrap that in a compelling set of real-world, relevant 
examples, end it with a solid call to action, and you’ll get the 
attention you need from your peers and executives.  

6 Build an accurate guest profile:  We’ve been talking 
about this for a while now, but along with your other 

data management efforts, focusing on building an accurate 
guest profile is the crucial first step to many other initiatives 
that will keep your company profitable in 2014 and beyond.  

The technology is here, and most companies have started to 
collect this information – but it’s time to focus on augmenting 
that profile with as much actionable information as possible.

7 Use ratings and reviews beyond “monitor and 
respond”: The hospitality industry has recognized the 

importance of ratings and reviews in many aspects of our 
business.  We’ve gotten good at the “monitor and respond” 
processes.  Now is time to think about other ways that this 
data can be used – including integrating it with internal guest 
satisfaction measures. We should be looking at augmenting 
guest profiles with activity from social channels.  In addition 
to price influences, there are other opportunities to forecast 
trends and anticipate issues using these sources, like 
predicting service problems or forecasting PR effects.  

8 Watch distribution costs: The buzz in the industry 
lately is about the rising cost of distribution.  This will 

rapidly become a problem for the industry as more players 
move into this space.  We need to start managing this more 
closely – and finding opportunities to drive guests to more 
profitable channels.  This leads me to my next set of items:  

9 Leverage the mobile presence: As more and more 
activity moves to the mobile device, hotel companies 

need to carefully evaluate their mobile presence, and leverage 
that channel not just for bookings, but also as an engagement 
tool.  Hoteliers should think creatively about how they 
can provide value through their mobile app, or risk losing 
consumers who prefer the integrated mobile experience they 
can get from a third party, like an online travel agent. 

10 Understand how your website is performing: 
As competition heats up for the online consumer – 

between third party distribution channels and meta-search 
(and so on, and so on), how does your website stack up to the 
competition?  Is it easy for consumers to find it?  To navigate 
through it?  Does if effectively represent your brand? Does it 
show up in search?  

11Evaluate the cross-channel experience: I talked about 
mobile and web, but there are many channels through 

which a potential guest can reach you. Are you delivering the 
same experience through all of these channels?  Does the brand 
look and feel the same (adjusting for channel demographics etc., 
of course)?  Are they recognized or treated the same through 
all channels?  Consumers are using multiple points of contact 
during the booking process, so the experience needs to be 
consistent across all of those points of contact.    
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12 Simplify the booking process: Closely related to 
no. 8 & no. 9 above, we need to be sure that we are 

making it as easy as possible for our guests to do business 
with us.  This is not always the case.  Is the booking link buried 
in the page?  How hard is it to find the exact product/price 
they are looking for?  How many screens do they have to go 
through to enter their information?  Are fields labeled carefully?  
The easier the booking process, the more likely they will be 
to complete their transaction, and use your site next time as 
well!  (And hold your booking engine provider accountable 
for ensuring that the booking process if as efficient for the 
customer as possible!) 

13 Start on the path to personalization: As you’ve 
worked your way through items 8-11, think about 

strategies for personalizing the guest experience.  With all 
the data that you collect at each interaction point, and an 
accurate and complete guest profile, you have the opportunity 
to predict what content you should surface at each interaction 
point that will encourage them to take the action you desire.  
You don’t necessarily have to “know” who is browsing your 
website or mobile device.  You can use what you observe 
about them to predict the right content to surface, and 
then update their profiles once they identify themselves.  
Personalization doesn’t stop at the website either.  You have 
an opportunity to provide personalized service at every touch 
point on premise as well – surfacing key pieces of information 
about the guest, and analytically-driven recommendations of 
what to offer or recommend.  If you are not already thinking 
about how to set up your organization for this, you should 
start. Personalization provides an important opportunity 
for you to differentiate your brand in a vastly commoditized 
marketplace.

14 Re-evaluate your loyalty program: The loyalty 
program is the best way to capture information about 

guests, and ensure that you are recording all of their activities 
with you.  As long as you are taking the time to update 
guest profiles and evaluate the guest experience, take the 
opportunity to see if the loyalty program is doing everything it 
could be for you.   Mike McCall, Research Fellow at the Center 
for Hospitality Research has done some work in this area that 
could guide your thinking.  We’ve talked to Mike before, on the 
impact of enrollments in customer loyalty programs, and his 
thoughts on how to leverage the explosion of customer data. 

