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Report.

2017

This study was carried out by Wanup in partnership with 
Alpha Research analysing a group of 25 to 55 year olds that 
have travelled for business at least 6 times and have stayed 
in a hotel at least 3 times over the last year.

The study, taken between the 7th and 20th July 2017, 
was done via online surveys of 6,000 frequent travellers 
from Spain, Italy, France, Germany and the UK (1,200 
respondents per country).

From the statistics department, different analyses have 
been carried out to ensure the validity of the surveys and 
detect possible inconsistencies. In the case of the sampling 
error for the overall data, it is fixed at 1.29% and  
a confidence interval of 95.5%.

The first study on the preferences of the European 
business traveller

Much market research has been carried out in the United States on hotel loyalty. 
This shows us how loyalty programmes form an intrinsic part of US society and 
how, after so many years of existence, the business traveller has become more and 
more demanding with regards to these programmes. 

The European market has always followed behind American trends. Although data 
from this country can guide us, it’s true that it doesn’t reflect the reality in Europe, 
which doesn’t have the same relationship with loyalty programmes. European 
culture doesn’t follow the rules of miles or points but focusses more on other 
aspects such as the final price, and, over the last few years, the overall experience 
of the trip and immediate, personalised rewards – something that will be explored 
in this study.

This report aims to help us understand the level of penetration that hotel loyalty 
programmes have and the preferences and desires of the consumer. Because 
of this, at Wanup, the new European loyalty club, we’ve questioned the main 
consumer of these services: the frequent traveller, both from generation X as well 
as the millennial generation.

Below, we’ll detail the main data extracted from the first survey of 6,000 frequent 
travellers from the UK, Germany, France, Italy and Spain about their travel habits 
and their use of hotel loyalty programmes. We hope that this data is of interest to 
the reader, just as it has been to us.

Guillermo Vallet

Founder & Executive President
Wanup



Hábitos y preferencias de los viajeros de negocios europeos 5

 

Loyalty report. 
By the numbers.
In the first European study on hotel loyalty 
among business travellers, we asked…

Who travel...

From 5 European countries

(25% travel 10+ times a year)
Times a year 
6+

6,000 
Frequent travellers

55%
Primary loyalty programme 
belongs to a hotel chain 

45%
Not fully satisfied with  
their primary programme

What do they most value in a loyalty club?

36%
Value in-stay 

perks such as

Free breakfast

Room upgrade

70% 
Would share their consumer 
habits to get personalised 
services through push 
notifications

What would motivate them to join?Why not?

In terms of perks...

32%
Don’t know what a  loyalty 

club is or find them hard  
to understand

38%
Lack of hotel variety 

Free breakfast
49%

Free Wi-Fi
39%

Takeaway 
of all 
travellers 
polled.

44%
Belong to 2 programmes

25%
Belong to 3 or more

YES

NO

are part of 
a loyalty 
club.

are not part 
of a loyalty 
club.

62%

38%

Looking towards 
the future...

31% 26% 

24%
Want immediate  
cashback

53%
If referred by a friend

79%
A cash incentive

22%
Prefer points  

to redeem

(33% stay in a hotel between 6 and 10 times a year) 

Stay in a hotel

times a year3+

93%

Enjoy travelling  
for business

And would prefer a club 
that rewards them with...

They like to spend their 
free time...

Having cultural 
experiences 

Going to the 
best restaurants

Playing 
sports 

1 of 3
Business travellers 
describe themselves as 
work hard/play hard:  

Try to pack in the 
maximum amount of  
non-work experiences into 
the little time they have

Use their phones to…

.VS.
Millennials Generation X

60% 
Share their experiences 
on social networks 

70% 
Book transport 

through an app

63% 
Organise their 
trip via an app 

68% 
Leave comments 
or ratings online 

Experiences Points or miles
78% 22% 
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Source: European Travel Loyalty Report, Wanup 2017

(1980-2000)

49%
Millennials

(1960-1980)
Generation X
51%
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.01
Demographics of 
European business 
travellers.
Demographic data on the 6000  
respondents to this survey 

75% Have travelled from 6 to 10 
times 
13% From 11 to 16 times and 
12% More than 16 times in the last 
12 months 

42% Middle management and 
technical professionals

15% Senior management

14% Top executives or business 
owners 

62% Men 

38% Women 

49% Millennials

51% Generation X 

63% Men  
37% Women 

49% Millennial 
51% Generation X

46% Middle management and  
technical professionals 
17% Senior management  
16% Top executives or business owners

76% Have travelled from 6 to 10 times 
14% From 11 to 16 times and 
10% More than 16 times in the last 12 months 

France
69% Men  
31% Women 

49% Millennials 
51% Generation X

40% Middle management and  
technical professionals 
16% Senior management 
16% Top executives or business owners

75% Have travelled from 6 to 10 times  
12% From 11 to 16 times and  
13% More than 16 times in the last 12 months 

