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“A surge in demand from the inbound segment should see
the UK hotel market enjoy steady growth over the next five
years. However, the shift to mobile bookings is likely to
concurrently see a growth in the share of bookings through
intermediary channels. Metrics such as price, guest reviews
and star ratings will increasingly drive consumer decision
making, and the influence of brand may take a backseat.”

This report looks at the following areas:

= What are the opportunities and challenges presented by the growth of mobile?
= How can hotel operators react to a decreasing number of touch points?

The total number of bed nights stayed in UK hotels by both domestic and inbound tourists increased
2.9% in 2013 and Mintel expects the market to grow a further 0.9% in 2014. However, a strong
performance from the inbound segment has been depressed by falling demand from domestic tourists,
particularly from the domestic corporate travel segment.

Market supply is generally positive, as growth from new hotel rooms increased significantly in 2014 and
the rate of room reductions through closures has fallen. However, continued lacklustre demand from
the domestic segment means operators face the potential of overcapacity in 2015. Operators will also
have to contend with the challenge of a shift towards mobile booking and research channels,
decreasing brand loyalty, and an increasing level of disconnect with guests fuelled by the growth in
popularity of accommodation booking and metasearch sites.

This report examines UK hotel stays taken by both domestic and foreign tourists; and forecasts how
the market will perform of over the next five years. It explores the challenges and opportunities that
brands operating in the hotel market will face in 2014/15, investigates the core drivers behind changes
in the market and highlights some key innovations. The report also examines hotel research and
booking behaviours, influencers on hotel choices, consumer attitudes towards hotels and consumer
perceptions of selected hotel brands. This subject was last explored in Mintel’s Hotels, UK - October
2013.

DID YOU KNOW?

more holistic view of this market

— Harry Segal, Technology & Travel Analyst
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Budget hotels account for 23% of UK hotel rooms...
Figure 25: UK room and hotel supply, by category, September 2014

..while London holds 22%
Figure 26: UK room and hotel supply, by region, September 2014
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Figure 28: Financial performance of Travelodge Hotels Limited, 2012 and 2013
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Online mentions
Figure 44: Share of online conversation of selected hotel brands, 29 September 2013 — 28 September 2014

Topics of discussion
Figure 45: Topics of discussion around selected hotel brands, 29 September 2013 — 28 September 2014

Where discussion occurs

Figure 46: Share of brand conversation, by page type, 29 September 2013 — 28 September 2014
Analysis by brand
Hilton

Figure 47: Topic cloud around mentions of Hilton, 29 September 2013 — 28 September 2014

Marriott
Figure 48: Topic cloud around mentions of Marriott, 29 September 2013 — 28 September 2014

Premier Inn
Figure 49: Topic cloud around mentions of Premier Inn, 29 September 2013 — 28 September 2014

Holiday Inn
Figure 50: Topic cloud around mentions of Holiday Inn, 29 September 2013 — 28 September 2014

Travelodge
Figure 51: Topic cloud around mentions of Travelodge, 29 September 2013 — 28 September 2014

Radisson
Figure 52: Topic cloud around mentions of Radisson, 29 September 2013 — 28 September 2014

Ibis
Figure 53: Topic cloud around mentions of Ibis, 29 September 2013 — 28 September 2014

The Consumer — Accommodation Used
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Chain hotels have been more successful at courting Millennials
Figure 54: Accommodation used, August 2014

Lodging services present a growing threat
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Mobile growth could prove detrimental to independents and direct bookings
Figure 55: Device used for research, August 2014

Only half of guests book directly with the hotel
Figure 56: Booking method, August 2014

Mobile accounts for a fifth of online bookings
Figure 57: Device used for online booking, August 2014

Brands need to facilitate a cross-platform customer journey
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The Consumer — Booking Lead Time
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A quarter of guests booked less than a week before check-in
Figure 58: Booking lead time, August 2014

Mobile provides an opportunity for brands to capitalise on impulsiveness

The Consumer — Influencers on Hotel Choice

Key points

Price and location are most influential factors when choosing a hotel
Figure 59: Influencers on hotel choice, August 2014

Just 4% of guests are influenced by hotel loyalty schemes

Peer reviews and star ratings are key drivers for independent hotels

The Consumer — Attitudes towards Hotels
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Only half of guests visit a hotel’s website before booking
Figure 60: Attitudes towards hotels, August 2014

Hotels need to integrate peer reviews into their websites

Deal hunting has not contributed to shorter lead times

Appendix — Market Size and Forecast

Figure 61: Volume forecast of hotel/motel/guesthouse trips, 2014-19

Figure 62: Volume forecast of hotel/motel/guesthouse nights, 2014-19
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