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Welcome to The 2019 Agilysys 
Hospitality Infrastructure Study 
Based on survey data from hotel employees across 
various job roles and property types, this annual survey 
will examine the state of hospitality technology and its 
impact on the guest journey. 

The focus of this year’s study is the rapidly growing area 
of Guest Experience Management (GEM).

Survey Contents

01 Creating a Differentiating Guest Experience
How do you plan to set your property apart?

02 Ranking Critical Guest Experience Capabilities 
What capabilities are most important?

03 Existing Infrastructure Support
Do you have the tools you need today?

04 Challenges in Improving GEM
What obstacles do you face?

05 PMS Attributes that Support GEM
How can PMS help?

06 How Your Technology Provider Can Help
What do you need from your tech vendor?

07 Strategic Technology Investment Goals
What are your technology investment goals?

Hoteliers have long understood 
the importance of exceeding 
guest expectations to deliver 
a personalized and relevant 
experience that yields loyalty and 
return visits.



What is Guest Experience Management?

Summary of Study Results 

Study Survey 
Demographics

In hospitality, the experience is the product. As a result, delivering a superior guest experience is the primary goal of 
all hotel strategy and operations, and top-performing operators view managing that experience as a key competitive 
differentiator. Guest Experience Management (GEM) is the practice of developing, designing and aligning guest 
interactions in a manner that exceeds expectations and boosts satisfaction, advocacy and long-term loyalty. A successful 
GEM strategy depends upon organizational culture, supportive processes and an integrated technology infrastructure.

Achieving this objective requires placing the needs of the guest at the center of every decision. It involves breaking down the 
information silos of guest interactions and transactions to obtain a holistic view of guest engagement across all parts of the 
property. And even more importantly, leveraging that view in real-time to personalize each experience for every guest.

About The Report
GEM is hardly a new concept, but providing an exceptional guest experience requires 
striking a balance that combines new technologies with existing infrastructure. This study 
highlights key insights from survey responses of more than 300 hospitality managers and 
executives across functional disciplines at 184 properties, capturing the top priorities 
related to Guest Experience Management technology from a variety of job roles and 
property types.

Guest personalization and predictive  
data were identified as key attributes for  

the guest experience

Budgetary constraints are still a 
challenge when it comes to implementing 
technology to improve guest interactions

Better integration with existing 
technologies is key to automating  

GEM practice
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GEM INFRASTRUCTURE SURVEY

301 Hotel Employees 184 properties

participated in our



22.5% 21.6% 17.4% 15.2% 8.1% 8.0% 7.2%
Personalization 

pre-arrival to post 
departure

Anticipating guests 
needs throughout 

stay

Reputation or brand 
of property

Uniqueness or 
exclusivity of 

amenities

Integration with 
existing systems or 

technology

Special amenities 
(family, pets, 

accessibility, etc)

Intelligent 
presentment of 

guest preference

01 | Creating a Differentiating Guest Experience

Study participants identified which guest experience 
attributes would set their property apart from their 
competitors over the next year. Popular choices included: 
unique amenities, personalization, integration with 
existing systems and technology, and predictive analytics 
for anticipating guest needs. 

The results align with data from last year, which demonstrate 
guests expect amenities like wi-fi and cable to be 

standard options, and businesses look toward increasing 
personalization for their repeat customers and to further the 

ability to integrate new technologies into current systems.

Find The Guest-centric Strategies That Work For You

PERSONALIZATION ANTICIPATION REPUTATION EXCLUSIVITY
• From the initial offer 

to post-departure 
interactions, the 
personalization of 
the guest journey is 
identified as the most 
important differentiator. 

• Tailor offers to each 
guest type (families, 
leisure or business 
travelers).

• Build on knowledge from 
prior stays and their on-
property behavior. 

• Anticipating guest 
needs can range 
from offering 
structured choices 
at each interaction, 
to capturing guest 
preferences and 
using them to predict 
expectations and 
actions throughout the 
guest journey.

• Guests have varying 
expectations from brands, 
based on a brand’s 
perceived attributes.

• However, with the rise of 
social media and instant 
guest reviews, reputation 
at the property level has 
become a major factor 
in the guest’s selection 
process. 

• Recognize that brand 
awareness is no longer 
enough.

• Providing a unique 
experience is not an 
option for every property.

• If the property is not in 
an exclusive setting or 
doesn’t have a celebrity 
chef, craft a unique 
bundle of services that 
caters to specific guest 
types (families, leisure 
or business travelers), 
to build a unique 
experience.

Hoteliers seek to meet or exceed guest expectations by becoming increasingly guest-centric.  
This means placing guests’ wants and needs at the center of every decision. 

What do you believe will be the guest experience attributes that set your property apart 
over the next 12 months? 



When looking into the new year, which of the following capabilities related to your 
guest experience are most CRITICAL to competitiveness for your property? 

