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FIVE TRENDS ON THE THEME OF 
HOLIDAY ACCOMMODATION

A warm welcome to our ‘Anniversary Report’, the fifth Holiday 
Report since its debut in 2013. This time we’ve chosen to focus 
on holiday accommodation.

We have known for a long time that the hotel has become 
increasingly more important in terms of holiday travel. Even in 
the very first edition of Holiday Report, we confirmed that when 
we’re on holiday, we want things to be better than at home 
– and not just in terms of weather. 

But what does that actually mean? In what way do we want 
things to be better? What was considered as luxury a decade 
ago is a ‘hygiene factor’ today; something standard that we 
expect as a matter of course. Today’s holiday travellers expect 
there to be facilities at the hotel such as a spa, free WiFi and a 
gym. But then what is there that can be seen as luxury, or as 
‘motivation factors’? As a holiday provider, we need to better 
understand the underlying needs in order to be able to develop 
holiday products that are attractive to people even in the future. 

Prior to the year’s edition of Holiday Report, we invited in an 
Advisory Board as usual, consisting of a number of selected 
individuals with different backgrounds and experience. 
Interesting discussions over a half day round table dialogue 
led to a number of different perspectives, views and examples 
that we then compiled and categorised into five ‘holiday trends’. 
Everything points to the fact that if a holiday company 
successfully offers their customers the accommodation they 
want and are expecting, they have a greater chance of being 
the customer’s first choice.

As before, the Holiday Report is also based on a number of 
other sources. From the hundreds and thousands of holiday 
surveys our customers responded to, to our expertise from our 
own Travel Panel. The sources also include external surveys, 
literature, articles and interviews.

Happy reading!

MAGNUS WIKNER, 
GROUP MANAGER THOMAS COOK NORTHERN EUROPE*
*Also known as Vinggruppen, the Nordic countries’ leading tour operator. The group 
includes other companies such as Ving, Spies, Tjäreborg and Globetrotter. 

HOLIDAY 
REPORT 2017
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HOW’S OUR PERFORMANCE?
IN OUR WORK ON HOLIDAY REPORT 2017, WE FOCUSED ON TWO 
MAIN QUESTIONS ON THE THEME OF HOLIDAY ACCOMMODATION 
TODAY AND IN THE FUTURE.

HOLIDAY ACCOMMODATION  
– EXPERIENCES, STORYTELLING 
AND THE LOCAL TOUCH

The hotel itself is increasingly important for a happy 
holiday. When we’re on holiday, we want things better 
than they are at home. But what is better than home? 
What is important to one person may be less 
important to another. And of course, needs are 
different in different situations. If you travel to the 
Mediterranean for sun and sea with the family, then 
a particular type of hotel will appeal; if you’re off on 
a city break with all your mates, then you will have 
entirely different requirements.

HOLIDAY ACCOMMODATION 
OF THE FUTURE

It is market development, various trends 
and travellers’ needs that all impact on 
the future of hotels. How will hotels 
develop in the future? What is the next 
hotel concept or type of holiday 
accommodation? For example, will Ving’s 
family hotel Sunwing Family Resorts still 
be relevant for families in the future?  
What does a hotel need in order to 
continue remaining attractive?

Annika Creutzer, Private Economist 
Bo Svensson, Associate Professor in Political Science 
Marie Söderqvist, Consultant 
Hélène Benno, Secretary General, Min Stora Dag 
Rosalin Gustafsson, Communicator 
Teddy Falkenek, Cead of Corporate Brand and 
Community Involvement, ICA

Patrik Yderberg, CEO, Springtime Travel 
Simon Strand, Communication Consultant 
Gustaf Lanér, Director of Operations,  
Thomas Cook Hotels 
Joakim Eriksson, Brand Director, Thomas Cook Hotels
Beata Wickbom, Independent Digital Adviser
* Read more about our sources on page 35.

With these questions as the starting point, we compiled 
information about the world around us and analysed the 
data. We then added our own knowledge and experience, 
and also discussed the questions with Ving’s Advisory Board.

THE RESULT IS THE HOLIDAY REPORT 2017 
THAT YOU HAVE IN YOUR HANDS RIGHT 
NOW. SOME OF THE SOURCES WE USED 
ARE AS FOLLOWS*:

• Ving’s Travel Panel, held 5–6 times per year,  
 with around 70,000 members
• Ving’s Holiday Survey, completed by around  
 300,000 customers after they return home
• Ving Advisory Board

PARTICIPANTS IN THE 
VING ADVISORY BOARD:

1 2 
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Nowadays it is hard for hotels to compete with ‘hardware’ such 
as pool access, large terraces or equipment available in the 
room. Instead they have to add something that the guests  
aren’t expecting. Is new technology the answer to all questions?

A hotel is about much more than just accommodation.  
Today, a hotel is much more than a service facility. But it 
shouldn’t be about automated, reflex service. Instead,  
we want the hotel to show care and consideration  
– both for its guests and the environment.

More and more people are spending increasing amounts of 
time researching before taking a holiday. And we happily will 
copy those people we like or look up to. If friends recommend  
a hotel, it is very likely that we will choose the same hotel. 

Many of the current trends are moving towards the genuine, 
home comforts and premises. Even for the hotels, too.  
Nowadays, the hotel can be an experience in itself,  
where it feels like coming home to a good friend’s  
living room, or your mum’s kitchen. 

Now it’s not enough to ‘just’ launch a hotel, you have  
to launch an experience – and ideally an extraordinary  
one. If you manage to create a good story around  
a unique concept, it will be hard for competitors  
to copy your success.
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HOTEL DEVELOPMENT AND

CONCEPTUALISATION
The development of hotels has always 
been influenced by customer needs and 
requests, as well as prevailing societal 
trends. Hotels are therefore a reflection of 
our time. In days gone by, a hotel was 
much more a simple roof over your head; 
today we have entirely different require-
ments on its design, location and facilities. 
Any era has its trends, and it is therefore 
key for travel operators and hoteliers to 
meet current societal trends and adapt 
their products accordingly.

In many ways, we have gone from 
‘where’ to ‘what’ when travelling - as 
stated in Ving’s very first Holiday Report 
back in 2013. It’s no longer so much about 
where you go to, but rather what you will 
experience when you are on your holiday. 
The hotel is increasingly becoming an 
experience in itself, something that 
reflects the era we live in, where high 
materialistic and economic standards 
mean that we demand the added value 
that an experience can provide. Many 

people are also used to travelling and 
have already ticked off the must-visit 
places and sightseeing, and so the hotel 
is all the more important.

EXPERIENCE ECONOMY, 
COMMUNITY TOURISM 
AND ESCAPISM
Back in 1999, Joseph Pine and James 
Gilmore introduced something they called 
the ‘Experience Economy’. Economic 
development has gone from raw 
materials and services, to experiences. 
Advocates of the experience economy 
claim that companies today cannot view 
themselves as only selling raw materials 
or services to win the customer battle. 
They have to create memorable 
experiences in order to increase sales 
and retain loyal customers.

The consumer is no longer only paying for 
the product they buy, but also for the 
experience created at the moment of 
purchase or the moment of consumption. 

Pine and Gilmore created a model to show 
how, in terms of coffee, development has 
shifted from traded commodities to experi-
ences - a model that can also be applied in 
many other contexts. The model describes 
a value development that shows how 
coffee has developed from just being a 
traded commodity to being a holistic 
experience alongside the visit to the café 
- in this case, Starbucks. Quite simply, 
consumers are prepared to pay more for a 
product if they get an experience when 
purchasing or consuming a product. How 
the goods or product is valued depends on 
how it is tailored and adapted to the 
customer’s requirements. If you success-
fully stand out from the competition and 
offer an experience, you can also demand 
more money for your product.

