COMMENT g

The greater scheme of things

Hotels are capable of more when promoting the destination in which they are based, argues
PKF — The Consulting House director and head of consulting Sven P. Gade in this exclusive
report for Hotelier Middle East,which explains the role of hotels in tourism programming

s a hotel simply a provider of

accommodation, food and bev-

erage? Guests and hoteliers

alike will deny that with vigour
— and they are right. There are
many more things to a hotel, which
often relate to physical facilities,
but even more so relate to intan-
gible service aspects.

In most cases it is not the hotel
that guests come for — the reason to
travel is normally related to the rea-
son to stay, be it for business, leisure,
VFR or combinations thereof.

And those are only the guest
driven external factors — there are
many more which are influenced by
outside agencies or circumstances.
All of them impact the performance
of a hospitality business — but in
reverse: how much can the business
make an impact on these factors to
drive business performance?

A hotel should play a part in pro-
gramming an overall tourism desti-
nation. This article looks at the con-
cept of “tourism destinations”, how
they are “programmed” through
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The t &is on Saadiyat Island;oneloftheldestinationsithe ADTA has successfully programmed.
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positioning their “core resources
and attractors”, and how hotels con-
tribute to the bigger picture.

A HOTEL UNIT SHOULD PLAY A
CRITICAL PART IN PROGRAMMING AN
OVERALL TOURISM DESTINATION

HOSPITALITY UNITS AND
DESTINATION LAYERS

, Hospitality operators may believe
they have little influence over these
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® |ndustry Associations

External Sales & Marketing:

® Travel Agents/Tour Operators/www

® Feeder channels outside control
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® Sector Diversity (MICE, Culture,
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external drivers. That is not the
case: even small (or obvious) steps
may make a substantial differ-
ence in helping business units take
a competitive advantage, increase
market share and stand out.

There are many dimensions to the
universe within which a hospitality
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