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About our webinars

I Meet Hotel is the ﬁrst global industry
event connecting hoteliers to the future of
hospitality. Together, we will give our
audience the keys to higher revenue and a
customer loyalty approach with insightful
conferences.

Prior to this webinar series, I Meet Hotel
reached out to its Hospitality partners to
conduct a survey about a potential
webinar series during the crisis of
COVID-19.

It is the perfect occasion to inspire and be
inspired.

Industry colleagues suggested topics that
were considered to be pressing in order to
achieve a positive recovery of the industry.

I Meet Hotel events have recently taken
place in:
●
Krakow
●
Istanbul
●
Amsterdam
Upcoming ones in 2020:
●
Paris, 15 September
●
Milan, 29 October
●
Montreux Switzerland,
28 November
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Webinar 01
From a Hoteliers Perspective
Due to the overwhelming response from industry
colleagues and pressing questions that need to be
answered, it was decided to start this webinar series
with tips to help hotels survive and prepare for recovery.
Whether hotels are closed, on skeletal operations or
planning for recovery, steps that should be
implemented were presented by three industry leaders,
namely Dharmendra Sharma, Sara Abdel Masih and
Konstantinos Santikos on April 8th 2020. The three gave
tips on how to endure the business impact of the virus and come out the other side ready for recovery. All of
them agreed that there were no easy solutions however, decisive action and due diligence in several
areas would pay dividends.
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Hotel Branding in th time of Covid-19
How a strong brand can save a hotel short run and win the
race in the long run

Watch webinar

Konstantinos Santikos opened the ﬁrst webinar with
the statement that Hospitality Branding is an art of
Storytelling. In order to make a hotel resistant to its
competitors, the factors hotelier, location, team and
check out/overall experience have to work together in
order to form a hotel experience that the guest will
never forget. The big question is: How can we tell this
story in the time of crisis?
The hotel’s story must be relatable in a time of crisis
and cause a desire for the guests to travel again. When
guests come back they will want to feel safe and
assured that security measures are set and proven.
Furthermore, cutting the costs should not mean to
cut at the expenses or services - open two out of three
restaurants rather than lowering the quality. Anticipate
the different needs of guests - business people, families,
couples. If a hotel is going to open, it shouldn't be doing
it half-heartedly but rather be conﬁdent in its processes.
The most important factor is to add value during the
whole process and remind guests how much they
missed to travel.
How a hotel can start its story as more information can
be found here.
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Santikos Collection
Luxury hospitality inspired by local authenticity
Family-run company, was established in 1986
5 properties:
Princess Resort, Skiathos - Aegean Suites, Skiathos - Marpunta Resort,
Alonissos - Santikos Mansion, Vizitsa, Pelion - The Alex, Piraeus Athens
Collection:
selection of goods from small local producers
Reach:
Greece

Website:
https://santikoscollection.com/
Contact:
info@santikoscollection.com
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What can I do to reduce costs?

Watch webinar

It is crucial to satisfy all requests from guests and
employers during the crisis, even though it is hard to
motivate not only the hotelier himself, but also every
collaborators around him. Sarah Abdel Masih, the
second speaker of this webinar, tackled the question on
how to reduce costs during the period of COVID-19
while still protecting the brand itself. Inter alia it was
suggested to improve energy efﬁciency by closing hotel
ﬂoors, reducing waste to keep F&B costs down,
eliminate investment plans where necessary and - if
possible - negotiate a reduction in rental costs or a
suspension of leasing. However, room rates shouldn’t be
changed too much to avoid credibility problems when
trying to reinstate ‘normal’ rates later.
Furthermore, the question arises on how to organize
the hotel’s workforce during the crisis. Set an example
here, said Masih. It should be taken care of the
workforce, especially in their mental health and
social-psychological needs. On the upside, employees
should receive aid to serve customers from anywhere on property, online, or in the community itself. If staff
are working from home, the hotelier has to make sure
that they have full virtual access and that
communication is happening on a regular basis. A good
leader will redeﬁne their job and become a Chief
Recovery Ofﬁcer.
Have a look at Masih’s presentation here.
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Hotel Dei Cavalieri & Hotel The Square – Milano Duomo
Industry:
Luxury Hospitality
➢
➢

luxurious 4 stars Italian hotels
in the city centre of Milano, close to the Duomo Cathedral.