In order to understand how the 
experience-based economy works in the 
travel and hotel industry, we first need to 
understand what societal trends are 
behind this development. In this era of 



9

thirst for experiences, we are constantly 
hunting for whatever stands out. We want 
to have something unique to tell and ideally 
want to be the only one doing so - and it’s 
the same for holidays. What we choose to 
do, where we choose to live or how we 
holiday says something about who we are 
or perhaps who we want to be.

There are two clear parallel societal trends 
when it comes to travel and holiday 
accommodation, and this was something 
discussed by the Ving Advisory Board in 
September 2017. The two trends are 
community tourism and escapism. The 
trends are clear across all age groups and, 
many times, are affected by the stage of 
life we are in, what needs and wishes we 
have at various times, and what our 
finances allow. But there is one group that 
is dominant in today’s trends, as much for 
society in general as for the hotel industry 
- and that group is the Millennial generation 
(born between around 1980-2000). This 
generation is an interesting target group 

from many perspectives, as they differ in 
many ways from the previous generations.

Millennials are a significantly more 
individualistic generation than previous 
generations, but are also very value-led 
and ethical in their decision-making. It is 
also expressed in how they travel and 
how that in turn inspires the market in 
general. The trend of community tourism 
goes hand in hand with being value-led 
and indicates a type of tourism where 
people want to experience, take part and 
get to know foreign cultures in depth, 
regardless of whether it is food and 
drink, accommodation or meeting the 
people. It’s also something we recognise 
from the article ‘From tourist to local’ in 
our Holiday Report 2015. The second 
trend is its exact opposite and is about a 
form of escapism where people would 
rather escape from reality. The choice of 
destination is therefore less important. 
The most important thing is the hotel 
itself and that the person can disconnect 

from the stresses and pressure of daily 
life and ‘just be’.

EXPERIENCE SPACE
A key part of this period of experience 
economy in terms of hotels is what Lena 
Mossberg - professor of marketing at the 
University of Gothenburg - calls space for 
experience. An experience space is the 
physical space where a service is 
produced, consumed or supplied. She then 
divides experience spaces into two 
different categories – the permanent and 
the non-permanent. An example of the first 
category could be for example a lobby, a 
bar or a restaurant in a hotel. These areas 
are the stage for many different meetings 
that can contribute to an experience, such 
as with waiters and receptionist staff. But 
the permanent experience space can also 
be an experience in itself, such as if the 
design is unique or if the location of the 
restaurant is spectacular. Then there are 
the non-permanent experience spaces that 
can arise around temporary activities or 

COMMODITIES COFFEE BEANS

PACKAGED COFFEE

BREWED COFFEE

STARBUCKS

GOODS

SERVICES

EXPERIENCES

WE’VE MOVED INTO THE EXPERIENCE ECONOMY

BASED ON THE WORK OF JOSEPH PINE AND JAMES GILMORE IN ”THE EXPERIENCE ECONOMY”

Pine & Gilmore 1999
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one-off events. In a hotel, this type of 
activity could be a show that is set up 
for a specific event, or a guest chef who 
is visiting. How an experience space is 
experienced as a guest depends on 
many different factors, and according to 
Mossberg (2003), can be divided into three 
categories – cognitive, emotional and 
physiological. They are all key to how the 
hotel is experienced and whether or not 
the person wants to return. The cognitive 
category is about what the physical 
environment looks like and the importance 
of understanding its limitations. This 
makes us feel secure. The emotional 
category is the feelings created by a 
space. If the physical space is satisfactory 
and attractive, it creates positive feelings 
and we tend to return. And vice versa, 
when an environment causes negative 
feelings, such as with disturbing noise. 
Lastly, the physiological aims at the 
guests’ physical condition, and affects 
how sensitive or receptive they are to 
different experiences.

STORYTELLING AND 
EXTRAORDINARY 
EXPERIENCES
Within the experience industry, there is 
an increasingly clear global trend for 
building all or part of a business, 
destination or product around a story 
– known as storytelling. In an article 
from 2007, professor Lena Mossberg 
explains that there are two different 
prerequisites for this. Partly that the 
experience occurs in an ‘enclave’ where 
there are boundaries to allow the 
customers to leave their daily life, and 
partly that the customer is involved in 
and creates the experience. Storytelling 
is therefore about creating a holistic 
image of a concept, of forming a brand 
and generating an experience. This is 
also something that many companies 
are working on internally, to create a 
corporate culture and spirit. 

Today, storytelling has become a way for 
companies (perhaps particularly the hotel 

industry) to distinguish themselves in a 
competitive market. History becomes a 
framework within which we develop a 
concept. Lena Mossberg states that 
what people want to have are experienc-
es that are extraordinary. For example, a 
hotel must offer a context that attracts 
and absorbs the individual’s attention. 
Besides personal meetings, the sensory 
impressions of design, technology, music 
and colour all play a role.

But an experience is often a phenome-
non that a person partly participates in 
and partly creates themselves. An 
experience can therefore be viewed 

differently from person to person, 
but common to all is that it must be 
something that surprises or involves 
the person - something unexpected. 
A business cannot however create 
experiences by itself, but must rather 
provide the customer with the opportu-
nities. In other words, there must be 
space for the customer to create their 
own story. If a company succeeds with 
its storytelling on a unique concept, the 
effect can be that it is difficult for 
competitors to copy it. There is ‘gossip’ 
around the concept which in turn is 
spread further between people - the 
‘word of mouth’ effect. 

“Nowadays, storytelling has become a way 
for companies to be able to distinguish 

themselves in a competitive market."
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Sunwing Kallithea 
    Beach, Rhodes

Ocean Beach 
        Club by Sunwing, Cyprus

Sunprime Miramare       
     Beach, Rhodes

Casa Cook, Kos

VING’S HOTEL HOTEL JOURNEY 
– FROM NUEVA SUECIA TO 
CASA COOK

Storytelling has been a key factor for 
Ving’s brand and over 60-year history, 
something which is also clarified in the 
company’s philosophy: 

“We don’t sell trips, we sell expectations, 
experiences and memories. We sell holi-
days. Our objective is for our guests to 
have the best weeks of the year with 
experiences that mean the feelings will 
stay in mind for a long time.” 

Many of the successes are based on the 

development of the hotel concepts, 
concepts that are aimed at a specific 
target group, such as the family hotels 
Sunwing Family Resorts and Ocean 
Beach Club by Sunwing, the adults-only 
Sunprime Hotels, and now the latest 
boho chic concept Casa Cook. Through a 
unique and well-developed hotel product 
and story, Ving has successfully created 
loyalty amongst its customers. Key 
questions for Ving and local partners 
have been to focus on what will stand 
out’ in future. What ‘features’, i.e. 
facilities, can be added?

The hotel concepts of today are developing 

in an increasingly more sophisticated way. 
All developments are based on analyses 
and customer insights, where both small 
and major improvements are constantly 
being implemented. This can be anything 
from ensuring that there are enough hooks 
in the room to hang up towels and clothes, 
to developing swim-up rooms (a room with 
a private or shared pool that is directly 
connected to the room) and large apart-
ments with several rooms for those guests 
with children. In order to get the full effect 
of this product development, it is important 
that it is achieved in close collaboration 
with those developing customer communi-
cation and the website content.
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Product development creates added value 
and when it is correctly communicated, the 
customer is prepared to pay a higher price. 
By being consistent in the concept design, 
this creates significantly better profitability 
and customer loyalty at a concept hotel. 
The secret is quite simply that the concept 
itself, communicated via a hotel brand, is 
stronger in the customers’ mind than the 
individual hotel itself. This enables Ving to 
differentiate itself against its competitors 
and create a unique offering. 