Germany
55% Men  
45% Woman

49% Millennials 
51% Generation X

26% Middle management and  
technical professionals 
17% Senior management 
16% Self-employed  

76% Have travelled from 6 to 10 times13% 
from 11 to 16 times  
12% More than 16 times in the last 12 months 

Italy
63% Men  
37% Women 

49% Millennial 
51% Generation X

49% Middle management and  
technical professionals 
14% Senior management  
13% Self-employed 

75% Have travelled from 6 to 10 times 

14% From 11 to 16 times and 

11% More than 16 times in the last 12 months 

Spain
59% Men  
41% Women 

50% Millennials 
50% Generation X

47% Middle management and  
technical professionals 
22% Senior management  
14% Self-employed  

76% Have travelled from 6 to 10 times 31% 
from 11 to 16 times and  
18% More than 16 times in the last 12 months 

UK

GENERAL TABLE:
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Factors that influence business travel.

As we’ll see throughout this study, European frequent travellers tend to have 
similar habits, and no country really stands out as an anomalous market. In this 
section, we’ll see the factors which contribute to choosing accommodation 
for business trips, both regarding limitations or restrictions on the part of the 
company and by type of accommodation chosen. 

Business 
travel.02
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When choosing a hotel, the frequent  
travellers who participated share 5  

factors that they rate as more than 6 in 10 in  

importance. The more practical questions, 
such as its proximity to the centre, are  
valued over trust or quality of the property. 
The main motivation for choosing a hotel 
is the proximity to the location of their  

meetings, at 7.7 out of 10 based on all  
countries involved. Spain and Germany give 
the most importance to this factor. 

This is followed by whether a hotel is  
central (with an average of 7.1 out of 10, 
with the reason that this allows you to see 
the city) and in third place, if it is part of a  

well-known hotel chain, with 6.8 out of 10. 
Britain goes against the average of these 
two points, wanting their hotels to be part 
of a well-known chain over being central. 

2 in 5 frequent travellers (an average of 
41.1% of all of the markets), book the  
hotel for themselves directly, although this  
figure rises to 46.5% among Italian travellers 
and, above all, those who are self-employed, 
which represents 49.5% of those who book 
their own hotel.  

Although, as we’ve said, only 41.1% of the  
respondents have decision-making power 
over their booking, only 31.1% have no  
limitations or restrictions because of  
company policy. In fact, France (72.5%) and 
the UK (72%) are most likely to have to  
follow company policy when booking. The 
main limitation, with 38.5% of responses, is 
a maximum price.  

.02
Business travel.

35.7

41.3

46.5
43

39.2

28.3

15.7
18.7

16.9 18

22.6
25

21

27

23.3

13.4

18

13.8 13.1

19.5

SPAIN FRANCE ITALY GERMANY UK

I make the booking directly

A travel agency outside of my company manages everything

I choose the hotel, but my company does the rest

Another person or department in my  
company takes care of everything

Decision-making power when booking the hotel

2 in 5 frequent travellers 
book the hotel for 
themselves directly

UK

GERMANY

ITALY

FRANCE

SPAIN 34.9

42.0

29.6

43.3

42.5

28.4

30.5

38.8

24.9

29.5

36.7

27.5

31.7

31.8

28

Maximum price per stay A list of hotels with 
negotiated rates

Restrictions because of company booking policy

Q: Are you obliged to follow a company booking policy? A: “Yes, based on a maximum price” and “Yes, based on a 
list of hotels with negotiated rates” 

Q: When you travel for business, who books your hotel room?
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Hotel chains are the most reserved  

accommodation for both business 
and leisure travellers, however they 
are more popular among business  
travellers. It is worth noting Spanish frequent  
travellers’ preference for hotel chains, which 
make up half of their bookings (64.8% for 
business trips and 48.3% for pleasure).  

In second place are independent and 

boutique hotels, mainly preferred by  

Italians travelling for pleasure (42.6%, 
ahead of chains), which is related to the high  
number of independent hotels on the  
Italian peninsula.

Spanish frequent 
travellers prefer hotel 
chains, with half of their 
bookings being with these 
establishments.

Italian frequent travellers prefer 
independent or boutique hotels.

42.6%

Spanish frequent travellers prefer chains 
when travelling on business.

64.8% Accommodation type preferences 
for business trips

A hotel which is part of my hotel loyalty club

Hotel chains

Independent or boutique hotels

Apartments

53.8

24.3

14.9

7

UK

49.3

28.6

14.3

7.8

GERMANY 

46.6

37.4

10.9

5.8

ITALY

48.8

28.7

16.3

6.2

FRANCE 

64.8

25

8.3

2

SPAIN

Accommodation type preferences 
for leisure trips 

A hotel which is part of my hotel loyalty club

Hotel chains

Independent or boutique hotels

Apartments

37.8

37.4

12.1

12

UK

33

36

11.3

17.8

GERMANY 

32.7

42.6

8.6

14.3

ITALY

36.6

31.6

14.4

16.5

FRANCE

48.3

34.7

7.7

8.3

SPAIN 

Q: When you travel on business, what kind of accommodation do 
you usually choose?