Location:
Milan, Italy

Website:
https://www.thesquaremilano.com
Contact:
https://www.hoteldeicavalieri.com
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Together everyone achieves more
Watch webinar

This time is a new way to communicate with every
single person involved in hospitality. What lies ahead is
deﬁnitely uncertain but with the right strategy it is
possible to see a silver lining, said Dharmendra Sharma,
the third speaker of I Meet Hotel’s ﬁrst webinar. A brand
should be selling when sales can’t. A hotelier should
reach out with empathy and practical tips. These could
include hotel departments giving advice on subjects
such as house cleaning and sanitation for guests’ own
homes, yoga stretches to keep ﬁt in conﬁned spaces
and recipes to eat well on less. Serve ﬁrst and sell later,
said Sharma.
In a time of partial or full hotel shut down, it is
important to call clients but do not discuss business of
any kind. The emphasis should be on empathy. Be
supportive and use positive language, listen and
empathize with every stakeholder. Cold call emails to
drum up business or aggressive approaches are not
advised due to the need to be supportive, not
exploitative.
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Oberoi Hotels & Resorts
Industry:
Luxury Hospitality
➢
➢
➢

Founded in 1934
Operates 32 hotels, Nile Cruisers and a Motor Vessel in the
backwaters of Kerala
Presence in seven countries under the luxury ‘Oberoi’ and
ﬁve-star ‘Trident’ brand.

Location:
India, Egypt, Indonesia, Mauritius, Morocco, Saudi Arabia, UAE

Website:
https://www.oberoihotels.com/
Contact:
query form on the Website
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Webinar 02
New revenue streams through
partnerships
In I Meet Hotels’ second webinar, the question was
raised if and how collaborations and partnerships can
still be successful during the time of crisis. On April 16
2020, four business innovators in the hotel support
sector told hoteliers that there are creative and viable
ways to generate cash ﬂow that could help hotels
survive and then thrive after COVID-19. With creative
thinking and new partnerships, hoteliers can bring cash
ﬂow back to operations that may not go to ‘normal’
after this time of uncertainty. There are clear
opportunities in local partnerships, online e-gift
vouchers, community food deliveries from hotel
kitchens and being nimble enough to capitalise on new
business directions when the upturn comes. Webinar
host, Caroline Dal’lin, Director of Business Development
at Bidroom, said: “With a creative and ﬂexible mindset,
hoteliers can today work with a range of partners to
help return hotel operations to proﬁt. It all comes down
to our capacity to innovate, anticipate and adapt to
change.”
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Local partnerships - the future

Watch webinar

Callum Hale-Thomson, the ﬁrst speaker of this webinar,
stated that leveraging local partnerships to augment
the stay experience and driving new and innovative
revenue streams is key during these times. Even before
C-19, guests wanted hotels to be ‘enablers of a complete
destination experience’. He was convinced that this will
even be more relevant in the near future. Domestic
travel will be the ﬁrst to rebound. Countries, however,
will only open borders slowly. Consumer behaviour will
remain tentative and tourists will be careful to travel
further than a few hours ﬂight time. Accordingly,
hoteliers are advised to target ‘Staycationers’ - local
guests who seek pampering and hospitality, ‘Escapists’
- who want a quiet, safe and rural retreat as well as in
need for travel assistance as they are unfamiliar with the
destination; and ‘Opportunists’ who want a hotel
experience based on unique price reductions.
Hale-Thomson was convinced that guests will expect
recommendations from the hotel, what activities to do
and as a result combine the hotel stay and overall local
experience. Hotels could make incremental gains from
commissions from local companies supplying such as
taxi services, unique local food and beverage tips, local
tours, luggage storage and gym access. Companies
such as Unwrapped can help hotels identify and set up
local partnerships that will create cash ﬂow for hotels,
he said.
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Unwrapped
Industry:
Destination Content Platform
➢
➢

Empower travel companies
Help companies to inspire and enable exceptional experiences
that delight their customers

Reach:
Globally
Location:
India, Egypt, Indonesia, Mauritius, Morocco, Saudi Arabia, UAE

Website:
www.unwrapped.co
Contact:
https://www.linkedin.com/company/34967079
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Protect - React - Prepare

Watch webinar

Hospitality is, in essence, a creative industry, said James
Lemon, second speaker of this webinar. He observed
that hoteliers often found new ideas hard to implement.
Additionally, hey are difﬁcult to measure and scale up.
He acknowledged it was unprecedented to see near
100% falls in occupancy and revenue, with hotel teams
not even in the hotel anymore. He said there was little
sign of a rapid recovery. And when recovery does come
there will likely be a shift in customer behaviour and
different market segments will respond differently. He
said that starting again from a base of 0% revenue
meant that hotels could make no assumptions, but in
some ways it was an opportunity. Those hospitality
businesses that are poised to come back stronger, have
resourced three work areas: Protect - your business &
team; React - optimise & react as well as Prepare strategies, priorities and opportunities.
Furthermore, Lemon advised that hotel ‘war room’
teams should become agile and create scenario
planning as well as carefully monitor market moves. It
is important to prepare the domestic market ﬁrst. Is the
website geared to local browsers? Are guests able to
buy hotel services with just a couple of clicks? At the
same time, new partnerships to create revenue are
usually lower cost, faster, and less risky than doing it
yourself. He told hoteliers to get ready to create
value-added packages that protect the hotel’s top line
room rate. Examples that can be named are add-in
meals, spa or high tea in order to make the package
good value. Additionally, it is crucial to review what
works and what doesn’t as well as adjust the marketing
strategy immediately.
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The Growth Works
Industry:
Partnership Strategist Consultancy
➢
➢