VING’S HOTEL HISTORY 
Over 50 years ago, the first Sunwing hotel, 
Nueva Suecia, opened on Gran Canaria. In 
the 1970s, Swedes wanted sun and hot 
weather, but otherwise they wanted it to 
be just like at home - not least reflected in 
the name of the first Sunwing hotel, ‘New 
Sweden’. Swedish travellers wanted to eat 
the same food and do the same activities 
as they did at home. Today, it’s exactly the 
same - the lifestyle we have at home is 
what we take with us on holiday. Just like 
being at home, we want to exercise, eat 
healthily, have good WiFi access and for the 
hotel to be nicely decorated. But there is 
also an expectation that it should also be 
slightly better than at home, a better view, 
larger terrace and a fresher bathroom. This 
was confirmed as early as in the first 
Holiday Report 2013.  

It is clear that we take our home lifestyle 
with us when we go on holiday, and it is 
reflected in how Ving’s family concept has 
developed over the years. In the 70s and 
80s, the Sunwing hotels were tailored for 
Swedes. There were apartments instead 
of hotel rooms, children’s clubs were 
launched, maintenance was through 
Ving’s own staff and the menus were 
entirely Swedish food. In the 90s, Sunwing 
hotels were tailored to families. Concept 
apartments were created, there were bar/
restaurant concepts with food and drink 
for the whole family, and activities and 
entertainment to suit the entire family. 
Environmental labelling and various 
certifications were all the rage and Easy 

Travel (a service allowing you to check in 
luggage directly at the hotel for your 
return journey) was introduced, to make 
the holiday as smooth as possible for the 
family. The 2000s saw the continued 
objective of being the best holiday hotel 
for families, with more concept 
apartments and pools for everyone, with 
everything from children’s splash pools 
and smaller pools, to infinity pools and 
swim-up pools. WiFi and digital service 
solutions became the basic hygiene. 
Entertainment was taken care of by 
professional artists and there were great 
opportunities to exercise whilst on 
holiday. The Swedes’ new breakfast 
habits and desire for local produce 
changed the menus at hotel restaurants.  

In the 2000s, holidays began to be based 
around adults as a target group and 
developed Sunprime Hotels, All develop-
ments are for adults travelling without 
children. From the very beginning it was 
Sunwing guests who had been demand-
ing a developed concept like Sunwing but 
for adults only. Good food, stylish design 
and the ability to do exercise were also 
still central themes. Shortly afterwards, 
Ocean Beach Club by Sunwing was 
introduced, described as a family concept 
with Scandinavian design and a southern 
atmosphere, a type of Sunwing 2.0, 
slightly more luxurious and slightly more 
relaxed. Ving’s latest hotel concept Casa 
Cook similarly encompasses the latest 
trends - genuine and honest, with local 
produce, stylish design and a relaxed 
boho chic lifestyle. Also well-known is 

Ving’s youth concept Club33, created in 
the 70s and offering parties and 
company with people of the same age 
and attitude. In the same way that 
Casa Cook is a reflection of today’s 
trends, so was Club33 the trendiest 
for the ‘hipsters’ of the day. 

As a tour operator, it is therefore 
important to understand and act based 
on the general societal trends – parame-
ters such as exercising, healthy eating, 
good connections and stylish, fresh 
design - have impacted the development 
of Ving’s hotel concepts in recent years.

“In the same way that Casa Cook is a 
reflection of today’s trends, so was Club33 the 

trendiest for the ‘hipsters’ of the day.”
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Casa Cook, KosClub33

1960s

Ocean Beach Club 
by Sunwing
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HOTEL AS A

DESTINATION
JONAS STENBERG IS CEO AND FOUNDER OF ESS GROUP, OPERATING  

IN THE HOTEL & RESTAURANT INDUSTRY AND CONCEPT DEVELOPMENT.  
IN ADDITION TO ACQUIRING AND DEVELOPING ITS OWN CONCEPT HOTEL, 

INCLUDING YSTAD SALTSJÖBAD, THE STEAM HOTEL AND HOTEL PIGALLE,  
ESS GROUP IS ALSO AN ACTIVE PARTNER TO A NUMBER OF RESTAURANTS 

AROUND SWEDEN, INCLUDING BRASSERIE LIPP. THE COMPANY’S  
GOAL IS TO OFFER EACH GUEST A UNIQUE EXPERIENCE. 
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J onas Stenberg believes that a 
hotel today is an increasingly 
central factor when choosing a 
holiday destination. He explains 

          about the concept of Ystad 
Saltsjöbad, which grew around the 
focus of guests’ needs more than the 
destination requirements. 

“Today we are much more well-travelled 
than before. It’s largely thanks to a 
better economy, that we are living 
longer and that we want to keep 
ourselves busy. We can therefore be 
more selective than previously. One 
example from our hotel portfolio is 
Ystad Saltsjöbad that has a 97 per cent 
occupation rate annually. Ystad itself 
isn’t a particularly strong destination 
from October to March, but the hotel is.”

There has been a paradigm shift within 
the hotel industry; what was luxurious 
ten years ago is now considered a 
basic must-have, and new ground has 
to be broken in order for customer 
satisfaction not to stagnate. 

“Previously, people travelled with a 
specific aim, but this has changed. Today 
we travel just for a relaxing Sunday or 
everyday luxury. There are two different 
ways to act when talking about the 
hotel industry. One way is to be a part of 
the market based on the occupation rate 
generally seen in the city. Another way is 
to create regular guests based on the 
product and to thereby challenge the 
market. To make each guest happy you 
need to break away from the old 
traditional paradigms. We’ve chosen to 
achieve this by creating destinations, 
not hotels,” says Jonas Stenberg.

There are also underlying factors such 
as technical solutions which are 
undergoing a revision phase. Customers 
have a greater need to be connected 
than before, and technical systems 
such as booking systems and technolo-
gy for measuring customer satisfaction 

is under major development. Jonas 
Stenberg thinks that technology is key 
for customer satisfaction.

“WiFi is already an obvious essential, but 
we’ll soon also see channel selections 
and other services being developed. HBO, 
Netflix, Spotify and Bluetooth will 
become part of the basic package in 
hotels around the world. By that, I mean 
that the underlying technology is much 
more important than the guests perceive 
it to be. For us working in the industry, it 
is about not getting stuck in our old 
ways, not just being a cog in the 
machine, but to question these assump-
tions. In the end, it is those with the 
most information about the customers 
who will win. It will be crucial in future 
that we use technological solutions to 
obtain knowledge about the customers.”

Despite the fact that Jonas Stenberg 
thinks that technology will allow 
personal content and personalised 
marketing, he also explains that 
influencers, friends and family impact 
the guests to a much greater extent 
than before. A clear trend is that the 
customer makes a choice based on 
recommendations.

“The classification systems currently 
in hotels are pointless and a person 
needs more dimensions in order to 
make a decision about which destina-
tion they want to visit. Today, many 
more people are listening - including 
me - to recommendations from those 
who share our values. It’s mostly 
friends and family, but we also look 
for influencers who share our values 
and who most likely have the same 
idea of what a destination should 
offer. We have developed the recom-
mendation concept of ‘things we like’, 
whereby we give tips to guests about 
things that might be of interest, such 
as a concert, food festival in town or 
a new bar or restaurant. We’ve had a 
really positive response to it, which 

also proves the idea that we appreci-
ate recommendations.
That the hotel takes its guests’ varying 
needs and desires into account is 
nothing new. What is new, however, is 
the industry’s vision of creating unique 
and sought-after hotels aimed at a 
specific target group. 