Q: When you travel for leisure, what kind of accommodation do 
you usually choose?

SPAIN

7.9
7.3

6.9 6.7
6.2

7.7
7.1

6.8
6.5 6.6

FRANCE

7.6
7.3

6.9
6.6 6.4

ITALY

7.8

6.9
6.4 6.6

6.0

GERMANY

7.7

6.9 7.1
6.7

6.2

UK

Proximity to my meeting or  
business function
That the hotel has 4 stars or more

Proximity to the city centre

That the hotel belongs to my  
hotel loyalty programme

That the hotel belongs to a  
reputable chain

 Factors for choosing a hotel

Q: What are the most important factors to you when selecting your business hotel? Rate from 0 to 10, with 0 being the least important and 10 
the most important.  Results in averages.
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For an average of 57.7% of respondents, 
the reviews, photos and rating of the  
hotel on digital platforms have a high impor-
tance and are seen as basic considerations  
before making decisions. The markets which 
place most importance on these factors are 
in Italy and Spain, where they surpass 60% 
of the respondents. Only 5.3% of all the  
Europeans who were consulted thought 
that none of these factors were important. 

Level of importance of online reviews, photos 
and rating

57.7%
The data doesn’t show a great deal of difference between the 2 generations of frequent 
travellers, but in general, travellers over 35, from Generation X, have more autonomy over 
their decisions.

Millennials and Generation 
X: Little difference between 
their preferences.

SPAIN FRANCE ITALY GERMANY UK

60,4
58,6

60,9

57,6

50,4

And 33.5% indicate that they don’t have to 

follow a company policy regarding  

business travel. 

In the case of millennials, just 28.7% have 

this freedom. 

33.5%
45.1% of Generation X travellers declare 

that they are the one responsible for  

making the booking at the hotel when 

they travel for business.

Millennials
Generation 

X 

 Ability to decide on hotel bookings

I make the  
booking 
directly 

Another person or 
department in my 
company takes care 
of everything

I choose the hotel, but 
my company does the 
rest

A travel agency outside 
of my company 
manages everything 

37%

25.70%

19.70%

17.50%

21.90%

19.30%

12.30%

45.10%

Ability to decide on hotel bookings
Ability to decide on 
hotel bookings

Policy based on price No policy

39% 38.10%

32.50% 28.40%

33.50%
28.70%

 Millennials
Generation  

X

Respondents who placed high importance 
on reviews in the making of decisions. 

Q: How much importance do you place on hotel ratings, reviews and pictures when booking your hotel? 57.7% 
responded “Great importance. All 3 are essential.”

Q: When you have to travel for business, who books the hotel?

 Q: Are you obliged to follow a company policy when going on business trips?
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.03Insights into the current state of loyalty programmes, and 
what incentivises travellers to join one.

6 in 10 business travellers say they are part of a rewards or hotel loyalty 
programme, with programmes belonging to large hotel chains (such as Marriott 
etc.) being the most common among this group of respondents. This report will 
detail the motives respondents gave for joining a loyalty club. There will also be 
information relevant to those who indicated that they aren’t part of a rewards 
programme: What’s the main reason why they aren’t?

Use of rewards 
programmes
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.03
Use of Rewards programmes 

Of Spanish respondents belong to just one 
loyalty programme, leaving them in last 
place. 

35.0%

6 out of 10 business travellers (62.2%) 
say they are part of a rewards or hotel  
loyalty programme, with British and French  
business travellers being most likely to be 
part of one.

In terms of the professional status of the 
respondents, those in senior management 
(76.5%) were the most likely to be part of 
a loyalty club. Among those with loyalty  
programme membership, the most  
common is to be part of either 2  
programmes (44.6%) or 1 programme 
(29.5%).

Membership of a rewards 
programme

62.2%

Part of a loyalty programme

1

2

3

More than 3

29.5

44.6

15.5

10.4

76.5%
Of top executives belong to a rewards or 
loyalty programme.

25.9% are part of 3 or more 
hotel loyalty programmes

The nationalities that belong to the highest 
number of programmes (3 or more) are 
German (31.6%) and British (32.3%), while 
the nationalities who belong to the lowest 
number of programmes (just 1 programme) 
are Italian (36.3%) and Spanish (35.8%).  
Likewise, it’s middle management (32.3%) 
and business people/owners (31.5%) who 
mostly belong to 3 programmes or more.

