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Summary 

Yousuf Lootah 

 Emirates is one of the leading carriers of the world; the airport passed Heathrow this 

year by the number of travelers 

 Dubai Metro: 1st day when it was opened, the average daily rise was about 50’000, 

now it is about 500’000 a day (just within 4 years) 

 Dubai does connect the East with the West; it has a strategic position 

 Vision 2020: focusing on developing a most experienced destination (not a “must see 

destination” anymore) 

 more diligent bottom-up approach to understand the visitor and to understand how to 

serve them better 

 capacity is growing by giving incentives to investors (e.g. extremely short 

development times for hotels) 

 align government and stakeholders for enforcing development 

RJ Frielander  

 developed an “online destination score” 



 

 online analytics data has always been focused on hotels only, but nowadays there 

are more things to review (e.g. attractions, infrastructures) 

 not just data  but insights (guest intelligence) 

 top destinations (e.g. Dubai) today have focused visions to use data 

 DMO have realized that tourism is key driver of economic growth  

 tremendous movements in the positive direction  

David Ermen 

 some destinations are lacking infrastructure 

 “service element” is about people 

 it comes down to the personal service that makes a guest be happy or not 

Ratings for Destinations 

 measurement of success needs to be done quickly: information has to be real-

time 

 challenge to measure the right things  

 great hoteliers don’t perceive that “expectations industry” 

 success is all about understanding the expectations and exceeding 

experiences  

 when you see a brand, you should already know what to expect, if the brand is the 

trust, etc.  

 PWC: “online review data” has been analyzed in order to understand the customers’ 

view; largest study of hotel online reputations ever conducted (48 cities, nearly 11’000 

hotels) 

 no longer enough to look at the general picture, details become more important 

 when you start comparing destinations, you need to go more into detail because 

there are big variances  

 different GRI indexes are available 

 “If it gets rated, it can be measured.” Nicolas Mayer 

 “If you can’t measure, you can’t manage it.” RJ Frielander  

 Facebook is the fastest review page in the world. It is not TripAdvisor 

What does Dubai do in terms of sustainability? 

 Dubai has established targets for 2030 (sustainability topics started quite late, Dubai 

is a quite young city on this big scale) 

 Dubai Green Tourism Award (Best practices in the hospitality sector) 

 strong plans on sustainability  



 

 next week: celebrating the Green Week  

 it is not on a cheap price, it costs a lot to convert salt to fresh water, etc.  

 quality of guest experiences come with a cost 

 sustainability was shockingly unresent on the review platforms 

Do guests choose the destination according to the review? 

 reviews are not the only decision fact but there are many others such as flights, 

sights, etc.  

 destinations (national, regional, local) are changing radically when planning 

strategically  

 in some years, many destinations will compete on a high level 

 data can show if the destination is performing good 

What is data able to do? 

 showing trends  

 different kinds of data are out there 


