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1
At the beginning of 2021, the consulting 

firm, Travel Singularity, was appointed 

by Shiji Group to conduct a survey 

on the current state of hotel technology. The 

study contained 26 questions split across 

four sections and was run from January 25 

to February 19, 2021. The study surveyed 

independent properties (51%), followed by 

branded hotels (24%), and hotel management 

companies (12%). Respondents’ roles varied 

from executive management (30%) and revenue 

management (17%) to operation and owners 

(9% each). Of the survey respondents, 48% were 

based in Europe, 20% in North America, and 

14% in Asia. Questions covered topics ranging 

from the current location of technology (cloud 

vs on-premise), integrations, technology 

goals, evaluation criteria, the role of people, 

and priorities for the challenging year ahead. 

The survey was conducted anonymously to 

an extensive database, external to the Shiji 

Group: 78% of the respondents, in fact, were 

not currently customers of Shiji, or any of its 

brands, at the time of the survey.

Premise and 
methodology
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W H AT  I S  YO U R  J O B  F U N C T I O N ?
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In this report, you will learn more about major hotel tech 

trends and the perception that hoteliers have toward 

technology adoption today and, moving forward, post-

pandemic. You will also understand how the COVID-19 

pandemic accelerated the rise of certain technologies, 

especially touchless solutions. 

Some of the key findings include:

	● Forty-four percent of hoteliers interviewed currently 

use a mix of cloud and on-premise solutions

	● Six percent of them are willing to rely entirely on legacy 

systems in the near future

	● Twenty-five percent of respondents think technology 

can improve the guest experience

	● Touchless technology is an unstoppable trend, with more 

than fifty percent of respondents looking to digitize their 

check-in and check-out processes

	● Even after the pandemic, hoteliers are still willing to 

invest in innovation

By sharing the findings of this research, Shiji aims to show 

the hospitality industry rebound is a global challenge that 

can be achieved together by putting the right technology at 

the very heart of your operations.

Executive 
summary
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W hen asked about what 

scenario best described their 

current organization’s IT 

environments, 26% answered with “some 

cloud / most on-premise,” while 33% stated 

their IT environments are already “mostly 

on cloud, with some on-premise.” Despite 

this encouraging data, 17% of respondents 

openly admitted all of their infrastructures 

are still completely on-premise. Looking 

ahead, approximately one-third (28%) of 

the interviewed affirmed they anticipate 

their infrastructures to be completely 

cloud-based over the course of the next two 

years, with only a minority (6%) deciding 

to continue relying only on legacy systems. 

Exactly 50% of respondents feel they are 

better supported by cloud tech providers, 

versus 33% that prefer the service of on-

premise vendors. It is important to note, 

17% of those surveyed either did not answer 

the question or had no strong opinion on the 

topic. Analyzing the open 

answers of the surveyed, 

the main reasons to move 

technology to the cloud 

are service quality (50%), 

followed by security/

privacy (47%), and integrations/cost of 

ownership (44%). Only a modest 27% of 

participants stated that product quality is 

a motivating factor in the decision to move 

their infrastructure to the cloud.

“Within 2023, the 
majority of hotel tech 
infrastructures will be 

completely deployed to 
the cloud”
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Hoteliers expect migration 
to the cloud to continue and 

feel better supported by 
cloud providers
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Hoteliers who stated their top goal 

for technology is to improve 

the guest experience had the 

largest group of respondents (24%). Of the 

respondent, 18% are looking at technology 

to grow their profits, 16% think adopting 

new tech can help them future-proof 

their organizations, while 15% admit that 

technology can assist them with keeping up 

with the competition. In an industry where 

the scarcity of time is a major problem, 

however, the theme of time-effectiveness 

does not seem to resonate particularly 

with hoteliers, as only 5% of participants 

highlighted it as a priority. Surprisingly, 

only 6% stated saving money is their top 

goal with technology, 

indicating that hoteliers 

will not implement new 

technologies just to save 

money- the technology 

must improve guest 

experience.