 “It’s an obvious trend to diversify 
your product. Today, around 80 per 
cent of the market is relatively 
homogeneous, but we can see a new 
wave of smaller, more niche players 
on the Nordic market. It will generate 
a positive impact on diversity, as it 
opens up more options to all 
customer segments. It will benefit the 
customers and change the industry, 
as it will result in greater range 
offered, differentiation of prices and a 
larger variation. I can only view the 
change as a positive.”

A constantly changing hotel industry 
also places major requirements on the 
actors working in it. These actors are 
- like other interested parties - 
impacted by trends and expectations, 
which is why adaptation should be a 
key word for all those involved.

“It’s not enough any more to just be a 
traditional business hotel. As a guest, 
you want to be seen and heard. We’re 
not competing on price, we want to 
have good customer relations as our 
USP (unique selling point). The guests 
want the hotel to be a base to start 
from, that’s where they want to enjoy 
themselves. The biggest challenge in 
future will be ‘spaces to hang out’ 
and accessibility. As a guest, you 
expect community and quality in 
public areas. One major reason that 
we have successfully become 
attractive, and hopefully will continue 
to develop in future, is that we are 
not selling based on the traditional 
segments, but we have a desirable 
product.” 
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The hotel is becoming an increasingly 
important part of a holiday. For more and 
more travellers, the hotel has simply become 
more important than the destination. 

One consequence of this is that require-
ments of a hotel are always increasing. 
According to an article published on Skift.
com in January 2017, design has become 
mainstream, from previously being 
exclusive to boutique and luxury hotels. We 
also now Google so much before we travel 
that nothing is a surprise any more. Quite 
simply, we expect everything to be clean 
and tidy, everything available in the room, 
and that our lifestyle away from home still 
applies, even in holiday accommodation. 

Today it has become harder to compete 
with ‘hardware’ in the hotel, like facilities 
such as pool access, a large terrace or 
equipment and facilities in the rooms. There 
has to be something unique. It is important 
to add something that the customer isn’t 
expecting. Something you didn’t know was 
missing – but that you then can’t be 
without the next time you go to a hotel. An 
example of this is when Ving, early on, 
made sure all kitchens and pantries at 
Sunwing Family Resorts were equipped 
with a cheese slicer. Not many people 
outside Scandinavia use a cheese slicer, 
but the need for one was a clear customer 
insight in the PDS (Problem Detector 
Survey) that is constantly being reviewed. 

The question is, what could be the 
equivalent to a cheese slicer nowadays?

A very clear trend in terms of hotel 
development is technology. The guests 
should be able to manage their check-in, 
booking, invoice payments, etc in the way 
they themselves want. By simplifying and 
streamlining check-in, for example, the 
hotel and tour operator have a competi-
tive advantage that in the long-term 
creates more loyal customers, according 
to Ving’s holiday surveys. Many hotels are 
at the forefront of this, such as The 
Hoxton, Mamma Shelter and Citizen M – 
hotel chains focusing on self-help service 
and developing a concept where guests 

TREND 1.

TECHNOLOGY AND 
CUSTOMER INSIGHTS AS 

COMPETITIVE TOOLS
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themselves can control the air conditioning, check-in and room 
unlocking. Checking in to a hotel room using your mobile phone 
has also begun to be tested at several hotels in the Thomas Cook 
Group, including at Ocean Beach Club by Sunwing on Crete. 

During the Ving Advisory Board meeting it was mentioned that 
several more functions would be developed in the proprietary 
app. In addition, since companies like Apple continuously 
release new, updated versions, this makes it interesting for 
the customer to ‘journey along’ with the app. Both before and 
during the actual holiday. If someone can book a gym pass, 
cookery classes in the hotel kitchen, and day trips, all through 
an app – both at home and abroad – then that increases the 
likelihood of travelling with the same operator next time.

What do the guests think? According to the respondents in 
Ving’s survey of the Travel Panel from October 2017, there are 
three things that are absolutely essential in terms of hotel 

equipment. Highest on the list is nice beds, which a massive 
88 per cent answered. In second place we have a fridge/minibar 
(78 per cent) and in third place is balcony furniture (59 per cent).

On the other hand, a decent bed, a minibar and balcony furniture 
are things that guests expect to find in their hotel anyway. 
During the Ving Advisory meeting, we asked participants to look 
to the future and think about what would attract them to choose 
one hotel over another. Some of the suggestions that cropped up 
were different plug adapters and HDMI converters, in order to be 
able to connect their own mobile/tablet to the hotel TV. One issue 
with new technology and equipment in a hotel is that whatever 
attracted you to make the purchase in the first place will be 
something you subsequently come to expect. 

But one thing is for sure, in terms of hotel development: the bar 
is being raised all the time. 

Source: Travel Panel, October 2017. (In terms of equipment and other  
items in a hotel room/apartment, what is most important to you?) 

1. Comfy beds  88%

2. A fridge/minibar  78%

3. Balcony furniture 59%

4. Good storage (wardrobes,  31%
 enough hangers) 

5. TV 28%

6. Kitchen equipment (cutlery,   26% 
 glasses, plates, cups, serving 
 dishes, pots, pans, etc.) 

7. Your own quilt 22%

8. A kettle 19%

9. Comfy pillows and enough of them  16%

10. Sun lounger on the balcony  15%
 & terrace 

11. A coffee-maker 14%

12. Good lighting  10%

MOST IMPORTANT IN A HOTEL ROOM
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"Today it has become 
harder to compete with 
‘hardware’ in the hotel "

1. Good location 70%

2. Great pools & poolside 38%
 areas 

3. A lot to do in the area 29%

4. Known for its good service  27%
 and thoughtfulness 

5. Great breakfast 23%

6. Comfy beds 22%

7. Large balcony  22%
 or terrace 

8. Known for having a great 18% 
 mood & atmosphere 

9. Nice bars & restaurants 9%
  

Source: Travel Panel, October 2017

WHAT IS IT THAT MAKES YOU 
CHOOSE A PARTICULAR HOTEL?  
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Replace the word ‘service’ with ‘thought-
fulness’ and that’s what clarifies this 
trend. Thoughtfulness, or feeling specially 
selected, seen and confirmed, is some-
thing that makes many people go back to 
the same hotel. But this puts demands on 
the hotel staff, who therefore need to 
have ‘service in their DNA’, something that 
Ving confirmed in the previous year’s 
Holiday report. The staff need the ability 

to see exactly what I need, that it is ME 
who is being welcomed to the hotel. But it 
cannot be felt to be forced or intrusive 
service, but has to feel genuine. 

Thoughtfulness also covers the 
environment, and the destination the 
guests are at. Environmental awareness, 
local produce and a desire to participate 
in local life, are all examples of factors 

that are becoming increasingly popular 
when choosing a hotel. More and more 
people today have greater environmental 
awareness and prefer to choose organic 
produce when shopping in their daily lives. 
And there are many times when we take 
home good habits after being on holiday. 

The Ving Advisory Board discussed a hotel 
on the Greek island of Tilos, which had 

TREND 2.

