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LEVERAGING CONSUMER CHOICE PRIORITIZATION

As hotels manage through the current economic climate, they continue to need to
understand how people prioritize their hotel choices. TNS asked a nationally
representative sample of 2,500 adults to describe the importance of several attributes
in choosing where to stay.
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statistically significant differences on “very important” for

only six attributes (bottom chart). Business travelers scored
room cleanliness (still #1) and price (#4) lower. The biggest
percentage point difference was “internet access” (#6), which
likely reflects its importance in business communications.
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Additional research should identify how all these attributes
influence the perception of “value” and correlate with guest
satisfaction results. This will vary by brand and type of travel.
Value drivers and expectations need to be tracked over time as
they are likely to change as the economy recovers. For ”°te'feq"r§{)r°s'ﬁz
context, other TNS research revealed that leisure travel

expectations are already showing signs of recovery.
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