Develop and deliver partnership strategies
For leading hospitality brands and big hotel groups

Reach:
Globally

Website:
www.thegrowthworks.com
Contact:
hello@thegrowthworks.com

Table of content

Webinar 02
New revenue streams through partnerships
April 15, 2020

Generate revenue by creating future
memories
Watch webinar
How can hotels receive aid from guests during this
time? Petronzio helps hotels generate cash ﬂow by
helping them create and distribute electronic gift
vouchers. There is a big appetite now for people,
especially family members, to give each other soothing,
loving messages with a voucher for a hotel stay, spa or
afternoon tea to “brighten up their day”. Almost 60% of
vouchers sold are either for a spa experience or
monetary vouchers. Gifting makes people feel good both the giver and the receiver - as well as creating a
way of connecting while being excited about new
travel plans. Vouchers can be valid for two years or more
and they create almost instant cash ﬂow for hotels. And
up to 23% of vouchers are never cashed in.
Over the last few weeks Petronzio has noticed a big
spike in people buying hotel stay, spa and dining
vouchers for themselves. People plan to give
themselves and their families a reward when C-19
restrictions are lifted.
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SK Chase
Industry:
Gift Voucher Specialist
➢
➢
➢
➢

Provides a complete gift voucher solution
Make easy for hotels to sell and manage their gift experiences
Increase revenue
Raise brand awareness

Reach:
Globally

Website:
www.skchase.com
Contact:
enquiries@skchase.com
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Watch webinar

Achieve maximum efﬁciency
Angus Wilson, last but not least speaker of this webinar,
told hoteliers that the takeaway food industry in the UK
alone was worth £8.4bn, up 18% in 2019. It was a trend
he expected to emphatically continue in many
countries during and after coronavirus. The partnership
opportunity here, he said, was for hotels to utilise their
kitchens to serve food to their local community. Many
operators are not utilising their kitchen space to
maximum efﬁciency and it can be difﬁcult as an
operator to identify and act on growing food delivery
food trends at speed when this is not a priority.
Companies like Uber Eats can help hotels set up,
market and cook pre-set branded menus designed by
Uber Eats. Or they can help them market and deliver
the hotel’s own food to the local community. It is
possible for hotels to go live with a new food menu
within seven days, even with a modestly-sized kitchen.
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Uber Eats
Industry:
Food Delivery Service
➢
➢
➢

Online food delivery platform
Brings great food from your favorite local restaurant to you
As easy as requesting a ride

Reach:
Globally

Website:
www.ubereats.com
Contact:
Contact: query form on the Website
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Webinar 03
The return of travel
What predictions can actually be made about the recovery of
travel during the time with COVID-19? The hospitality sector
has been impacted the most during the crisis and
professionals working for airlines, hotels and in gastronomy
have to decide how to predict the next 24 months for their
companies. This decision can inﬂuence the fate of not only
one company, but one important and grand industry. On one
side, there are optimists such as Mickael O’Leary (CEO of
RyanAir), saying that in 2021 the world’s travellers will be
ﬂying on holidays without restrictions again. On the other
side, it is predicted that no travel will happen without higher
prices, lower capacity, complicated paperwork and an overall
restricted experience. This will also depend on where in the
world travellers want to head to. Quarantine regulations, the
obligation to wear a mask and health standards vary
between regions and it will be crucial for travellers of all kinds
to be aware of standards before travelling. In I Meet Hotel’s
third webinar, this controversial, forecasting topic was
touched by three speakers from different backgrounds but a
lot of shared experience in the hospitality industry.
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No passengers - no airline industry

