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By SARAH JONES

Hotels are leaving guests with less to complain about, leading to the highest all-time levels
of consumer satisfaction, according to new research from J.D. Power.

In 2015, 20 percent less guests noted a problem during their stay, representing the lowest
occurrence since 2006. Guests’ perceptions of a hotel have a strong impact on whether
they will recommend a property to friends or stay with the same brand again, so it is  in a
hotel’s best interest to cater to their customers’ needs from booking to check-out.

"Hotels that proactively meet guest needs have the ability to create a positive guest
experience," said Rick Garlick, global travel and hospitality practice lead at J.D. Power,
Westlake Village, CA.

"While service recovery is extremely important in the hotel industry, it's  most effective
when the entire guest experience is a positive one," he said. "Hotel staff members need to
maintain a proper balance between proactively addressing needs and responding to
problems effectively.

"Doing so can help guests feel good about their selection of the hotel brand and increase
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the likelihood they will return for another stay or recommend it to others."

For its 19th "North America Hotel Guest Satisfaction Index Study," J.D. Power gathered
responses between June 2014 and May 2015 from more than 62,000 guests
in Canada and the United States who stayed at a hotel in North America between May
2014 and May 2015. 

Questions measured overall guest satisfaction across eight hotel segments: luxury, upper
upscale, upscale, upper midscale midscale, economy/budget, upper extended stay and
extended stay. It looked at seven key factors in each segment, including reservation,
check-in/check-out, guest room, food and beverage, hotel services, hotel facilities and
cost and fees. Satisfaction is calculated on a 1,000-point scale.

Service centric
Out of a possible 1,000 points, satisfaction reached 804 across all hotels studied in 2015,
representing a growth of 20 points from 2014 and marking the first time the index
exceeded 800.

A number of factors can dramatically change a consumer’s feelings about their stay.

When staff greet guests with a smile 100 percent of the time, there is a 50 percent
reduction in the average number of problems noted when compared to the incidence for
those who only saw smiles sometimes.
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When staff anticipate consumer needs, it can also prevent problems and negative
perceptions. Those who strongly agreed that the staff knew what they needed before
asked rated the hotel 310 points higher than those who strongly disagreed that staff
anticipated their needs.

For respondents who were “delighted” in their stay, rating it a 10 out of 10, 80 percent say
they will definitely recommend the property to friends and family. Only 2 percent of the
“disappointed” scoring a hotel 5 or below say they would do the same.

Sixty-six percent of delighted guests would return to the hotel, while only 4 percent of the
disappointed would stay again.
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Consumer behavior can also affect a property’s ratings.

Those who are “scrutinizers” and thoroughly research hotels before booking on average
rate a hotel 898, the highest of any group. Fifty-six percent of them are apt to say that the
brand they chose was “perfect for them.”

In comparison, “price buyers” who only look at cost when booking rate satisfaction at 740,
the lowest of any group.

This shows the importance of having a strong presence where consumers are likely to be
researching, enabling scrutinizers to see whether a hotel will be right for them.

Stacking up
In the luxury category and across all price points, The Ritz-Carlton has the highest
satisfaction index results, with 892 points.

The Four Seasons and Waldorf Astoria were about the luxury average of 857, while
Fairmont was situated just below at 849.

Outside of its  own hotel brand, The Ritz-Carlton gives advice based on its own service
practices with those in other industries.

The Ritz-Carlton Leadership Center shared its hospitality expertise with industry experts
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and brand leaders this spring at its  “Your Journey to Service Excellence” symposium in
Dallas.

Guests of the symposium received insights from The Ritz-Carlton Leadership Center into
the inner workings of creating and sustaining a successful company. The Ritz-Carlton
dished out details on its internal and consumer-facing techniques that maintain the
company as a luxury hotel brand across the globe (see story).

While Ritz-Carlton is number one in North America, other hotel chains top lists for other
markets.

Global hotel brands often have a reputation that differs markedly across countries,
reflecting the challenges inherent in scaling service, according to a new survey by the
Luxury Institute.

The “2014 Luxury Hotels Brand Status Index” charts how consumers in different countries
regard global brands. Interestingly, hotels received, on average, higher scores in China,
indicating that new expansion efforts in the country are a culmination of everything a
brand stands for (see story).

As brands enter new markets, having an already established high level of guest
satisfaction is beneficial.

Final Take
Sarah Jones, staff reporter on Luxury Daily, New York 
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