"THOUGHTFULNESS 
RATHER THAN SERVICE"
HOTELS TODAY ARE MORE THAN JUST ACCOMMODATION. WHEN A 

HOTEL CAN NO LONGER COMPETE WITH DESIGN OR WHAT IT 
OFFERS, IT IS INSTEAD THE LEVEL OF SERVICE THAT IS KEY. IN OTHER 

WORDS, THE HOTEL IS CONSIDERED TO BE A SERVICE FACILITY. BUT IT 
SHOULDN’T BE ABOUT AUTOMATED, REFLEX SERVICE; IT SHOULD 

GENUINELY FEEL PERSONAL. THESE WERE THE THOUGHTS 
DISCUSSED DURING THE VING ADVISORY BOARD MEETING. 
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1. That they are happy and greet 78%
 you when you meet them  

2. That they solve any problems 72% 
 that arise at the hotel

3. That you get a good 52%
 cleaning service

4. That check-in is quick 38% 
 and efficient 

5. That they can give me personal  29%
 tips on things I should see or  
 do at my destination

HOW CAN HOTEL STAFF BEST 
MAKE YOU FEEL WELCOME? 

chosen to close the hotel restaurant in the 
evenings, to oblige the owners of 
restaurants in the village. The same hotel 
has also ensured that each room has a 
bookshelf, where guests can take and leave 
books during their holiday. The hotel 
reception also has a wide range of children’s 
toys and other beach equipment that guests 
have left behind for future visitors. This 
combined meant that the guests felt that 
the hotel was both genuine and personal, 
something that means the hotel has a large 
number of returning guests.

On the theme of ‘participating in local life’, 
the Ving Advisory Board revealed strong 
desire for the hotel staff to give more tips 
on what is happening in the local area. 
What type of area is it? Who lives there? 
What restaurants would you recommend? 
The ‘local produce’ attitude should also be 
applied to the hotel itself. Tomato plants 
on the terrace or balcony, or herb pots 
where the restaurant chefs can cut them 
as needed for that evening’s menu - these 
options were discussed as suggestions. A 
further development would be different 
types of pick-your-own, or the option to 
learn with the hotel’s head gardener for a 
few hours. 

Many people want to build relationships 
while traveling. Sometimes they also see 
the trip as an opportunity to create new, 
healthy habits. In those cases the hotel 
becomes very important. But it must offer 
a controlled environment where no-one in 
the family needs to be the host or 
hostess. A roof terrace, the opportunity to 
book a direct pool access room or other 
facilities, the fact that the staff care and 
are thoughtful seems to be what really 
makes a difference, what makes someone 
choose to come back to a particular hotel. 
”The hotel should play a larger role in the 
local area, and not just abdicate responsi-
bility to a folder of leaflets in the lobby,” as 

one of the participants in Ving Advisory 
Board expressed it.

People on holiday need knowledgeable staff 
who can provide tips and advice. They don’t 
want to talk to someone who ‘pretend talks’, 
but want help with the things they can’t 
arrange themselves, or what they don’t 
expect. So if, for example, there were a 
larger range of local experiences that could 
be booked by the hotel – private taxi tours, 
tickets to football matches or opera, and tips 
for unspoiled areas. The Swedish ESS Group 
runs many locations, including Ystads 
Saltsjöbad, and has developed the recom-
mendation concept of ”Things we like”. This 

means that they give guests tips about their 
own favourites, such as interesting events 
and other things that might be of interest, 
such as a concert, food festival in town or a 
new bar or restaurant. The response from 
guests has been very positive.

Further ideas on what a hotel should offer 
were given during the discussions in the 
Ving Advisory Board meeting. Someone 
suggested the option of supplementing 
the accommodation with things like a 
treehouse, or tent, that guests could book 
for a night. Simply put, an experience at a 
hotel that brings something more than 
just the accommodation.

Source: Travel Panel, October 2017
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TREND 3.

“MY FRIENDS 
HAVE BECOME MY 

TOUR GUIDES”
 – QUOTE FROM ROSALIN GUSTAFSSON, VING ADVISORY BOARD
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The research phase, the phase of 
planning and compilation of information 
before a trip, is a key part of the holiday 
experience. A whole 60 per cent of the 
respondents in the Travel Panel from 
October 2017 feel that the planning phase 
is both important and fun, and put a lot 
of time into research before their holiday. 
For many, the phase is just as important 
as the holiday itself, and it is essential to 
make the right choice.

During the planning phase, it is very much 
about collecting information and tips 
about the destination you are visiting. 
“And it’s my friends who have become my 
tour guides,” as Rosalin Gustafsson 
expressed it at the Ving Advisory Board 
meeting. If your friends can recommend a 
particular hotel, you are more comfortable 
in choosing that same one. Almost half of 
those queried in the Travel Panel, 47 per 
cent, felt that the best travel tips were 
given by their friends.

Many people also increasingly use 
Instagram to find accommodation and 
read reviews before deciding which hotel 
to book, which is most clear in the 
younger generations. According to the 
Travel Panel, 86 per cent more of those 
under age 35 are influenced by Instagram 
when booking a trip, compared to those 
over 35. Younger people also check which 
hotels the popular influencers have 

stayed at, and want to stay at the same 
one, even if they are perhaps embarrassed 
to say so. Other travellers’ 
recommendations also influence their 
choice of hotel, even if they are not 
friends. According to the Travel Panel, 26 
per cent of people check TripAdvisor 
before booking a hotel. Even booking sites 
such as ving.se or booking.com are key 
influential factors when choosing a hotel 
- so say 47 per cent of those questioned. 

Before a holiday trip, it’s common to put 
a question on Facebook asking what not 
to miss when in New York, for example. 
The aim is two-fold – you want some 
choice tips, but also tell your friends that 
you’re going on holiday.  But there are 
some requirements from those giving 
tips – particularly if they are public tips 
on social media. It should be personal, 
stand out, add something specific and 
ideally be about something edible. A 
Caesar salad at a particular restaurant or 
a specific type of tea in a boutique in a 
particular part of town. This phenomenon 
has many similarities with humans’ 
efforts to belong and be part of a group. 
We like travelling in groups and we do 
what like-minded people do.

In addition, our friends work as a filter. 
When people who like the same thing give 
tips on what not to miss on an upcoming 
holiday, you get tips that are already 

filtered and selected to appeal to you. And 
as the source is someone you trust and 
have the same values as, you already 
know the tip will be suitable for you.

The trend of listening to friends is 
therefore closely related to what in the 
travel industry is known as travel tribes, 
to enjoy travelling with like-minded 
people. Humans have always found great 
security in belonging to a group, and this 
can often be the same for trips focused 
on (an often narrow) interest. Examples 
of this are wine tasting trips, health spa 
type trips, football trips or hiking. 

An article in the Swedish paper Dagens 
Nyheter from March 2016 clarified this 
trend in the hotel industry. In the future 
we will see more niche hotel concepts 
hoping to hit the bullseye for specific 
target groups’ desires – often on a 
sporting theme or culinary prowess. 

And there are other examples, like 
Copenhagen Biker Motel, a hotel in a 
run-down industrial area on the outskirts 
of the city. The hotel rooms here are 
made from steel shipping containers. 
Each container has a bed, a table and 
lighting. The containers are designed so 
that a motorcyclist can easily unload 
their luggage and equipment. The room 
also has space for the motorbike, 
meaning the rider can sleep close to their 

“1f your friends can recommend 
a particular hotel, you are more 

comfortable in choosing that same one.”
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faithful companion. The hotel reception 
is in an old auction house and has a 
reception desk made from pallets. 

However, we don’t always seek out 
those people or trips that reflect our 
actual interests. Many times we instead 
search for the group we want to belong 
to. This also applies to what we 
experience on holiday – sometimes it is 
more important to talk about the 
experience than to actually experience it. 