Watch webinar

Rob Gurney, ﬁrst speaker of this webinar, gave an
insight into the state of the global airline industry. Loss
estimates have worsened signiﬁcantly since the crisis
became widespread in March 2020. This is due to a big
loss in passenger revenue and reduction of global
ﬂights by almost 80% up to the time of early April.
Aside from the US and Asia domestic markets, the
industry got ‘virtually grounded’. Macroeconomic
impacts have to be considered as well, states Gurney. A
range of impacts on the 2020 global GDP has already
been forecasted, ranging from a contraction to as much
as 6% loss. By April 2020, it can already be seen how
preliminary unemployment data indicated jobless
numbers to rise in the following quarter. It is estimated
that the economy will perform the worst since the
Great Depression in the 1930s.
How does a government respond to such a tremendous
change? Many have unveiled relief- and stimulus
packages including direct payments to individuals, cash
subsidies to employers as well as loans and loan
guarantees. These packages announced until mid April
2020 varied between countries and made up to 22% of
its 2019 GDP. Gurney points out that sentiment among
travellers, the global economy as well as government
will inﬂuence the return of travel tremendously. It will be
crucial to restore passenger conﬁdence, especially due
to the fact that 40% of passengers say that they will
wait six months or more before travelling again.
Things won’t return to normal anytime soon but Gurney
still describes himself as being hopeful about the future.
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OneWorld
Industry:
Airline
➢
➢
➢

13 world-class airlines
Provide the highest level of service and smoothest connections
to more than 1,000 destinations around the globe
Mission oneworld member airlines: make your ﬂying
experience as seamless as possible

Reach:
Globally

Website:
www.oneworld.com
Contact:
www.linkedin.com/people
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Is purposeful travel the future?

Watch webinar

Sergio Morino, Co-Founder of iVisa.com said that 77% or
respondents in a Luggage Hero survey of people who
had already booked travel for 2020 said that they would
still travel in Q3 & Q4 2020, as long as their home
country and ﬁnal destination weren’t in lockdown. The
same survey reported that 48% of respondents
intended to travel internationally in 2020, if
government restrictions allow it. Some 44% said they
would replace international travel with domestic.
Morino predicted that domestic travel will come back
ﬁrst while international travel will be recovering
beginning of 2021. There will be an emphasis on more
purposeful travel as tourists will want to be
appreciative and ‘give back’. However, it is impossible to
predict prices. One scenario suggests low prices as
airlines and hotels struggle to get customers back on
board. Another is higher prices due to fewer ﬂights and
rooms available.
Travel on the other side will become deﬁned by hygiene
and sanitation regulations, contactless service and
virtual substitutes, said Morino. New apps will be
developed to facilitate health declarations. It is even
possible to see ‘contact tracing’ apps even though this
would raise data privacy issues. The example of
temperature checks of food delivery services in China
can be made. The underlying question arises if rising
health issues will be important enough to overrule laws.
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iVisa.com
Industry:
Online Travel Service

➢
➢

Provides the simplest solution to process your travel visa
Enable travelers to process visas from a computer, smartphone
or tablet.

Reach:
Globally

Website:
www.ivisa.com
Contact:
query form on the Website
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Watch webinar

Innovation in order to stay healthy
Stig Williams told the audience of travel industry
professionals that Covid-19 was accelerating change in
car hire. It can be seen that domestic business has not
been reducing as much as the inbound market. Guests
will focus on being unbounded and travel to rural, open
places instead of big cities which will ultimately support
the domestic car hire market. This is also due to a fear
of public transport and overcrowded places. More
emphasis is being placed on keyless entry and
ignition. Apps will replace face to face contact. The
industry is ultimately moving towards self-driving car
ﬂeets, he said.

“In the short-term the travel sector is being hit hard,”
said Dal’lin. “When we are in difﬁcult times we need to
keep going,” she said. “We should innovate and prepare
for recovery. We need to be ﬂexible as there are still
many conﬂicting scenarios out there.”
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AVIS Budget Group
Industry:
Car Rental Service

➢
➢

one of the world's largest car rental providers
dedicated to expanding on-demand mobility solutions and
personalizing the customer experience

Reach:
Globally

Website:
www.avisbudgetgroup.com
Contact:
query form on the Website
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Webinar 04
Technology and the future of
hospitality
The current crisis is claiming new technologies that will
deﬁne how different industries emerge. On May 6 2020,
three leading industry technologists gave crisis recovery
advice to hospitality stakeholders in the fourth I Meet
Hotel industry webinar regarding new technologies that
will redeﬁne the hotel sector. All of them agreed that
the old 2020 is gone. Hotels need to embrace big data,
not be overwhelmed by it and understanding new
requirements of guests in the aftermath of C-19 will be a
key to survival. Applying yesterday’s logic to a C-19 and
post C-19 world can be fatal and was classiﬁed as an
even higher threat than the virus itself. Dal’lin,
moderator of this webinar, states that whatever the new
digital skills required of young entrants are, it is
imperative that they place a commitment to hospitality
in the centre of their mindset

Table of content

Webinar 04
Technology and the future of hospitality
May 6, 2020

How can emotions be predicted?

