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A recent survey of luxury travel agency amenity programs offered to luxury travel advisors and 
their clients was conducted by New York-based Strategic Vision, a marketing consultancy 
specializing in the luxury travel and hospitality industries. An analysis of the information collected 
from hotel executives and interviews with 24 luxury travel agency owners reflected a crucial, and 
positive, fact – that global hoteliers in the luxury travel space continue to believe in the power 
of the luxury travel agent distribution channel to drive revenue. 
 
 
SERVICE DELIVERY IS KEY TO SUCCESS 
 
While a small handful of amenity programs are more than 10 years old, the past five years have 
seen their tremendous growth, now encompassing nearly every leading luxury brand globally. 
They were originally conceived as an incentive to drive luxury travel advisor bookings (affording 
value-added benefits and recognition for clients) with the goals of building loyalty and boosting 
market share. Many programs have since been introduced in order for hotel companies to remain 
competitive but the risk of a cluttered marketplace is now very apparent.  
 
The reality is that the incentive for luxury advisors to move from one hotel company to another 
has diminished because the differences between the programs aren’t compelling enough to 
change the booking habits of travel consultants. Therefore, it is vital for luxury hotel companies 
to craft programs that will distinguish them from the fierce competition. Hotels might create 
amenity programs to drive market share and build loyalty, but the luxury advisor community 
views it differently; advisors require properties to fulfill the promise of an impeccably 
implemented guest experience.  
 
Some programs focus more on advisor and/or agency benefits than client perks, and vice versa, 
but in the end, all programs, whether for the agency, advisor or client, have to over-deliver on 
their promise. Successful implementation of every aspect of the program is unquestionably the 
most important element of these programs. The consistency and delivery of the amenity 
programs, achieving the highest levels of guest satisfaction and unrivaled service on-property, 
and the immediacy of the benefits to clients are key elements that luxury travel consultants 
require as they design their clients’ travel itineraries.   
 
 
BENEFITS THAT RESONATE WITH ADVISORS 
 
Luxury travel advisors overwhelmingly stated that the client experience on-property (which 
must be unrivaled, impeccable, and exceeding expectations) is the number one reason they 
book an amenity program. The amenity program benefits to the advisor and agency itself are 
seen as secondary considerations, whether through financial incentives or educational 
components. 
 
Increased commissions in some capacity are extremely worthwhile to luxury travel advisors –  
whether it is a bonus for bookings over a set number of room nights, boosted commissions for 
reservations in suite accommodations, commissions on additional trip elements (such as airport-
hotel transfers, spa services, and food and beverage purchases), or financial compensation based 
on performance and achievement of production goals.  
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Opportunities for enhanced education are also a significant benefit that resonates with these 
professionals – with personal visits to hotel properties a key part of that process.  Whether 
offered as a reward for meeting production targets, or being given exceptionally good rates during 
high-season periods, advisors want to experience the hotels for themselves. Getting to see a 
property first-hand makes advisors stronger and more confident as curators of travel in making 
recommendations to their clients.   
 
Education on a hotel company’s portfolio is another essential requirement of a travel agency 
amenity program.  Dedicated websites with exclusive web content provide advisors access to 
online tools enabling them to more intelligently sell a hotel. A robust web-based tool for advisors 
significantly enhances the selling capabilities of the advisor.  
 
One agency owner pointed out that while advisors greatly appreciate complimentary hotel nights 
and attractive rates, what’s more important is that “good agents need tools to make them more 
money” – helping them be more efficient and effective in the selling process. 
 
Additionally important to advisors are gift cards (such as $50 for an advisor and a $500 check to 
the agency), exclusive promotions, reliable communication from supplier partners, and dedicated 
hotel reservationists for advisors to liaise with about client bookings.  
 
With all these benefits and incentives in place to help the luxury travel advisor sell a particular 
hotel brand, the strength of their relationships with the sales teams on property and regionally 
remains key to knowing their clients’ experience will be exceptional, which is the advisor’s 
primary objective. 
 
 
MAKING A DIFFERENCE FOR CLIENTS 
 
Advisors firmly believe that the manner in which amenity programs are executed on-property 
for their clients is most compelling. Benefits should also be meaningful, useful and afford VIP 
status.  
 
Advisors confirm the most popular amenities available include a room upgrade at the time of 
booking (as opposed to at the time of arrival subject to availability), full daily breakfast for two 
people per room (as opposed to continental breakfast), a resort credit to be applied anywhere on 
property (such as for spa services or food and beverage), and in-room check-in/check-out.  
 
Client recognition on property by all staff members is essential, whether by the front desk staff, 
concierge, housekeeping, restaurant staff, and acknowledgement from the General Manager with 
a personalized note in-room (with a reference back to the booking advisor). One travel consultant 
suggested designating a special on-property host (at a manager or director level) to personally 
touch base with the clients throughout their stay and then provide partner agencies with timely 
feedback. Advisors absolutely want to be informed from their supplier partners before hearing 
from their client – whether the feedback is positive or negative.  Hotel companies that can 
consistently provide a seamless communication process from the property to the advisor in 
real-time will certainly help rank them high on an agency’s list of preferred partners. 
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The single biggest aspect of the client side of an amenity program is the on-property 
implementation of the actual benefits – flawless delivery throughout the entire organization is 
the only option. The entire staff must be properly trained, ensuring that the ethos behind the 
amenity program is ingrained across all departments; this is especially imperative for global 
companies that seek consistency of delivery across their portfolio.  
 
