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A real case study of success in troubled times

• Opened first hotel in 1961 in Canada
• Opened in UK in 1971
• Opened in US in 1976
• Succeeded through 7 economic crises 

– 1960, 1970 & 75, 1980 & 82, 1991, 2001
• How?

– last time luxury was no longer in vogue, increased advertising & refurbed
– in really tough economic times, increased staff loyalty and so service while 

cutting costs by keeping staff on 4 day weeks
– first to introduce comfortable beds, fluffy towels, lit makeup mirrors, fancy 

toiletries and hair dryers
– first with European-style concierge service 

and in-hotel spas
• Now has 83 hotels in 35 countries
• Now worth $4 billion
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Bergent understands Hotels, Tourism and Leisure

• We’ve spent the last 22 years 
– helping businesses find answers to complex Hotel, Tourism & Leisure questions
– working closely with clients to understand what their guests value
– delivering actionable, affordable and timely insights
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We draw on our experience in different sectors 
to get the right answers
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Current climate sucks
brands & sales are suffering

“A brutal climate that has punished nearly every one”
NYTimes, 30 Jan 2009
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Tourism is dead, no one is buying and everything 
is on sale

7



for NZ Hotel Industry Conference 2009

Price dropping may get you a room night, but...

• When everyone is on sale, it’s a level playing field
– price is no longer a reason to pick one brand over another
– brand values become even more critical

• brand value drops as guests see they’ve been ripped off in the good times
• Actually, not a level playing field

– slippery slide to ruin
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Building Brand Value helps, in the short & long 
term
• Reviews of various companies’ performance in the previous recession, clearly 

shows
– brand promotion as well as price promotion works
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Singapore Airlines maintains brand values
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The key to improving sales is giving guests 
what they really want 

And it’s not necessarily a lower price!

for NZ Hotel Industry Conference 2009



for NZ Hotel Industry Conference 2009

12

This means…

1. Understanding the sort of things guests want
2. Identifying the wants that drive sales and the wants that are a waste
3. Asking the right questions to measure the wants that sell



1. Understanding the sort of things guests want
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Is it luxury?  
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Yes, but
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This is luxury…
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And this…
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And for some luxury is…

• Quiet
• Easy
• Pampering 

– with OR without the spa component
• Modern design 
• ‘Men’s club' luxury with chesterfield lounges
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Luxury means different things to different people
19
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The list is endless, what should you be doing?
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2. Identifying the wants that drive sales and 
the wants that are a waste
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A bit of well proven science

• Kano Model of customer satisfaction  
– Professor Noriaki Kano 1983 
– winner of 1997 Deming Prize
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Different offers deliver very different returns
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These offers exist at each touch points

Touch Points Execution types

Prior to stay External touch points including TVC’s, brochures, 
magazines, website, travel agents, etc

Entering property Fit-out, staff

En route to room Staff knowledge and assistance

Room and facilities Experience, quality perceptions and sensory experience
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An example of in room offers are…



for NZ Hotel Industry Conference 2009

3. Asking the right questions to measure the 
wants that sell
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Current guest satisfaction surveys don’t work

• Designed, often badly
– to answer key operational performance indicators

NOT
• Uncover what guests really want
• Encourage increases in room spending
• Drive repeat business
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Is this a good measure?
28



for NZ Hotel Industry Conference 2009

One hotel, 4 different tools; How annoying 
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Do you want the truth? Are you serious?
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How can you objectively find out what guests 
really want?
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Ask the right questions, in the right way, 
at the right time
• Give guests the freedom to tell you what they really want to say
• Give them the courtesy and respect they deserve

– reimburse them for their effort
• especially higher end guests

– make them feel important
• not just yet another bloody form

• Needs and tastes change
– you need to test the market regularly

• Don’t spend too much money

32



for NZ Hotel Industry Conference 2009

33

Bergent can get to prospects real desires

• Most retirement village prospects say they want food to be
– nutritional
– tasty

• Using our BrandRadar™ technique, prospects select images to describe what they 
want from retirement village food 
– many select the girl with fairy floss

• A naïve interpretation 
– prospects want sweet, novelty food

• The real answer 
– the image describes the trill of tasting fairy floss as a kid
– underlying need is for

• variety 
• new and adventurous cuisine



So,
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Just remember…

1. Guests say they want everything so if you give it to them it’ll cost you a fortune for 
no return

2. Some things guests want provide real value to them, and especially you
3. Don’t trust amateurs with your most important intelligence gathering tool
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Generate sales and improve brand image by
truly understanding what motivates your guests
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To break the ice….
A husband and wife are travelling by car from Brisbane to Melbourne . After almost ten hours on the road, they're too tired to continue 
and they decide to stop for a rest. They stop at a nice hotel and take a room, but they only plan to sleep for four hours and then get 
back on the road.

When they check out four hours later, the desk clerk; hands them a bill for $450.00. The man explodes and demands to know why the 
charge is so high. He tells the clerk although it's a nice hotel; the rooms certainly aren't worth $450.00. When the clerk tells him 
$450.00 is the standard rate, the man insists on speaking to the Manager.

The Manager appears, listens to the man, and then explains that the hotel has an Olympic-sized pool and a huge conference centre 
that were available for the husband and wife to use. 

'But we didn't use them,' the man complains. 'Well, they are here, and you could have,' explains the Manager.

He goes on to explain they could have taken in one of the shows for which the hotel is famous. 'The best entertainers from New York 
, Hollywood, and Las Vegas perform here,' the Manager says.

'But we didn't go to any of those shows, 'complains the man again. 'Well, we have them, and you could have,' the Manager replies.

No matter what amenity the Manager mentions! the man replies, 'But we
didn't use it!'

The Manager is unmoved, and eventually the man gives up and agrees to pay. He writes a cheque and gives it to the Manager. The 
Manager is surprised when he looks at the cheque. 'But sir,' he says, 'this cheque is only made out for $50.00.'

'That's correct,' says the man. 'I charged you $400 for sleeping with my wife.'

'But I didn't!' exclaims the Manager. 'Well, too bad,' the man replies. 'She was here and you could have!‘
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