Watch webinar

The new tomorrow is mainly based on emotions, said
Kris Glabinski, ﬁrst speaker of this webinar. Emotions
will tell the hotelier if reopening is the right decision and
it will furthermore inﬂuence the decision of guests to
travel again. However, it won't be easy to predict these
emotions due to a change of behaviour in general. “We
are overwhelmed by data. We need conclusions
instead,” said Glabinski. Especially pricing approaches
and calculations won't be be applicable anymore. A lot
of capacities are going to be constrained by the
government due to new laws regarding health and
safety measures after a guest leaves.
Furthermore, there is a need to change from analysis
to creative prediction. Revenue managers used to
spend 75% of their time analysing data, 25% acting upon
it. Now there is no long-term reliable data to work with.
Even when people switch on TV, information is
inconsistent between countries in Europe, from the use
of masks to the implementation of social distancing.
Artiﬁcial intelligence and algorithms can only take the
sector only so far because the known rule-based world
built on precedent is over. There is no new data to
draw on. There is a need to have a new approach
regarding cost, demand and safety that needs to be
connected to save the hospitality sector.
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Lybra
Industry:
Technology

➢
➢

Intelligent Revenue Assistant
Provides a ﬂexible and modular solution that can meet the
needs of all types of hotels

Reach:
Globally

Website:
https://lybra.tech/
Contact:
info@lybra.tech
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Transformation of culture

Watch webinar

When being stuck in a crisis, a way to predict changes is
to look back at technologies that changed the decade,
stated Ryan Haynes. The smartphone changed
everything, wiﬁ became standard and apps were
replacing websites, online shopping became normality
and budget airlines made travel accessible to a huge
percentage of the developed world. Even before C-19,
Haynes said that the hospitality sector was undergoing
rapid transformation due to an “always on” culture,
cloud technologies, integrated systems, real-time
communications, the rise of the subscription economy,
24-7 bookings and even digital apps that were
redeﬁning concierge services. Due to the evolution of
guest expectations, hotels need to apply technologies
that can support good content for their customers.
Millennials now want last-minute bookings via
smartphone, mobile check-ins, digital room keys on
their phone and more geolocation services in the hotel
neighbourhood. With reduced contact in hospitality,
there will be an increased rise of the digital and local
landscape, said Haynes. It is a necessity to have the
right guest connections and develop local partnerships.
This digital transformation also applies to a hotel team.
It is great innovation to bring teams together, ﬁnd
connected systems and drive productivity. Due to this,
he stated that staff should be given more autonomy.
They should be allowed to focus on the creative and
strategic elements of hospitality.
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Haynes MarComs
Industry:
Marketing and Brand Strategies
➢
➢

Supports businesses with strategic brand MarComs, digital
marketing and PR campaigns
Take an holistic approach to sales, marketing and customer
delivery

Reach:
Globally

Website:
www.haynesmarcoms.agency
Contact:
admin@haynesmarcoms.agency
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Staycation is the future

Watch webinar

There is also a new conﬂict between emotion and logic.
What guests say they will do and what they will actually
do is untested. Ali Beklen reported a survey saying 35%
of respondents won’t book an international holiday
even next year. Other respondents said they might, but
it would depend on a range of factors such as
availability
of
free
cancellations,
money-back
guarantees, special price deals, and personal health and
safety assurances. Beklen said there was initial evidence
guests would want bigger, more spacious rooms such
as suites and executive rooms. However, they said they
wouldn’t pay more. But they would stay longer.
However, when guests check out, hoteliers may have to
budget for the cost of room sterilisation. It may be days
before the room can be used by the next guest. Even
when government lockdowns are lifted and hotel
operations are ready, customers may self-impose their
own lockdown. They may simply refuse to go to busy
restaurants or hotel lobbies. Hoteliers must not be shy
to drop services where they are not getting enough, or
any proﬁt.
It is also time to start new partnerships and look at
partners that allow to keep connected to customers.
Once again, it shows that this is a connected world and
areas such as payment gateway, sales channels, new
technology providers and local services can be of great
advantage.
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HotelRunner
Industry:
Marketing and Channel Management

➢

A freemium, cloud-based online sales, digital marketing and
channel management platform

➢

Assists hotels and travel agencies tailor, streamline, and
improve their online outreach.

Reach:
Globally

Website:
www.hotelrunner.com
Contact:
query form on the Website
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Webinar 05
Human resources solutions
In a crisis situation like this, some important parts of a
sector are likely to be overlooked. Human resource
strategies can be named as one of them. During the
ﬁfth I Meet Hotel Hospitality webinar on the 20th of
May, three hotel HR experts named Rocco Bova, Milou
van Oosterwijk and Mikhail Romanenko, discussed
detailed Human Resources insights and strategies. They
agreed that hotel managers can handle HR challenges
in the COVID-19 era of hospitality by better utilising
millennial freelance workers and embracing candid and
proactive internal communications. To attain better
inclusivity as well as diversity in hotel operations, it is
advised to put processes in place that recognise that
employees are often driven by emotive factors, not
rational ones. Webinar host Marvin Wesolowski agreed
that fair and ﬂexible HR practices were vital for the
successful return of hospitality as C-19 tourism
restrictions are eased.
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Staff is the most important asset