Missteps in delivery negatively affect the hotel’s brand perception by the clients. When 
implementation and service falter, consumers and advisors get disappointed, this creates a 
downward spiral of lost confidence in a brand and a shift of business. 
 
 
AGENCIES RELATIONSHIPS WITH SUPPLIERS & CONSORTIA 
 
Agency owners together with their supplier partners determine which agency locations (and 
therefore which advisors) participate in these amenity programs. The number of participating 
agencies varies anywhere from 20 domestic agencies in North America to 300 agencies on a global 
level.  The size of a hotel company’s portfolio typically impacts the type and range of client 
benefits offered that can be effectively delivered as promised. Participation is generally retained 
based on an agency’s ability to achieve pre-determined revenue targets.  
 
Luxury agency owners rely on supplier partners to help monitor the effectiveness of amenity 
programs. While many hotel partners are already conducting quarterly business review meetings 
to outline strategies and goals, agency owners are calling for increased training, a steady stream 
of company updates, regional meetings, and other ways in which to enhance their education and 
enrich their selling capabilities. 
 
Hotel companies seek to grow the volume of their reservations, combat discounting and maximize 
rate, and find those travel advisors who consistently book the highest room categories. One 
agency owner noted, though, that the relationship should go beyond purely sales targets to a 
more robust, mutually beneficial business relationship.  Agency owners’ objectives (in order of 
importance) are measuring the level of client satisfaction, building strong relationships with their 
partners, and then financial reward.  
 
Agency owners recognize their responsibility as well in terms of promoting the amenity programs 
in which their agencies participate by posting information on their intranet with links to partners’ 
sites and guaranteeing that communication is disseminated to their team. Recognizing key 
advisors within an agency as “brand advocates” also greatly enhances the communication process 
within the agency itself. 
 
The majority of high-end agencies are members of consortia that maintain their own hotel 
programs. Therefore, it is crucial to understand the distinct differences between amenity and 
consortia benefit programs. Consortia typically have select individual hotels in their programs to 
fulfill a need in a specific location (in a city or destination) or for a distinct style of property. 
And, consortia won’t bring a hotel into an existing program that would cannibalize business 
from another hotel. Luxury travel advisors are of a similar mindset – they look to satisfy the 
needs of the clients by choosing the right hotel for them.  
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CONCLUSIONS 
 

 Hotel companies develop amenity programs to help build loyalty amongst the luxury 
travel agent community and capture market share from their competitors – but with so 
many amenity programs now in place, these objectives are in jeopardy as agencies find it 
increasingly difficult to support so many luxury hotel partners. 

 

 With the plethora of amenity programs in the luxury space, advisors can seek out other 
brands if they (and their clients) are dissatisfied. Booking a hotel stay can take months of 
advice-dispensing and planning by a consultant, but consumer satisfaction on-property can 
be shattered in an instant – and then advisors move on to another brand. 
 

 Luxury travel agency amenity programs are here to stay. Luxury travel consultants 
remember amenity programs that are simple – hotels can win their coveted attention by 
distinguishing themselves with programs that are reliable, well-thought-through, and 
impeccably executed at the brand level – for both the advisor/agency and on-property 
for consumers. 
  

 Benefits to advisors and clients must be robust, compelling and tangible. However, 
agencies understand that there are limitations as to what hotels can implement, which is 
why one owner advised that hotel companies “don’t shoot for the moon.” What’s vital is 
for hotel companies to put in place what they can deliver 100 percent of the time. It’s a 
win-win situation when clients report back to their trusted advisors about their positive 
on-property experience. 

 

 Advisors crave responsiveness from their supplier partners (such as providing essential 
sales and educational support) so they can realize their production goals. Interactions 
that are mutually beneficial yield strong results and solid, long-lasting connections. 

 

 In many ways, successful engagement and implementation of amenity programs comes 
back to the importance of a well-cultivated and trusted relationship. It is a cycle: 
Suppliers build genuine relationships with advisors that truly define partnership. Advisors 
feel confident in the suppliers’ flawless execution of the program’s elements. Satisfied 
advisors and delighted clients keep the business moving forward. Capturing the strength of 
the relationships between the advisor, agency owner and hotel company with an 
integrated communications approach has the power to generate a cohesive and rewarding 
selling strategy. 

 
 
 
 
 
------------------------------------------------------------------------------------------------------------------------------- 
 
“A White Paper – Luxury Travel Agency Amenity Programs” was prepared by Strategic Vision in 
October 2014. For more information, contact Peter Bates, President, at pjb@strategicvision.org or 
914-881-9050. www.strategicvision.org  
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