More in-room services and technology

Predictive analytics of guest information

Technology and integration that supports better 
staff workflows

Mobile-ready applications

More guest self-service options and 
technologies

User Data management

Artificial intelligence

Other

20.7%

17.9%

17.4%

16.9%

13.6%

8.4%

3.1%

2.1%

02 | Ranking Critical Guest Experience Capabilities 

To further explore on the previous question, we asked participants to 
identify capabilities related to the guest experience that would be critical 
factors for competitiveness. The choices presented reflect some of 
the growing interests and analysis from earlier research, where 91% 
of hoteliers agreed or strongly agreed that technology platform inter-
operability and compatibility are a key factor for their success. This is an 
important insight as guest attitudes and expectations rely on available 

Critical Capabilities
Whether it’s controlling the lighting, changing the channel on the TV or placing a room service order from 
a smartphone, in-room technology enhancements are high on the list of desired capabilities for hoteliers 
and guests alike. While some tech-based amenities, like free wi-fi, quickly faded as differentiators, guest 
mobility and self-service are being driven by guest demand and offer the promise of on-going innovation 
that impacts the guest journey.

The ability to review guest activities and spend in real-time is critical to operational efficiency and creates 
the foundation for predictive analytics. Getting ahead of guest trends to take advantage of the opportunities 
they present will help businesses win the competitive battle for guest wallet share and loyalty.

Optimizing staff productivity will contribute to guest satisfaction as well as overall profitability. That means 
providing the technology, systems integration and training necessary to ensure every guest interaction and 
operational workflow is executed flawlessly and that every bit of guest information is readily available. 

technology. 

Millennials will account for as much 
as 75% of all hotel guests by 2020. This 

aligns with the expectation that the online 
travel industry will grow from $533 billion 

reported in 2015 to $762 billion in 2019. 



03 | Existing Infrastructure Support

A healthy majority of respondents feel  
their technology infrastructure is  

more than capable, or at least adequate to 
deliver against these priorities. 

And how would you characterize your property’s information infrastructure in terms of 
its ability to deliver the capabilities you indicated above as critical?

35+6534+6618+827+936+94
More than enough  
ability to deliver

Adequate Challenging,  
but adequate

Needs much  
improvement

Lagging. Foresee  
challenges ahead

34.4% 6.3%33.8% 18.5% 7.0%

However, the pace of change in guest expectations and the technology 
required to meet or exceed those expectations is accelerating. The 
solutions and technologies that meet today’s challenges may be too 
inflexible, not sufficiently integrated or lack the agility necessary to 
secure a long-term competitive edge. 

Ensuring the proper infrastructure is in place is crucial to enable 
superior guest experience management. This encompasses 
everything from providing personalized guest interaction, to 
anticipating their preferences using predictive analysis. Operators 
should not rely solely on the past as a reliable predictor of the future 
when it comes to GEM-enabling technologies.



What are the greatest challenges to improving your property’s guest experience 
management infrastructure?

Cost/budgetary constraints

Defining the best strategy

Need to integrate multiple platforms

Complexity

Integrating with legacy applications

Decision requires too many stakeholders

Finding a skilled partner to work with

Inability to find the right solutions

Other/Unsure

25.9%

14.6%

14.3%

11.1%

8.8%

8.3%

6.8%

5.5%

4.4%

04 | Challenges in Improving GEM

Over 25% of respondents cite budgetary constraints 
as a primary challenge when it comes to improving 
the guest experience management infrastructure. 

Defining the best strategy for GEM was the 
secondary challenge, closely followed by the need 

to integrate multiple platforms to create a well-
rounded guest experience environment. 

The business case for GEM is easy to make from an ROI 
perspective. Recent studies demonstrate an objective, verifiable 
correlation between increased guest satisfaction, loyalty and 
brand advocacy with improved revenue performance. The positive 
results of GEM also extend to decreased operational expenses 
and lower sales and marketing costs, based upon an increased 
volume of repeat business coupled with better targeted offers 
and increased employee satisfaction.



05 | PMS Attributes Supporting GEM

37.2% 12.2%
Integration with existing technology Credit card security

21.4% 10.4%
Reporting - access to information when needed Shared data/analytics

15.6% 3.2%
Mobility and guest self-service Other/Not sure

If you could design your own property management system (PMS) what would be the 
single MOST IMPORTANT attribute that tops your list of priorities?

For many operators, the property management system 
(PMS) will be the foundation for automation when 

managing guest experiences. We asked participants to 
identify the most important attribute of a PMS in terms 

of priorities, with answer options including: shared 
data/analytics, mobility and guest self-service, existing 

technology integration, and reporting. 

Not surprisingly, integration with existing technologies 
led the responses by a wide margin. This reflects the 
understanding of respondents that delivering guest-
centric engagement requires not only the effective 
combination of data from disparate systems, but also 
analytics that reveal actionable insights into guest 
preferences, expectations and behaviors.