We can therefore conclude that an 
increasing number of people listen to 
those around them to get good tips. It 
is clear that we are influenced by 
those who are like us, or an expert in a 
particular field, someone we look up to 
or can associate ourselves with. It 
could be friends or others whose 
values agree with our own. In some 
groups, even an influencer can be 
viewed as a friend and people will 
listen to their advice and 
recommendations. 

A similar example is Pocket Shop and 
other bookshops that often highlight 
the staff’s favourite books amongst 
those on the shelves. A person who 
works in a bookshop is knowledgeable 
and therefore trustworthy tipper, and 
many people are happy to listen and 
also follow recommendations. 
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TREND 4.

HOTEL AS A 
‘STAYCATION’ 

– LIKE HOME, BUT AWAY

That today's travellers have high 
standards are nothing new, but the 
difference is how the demands manifest 
themselves. What was luxury in the past 
is now more of a hygiene factor. Today’s 
trends - in terms of food, furnishings and 
fashion - are increasingly moving towards 
the genuine, the unique, the homely and 
the local. These trends are something we 
also take with us when travelling. Quite 
simply, we want to have things as good 
as they are at home, but better. The trend 
was confirmed in Ving’s first Holiday 
Report 2013, but is still just as applicable.

A higher materialistic and economic 
standard and a population increasingly 
used to travelling, creates furnishing 
trends where our bedrooms now look like 

hotel rooms. In other words, we don’t just 
take trends from home on holiday, but we 
also want to retain that hotel feeling when 
we’re at home. This has been described in 
an article in the Ljuskultur newspaper from 
January 2016, in which it highlighted the 
latest hotel trends. 

The term ‘staycation’ has been used from 
the very beginning to describe a holiday (or 
vacation) in your own country. Today the 
word staycation is used just as often to 
describe a hotel experience, regardless of 
whether it is a hotel in a major city or a hotel 
in a sunny tourist resort abroad. The term is 
used to describe a feeling of ‘coming home’; 
the environment should feel welcoming and 
inclusive. Just like coming home to a good 
friend’s living room or your mum’s kitchen. 

A staycation is also a clear expression 
for the escapism trend that we touched 
on in the introduction, where the aim of 
the holiday is to escape a stressful daily 
life and just disconnect and relax. The 
choice of destination is therefore less 
important. The key thing is to ‘just be’. 
But escapism can also be simple things. 
In the stressed society we live in, there 
is a longing to go back to the simple and 
the  genuine – ‘back to basics’, 
something that is increasingly attractive 
to the dominant Millennial generation. 
Even though they have often traveled all 
over the world since a young age, they 
are also a generation that has grown up 
with activities such as camping, cycling 
holidays or walking tours. When this 
generation became adult, they were 
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tempted to replay what they did as 
children and want simplicity and the 
luxury of being disconnected and 
uncontactable. Many staycation hotels 
therefore offer these types of activities. 
One example is Ving’s Casa Cook hotel 
with its rental bicycles and walking tours 
through olive groves. This was confirmed 
during the Ving’s Advisory Board meeting.

Today, many people choose hotels before 
their destination, as the hotel experience is 
more attractive than the actual place 
they’re going to. The hotel becomes a 
destination in its own right and it is 
therefore particularly important that the 
concept is well-designed. In order for the 
hotel to work as a staycation, a place to 
enjoy and want to return to, there must be 

consistency throughout everything from 
marketing and service to the furnishings 
and facilities. In other words, the bar is set 
high. It’s no longer enough for a hotel to be 
appealing with great design, but it also 
needs to deliver in terms of personal 
reception, tailored service and a culinary 
experience above the norm. The whole 
experience is increasingly important. This 
was confirmed during Ving Advisory Board 
meeting and also tied in with the 
responses Ving obtained in interviews with 
a number of guests at the concept hotel 
Casa Cook on the island of Kos, in 
September 2017. The holistic ‘whole 
experience’ trend is also clear amongst 
other hotel concepts that have launched on 
the market. The hotel must be able to offer 
something extra and unique, and be a place 

where guests enjoy themselves and feel 
at home.

One hotel that has achieved just that is 
Ett Hem in Stockholm, as its Swedish name 
‘A Home’ suggests, is to create a feeling of 
homeliness to relax in. Here, the bookshelves 
are filled with interesting reads, the 
communal spaces are inviting and the 
service is personal, without feeling intrusive. 
Here you can live exactly as if you were in 
your own home, yet with all the comforts of 
a hotel - highlighted in an article in Dagens 
Nyheter in March 2016 about the hotels of 
the future. A staycation hotel can also be a 
hotel that doubles as a meeting place. 
Hotellen At Six, Hobo and Haymarket in 
Stockholm are examples of this type of 
hotel, that do not just offer a wonderful 

“The hotel must be able to offer something 
extra and unique, and be a place where 

guests enjoy themselves and feel at home.”
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alternative living arrangement, but are also 
attractive meeting places where both 
guests and local residents can come to 
‘hang out’. According to the above article in 
Dagens Nyheter, this is why increasing 
numbers of hotels are investing in their 
communal spaces. Or, as Haymarket’s 
director Lars Sandberg expressed it in the 
same article, “We are seeing more guests 
who are not just happy with a decent hotel 
room and good service, but who also want a 
strong, inspiring experience. Guests who are 
interested in fashion, food, design, art, music 

and film. Haymarket is a hotel where people 
can come to hang out and to work.”

The above hotel is part of the luxury 
segment, but a hotel doesn’t necessarily 
need to be 4 or 5 star to be attractive to a 
customer group who want their experience 
to be like home but better. Even relatively 
simple living can feel homely if the overall 
experience is something out of the ordinary. 
For example, there could be a simple hotel 
where the owner greets guests with grapes 
and olives from their own gardens, or where 

the atmosphere at the hotel makes guests 
feel at home. Proof of this is in a number of 
Ving’s hotels in Parga, Greece. The hotels 
themselves are simple and sparsely 
furnished, but the homely feel - where the 
owners often get to know the guests 
personally - means that the customer 
satisfaction is high. In Ving’s annual 
evaluation of which hotel gets the highest 
grade from travellers, these hotels are often 
at the top of the list above those that get 
the highest rating on a scale of 1-5. The 
challenge for tour operators and hoteliers is 

“The hotel becomes a destination in itself, and so it’s 
extra important that the concept is well thought out.”
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therefore to be able to offer staycations in 
different price brackets, for all finances. 
However, some tendencies do point to the 
fact that it is only the top segment and 
budget options that are the winners in the 
battle for customers, and the middle 
segment is becoming less attractive. 
Airbnb’s successful establishment on the 
market is a clear sign of this trend. 