1 2 3 4

Number of hotel loyalty programmes that frequent travellers belong to

SPAIN  

35.8

43.8

11.5
9

26.5

51.4

16.4

5.7

 FRANCE

36.3

41.5

16.4

5.7

ITALY

27

6,9

41.4

16.1 8.4

GERMANY

23.7

44

19

13.3

UK

Type of programme that respondents are part of 

Large hotel chains Online travel agencies

Hotel alliances

SPAIN

FRANCE

ITALY

GERMANY

UK

58.4

45.9

41.7

58.2

69.5 28.0 2.5

39.4

57.3

36.8

51.2

4.8

2.9

1.1

2.4

Q graphic 1. Are you a member of a hotel loyalty pro-
gramme?
Q graphic 2 How many hotel loyalty programmes do 
you belong to? (Based on respondents that are part of 
a loyalty club)

Q: How many hotel rewards or loyalty programmes are you part of? 

Q: Which of the following programmes is your main hotel loyalty programme?

0 %
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6 out of 10 respondents with loyalty  
programme membership report being 
very  satisfied with it, with 
British respondents claiming to be the least 
satisfied. Programmes belonging to 
online travel. 

Level of satisfaction by country

Level of satisfaction by type of programme

agencies receive the most satisfaction 
from respondents (69.4%), followed by  
hotel alliances (61.8%) and large hotel 
chains (54.4%). 

Very satisfied A bit or not at all satisfied

Very satisfied A bit or not at all satisfied

UK

GERMANY

ITALY

FRANCE

SPAIN

54.1

68.4

60.8

61.4

60.5 39.6

38,6

39.2

45.9

31.6

LARGE HOTEL 
CHAINS

ONLINE TRAVEL 
AGENCIES HOTEL ALLIANCES

54.4
61.8

69.4

45.6
38.2

30.6

Problems and difficulties redeeming rewards

30% of respondents have had difficulty redeeming 
points or rewards awarded by their loyalty programme 
against 70% who haven’t had problems. 

Difficulty getting rewards

Question: In general, how would you rate your level of satisfaction with your primary loyalty programme? 

Question: In general, how would you rate your level of satisfaction with your primary loyalty programme? Q: Which of the following difficulties have you experienced when redeeming points or rewards?

In the past, my points have expired

73.6%

It takes too long to 
accumulate enough points to 
redeem

71.5%

Blackout dates – I can’t use my 
points on certain dates

64.1%

I don’t like the benefits my 
programme offers

48.0%

0%

50%

The main difficulties are mainly connected to points 

expiring (73.6%), having to wait too long to have 
enough points (71.5%), not being able to use them 
on certain dates (64.1%) or because they didn’t like 
the rewards offered (48%). Germany, the UK and 
France were the countries that experienced the 
most difficulties. 

73.6% have had problems because 
their points have expired.
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Incentives to join a loyalty club

38.0%

Of those who aren’t part of a loyalty pro-
gramme, nearly 80% would sign up if 
they were offered a cash incentive. Fo-
llowing this is a recommendation from 
a friend (52.8%) or that it’s mentioned in 
the hotel reception (34.7%).

A cash incentive is most popular in Italy 
(84.5%) and the UK (82.5%), a friend’s 
recommendation has the highest per-
centage in Germany (64%) and that it’s 
mentioned in the hotel reception in 
Spain (34.7%).

Q: Which of the following options would 
convince you to sign up to a hotel loyalty 
club?

The 38% of respondents who  
indicated that they weren’t part of a loyalty  
programme were asked about their 
main reasons for not being part of one 
and what would incentivise them to join 
this type of club. 

38%

29.4%
17.8%

 Among the main reason for not  
being part of a loyalty programme the 
lack of variety of hotels (38%) and the  
difficulty getting rewards (29.4%) were 
the main reasons. It should be noted 
that 17.8% don’t know what they are or 
what they can offer. In Spain, the main  
motive is the lack of variety of hotels, whi-
le in the UK the difficulty to get rewards 
is most important and in France and 
Italy there’s less awareness or a lack of  
interest in these programmes.

80% of those who aren’t 

part of a loyalty programme, 

would join if they were  

offered a cash incentive in 

the form of a voucher. 

SPAIN FRANCE ITALY GERMANY UK

Reasons for joining a loyalty programme:

I prefer variety: It doesn’t 
interest me to visit the 
same hotels or hotel chain.

It takes too long to  
accumulate points/rewards.

It’s too complicated to 
understand. 

I don’t know what it is.

The rewards don’t appeal 
to me.

Incentives for joining  
such as vouchers.

If the hotel reception  
recommends it.

If a friend recommends it. If it appears in digital  
magazines or blogs.

If social media  
influencers use it.

Spain France Italy Germany UK

75.4% 51.5% 45.2% 15.8% 12.1%82.5% 34.5% 55.3% 14.1% 13.6%

75.9% 39% 45.7%
21.3%

18.1%

77.6% 29.3% 64%

18.3% 10.7%

84.6% 20.9% 53.9%
23.9% 16.7%

Q: What is your main reason for not being part of a hotel loyalty programme?

Q: What is your main reason for not being 
part of a hotel loyalty programme? 

I don’t know what it is.

Dificultad para conseguir beneficios

I prefer variety: It doesn’t interest me to visit  
the same hotels or hotel chain.