Watch webinar

Beware the power of social media to burn a hotel’s
reputation if you get HR issues wrong. A hotel’s
hard-earned prestige can turn negative quickly if it
mishandles staff redundancy notices or furlough
procedures, said Rocco Bova, GM of the Chable Resort
and Spa in Yucatan, Mexico. While only 30% of this staff
are working on site, the Chable has retained all
employees while the property is closed due to Covid-19
restrictions. Instead of sacking staff to preserve cash,
hoteliers have the option of salary and beneﬁt cuts,
temporary closure of business, ofﬂoading equity
positions, reducing or halting capital expenditure (e.g.
refurbishments), scaling down or cancelling contracted
services, and using unpaid leave.
During shutdown, Bova said it was imperative for
management to have regular staff updates, for
example by Facebook Groups, to share the latest
information. It is vital not to communicate
assumptions or rumours. Instead, focus on constant,
transparent and positive internal communications.
Provide details about government data, be more
emphatic and keep the spirit of the team positive, even
if it is not easy to stay motivated. Once hotels are closed
and there are no guests nor staff around, it is just an
empty building. Taking care of a hotels’ team and
seeing them as the most important asset is crucial.
Ahead of the post-Covid upturn, hoteliers should ask
staff for ideas on how to generate sales. Involve them in
the decision process for the reopening, said Bova.
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Chablè Resort & SPA
Industry:
Hotel
➢

A luxury wellness resort set in the Yucatan jungle of Mexico

Reach:
Mexico

Website:
www.chablehotels.com/
Contact:
info@chableresort.com
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Are we still on the right path?

Watch webinar

It can take many years for best practice research to be
implemented by hoteliers, said Mikhail Romanenko,
lecturer of MSc and Bachelor programmes at the Swiss
Hotel Management School in Lausanne, Switzerland.
Best practice research changes frequently. However,
the best equipped hoteliers are those who cultivate an
internal and continuous learning process that is
receptive to new information. Furthermore, to improve
a hotel’s service delivery, a culture of diversity and
inclusion in decision making is increasingly important.
However, the spontaneous, subconscious brain often
gets in the way. To counter this, the school’s best
practice training helps students ﬁnd the right balance
between cognitive and emotive decision making.
Importantly, the annual performance review still used
by around 80% of hotel HR departments is an ugly
dinosaur. It should be replaced with more subtle
metrics recommended by the school.
However, it was stated that is always crucial to
overthink practices that are in place due to a thriving
or declining performance of staff if managerial
performance isn’t changing accordingly. Questions
should be raised if practices are still valid or outdated.
Especially now, when routines are falling out of place
and lives are slowing down, it is the time to look at
approaches critically and with an open mind, stated
Romanenko.
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Swiss Hotel Management School
Industry:
Hotel Education (University)

➢
➢

Offers a hands-on approach to your education
An impressive, service-orientated, culturally sensitive
environment

Reach:
Globally

Website:
www.shms.com
Contact:
query form on the Website
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The loyalty light of future HR

Watch webinar

Compared to other generations, survey evidence shows
that
millennials
(aged
24-39)
typically
value
development and learning much more than ﬁnancial
compensation. Milou van Oosterwijk, Account Manager
of freelance hospitality placement platform, Temper,
told over 100 attendees on the webinar that smart
hoteliers increasingly value freelancers. Freedom and
independence are very much valued and this can easily
be connected to working in the hospitality sector, stated
Oosterwijk. Indeed, millennial freelancers or freelancers
in general should involve them fully in delivering a
hotel’s brand values. Citing PWC research, she
reported that millennial freelancers want ﬂexibility,
work/life balance, learning and development, a friendly
work environment, and enjoyable work conditions.
Additionally, they value not only motive but actually
feeling acknowledged and engaged in their work.
However, they are “loyalty light” and display
employment “wanderlust”. Successful hotel service
delivery needs a “core team” of full-timers working
closely with freelancers that can rate and motivate each
other accordingly. Both are indispensable for delivering
hospitality service to brand standards.
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Temper
Industry:
Human Resources

➢
➢

A marketplace
For clients posting hospitality jobs and FreeFlexers offering
their services