A study from Ryerson University in Canada 
(Daniel A. Guttentag, Stephen L.J. Smith), 
conducted in the USA and Canada between 
July-October 2015, showed that the majority 
of those who chose to book an Airbnb 
location for holiday viewed it as a 
replacement for a medium-class hotel, but 
also as a budget alternative. This is in line 
with the discussions amongst the Ving 
Advisory Board, confirming that sparse 
accommodation can also be ‘hip’ in its 
simplicity. With Airbnb there is also 
accommodation available that is away from 
the classic tourist areas, which is a 
staycation in itself, offering experiences in 
the local area such as buying a loaf of 
bread from the local bakery, or reading the 
morning papers over a cup of coffee at the 
espresso bar round the corner. Guests feel 
at home, but in a new area, and where they 
live just like the local residents. The 
landlord also plays a key role here, adding 
to your homely feel with their own tips on 
what to see and do in the part of town you 
will be living in. Airbnb is therefore a clear 
expression of the community tourism trend 
that we described in the introduction - 
where people want to experience, take part 
and get to know foreign culture in depth, 
regardless of whether it is food, drink or 

meeting people. Something that does go 
against Airbnb’s progress in the market 
ever being a threat to the hotel industry in 
future is the lack of communal spaces. 
What hotels have that Airbnb doesn’t have 

is the standard meeting places that are 
inviting, and make people feel taken care 
of – regardless of whether it is in the lobby 
or the restaurant. This came up in the 
discussions in the Ving Advisory Board. 

to a sun and beach 
destination

83%
on an anniversary 
holiday

-

82%

on a 
honeymoon

79%
to a 
big city

48%
on an 
events trip 
(e.g. Formula 1)

22%

your family/your children

83%
your partner

80%
your friends

58%

on a sports 
holiday

38%

WHERE IS THE HOTEL AS THE MOST 
IMPORTANT AND ON WHAT TYPE OF TRIP?

Source: Travel panel October 2017

HOW IMPORTANT IS THE HOTEL WHEN TRAVELLING WITH...

HOW IMPORTANT IS THE HOTEL WHEN TRAVELLING...
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TREND 5.

LET STORIES 
CREATE THE HOTEL 

“IN ORDER TO MAKE A HOTEL UNIQUE, 
YOU HAVE TO FILL IT WITH CONTENT AND 

MAKE IT REMARKABLE AS PART OF A GOOD STORY.”  
– BEATA WICKBOM, VING ADVISORY BOARD
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When the hunt for unique experiences 
becomes the central theme, this puts 
greater demands on tour operators and 
hoteliers. In today’s competitive market, 
it’s hardly enough to ‘just’ launch a hotel, 
you have to launch an experience – and 
ideally an extraordinary one. In the 
creation of a unique concept and hotel, 
storytelling and story building are key 
parameters. This trend was already 
noticed by Ving in the Holiday Report 
2015, on the theme of ‘Travel as a 
lifestyle improvement’, but the trend is 
perhaps even clearer when talking about 
hotels. If you successfully create a good 
story on a unique concept, it is hard for 
competitors to copy it, which Lena 
Mossberg’s theory on storytelling shows 
- as detailed in the introduction - that a 
story quite simply becomes a way of 
differentiating your business.

The cruise company Royal Caribbean 
International is an example of a company 
that often creates a story around its 
cruises and thereby creates a ‘buzz’ on 
the market even before the ship has set 
sail. The marketing often builds on 
interviews with architects and designers, 
researchers and engineers. And with the 
help of innovative solutions, diagrams 
and lavish animated films, the business 
can reach out with a mythical tale that 
creates involvement, interest and PR.

“THE PERFECT 
CHOCOLATE MOUSSE”
Ving’s Holiday Report 2015 confirmed that 
we have gone from ‘tourists’ to wanting 
to be ‘localists’ – we want to discover 
something more than just visiting 
classical sights during our holiday, and 
want to be able to tell stories that really 
describe the feeling of having been there. 
This trend shows no sign of disappear-
ing. In terms of seeing the sights, 

nowadays in some groups it is unimpor-
tant whether you see them in real life or 
online, as you often get a better view on 
Google. This implies that the experiences 
have taken over the sightseeing. When 
sights lose popularity, there is instead an 
increase in activities like cycle sightsee-
ing or food walks in large cities. The 
much sought-after chocolate mousse 
from that little café down a side street in 
Paris that you heard about from a friend 
- can be more interesting to today’s 
travellers than classic sights like the 
Eiffel tower and Sacre Coeur. And if 
there’s a little bit of mythology surround-
ing the little café, then it becomes even 
more attractive in terms of storytelling, 
confirmed by the Ving Advisory Board.

In the same way that travellers are looking 
for the perfect chocolate mousse, the hotel 
must in the same way find its own 
‘chocolate mousse’ – what stands out and 
makes you want to visit. In particular, for the 
Millennial generation, the question is not so 
much ‘what’, but rather ‘who’. Who is the 
architect behind the hotel? Who has stayed 
there previously? Who is the chef? Who lives 
nearby? All to be able to tell a unique story, 
or at least something you feel is unique.

STORYTELLING 
AND MARKETING
A successful story combined with good 
marketing can therefore make a hotel 
into a sight worth seeing. The hotel 
group ESS Group, for example, has 
created concept hotels such as Ystad 
Saltsjöbad in Ystad and The Steam Hotel 
in Västerås. Both these hotels have 
something that sticks out and for the 
Steam Hotel the story is based on the old 
steam power plant on the banks of the 
Mälar river. Thanks to its stylish design, 
its history around energy and clever 
marketing - including through influencers 

- the hotel has successfully created a 
real talking point. In marketing, 
storytelling is everything. Even the 
customer reviews on the hotel website 
are testament to that.

“We’re not building a hotel. We’re not 
building an 18-storey lump on the river 
Mälar, we’re not building 227 rooms, no 
800m2 spa, no rooftop restaurants, no 
conference rooms to fit 550 people, no 
bars, no outdoor terraces with a pool. 
We’re building a destination for people 
who want to experience more and be 
moved, a place for people who aren’t 
happy with just ‘good’. Another world 
with a new history.”

In order to stand out, the hotel needs to 
have a clear niche, a concept that 
attracts a particular target group. But in 
the same way that hoteliers and tour 
operators are all about storytelling, it is 
equally about creating the conditions for 
visitors to create their own stories and 
experiences. Stories that create value. So 
it’s not just enough that there is a story 
about a hotel. It is in the meeting 
between the visitors and the concept 
that the real stories are created. It might 
be getting personal tips from the 
receptionist, taking a walk in the olive 
groves close to the hotel, eating 
vegetables from the hotel’s own gardens 
or enjoying a massage in the hotel spa. 
But what happens in the experience 
space and how it is experienced is - as 
stated in the introduction - something 
precisely individual. Different experiences 
therefore become different stories, and 
also indirectly become stories about 
ourselves.

"TELL ME WHAT YOU READ...”
In a time where social media is a natural 
part of our daily lives, storytelling is not 
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least a huge part of our lives and fills our 
newsfeeds. After all, “Tell me what you 
read and I'll tell you who you are” is a 
well-known expression. The same is true 
of hotels. With our choice of accommoda-
tion, we show who we are or perhaps 
who we want to be, which becomes all 
the more clear when on social media. 
This agrees with the reasoning put 
forward by J. Bradford Jensen and 
Andrew B. Bernard in an article from the 
Journal of International Economics (1999) 
where they highlighted that a good or 
service can gain additional value by 
being linked to a history or story. As an 
example is the trend of buying organic 
food. When the consumer buys an 
organic product, they are not just buying 
one story, but two in one – the one about 
themselves being environmentally aware 
and responsible, and the one about 
Sweden being a country where its 
animals can live happily and graze freely 
in the green meadows. If we apply the 
same reasoning to the choice of holiday 
destination and accommodation, the 
story becomes a status symbol or a sign 
of belonging. It is therefore important to 
convey an idea and representation of the 
place, regardless of whether or not the 
image reflects the reality.

