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“The growing likelihood of rising inflation in the coming
months could impact on how much UK consumers are
willing to spend on their short break habit. There may well
be an accelerated ‘flight to value’ which is likely to increase
still further growing the market share of the rapidly
expanding budget hotel sector as well as increasing the
attractiveness of cheaper alternatives such as Airbnb.”
– John Worthington, Senior Analyst
This report looks at the following areas:
•
•
•
•
•

How hotels can respond to competition from Airbnb
Older guests are under-represented in luxury segment
Hotels can be either a laboratory for new technology or an oasis of human contact in a
world of automation
Well-being and the Hygge Hotel
Offering incentives for direct booking

For many consumers, staying in a hotel is no longer a once in a blue moon, special occasion
indulgence, but – like eating out – has now become a far more affordable, regular and casual
experience. The hotel market is benefiting, in particular, from the regular short break habit adopted by
UK consumers as a way of life. While the budget chain sector is increasingly dominant that also creates
opportunities for other tiers and branded concepts as well as unique, independent establishments. The
threat from ‘industry disruptors’ like Airbnb is growing but this should be welcomed by hoteliers as an
incentive to raise their game, competing not only on price but on the services and experiences that
make a hotel stay different. The economic uncertainty of Brexit and threat of terrorism are problems
ahead, and the outlook for business travel is particularly challenging, but the Pound’s weakness is a
key plus-factor for UK domestic and inbound travel and should benefit hotels.
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BUY THIS
REPORT NOW

VISIT: store.mintel.com
CALL: EMEA +44 (0) 20 7606 4533
Brazil 0800 095 9094
Americas +1 (312) 943 5250
China +86 (21) 6032 7300
APAC +61 (0) 2 8284 8100
EMAIL: reports@mintel.com

Hotels - UK - November 2016
Report Price: £1995.00 | $2431.91 | €2216.64

The above prices are correct at the time of publication, but are subject to
change due to currency fluctuations.

One in five is a ‘Frequent Guest’
Figure 39: Number of hotel stays over the past 12 months, September 2016
Figure 40: demographic profile of frequent hotel guests (4+ stays)
Shorter holiday patterns good for hotels
Figure 41: Purpose of last hotel stay, September 2016
Business and leisure combinations

Hotel Booking Process
Downward drift of direct booking
Figure 42: Method of booking last hotel stay, September 2016
The battle for the customer
Who are the influencers?
Figure 43: Use of hotel customer review sites, September 2016
Figure 44: Use of hotel customer review sites, by type of hotel stayed in, September 2016
Interest in more personalised reviews
Figure 45: Opinions on customer review sites, September 2016

Attitudes, Preferences & Opportunities
Hotel tech-lovers vs Tech-escapers
Figure 46: Attitudes towards hotel technology, September 2016
Most guests are highly budget-minded
Greater flexibility demanded
Figure 47: Hotel preferences, September 2016
Figure 48: Hotel preferences (factors rated as either very important or somewhat important), September 2016
Insider dealing
Hotel Hygge
Millennial matters

Appendix
Definition
Abbreviations

BUY THIS
REPORT NOW

VISIT: store.mintel.com
CALL: EMEA +44 (0) 20 7606 4533
Brazil 0800 095 9094
Americas +1 (312) 943 5250
China +86 (21) 6032 7300
APAC +61 (0) 2 8284 8100
EMAIL: reports@mintel.com