Cash  
incentive

47,2

23,2

17,7
15,8

7

34,7

31,3

17,4

8,7

18,9

40,9

30,6

19,6

11,7

8,6

33,8

27,5

19,7

14,1

24,4

30,6

35,7

13,9
15,7

17
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The 2 rewards that would encourage  

respondents to sign up to a loyalty  

programme are free breakfast (45.1%) and 

a voucher for their next booking (44.3%). 
The first was mentioned most in France, 
Germany and the UK and the second is the 
most common in Italy and Spain.  Would sign up if the programme offered 

them free breakfast. 

45.1%

8 out of 10 respondents would sign up to a loyalty 
programme if the hotel knew the specific needs of its 
guests, with Italian, Spanish and British travellers those 
who’d most value this fact.  

SPAIN FRANCE ITALY GERMANY UK

Incentives to join a loyalty club

A voucher to use on a 
future booking

Free breakfast

Late check out

Food & beverage 
discounts

Free Wi-Fi

Millennials are more likely to 
be part of a loyalty club.
Although, as will be seen in the other sections, there 
aren’t significant differences between millennial and 
generation X business travellers, we can see that the 
younger group are more likely to be part of loyalty 

Membership of a loyalty club 

Differences also appear with regards to the incentives to join a loyalty club. For generation X a voucher is more 

important, while millennials prefer free breakfast or Wi-Fi. 

programmes (64% versus 60% of generation X), while 
generation X tend to belong to more clubs, being part 
of more than 3 programmes, 13.1% as opposed to 7.8% 
of millennials.  

64.0% 60.4%
OF MILLENNIALS GENERATION X 

1 2 3 More than 3

Number of loyalty programmes per person 

7.8%

15.3%
27.8%

49.1%

Millennials 

15.7%
31.2%

13.1%

40.1%

Generation  
X 

Free breakfast A voucher to use on a 
future booking

Free Wi-Fi Food & beverage 
discounts

Late check-out

Millennials 

26.3% 25.1%

17.3% 14%

29.7% 25.1%

47.7% 42.9%

42% 46.3%

Generation 
X 

Q: Would you join a loyalty programme if the hotel knew your specific needs, such as room preferences, aller-
gies, favourite drinks etc.? 
 

VS
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Incentives for business travellers to join a loyalty club.

In this section, different types of incentives for frequent business travellers to join 
a loyalty club will be analysed as well as the type of rewards that they prefer. A 
comparison is shown between travellers who prefer experiences that reflect their 
lifestyle and those who opt for more traditional options. 

.04
Rewards that 
incentivise 
travellers. 

77.9% prefer a rewards programme that offers them ex-
periences that reflect their lifestyle or hobbies rather than 
points or miles.

Biggest rewards programme 
incentives for travellers:

Rank by importance:

Unique experiences 
 

36.5%

Immediate money (cashback) 

Free brakfast or room upgrade

Points

24.4% 22.2% 16.8%

When asked if respondents would prefer a rewards programme to offer them experiences 
that reflect their lifestyle or hobbies rather than traditional rewards like points or miles, the 
result was:

Q: What hotel loyalty programme perks are most important to you? Order from least to most important. 

Q: Would you prefer a rewards programme that offers you perks that reflect your lifestyle or hobbies rather than tradi-
tional perks such as points or miles?
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Factors that affect guest loyalty to a hotel Experiences are 
more important 
for millennials 
than generation X 

Of the respondents, 8 out of 10 millennials prefer a rewards programmes 
that offers experiences that reflect their lifestyle or hobbies rather than 
traditional rewards such as points or miles. In the case of generation X, 
this goes down to 7 in 10. 

80.6% MILLENNIALS

GEN X 75.3%

Experiences

For respondents, the fact that the hotel 
makes them feel at home (44.2%) and 

that it has all the conveniences that they 

need, such as W-Fi, sockets close to the 

bed, a hair dryer etc. (38.2%), are the 2  
factors that most determine whether 

a guest will book again in the same  
hotel. German travellers are the most to  
mention that the hotel must make them 
feel at home. Conveniences are most  
important among Spanish travellers (44.8%). 

It has all the conveniences I need, 
such as Wi-Fi, plugs next to the bed, 

hair dryer etc.

It has all the services that I want, such 
as a gym, spa, conference rooms etc.

Exceptional food The design and overall ambiance

38.2%

25.9% 24.6%

29.1%

The hotel’s service and friendliness make 
me feel at home

44.2%

Q: What would make you want to return to a hotel?
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.05Insights into what European business travellers want to 
do in their free time on a business trip
 The activities that business travellers enjoy doing in their free time are put under 
the microscope in this section, from cultural activities to pleasure-seeking ones. 
Different traveller profiles are analysed, comparing between those who limit their 
trip to business and those who take advantage of the destination for tourism. 

Business traveller 
profiles. 
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.05
Business traveller 
profiles 

The overwhelming majority of the  
respondents (93.4%) recognise that they  
enjoy travelling on business – a general  
opinion in the majority of the countries  
where the study was carried out and  
throughout all of the different profiles in the 
survey. 