The need hotels have 
to create a frictionless, 
guest-first approach 

is exponentially 
more important than 

the practicality of 
technology adoption”

4Technology is mainly 
perceived as a means to 

improve guest experience
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In 2021 and the immediate years ahead, 

ensuring guests feel safe while staying 

at their properties will be paramount 

for hoteliers. Digitizing certain elements 

of a hotel stay will play a role in this. When 

asked which aspects of the guest journey 

they are looking to digitize in 2021, 70% 

of respondents stated replacing printed 

hotel information collateral (for example, 

in room handbooks) and 57% stated they 

are looking to digitize their check-in 

and check-out processes. Surprisingly, 

digitizing room service requests and room 

keys were in last place, tied at 38%.

5Replacing commonly 
touched items is a priority
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For over two-thirds (69%) of the 

respondents, the ability to increase 

profitability is a very important 

factor in the decision process when 

implementing  new technologies. Ease of 

use (65%) and quality of support (64%) 

follow closely. Surprisingly, the less 

relevant factors in the choice of adopting 

new tech are vendors’ reputation (40%) 

and current technology capabilities (43%). 

When asked how important technology 

integrations are, the majority (71%) 

stated they are very important, with 

only 1% considering integrations not 

essential. The average number of PMS 

integrations each hotel has is between 

one and five (53%), with 21% of hoteliers 

having between six and ten integrations. 

A small, yet remarkable number (9%) of 

properties count over thirty integrations. 

POS-wise, integrations are way less 

numerous, with 25% of properties having 

only two integrations. 

When it comes to the 

most relevant aspects of 

software integrations, 

the main mentions go to 

the ability to make the 

daily activities easier (71%), followed by 

the actual quality of integrations (67%). 

Finally, demonstrating, again, the thesis 

that time-effectiveness does not seem to 

be a particular concern for most hotels, 

only 40% of respondents believe a quick 

setup/installation is important.

“Tech agnosticism and 
seamless integrations 

are major requirements 
for almost every hotel 

surveyed”

6What drives decisions in 
tech adoption: profitability, 

ease of use, integrations, 
and support
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According to 63% of respondents, 

technology allows employees to 

focus on other, more important 

tasks. Only 8% believe technology reduces 

their need for full-time employees, while 

one-fourth (28%) thinks technology 

can help workers to operate faster. Two-

third (62%) of surveyed stated the higher 

priority for their organization is to find 

the right people/technology balance to 

operate in the leanest, most efficient way 

possible. This reinforces the feeling that, 

even though our industry is going through 

massive growth in terms of 

tech adoption, hospitality 

remains a human-centric 

sector, and the role of 

technology will be limited, 

at least in the near future, 

to the enhancement of human potential, 

rather than their replacement/robotization 

that some recent studies tend to suggest.

“Technology will not 
replace humans, it will 

simply help them to 
work faster and more 

productively”
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Technology can free people 
to do what they do best, 

instead of replacing them
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Around half (48%) of interviewed 

feel the PMS is a “strong”  strategic 

partner, followed by guest 

experience solution suppliers (42%), and 

POS (30%). The perception of one out of 

two hotels is, seemingly, that property 

management systems are still the most 

important piece of technology in one’s 

technological arsenal. Googling “Hotel 

PMS” results in over 9 million hits. There 

are approximately 40 vendors listed on the 

famous marketplace, HotelTechReport, 

showing that one of the most primary 

hotel technologies around is still far from 

being dethroned. This high interest in 

PMS’s opens an intriguing debate on what 

a property management system actually 

is or should be. Literally speaking, a PMS 

is a “system that manages the property,” 

evoking scenarios of 

turnkey, all-in-one 

solutions. However, a 

particular new wave of 

PMS providers seems 

to be more inclined to drift away from 

the strictly semantical notion of property 

management systems, in favor of a more 

agnostic, open-to-third-parties, hub-like 

approach.

