
Entice Travelers with Food 
and Beverage Amenities

HOSPITALITY 
TREND REPORT



Entice Travelers with Food 
and Beverage Amenities

HOSPITALITY TREND REPORT

EXECUTIVE SUMMARY

The lodging industry—including hotels, resorts and motels—is undergoing vital 

changes to grow guest satisfaction by catering to consumer need states. These efforts 

are helping lodging facilities better contend with emerging competition such as 

home vacation rental companies like Airbnb and Home Away. Hotels and resorts are 

especially well positioned to win traffic because they can offer amenities that matter 

most to guests: food and beverage. In this report, you’ll learn:

• Providing a variety of food and beverage amenities will strengthen appeal across 

broad demographics of travelers

• Focusing on coffee, breakfast and snacks are of top priority to both the general 

public and business travelers

• Growing your current food and beverage touchpoints into memorable experiences 

will drive new and repeat business



HOSPITALITY TREND REPORT

3

Lodging is a vast industry, comprising over $51 billion in 

sales according to Technomic’s Jan. 2019 U.S. Foodservice 

Industry Wallchart. There are more than 55,000 lodging 

facilities in the U.S., with properties ranging from luxury and 

upscale hotels and resorts to midscale and economy options. 

Since 2009, lodging locations have benefited in revenue from 

steady growth in domestic consumer travel expenditures. 

But like other channels, you are battling new business threats, 

most notably from home vacation rental companies such as 

Airbnb and Home Away. No doubt you’ve lost reservations to 

these lodging alternatives that tout offering additional comfort 

and amenities such as multiple bedrooms and fully equipped 

kitchens. Some of these companies are showing strong growth 

in recent years, with Airbnb announcing in early 2019 that it 

soon expected to hit 500 million guest arrivals since its 2008 

founding. What this means for you is that simply providing 

visitors a comfy bed to sleep in and quick, convenient 

amenities is no longer enough to drive business—you must 

now give them a more comprehensive experience.

The Battle for Visitation
The upside is that most consumers do not perceive 

home vacation rental amenities to be as superior to 

hotels and resorts as publicized. In reality, six out of 10 

consumers choose to stay at a hotel or resort over home 

share options because of the provided amenities. And over 

half of consumers find hotels and resorts to have superior 

customer service, cleanliness and a better overall experience 

and value proposition compared to companies such as 

Airbnb and Home Away. While this is great news for you, 

efforts still need to be made to bolster consumer perceptions 

of your value to stay ahead of the competition.

Total Consumer Expenditures
Yearly Average ($B)

Source: U.S. Travel Association
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If amenities give you a leg up over the competition, then 

which should you prioritize offering to guests? 

The answer is your food and beverage offerings. When 

looking at which amenities guests rank as most important, 

nine of the top 10 all pertain to foods and beverages. And 

since most of these top-ranked amenities are not offered by 

home vacation rentals, you can use them as strong points of 

differentiation when marketing your facilities to guests.

Nine out of 10 consumers place value on a continental or 

free breakfast being provided. As breakfast is your prime 

daypart opportunity for interacting with guests and often 

your last contact with them before they check out, having 

an appetizing selection should be top of mind. Variety is one 

way to broaden the appeal of your breakfast, with popular 

options including toast or bagels with spreads (e.g., jams, 

jellies, honey, etc.), pastries, fruits, eggs, juices and coffees. 

These types of offerings are also easy for guests to prepare 

Prioritizing 
Amenities

themselves, which appeals to the nearly three out of four 

consumers (73%) who would like to see more self-serve food 

and beverage options at hotels and resorts. 

Following continental breakfast in order of importance are 

free water, coffee and snack stations. You can enhance the 

appeal of these stations by:

• Keeping them open 24 hours a day to satisfy the 68% 

of consumers who place importance on around-the-

clock foodservice options. This requires you keeping 

the water cool, the coffee hot and never letting 

beverages and snacks run low.

• Adding lemons, limes, cucumbers or other ingredients 

to your water to give it flavor and pizzazz.

• Offering portable, easy-to-eat snacks such as nuts 

and bars for guests on their way to their room or 

leaving the hotel.

• Showcasing iconic brands for coffees and snacks  

to promote your investment in high-quality foods  

and beverages.