Reach:
The Netherlands

Website:
www.temper.works
Contact:
support@temper.works
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Webinar 06
Sustainability - people, prosperity
and the environment
Sustainability is the development that meets the needs
of the present without compromising the ability of
future generations to meet their own needs. A better,
more sustainable travel industry is likely to emerge once
Covid-19 disruption recedes. To make this happen, the
hospitality industry should build back better to create
genuine sustainability. On third of June 2020, three
leading industry experts dealing with sustainability
have been invited to talk about this crucial topic in the
sixth I Meet Hotel webinar. They agreed that the tools,
partnerships and platforms to be more sustainable are
available and even mostly free. Furthermore, the
industry should evolve in the right direction through
competition. But it should be one that listens more to
employees, staff and partners and emphasises local
knowledge. This will dovetail with tourist expectations,
which seem to have shifted due to Covid. However,
webinar host Simon Lehmann (right), CEO of AJL
Consulting, reminded speakers that proﬁtability -- not
just “growth” -- was vital to sustainability. He said now
was a good time for tourism to rebuild and come back
better than before.
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Environment, economy and society

Watch webinar

Sustainable development is more than just caring
about the environment, or generating money through
economic growth. It is the intersection of three pillars:
Environment, Economy and Society. Genuine
sustainability has to be part of a build back. It is best
advanced by competitiveness in the marketplace and
taking a holistic approach, said Christof Burgbacher,
Managing Director of Consulting-Elemterre.
“Nobody knows a place better than local employees,”
said Burgbacher. This also improves guest satisfaction,
as guests like to feel they have a voice and are being
heard. Employees should also be at the centre of a
sustainable
development
mission
statement.
Empowering employees attracts more talent and builds
a hotel’s brand, argued Burgbacher.
Additionally, this can be an advantage when local and
regional companies and service providers are involved
in the process. The purchase of local products and
services improves the ecological balance and the proﬁle
of a business.
Hotels with values attract guests. A survey by Openkey
showed that people in the 26-40 age group (millennials)
are particularly attracted to hotel brands that are
committed to a good cause - people and planet, not
just proﬁt.
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Consulting Elementerre
Industry:
Sustainable Destination Development
➢
➢

Provide appropriate training plans to signiﬁcantly improve the
competitiveness of each structure.
Linking environmental issues to economic challenges by
offering value-added solutions for accommodation and
catering establishments.

Reach:
Morocco

Website:
www.consulting-elementerre.com
Contact:
contact@consulting-elementerre.com
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Competitiveness for a sustainable
industry
Claudia Lisboa, a technical coordinator at the UNWTO
and last speaker of this webinar, said sustainability was
best driven by competition in a hospitality sector which
should now seize the moment. “We have the
opportunity to rebuild and come back better,” she said.
Beyond people, the UNWTO told the I Meet Hotel
webinar attendees that it wants to drive more
environmental
sustainability
through
competitiveness.
For hotels, reduced energy costs, greater independence
from energy suppliers, and access to discerning ‘green’
tourists who care about the environment have become
the founding principles of a new generation of “nearly
zero energy hotels” promoted by UNWTO. In the
initiative, the UN body and Europe’s leading tourism
and energy agencies have created an easy-to-use and
free online toolkit applicable for all kinds of hotels and
resorts. Implementation can save energy costs of
around 15%. The programme is underway in seven EU
countries.
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UNWTO
Industry:
United Nations specialized agency
➢

Agency responsible for the promotion of responsible,
sustainable and universally accessible tourism

Reach:
Globally

Website:
www.unwto.org
Contact:
info@unwto.org
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Travel less, but travel better
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The COVID-19 situation is not only negative, it also
creates opportunities. Hotels are looking for new
channels and are redirecting their focus to a more
sustainable approach. Domestic travel will be the ﬁrst
to recover as people will avoid air and other shared
transportation. Bidroom CEO Michael Ros told viewers
of the I Meet Hotel “Sustainability, People, Prosperity
and the Environment” webinar 3 June that he feels
travel behaviour will change after Covid. “Tourists may
travel less, but travel better,” he said.
However, some recent developments reﬂect badly on
the industry. Big brands such as Booking.com, Expedia
and AirBnB have laid off up to 25% of staff due to Covid.
Bidroom, in contrast has taken a more sustainable
long-term view, said Ros. It has retained staff during
Covid. He also stated that the online booking industry
needs to be more sustainable. Hotels are too expensive
and commissions by OTAs are too high. This is why
Bidroom wants to bring back fairness to the industry by
introducing a membership economy model. Bidroom
was committed to being a sustainable community in
the travel industry, working for travellers, hoteliers and
staff simultaneously, he said.
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Bidroom
Industry:
Travel Service

➢
➢

A no commission booking platform for frequent travelers
Offers the lowest available prices to its members