In general, on business trips, European  
frequent business travellers prefer to  
dedicate their free time to 2 interests or 
hobbies. The main one is culture (with an  

average of 56.4% from all countries), which 

includes visiting the city and having local 

experiences, followed by cuisine (with an 

average of 55%), which entails going to the 
best restaurants and trying local food.  

93.4%
agree that they enjoy travelling on 
business 

Habits and preferences of European business travellers

From the respondents’ traveller profiles, the 
Work Hard/Play Hard profile comes out on 
top. This means trying to do the maximum 
amount of non-work activities in the short 
amount of time available to them during 
their business trips. An average of 35.3% 

of travellers identify with this profile,  
especially in Germany (44.9%). 

Q: In general, do you enjoy travelling for business? 

Q: When you travel for business, what do you most like to do in your free time? 

35.3%
WORK HARD / PLAY HARD
Work Hard/Play Hard. Try to pack in the maximum amount of non-work  
experiences into the little time they have, like eating  in the best restaurants, going 
to concerts etc. 

17.7% 17.6%

16.9% 12.5%

Bleisure
When they can, they 
always try to add on an extra 
 weekend to explore the destination.

Status seekers
They want special treatment,  
priority access and other benefits for 
being a frequent traveller. 

Technology addict
They want to control everything to do  
with their trip from their phone, and  
organise their work via apps.

Points collector
They get the most out of their points 
and are aware of their potential. 
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When they’re travelling, in their free time they are… 

When they’re  
travelling, in their  
free time they are… 

They mainly define themselves as… 

They mainly define  
themselves as… 

And in second place…

GERMAN

ITALIAN

BRITISH

Cultural Pleasure seekers  Mind and body Work Hard / Play Hard

Pleasure seekers 

Pleasure seekers  

Cultural 

Cultural 

Mind and body Work hard / Play Hard

Mind and body Work Hard / Play Hard

31.0%

49.1%

53.5%

56.4%

56.7%

31.9%

31.6%

57.7%

Pleasure seekers 

55%

Mind and body 

31.3%

44.9%

38.6%

Work hard / Play Hard

35.3%

28.6%

Points collector

Digital addicts

Bleisure traveller

14.7%

18.6%

21.3%

Bleisure traveller

17,7%

FRENCH

Cultural Pleasure seekers Mind and body Work hard / Play Hard

32.8%60.5% 33.7%
Status seekers

20.3%

Status seekers

17,6%

48.8%

53.1%

Cultural 

56.4%
SPANISH

Pleasure seekers Cultural Nightlife Work hard / Play Hard

60.5%48.8% 28.7% 30.8%
Bleisure traveller

20.7%
IN EUROPE
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.06What travellers use their cell phones  and new 
technologies for during business trips

In this section, business travellers’ use of technology and their mobiles is analysed 
in relation to both the organisation of their trips and resolving their needs during 
the trip. These preferences are compared by both nationality and generation 
(millennials vs. generation X).

Digitalisation 
and hotel loyalty 
programmes.
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71.8% of European business travellers claim 
to leave reviews or ratings of their stay via 
their mobile after their trip. Just over 60% 
share their experiences on social networks.

Using mobiles for apps related to the latest 
trends in the sector, whether for transport 
or to organise a trip, isn’t as common as the 
uses mentioned above, however they’re still 
used by more than half of the respondents.

.06
Digitalisation and hotel 
loyalty clubs

Sharing my experience on social media

Leaving reviews or ratings

64.4%

71.8%

Q: What do you use your smartphone for when 
travelling on business?

Q: What do you use your smartphone for when 
travelling on business?

Q:Would you be ready to share your consumer habits to get personalised services through push notifications?

Organising my trip from an app such as Tripcase

Booking my transport via apps

57%

64%

44.5% of business travellers claim to use 
an app, chatbot or instant Messenger to  
communicate with the hotel, a channel that 
more and more hotels are making available 
to their guests.

Using a chatbot or messenger to talk  
to the hotel

44.5%

70.6% 24.4%
Would share their consumer habits 
to get a more personalised service.

Wouldn’t share their consumer 
habits to get a more personalised 
service. 

UKGERMANYITALYFRANCESPAIN

21.6%

78.4%

29.2%

70.8%

21.3%

78.8%

43.8%

56.2%

31.3%

68.8%

Yes No

Willingness to share consumers habits

Would you share your consumer habits to get a more  
personalised service?
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When it comes to communicating with the 
hotel reception, most respondents prefer 
communicating via email (38.9%) followed 
by phone (34.3%) and chat (22.5%). Howe-
ver, if we analyse by nationality, most Ger-

The respondents use specific means of  
communication for different reasons. In  
general, email and phone are used for  
customer service, while chat is preferred for 

man travellers prefer to contact the hotel  
reception by email (57%), but French  
travellers prefer calling (35.3%) and Italians 
(40.6%) and Spanish travellers (37.8%) prefer 
using chat.

simplifying the trip. Finally, social media is 
used to simplify the trip and improve the 
experience.