DIGITAL PHOTO ALBUMS

Sharing your experiences is nothing new, 
even if we believe it to be so, countless 
times over. The old photo albums from 
family trips or slideshows ambitiously 
shown off to friends and family a few 
decades ago have now been replaced by 
digital photo albums across various 
social channels such as Instagram, and 
primarily amongst the Millennial 
generation. 44 per cent of those under 
age 35 say that Instagram is their photo 
album during a holiday. However this is 
not as common in older target groups, as 
shown by Ving’s Travel Panel from 
September 2017. Social media is also 
used to involve others in your own story. 
Many people will therefore ask a 
question on Facebook before a holiday, 
to ask for tips and thereby let everyone 
know that they’re intending to take a 
holiday. During the trip, people share 
their experiences once there, and give 
their own tips that others can pass on. A 
story and an experience can of course be 
both positive and negative, but if the 
positive can be ‘word of mouth’ (a story 
being shared onwards), this is 
particularly fortunate for the hotel 
company and tour operator. So it is not 

strange that more and more companies 
are using influencers in their marketing. 
Influencers create their own stories 
when visiting a hotel and if they like 
what they see and experience, they are 
often willing to share this across their 
media channels. Their experience inspires 
others in turn, which then gets the ball 
rolling.

An obvious example of this is Ving’s new 
hotel concept Casa Cook. With a good 
story, in this case a trendy contemporary 
hotel concept that incorporates trends 
around locally produced food, lifestyle, 
gorgeous design, and experiences, a 
hotel can then be packaged in a unique 
way and be placed into a larger context 
that concerns societal trends in general. 
By using new channels and influencers, 
Ving has successfully captured a new 
target group that otherwise wouldn’t 
have thought to travel with Ving initially, 
which has also led to the story being 
spread to both traditional newspapers 
and magazines. Ving’s booking statistics 
show that this has been incredibly 
successful, as 57 per cent of customers 
travelling to either of the two Casa Cook 
hotels in Greece were new customers 
who hadn’t ever used Ving previously. 

“With our choice of accommodation, 
we show who we are or perhaps who 

we want to be, which becomes all the 
more clear when on social media.”
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CONCLUSION
AS PEOPLE ARE INCREASINGLY MORE USED TO 

TRAVELLING THESE DAYS, AND HAVE TICKED OFF MANY  
DESTINATIONS ON THEIR “BUCKET LIST”, THE HOTEL EXPERIENCE  

HAS TO BE EVEN MORE IMPORTANT. IN A COMPETITIVE MARKEY, IT IS 
CLEAR THAT HOTELIERS AND TOUR OPERATORS MUST MEET 

CURRENT TRENDS WITH HOTELS THAT STICK OUT AND WHICH CAN 
ATTRACT GUESTS WITH EXTRAORDINARY EXPERIENCES. NOWADAYS 
IT IS NOT ENOUGH THAT A HOTEL IS JUST A HOTEL, BUT RATHER IT 

MUST BE AN EXPERIENCE IN ITSELF WHERE BOTH THE HUMAN 
MEETINGS AND THE HOTEL FACILITIES PLAY KEY ROLES. 

In the same way that Pine and Gilmore 
describe how coffee has gone from a 
simple raw commodity to an experience 
that people are willing to pay extra for 
when visiting Starbucks, for example, the 
development in hotels can also be similarly 
described. Pine and Gilmore also note the 
value development that a product gets 
when you load it with an experience. The 
customer gets a better experience and the 
company can earn more money and get 
more loyal customers. But this also places 
significant requirements on the companies, 
which have to ensure consistency 
throughout the entire business, from the 
personal meetings with staff, to 
furnishings or the atmosphere.

One success factor becoming more clear 
is to create a hotel as a meeting place 
where communal environments invite 
hotel guests to ‘hang out’, but which also 
attract people in from outside. Communal 
meeting places are something that 

Airbnb can never compete with, and so 
this is what makes hotels competitive on 
the market, and will continue to do so. 
However, it requires hoteliers and tour 
operators to meet the trend of a ‘homely 
feeling’, which in many ways has been a 
success factor for Airbnb. Quite simply, 
we want to have things as they are at 
home, and a hotel should remind us of 
the feeling of being in the house of good 
friends or in our own living room. 

In line with us having a higher material 
standard of living at home, our demands 
are also increasing for hotels, which 
must maintain a particular standard. This 
is why it is essential to keep up with 
local and global trends. Everything from 
the latest technology, to a healthy 
breakfast and a good gym. What was 
previously considered as luxury in a hotel 
and which only a lucky few had, has 
today become a ‘hygiene factor’. Clear 
examples of this are WiFi, swim-up 

rooms and stylish design. We also want 
things that we’re not expecting. Before a 
trip, we Google and search the web for 
information and the surprise moments 
are often once we’re actually there. This 
makes it harder to provide a positive 
surprise with the hardware – everything 
comes back to people, and what they 
can contribute to the hotel experience. 
Hotel guests want thoughtfulness and 
personality – that, as a guest, they are 
noticed and the staff offer personal tips 
on what to do outside the hotel, without 
being intrusive. 

What businesses are competing with 
today is rather the concept and story 
around a hotel. The hardware is a must 
– what makes the difference is the 
experience and the people. This makes 
the story of a hotel or a concept extra 
important. There must be something that 
sticks out and makes the concept 
unique. Hotels that have something more 
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than just hardware, and that create the opportunity for stories, 
often become talking points that you want to visit. Quite 
simply, there must be stories to tell about the hotel that you 
want to share on social media or with friends and colleagues. 
This allows a company to also attract new customer groups. 

As we live in an age of recommendations, satisfied customers 
are increasingly important, as more and more people listen to 
those close to them when booking a hotel or restaurant, rather 
than solely relying on tour operators’ or hoteliers’ own 
assertions. Even TripAdvisor is an important source of 
information that people use to make decisions. This increases 
the requirements on the company, that has to constantly make 
close analyses of the surrounding world, in terms of social 
media and other information sites. 

But in the same way that it is important to attract new 
customers, it is equally important to take care of the customers 
you already have. By creating clear, niche hotels for different 
target groups, various needs at various stages of life can all be 
catered for. Travelling with family means your needs and wants 
are entirely different to if you’re on honeymoon or on holiday 
with a group of mates. Examples of these types of hotels include 

Ving’s family hotel Sunwing Family Resort, the adults-only 
Sunprime Hotels or the boho chic Casa Cook. It is clear that we 
have different needs at different times and one person can have 
many different personas. Equally ambiguous is also our travel; 
sometimes we need to just get away and disconnect, which is 
an expression of a type of escapism where the destination plays 
a lesser role, but where the hotel is important. The opposite 
trend is community tourism where we want to experience the 
destination and be part of the culture and country that we’re 
visiting - as we described in the previous Holiday Reports as 
having gone from being tourists to ‘localists’.  

In other words, tour operators and hoteliers constantly have to 
be one step ahead of trends and incorporate the current 
community tendencies. Just as important as the analysis of 
surroundings is also to see which needs and wants the 
different customers have. Many of Ving’s successes are based 
on customer insights and analysis, and this is also how the 
tour operators’ popular concept hotels have grown. You have to 
know what customers want and what is in demand on the 
market, as well as follow trends, offer niche concepts for 
different target groups, have a well-thought out service concept 
and be able to offer something unique that sticks out.

• Analysis of the surrounding world and  
 customer insights

• To incorporate current trends (technology,  
 design, food, etc.)

• That the staff should be personal, without being intrusive

• To offer a feeling of ‘being at home’  

• To stick out with a unique story

• To have a niche hotel concept

• To offer experiences above the norm, at the hotel or in  
 the surrounding area

• Designed public space to enable people to ‘hang out’ 

• Customer analysis - the most information about the customer wins!

• Innovative technical solutions

HOW DO YOU WIN THE 
BATTLE FOR CUSTOMERS?
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