Reach:
Globally

Website:
www.bidroom.com
Contact:
ofﬁce@bidroom.com
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Webinar 07
Loyalty and subscription in travel
& hospitality
Creating loyalty is the key to the customer - business
relationship and retaining this during the Covid-19 era of
hospitality can be crucial for the survival of this sector.
Hospitality has been tending to be stuck in a status quo
and can attain important skills from other sectors such
as the airline loyalty industry. Even though it seems
hard to overcome certain outdated business models, it
is shown that every company has the potential to
become a business based on subscription of some sort.
Loyalty is emotive and it is not only about the money: in
I Meet Hotel’s last webinar, three experts of the
subscription economy argue that travel brands that
leverage loyalty during subscriptions are building on
solid foundations and are much better placed to survive
downturns. Read more below.
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5 value propositions of loyalty
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Nowadays, a typical person has subscribed to 14.7
loyalty programmes on average, but only half of them
are used actively. Claudia Scharf, Director of Customer
Success @ Loyalty Prime Ltd, said that this is due to a
lack of relevance and individuality for the average
customer. Companies are invited to attract its best
customers to save resources as well as create
stickiness and retention so that their community
attains the most value out of their personal investment.
As a result, the loyalty program will increase overall
engagement and will be a unique selling point
comparing it to the direct competition. Especially for
millennials, a fee based program is a realistic option:
75% of millennials compared to 62% of the average
respondent would sign up to a fee based program. The
under 40s - and younger - are also much more open to
the idea of paid loyalty. And it’s not just about money.
Analysts say the hallmarks of success for subscription
travel businesses are measured by member retention,
perception of real value and levels of engagement.
“Subscribers today don’t really care about points, tiers
and levels,” says Scharf.
Points and tier-based programmes also create ﬁnancial
liabilities on corporate spreadsheets. For example, the
three leading America-based airlines all had loyalty
liabilities in excess of US$5 billion at the end of 2019.
Ironically, in the U.S., valuations of airline loyalty
programmes often exceed the value of the airline itself.
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Loyalty Prime
Industry:
Travel & Hospitality Loyalty

➢

Over 80 loyalty & SaaS experts in three international ofﬁces

➢
➢

A loyalty cloud platform
Mission: Serving clients worldwide to run the leading loyalty
programs of their industries

Reach:
Globally

Website:
https://www.loyaltyprime.com
Contact:
hello@loyaltyprime.com

Table of content

Webinar 07
Loyalty and subscription in travel & hospitality
June 17, 2020

10 points to sustainable loyalty
programs

Watch webinar

The airline industry has been the ﬁrst and most
successful sector that has implemented loyalty
programs in its business models, especially because
some loyalty programs have shown to be more valuable
than the Airline itself. Mark Ross-Smith, CEO of Loyalty
Data Co, showed 10 thoughts and key points that can be
used to implement more sustainable loyalty programs
in the hospitality industry. In order to gain brand loyalty,
it is important to meet customer needs by researching
different customer segments and cultivate their brand
loyalty. So what can hotels learn from airline loyalty
programmes? Smith told the I Meet Hotel webinar that
there were the following 10 points to consider:

1 - Price is mostly irrelevant.
2 - Real upgrades are essential.
3 - Don’t treat all guests the same.
4 - Don’t give out elite status for free.
5 - Create partnerships and leverage other brands’ loyalty.
6 - Partner with airline loyalty programmes.
7 - Create your own mini-loyalty proposition.
8 - Think about ‘share of wallet’.
9 - Create small moments of joy.
10 - Revenue management and loyalty need to work together.
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Loyalty Data Co
Industry:
Loyalty Data Co
➢

Proposes revolutionary loyalty products that drive massive
revenues

Reach:
Globally

Website:
https://www.loyaltydata.co/
Contact:
query form on the Website
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A value-adding relationship
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Outside of travel, Amazon Prime, Netﬂix and Spotify are
subscription giants. In travel, subscription and loyalty
models have been around in the airline and hotel
industries since the 1980s, championed by the likes of
American Airlines, United Airlines, Holiday Inn, Marriott
and Hilton.
However, we are witnessing a new spurt of
subscription
growth
based
on
millennial
consumption patterns. These customers have new
expectations, including a value relationship that both
parties agree to create, a personalized and ongoing
relationship as well as experiences to be individual and
memorable. The subscriber needs to be the center of a
new business model and there are many ways to
change old models into subscription. Amy Konary, VP at
The Subscribed Institute at Zuora in Boston, told an I
Meet Hotel webinar on loyalty, 17 June, that the
subscription economy has seen 350% growth in the
last 7.5 years, growing at an average of 26% per
annum, far outstripping the regular economy.
“The emphasis is now on creating outcomes and
memorable experiences that your subscribers will
remember,” she says.
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Zuora
Industry:
Subscription Economy
➢
➢

Creates cloud-based software on a subscription basis
Enables any company in any industry to successfully launch,
manage, and transform into a subscription business

Reach:
Globally

Website:
www.zuora.com
Contact:
support@zuora.com
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