Spain Germany UKFrance Italy

Preferences based on nationality

EMAIL

PHONE

CHAT (WHATSAPP, 
SMS, INSTANT 

MESSENGER, 
CHATBOT)

CHAT

19.9%
38.0%

28.8%
57.0%

50.7%

34.3%
35.3%

20.2%
23.5%

25.7%

37.8%
9.4%

40.6%
12.8%

12.1%

8.0%
17.3%

10.5%
6.8%

11.6%

Q: How do you prefer to communicate with the hotel reception?

Question: What would you use this communication channel for? 

The use of mobile is more common among millennials than generation X. In the case of the 
use of the apps previously mentioned, respondents under 35 years indicate that they use 
apps 12% more than those over 35 years. 

Millennials and Generation X: 
How they communicate

Use email for customer service 

Use chat to simplify their trip (check-in  
online, book a taxi etc.) 

Use the phone for customer service 

Use social media to improve their expe-
rience (ordering food or a room with better 
views etc.) 

30%

32%

30%

32%

Email is the preferred tool to communicate with the hotel, although travellers between 36 

and 55 years opt to use it more (43.3%) than younger travellers (34.1%), whose habits a more 

divided between all the channels. 

Organise their trip via an 
app such as Tripcase: 

51.5%
Generation X 

62.8%
Millennials

Book transport via an app 70.3%
Millennials

57.9%
Generation X 

Use a chatbot or instant 
messenger to communicate 
with the hotel 

50.3%
Millennials

38.9%
Generation X 

What’s more, millennials are more willing to share their consumer habits to get personalised 

services as opposed to generation X. 

Ready to share consumer 
habits to improve their 
experience 

74.2%
Millennials

67.1%
Generation X 

E-MAIL PHONE CHAT SOCIAL MEDIA

34.1

43.4

28.4 28.4
24.1

13.4

21.0

8.4

Millenials Generation X

Question: How do you communicate with the hotel?
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.07Evolution of hotel loyalty clubs in accordance with the 
necessities and consumer habits of travellers.

Analysis of the experiences and the elements that could improve or increase the 
popularity of loyalty programmes, as well as an example of possible services and 
applications which would incentivise use of these programmes.

Expectations 
and the future of 
loyalty clubs.
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.07
Expectations and 
the future of loyalty 
clubs.

Premium travel insurance

Discount on health and wellbeing  
services in the airport to take  
advantage of long waits 

Priority access through security  
at airports  

Access to VIP lounges in airports 

 Digital concierge service for reservations  
in restaurants or for theatre tickets  

Favourite experiences to complete a business trip

52.3

38.3

44.4

35.3
38.2

42.1

55.5
54.1

59.8

52.7

37.7

42.3 43.1

32.3

35.8
34.5

30.3

26.7
24.3 24.2

33.5 33.8
31.7

48.3 49.3

SPAIN FRANCE ITALY GERMANY UK

Priority access through airport  

security is without doubt the most  

highly valued experience among the 

respondents (28.0%). 

In second place, with little  

difference between them, are 3 other  

experiences: premium travel  

insurance (20.9%), a digital concierge 

(18.8%), and access to VIP lounges in 

airports (18.5%)

Airport 
PRIORITY PASS

Q: When you travel for business, what are the first and second things you prioritise to complete your business trip? 
Forma  
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Those who aren’t part of a  
loyalty club.

The results for those who aren’t part of a  
loyalty programme are the same as for  
those who are. They value rewards that don’t  
expire (30.8%), followed by crossover 
rewards to use outside of the programme 
(21.7%) and rewards and experiences based 
on their hobbies (20.6%).
Preferences of what rewards should be  
included in a loyalty programme.

Personalised perks  
that reflect my preferences and 
hobbies 

A better collection of hotels – 
they’re basically all the same 

Perks that don’t expire  

A credit card that offers perks on all purchases  

Crossover rewards to use 
outside of the programme such 
as airport lounges, Uber credit 
or events.

Perks that don’t expire

A better collection of hotels –  
various prices and types   

Personalised perks  
that reflect my preferences and hobbies  
  A credit card that offers perks  

on all purchases  

Crossover rewards to use 
outside of the programme such 
as airport lounges, Uber credit 
or events. 

Factors that would improve a loyalty programme 

SPAIN FRANCE ITALY GERMANY UK

47.1

42.7

39.5

35.5

44.944.9

52.5

46.9

51.1

41.740.7 41.7

46.4
43.4

49.5

34.2 35.1
33.7

41.2

36.3

33.1

27.5

33

27.8
26.4

Preferences of what rewards should be included in a loyalty programme

How can loyalty programmes be 
improved, according to members 
and non-members? 

