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By BRIELLE JAEKEL

J.D. Power has ranked the Ritz-Carlton and JW Marriott as the highest hotels in terms of customer satisfaction
amongst luxury brands.

The two hospitality brands have been recognized for being the most loved by customers, more so than any other
luxury hotelier. J.D. Power's "2017 North America Hotel Guest Satisfaction Index Study" also found that loyalty
members of hospitality brands are more likely to book directly with the brand instead of an outside party.

"While The Ritz-Carlton and JW Marriott rank highest in the luxury segment, both of these Marriott-affiliated brands
appeal to different types of customers," said Rick Garlick, practice lead, travel and hospitality at J.D. Power. "It's
important to remember that this study measures guest satisfaction among a hotel brand's own customers and
doesn't directly compare hotel brands to one another. Often, the type of guest becomes an important element in
determining satisfaction rankings."

Hotel industry
Loyal consumers who are members of a hotel's rewards program are more likely to book with the brand directly
instead of a third party, and consequently experience less booking issues. For instance, 75 percent of members will
book with the hotel versus 47 percent of non-members.

J.D. Power's report found that those that do go with a third party such as Expedia or Travelocity are more likely to
experience a problem than those that go though the brand directly.
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However, bookings through online travel agencies are increasing, with a 3 percent jump from 2013 to 2017. Mobile
reservations are also becoming significantly more prevalent with a 12 percent increase in three years.

These guests are more likely to be young consumers or business travelers.

Mobile applications from hotel brands are struggling despite the increase in mobile bookings. Thirty-eight percent of
those who have downloaded a hospitality brand's app do not use it during their stay.

Only 4 percent will use a brand's app to check in and 1 percent to checkout. But consumers that download a hotel's
app are more likely to be satisfied and are more loyal.

Social media is proving to be a positive tool for hospitality brands with many users posting about a positive
experience they had, but 86 percent are likely to post a negative experience online as well.
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This is extremely important because within the hospitality industry, online ratings and reviews are highly influential
to consumers. For instance, 52 percent of guests of a hotel have read a review in the last month and 46 percent wrote
a review.

Additional insight
While luxury travel providers may be tempted to add as many bells and whistles to an experience as possible to
impress guests, new research shows that by far the most important things for individuals seeking luxury travel are
comfort and the ability to just relax.

This data comes from a new survey conducted by Travelzoo and the Global Hotel Alliance, which found that the
ability to comfortably sleep on a flight is the number one priority for customers seeking luxury travel
accommodations. The findings from the survey suggest that the simplest way to ensure guests have a luxury
experience may be the best (see more).

Chatbots for travel brands will soon likely go beyond something that is simply unique and interesting, but will be a
necessity that consumers will come to expect.

According to "Are bots worth the bother?", a new report from EyeforTravel, the cost of creating chatbots is lowering,
which means it will be more accessible for brands and become more of a standard. Travel is a sector that could be
significantly impacted by chatbots in a positive manner, as they can make booking and other tasks much simpler
(see more).

"As mobile usage becomes increasingly ubiquitous for guests, the challenge for hotels becomes twofold: First, they
must persuade guests to book directly with them, and second, they must encourage easy utilization of this
technology," Mr. Garlick said. "By forging direct relationships, hotels can become guardians of the guest experience,
but at the center of these relationships is an establishment's mobile strategy."
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