“I choose to stay at a 
hotel or resort over 
vacation rentals and 
homes (ex., Airbnb, 
Home Away, etc.) 
because of _________.” 
Select all that apply.

Base: 259 consumers who have purchased food or beverage at a hotel or resort in the last six months

The overall 
experience

The comfort 
offered

The overall 
value offered

60%
57% 57% 56%

53%
51%

The cleanliness
The customer 

service
The amenities 

offered (e.g., gym)
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Other important food and beverage amenities include full-

service restaurants, in-room coffee machines, coffee bars 

and lobby pantries or micromarkets, the latter of which 

half of consumers (52%) say is important. Pantries and 

micromarkets—or convenience store-style spaces that sell a 

variety of pre-packaged and sometimes fresh foods and drinks 

throughout the day—not only provide another self-serve 

option for guests but also offer solutions for all-day food and 

beverage options, including late-night snacking.

In addition to the general public, these foodservice amenities 

are equally attractive to business travelers. In fact, guests 

who visit hotels and resorts on business trips closely align with 

the overall population in terms of which amenities they say are 

important to them. For instance, business travelers also place 

great importance on convenient breakfasts and stations where 

they can grab a quality snack or beverage on their way to and 

from their room. However, they put more emphasis on room 

service and food and beverage options that are available 24 

hours a day compared to the overall population.

More hotels are focusing on 
creating new or enhancing existing 
communal spaces in hopes of 
attracting social Millennials and 
Gen Zers who seek experiences at 
lodging facilities. Nashville, Tenn.’s 
Bode hotel promotes itself as “a 
new kind of hotel focused on great 
places with custom spaces for you 
and your people to stay together.” 
It offers condo-like units of up to 
five bedrooms with living areas and 
kitchens, as well as a “Hub” shared 
space for enjoying coffee, pastries, 
a light breakfast and snacks with 
travel companions.

Most Important Guest Amenities 
at Lodging Facilities

Q: How important is it for your hotel or resort to offer the following amenities on a 
scale of 1-5 where 1 = not important at all and 5 = very important?

Base: 259 consumers who have purchased food or beverage at a hotel or resort in 
the last six months

Overall Population Business Travelers

90%

73%

Continental/free 
breakfast

85%

52%

A free water station

80%

56%

A free coffee station

76%

51%

A free snack station

70%

47%

Full service, sit-down 
restaurants

69%

47%

A pool

68%

61%

Food and beverage 
options 24 hours a day

68%

48%

An in-room coffee 
machine

63%

35%

Happy hours

60%

47%

Coffee bars

59%

50%

Room service

58%

36%

A gym

52%

36%

Pantry/Micromarket

51%

33%

Bars

50%

30%

Meeting spaces

50%

26%

A spa

Did you know?
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So now that you know that food and beverage amenities 

are enormously valuable to guests, let’s look at which 

attributes matter most within this category. Having quality 

coffee available is of particular importance for travelers 

when thinking about food and beverage options at a lodging 

facility. While you may already supply coffee pots or 

single-cup brewing machines in rooms, you can do more 

to promote a coffee culture on your premises by placing 

coffee stations throughout public spaces or delivering 

coffee free to guests’ rooms. Six out of 10 lodging guests 

also want to see a large variety of coffees (60%) and coffee 

creamers (60%), and nearly as many place importance on a 

variety of coffee sweeteners being available (55%).

The second most important food and beverage attribute 

you can provide is recognizable and trusted brand name 

ingredients. This includes featuring household brand names 

on the menu, at coffee and snack stations, at buffet bars 

and on guests’ dining tables. Since nearly two-thirds of 

consumers say tabletop condiments (68%) and packaged 

condiments (61%) are important to them, featuring trusted 

brands for these items will do more to enhance guests’ 

perception of your food and beverage program.

Kid-focused and portion-control options are also beneficial 

to travelers. Ingredients that are popular with kids and come 

in individual-serving sizes include honey, nut butters and 

fruit spreads, while sandwiches such as peanut butter and 

jelly can promote portion control and appeal to both kids and 

parents alike. 

ACME Hotel Company, a boutique hotel in Chicago, 
offers free coffee room delivery. Guests place their 
order at check-in and staff leave a free thermos of hot 
coffee at their door at the chosen time. 

Comfort Suites offers a Grab It 
& Go Breakfast Bag before its 
breakfast buffet opens. The to-go 
morning option is promoted as 
helping business travelers “arrive 
to your early meeting recharged 
and on time.”