So, there’s your year all planned out!  

■

Kelly McGuire leads the Hospitality and 

Travel Global Practice for SAS. In this role, 

she is responsible for driving the offering 

set and setting strategic direction for the 

practice. McGuire works with product 

management, sales, alliances and R&D to 

ensure that SAS solutions meet the needs 

of the market. She also works closely with 

IDeaS Revenue Solutions, a SAS company, 

helping to integrate IDeaS revenue management solution 

with SAS’ Customer Intelligence solutions. She has 20 years of 

experience in the hospitality industry. Before joining SAS, McGuire 

consulted with Harrah’s Entertainment on restaurant revenue 

management strategies for their major markets. Prior to that, she 

was a senior consultant at Radiant Systems. She also worked for 

RMS (Restaurant Revenue Management Solutions) providing menu 

item pricing recommendations to major chain restaurants. 

McGuire has a BS from Georgetown University and a MMH 

and PhD in Revenue Management from the Cornell School of 

Hotel Administration. Her research has been published in The 

Cornell Hospitality Quarterly, Journal of Pricing and Revenue 

Management and the Journal of Service Management.

About SAS  
SAS is the leader in business analytics software and services, 

and the largest independent vendor in the business intelligence 

market. Through innovative solutions, SAS helps customers at 

more than 70,000 sites improve performance and deliver value 

by making better decisions faster. Since 1976 SAS has been giving 

customers around the world THE POWER TO KNOW® .

 u www.sas.com
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ESSEC Hospitality Executive 
Education

Short Courses/Certifi cations
Refresh your skill set or obtain new 
knowledge

-  Designed for operationnal / corporate 
mid 
senior-level managers.

-  Concentrated 2.5 day modules held at 
ESSEC Executive Education in Paris’s La 
Défense.

-  Courses can be taken individually, or 
combined into packages leading to an 
ESSEC Certifi cation.

Hotel Electronic Distribution
Managing Social Media and User Reviews
Hospitality Revenue Management
Customer Relationship Management
ESSEC Hospitality Certifi cate: Online 
Distribution

Financial Management for Hotel 
Managers
Hotel Valuation and Feasibility Studies
Hospitality Asset Management
Management Contracts, Franchising and 
Ownership
ESSEC Hospitality Certifi cate: Real 
Estate and Finance

Leading and Motivating in the Real World
Managing Change

For more information: 
http://executive-education.essec.fr

Programs / Topic : Hospitality 
Management

Contact: lanrezac@essec.edu

• Internationally recognised.
• Engaging the world’s foremost industry professionals and professors.
• Demanding, thorough, and conducted exclusively in English.
•    France’s premier hospitality MBA rigorously prepares future managers for career success like no other.

One program, two tracks
The one-year, post-experience hospitality track is tailored toward 
more experienced professionals wishing to build their competencies, 
enhance their career prospects, or begin a career in the hospitality 
industry.

The two-year, hospitality track is designed for  young graduates 
with a hotel school, university,  or business school degree seeking 
to build and  refi ne their knowledge through graduate studies.

At the ESSEC MBA in Hospitality Management (IMHI), our focus is 
on the practical as well as the academic, on industry engagement 
as well as expert knowledge. You will learn best practices in the 
classroom, and implement them in the real world. Five areas 
of concentration allow you to focus your studies on those 
aspects of the hospitality industry that interest you most: luxury 
services management, e-commerce, real estate and development, 
entrepreneurship, and general management.

And a culminating fi eld project will demand that you set down your 
textbooks and put your new knowledge to the test in a real life 
consulting situation.

For more information: www.imhi.com

Contact: harris@essec.edu

ESSEC MBA Hospitality Management (IMHI) 
and Hospitality Executive Education

30 years of expertise have shaped ESSEC Hospitality into the program it is today, attracting multi-cultural, multi-lingual 
participants from around the globe. With several years’ professional experience behind them, our students embrace the 
challenge of a highly-focused program designed to make them experts in all aspects of hospitality management, refi ning 
their leadership qualities and joining a prestigious network of over 1,400 alumni in more than 55 countries.
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