“Of all the relationships 
with vendors, the one 
with PMS is still the 

most precious to hotels”

8PMS are still at the top of 
the food chain
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Unsurprisingly, for around 

half (44%) of the surveyed 

respondents, the budget allocable 

to technology in 2021 will be lower than the 

previous year. Of respondents, 26% admit 

they allocated the same budget as 2020 and 

only 21% predicted they will invest more 

in technology in the next year. As we saw 

above, most hotels are planning to digitize 

certain aspects of the guest journey, with 

the majority looking to digitize in-room 

handbooks and other printed collateral. 

With tight budgets, hoteliers will have 

to be strategic when prioritizing their 

technology investments in 

2021. Decreased budgets 

and the need to invest in 

touchless technology is a 

direct consequence of the 

COVID-19 pandemic, and 

symbolizes the current state 

of the hospitality industry.

“Touchless technology 
will likely outlive the 
hype created by the 

COVID-19 pandemic and 
could become the norm 
over the next few years”
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have been slashed by the 

pandemic, but there is still a 
strong will to innovate
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The adoption rate of guest messaging 

apps between the participants 

is still relatively low (8%), and 

the feelings toward the technology itself 

are mixed, at best. Interestingly, 30% of 

survey respondents are likely to implement 

some form of chatbots in the next 12 

months, while 27% are still not taking this 

technology into consideration. A modest 

16% are neutral to guest messaging apps. 

The discussion about conversational 

marketing and messaging 

apps, in general, is a hot 

one, yet most hotels have 

not made up their minds 

on adoption.

“Despite the huge 
advantage in the 

guest messaging apps 
space, hotels are still 

reluctant to adopt the 
technology”

10Feeling towards guest 
messaging apps are still 

mixed
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What we learned from analyzing hundreds of hoteliers’ 

answers is the surge of clear patterns. Amongst the different 

areas we scrutinized, five trends emerged distinctly:

1.	 The rise of cloud infrastructures is an unstoppable trend 

in hospitality, even though a minority of properties still 

completely rely on legacy systems

2.	 Technology is an enhancement, not a replacement, to the 

human

3.	 Property Management Systems are still at the core of 

hotel operations

4.	 Even though budgets for technology are reduced in 2021, 

hotels are still willing to innovate

5.	 Guest messaging apps entered their technological mature 

state but are still underused in most properties

According to the open answers we received in the survey, 

most of these trends will likely strengthen over the next 

12 to 24 months, evidence that most properties are eager 

and culturally/entrepreneurially ready to embrace new 

technologies in their day-to-day operations in the near 

future.

Conclusion
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Shiji Group is a multinational 

technology company that 

provides software solutions 

and services for enterprise 

companies in the hospitality, food 

service, retail, and entertainment 

industries, ranging from 

hospitality technology platform, 

hotel management solutions, 

food and beverage, and retail 

systems, payment gateways,  

data management, online 

distribution and more. Founded 

in 1998 as a network solutions 

provider for hotels, Shiji Group 

today comprises over 5,000 

employees in 80+ subsidiaries 

and brands in over 23 countries, 

serving more than 91,000 hotels, 

200,000 restaurants, and 600,000 

retail outlets. 

Travel Singularity is a 

consulting firm for hotels 

and travel tech vendors. 

Founded in 2017 by futurist 

Simone Puorto, the company has 

proven experience in positioning 

and repositioning hotel and travel 

tech company brands. From 

strategic planning to performance 

tracking, Travel Singularity’s 

mission is to close the gap between 

the hospitality industry and new 

technological advancements. 

The company operates in over 10 

countries, serving independent 

hotels and tech vendors willing to 

scale their marketing strategies up. 

About Shiji Group

About Travel Singularity
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Tel: +65 6240 7400
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