Among the factors that would improve 
loyalty programmes according to the 
respondents who are already part of one, 
the top response was rewards that don’t 
expire (26.3%), followed by crossover 
rewards to use outside the programme, like 
partnerships with VIP lounges in airports or 
Uber credit (22.2%) and giving rewards that 
are adapted to the current trip, based on 
tastes and hobbies (18.9%). 

Rewards that don’t expire is the 
favourite among respondents who 
are already part of a loyalty club. 

SPAIN FRANCE ITALY GERMANY UK

60.8

52.8

37.6

27.7

20.7

56.1

42.4

38.2

30.8
32.3

55.2

39.1

45.1

37.3

22.8

50,1

36.7

55.9

19

37.6

46.8 48.3
46.3

25.2

33.2

30.8%
Rate positively rewards that don’t expire. 

Q: What would you like your loyalty programme to include? Choose your first and second options Q: What extra experiences would make your business trip more enjoyable? Choose your first and second options.   
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Although the general consensus doesn’t change much between millennials and  
generation X, it must be noted that those over 35 prefer, by a few percentage points, 
benefits linked with making the time spent in airports more pleasant.

In this section, it’s also clear that while business travellers from generation X prefer  
Amazon Prime or health and fitness ahead of the younger respondents, the millennial  
generation prioritise Netflix and Spotify as subscription apps that they’d like to receive for 
free for being members of a loyalty programme.

Generation X prefer 
to complete their 
experience with rewards 
in the airport.

55.2%

While Amazon Prime stands out more in 
Italy (60.7%) and Germany (58.1%), Netflix 
has more pull in Spain (57.7%) and France 
(54.4%). 

31.2% 26.0%

The most popular services or subscription apps to get for free or with a discount as a 
member of a loyalty club. 

Netflix

A digital advisor or guide

Amazon Prime  

News or reading apps 

Spotify Premium  

Health or fitness apps  

SPAIN FRANCE ITALY GERMANY UK

57.7

46.8

29
26.4

21.6

17.6

54.4

40.1

23.9

28.9
26.2

23.8

47.7

60.7

23.8

28.2

19.3 18.9

40.7

58.1

25.1
24.6

23.2
21.4

51.4

55.1

25.4
27.5

17.4
20.3

Airport  
PRIORITY PASS

Millennials Generation X

55.2% prefer priority access at airports, 
and 41.4% would like to have VIP  
treatment, as opposed to 50.4% and 
39.9% of millennials, respectively.

Q: What subscription services and apps would you like to receive, whether free or discounted, as a loyalty programme member?

A subscription to Amazon Prime (31.2%) and 
Netflix (26.0%) are the top 2 services that 
respondents would like to receive for free 
or with discounts for being a member of a  
loyalty club. 
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.08Conclusions.
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.08
Conclusions

• Most travellers who are in a hotel
loyalty programme are in one linked to a
large hotel chain. This is especially true of
travellers from 36 to 55 years old. Young
people, however, are more likely to be part
of a programme associated with an online
travel agency.

• Two of the main reasons why frequent
travellers aren’t part of a loyalty programme
are the lack of variety among participating
hotels and the difficulty attaining benefits.
What’s more, two in every ten respondents
don’t even know what a loyalty programme
is.

• Almost 80% of the respondents who
aren’t currently part of a loyalty program-
me would sign up if the hotel knew their
specific needs and offered them a more
personalised service.

• Business trips are attractive to the
respondents; indeed over 90% agree that
they enjoy travelling for business. The most
identified traveller profile is the “work hard /
play hard”. Both millennials and generation
X are increasingly squeezing tourism into
their free time on business trips.

• New technology and demands by
digital natives have forced the hospitality
industry to take on new digital challenges and 
opportunities which are consequently
reflected in hotel loyalty programmes and
user habits.

• Mobile phone use among these travellers
during their trips is fundamental for leaving
reviews after their stay. To a slightly lesser
extent, they are used to sharing their
experiences on social networks or with
friends, and booking transport via apps.
Although generation X are increasingly more
integrated in the digital world, millennials far
outweigh them in terms of mobile use on
business trips.

Hotel loyalty in Europe – a field in need of exploration

Work hard / play hard – the modern business traveller

The digitalisation of the sector

• Travellers highlighted in-destination perks
as the most important incentive for joining
a rewards programme, followed by imme-
diate cashback that can be used later and
points that can be redeemed on platforms
such as Amazon – the latter favoured by
millennials.

• In terms of experiences to comple-
ment a business trip, there isn’t too much
variation between generations. The most
desired benefit is priority access in airports
to pass through security quicker, followed
by premium travel insurance.

• Both when travelling for business and
pleasure, the respondents mainly opt for
hotel chains, followed by independent
hotels. Despite the boom in tourist
apartments in the sector, it comes last in the
list of most popular accommodation types.

• Personalisation is an added value, and
seven out of every ten respondents are
prepared to share their consumer habits
to get personalised services through push
notifications on their phone – especially
among those aged between 25 and 35.
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