Trend in Action:

Trend in Action:

Most Important Lodging Food 
and Beverage Options

Quality coffee 81%

Recognizable and trusted 
brand name ingredients 73%

Tabletop condiments 68%

Better-for-you options 66%

Portable /grab-and-go 
snacking options 66%

Kid-friendly options 56%

Craveable items 64%

Unique items 56%

A large variety of  
coffee options 61%

A variety of coffee 
sweeteners 55%

Packaged condiments 61%

Portion-control sizes 53%

A variety of coffee creamers 60%

Q: How important is it for the food and beverage options at a hotel or resort to offer the 
following attributes on a scale of 1-5 where 1 = not important at all and 5 = very important?

Base: 259 consumers who have purchased food or beverage at a hotel or resort in the last  
six months

7 out of 10 
lodging operators say 
they prefer nationally 

branded breakfast foods 
and coffee within their 

breakfast program

Did you know?
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Now you know that your food and beverage program is 

your biggest differentiator to stand apart in a crowded 

industry. In fact, seven out of 10 of consumers (72%) take the 

food and beverage offered into consideration when choosing 

their hotel or resort. That sentiment is strong across genders 

and most generations. 

And you know that consumers are looking to your food and 

beverage options to create an outstanding experience at your 

facility. More than three out of four consumers (78%) agree 

to considering the food and beverage to be an important part 

of the hotel or resort experience. 

Prevailing with 
Food and Beverage 
Experiences

GENDER:
70%

75%

GENERATION:

Gen Z

Millennials

Gen X

Baby Boomers

Matures

74%

80%

66%

72%

44%

 “I take the food and beverage offered 
into consideration when choosing 
my hotel/resort.” (Top two box = agree 
completely and agree)

Q: For each statement below regarding food and beverage provided at a hotel or 
resort, please indicate how much you agree or disagree on a scale from 1-5,  
where 1 = disagree completely and 5 = agree completely.

Base: 259 consumers who have purchased food or beverage at a hotel or resort  
in the last six months

Enhancing your food and beverage experience needn’t be 

stressful. Reliable supplier partners can help you enhance your 

variety and quality, which includes spotlighting brands that are 

well-known and liked to appeal to the three out of four hotel 

visitors (73%) who say that recognizable and trusted brand 

name ingredients boost their quality perception of the food and 

beverage at a hotel or resort. By growing and promoting the 

diversity and superiority of your food and beverage program, 

you’ll not only stay competitive but outshine others in your 

channel with a better overall amenities experience.
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01 Strengthen Your Differentiation 

Travelers want to see food and beverage amenities when staying at 

a lodging facility above all other types of amenities. Having a variety 

of these options—from coffee and snack stations, to complimentary 

breakfasts, to pantries and micromarkets—is key to satisfying the 

appetites of a diverse range of guests.

02 Lure Business Travelers

Like the general population, business travelers place significant 

importance on food and beverage amenities. Providing an array of 

offerings—from convenient snack and coffee stations to quality room 

service—will grow traffic among this cohort. 

03 Boost Variety and Quality

Having more food and beverage touchpoints at your facility, as well as 

more options within each of these touchpoints, will help you satisfy a 

greater number of guests. You can enhance your quality perception by 

promoting trusted household brands for coffee, breakfast, snacks and 

other meal occasions. 

05 It’s All About Experience

With today’s heightened competition, convenient food and beverage 

solutions are important, but they are no longer enough. Differentiate 

yourself by creating a memorable foodservice experience that spotlights 

variety, quality and an overall stellar service.

Off the Beaten Path

Finding innovative ways to make food and beverage more accessible and 

inviting will help your amenities stand out. This may involve delivering 

fresh coffee to guests’ rooms at the time of their choice, expanding breakfast 

beyond traditional hours to cater to early morning business travelers or 

designing more shared foodservice spaces to encourage socializing. 

04

Key Takeaways



9

Good memories in the making.™
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Smucker Away From Home has the solutions needed to bolster your 

lodging food and beverage program. Expand your amenities and 

create a lasting experience for travelers by partnering with Smucker 

Away From Home. For more information, contact your Smucker Away 

From Home representative or visit

www.SmuckerAwayFromHome.com/contact

®