This aligns with key concepts 
decision makers look for when 

researching next generation PMS 
capabilities, with technology and data 

integration as a number one capability. 
Centralized guest data repositories and 

performance metrics also top the list.



06 | How Can Your Technology Provider Help

The challenge of integration is a growing trend as most 
guests expect hospitality environments to be technologically-

savvy. At the same time, hospitality providers are trying to 
bridge new platforms with existing, essential software and 
hardware to put their own unique spin on the guest journey.

Similar to the responses recorded for questions 4 and 
5, the ability to integrate technology is a top choice for 
participants when it comes to their technology provider, 
followed by the ability to integrate new technology into 
their existing systems.

Hospitality technology is continuously advancing. 
GEM leaders must embrace technology innovation 
to exceed guest expectations and drive competitive 
advantage. This may demand upgrading capabilities 
to dramatically improve routine tasks like guest 
check-in/check-out, or streamlining guest information 
lookup. It could mean implementing disruptive 
technologies like guest self-service kiosks or support 
for guest-facing food and beverage ordering using 
smartphones and tablets.

Automating hotel operations relies upon the Property 
Management System as the enabler and the central 

data repository. Many operators look to their technology 
provider as an innovation partner and fundamental to their 

technology infrastructure. 

What specific area would you most like to see improved with your current 
hospitality technology provider? 

31.3% 26.5% 22.0% 10.8% 7.2% 2.1%
Better integration 
technology and 

capabilities

Integration with existing 
technology

Responsiveness to 
support requests

A more competitive cost 
structure

Responsiveness from 
sales representative

Other



07 | Strategic Technology Investment Goals

Integration plays a key role for decision makers as nearly 
26% cited it as a focus for their strategic goals. Eliminating 
data silos presents a barrier when individual solutions fail 
to integrate appropriately. Guest-centricity means breaking 
down these information silos to gain a consolidated view of 
how guests are engaging across all parts of the property. 

As mentioned earlier, millennials are paving the way for 
more inclusiveness when it comes to digital interaction. 
From apps to social media, the growing digital generation 
expects amenities like these, which are becoming the 
standard in every day life when traveling or dining out. 
This makes integration of technology crucial in order 
to engage with these guests where they spend much of 
their time – online.

Which if any of the following best characterize your property’s strategic goals for its 
technology investments over the next 12 months?  

25+75 20+80 18+82
Need to integrate  

multiple platforms
Improving digital customer 

engagement
Cost optimization through better 

management/analytics

25.5% 19.4% 17.5%

15+85 12+88 8+92 4+96
Enabling greater 
 personalization

Enhancing data and/or  
payment security

Improving physical  
security

None/Unsure

14.9% 11.7% 7.4% 3.6%



In Conclusion…

Agilysys is a leading technology company that provides innovative software and services for point-of-sale 
(POS), property management (PMS), reservation and table management, inventory and procurement, workforce 
management, analytics, document management, and mobile and wireless solutions exclusively to the hospitality 
industry. Our products and services allow operators to streamline operations, improve efficiency and understand 
customer needs across their properties to deliver a superior overall guest experience. The result is improved guest 
loyalty, growth in wallet share and increased revenue as they connect and transact with their guests based upon a 
single integrated view of individual preferences and interactions. We serve four major market sectors: Gaming, both 
corporate and tribal; Hotels, Resorts and Cruise; Corporate Foodservice Management; and Restaurants, Universities, 
Stadia and Healthcare. Agilysys operates across North America, Europe, Asia-Pacific, and India with headquarters 
located in Alpharetta, GA. For more information, visit www.agilysys.com.
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Successfully managing the guest experience means 
understanding and anticipating guests’ wants, needs 

and preferences at a granular level, and then delivering 
corresponding experiences in a systematic and differentiating 

way. In an increasingly crowded market it’s not enough  
to offer the same experience as the competition. 

To fully reap the benefits of best-in-class  
Guest Experience Management, operators must combine 
guest preference knowledge with guest category insights 
to continuously adjust and offer unique interactions that 

nurture guest loyalty, build brand reputation and drive both 
current and future revenue.

As study results show, hoteliers agree that implementing 
smarter technologies is a strategic component of achieving 
best-in-class Guest Experience Management. But, 
technology alone cannot deliver the required outcomes. 

• From the initial offer to post-departure interactions, 
personalization of the guest journey is identified as 
the most important differentiator.

• Optimizing staff productivity will contribute to guest 
satisfaction as well as overall profitability.

• Data integration was repeatedly deemed critical to 
enabling a comprehensive view of the guest. 

Most importantly, successful GEM depends on creating 
and implementing a guest-centric culture across the 
property to deliver increased guest satisfaction.


