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INTRODUCTION

Innovation is a driver of change globally,
shaping new futures for all industries and
sectors. More than 80% of digitally mature
companies cite innovation as one of their key
strengths, and 80% cultivate alliances with
other organizations to facilitate digital
innovation. Overall, 20% of senior executives
have already appointed a chief innovation
officer (CIO) in their organizations, and 83% of
companies consider innovation as one of their
top three priorities in 2024. Innovation is not
just the implementation of new technologies:
it is the ability to conceive, develop and
implement new products, services, processes
and business models. The link between
business strategy and innovation is
particularly relevant: companies with a
strong link obtain a percentage of revenue
from new products 74% higher than
companies with a weak link between strategy
and innovation.

C ILUNION Hotels

Tourism and hospitality, in particular, are
facing a profound transformation due to
alliances with new players such as start-ups,
disruptive technologies such as Al (artificial
intelligence) and changing consumer trends
and preferences, such as the growing concern
for sustainable tourism, hyperconnectivity or
the search for hyper-personalised experiences;
which open the door to new products,
services and differential business models.
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For example, the metaverse is estimated to
generate over $20 billion in revenue for the
travel industry by 2030, 58% of guests find Al
improves their hotel booking and stay
experience, and companies with differentiated,
operational artificial intelligence (Al) strategies
achieve 50% higher revenue growth than
others.

Jose Angel Preciados

_o0

Executive Director of ILUNION Hotels

This report provides an overview of the degree
of adoption and the most notable examples of
innovation in the tourism sector, taking into
account the practices of the main national and
international chains or those that, despite
being smaller in size, are benchmark examples
in terms of innovation.

C ILUNION Hotels
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Goals

- S

The main chains in the hotel sector are
immersed in a transformation process focused
on digitalisation, agility and optimisation,
especially in the wake of the pandemic.
Knowing what the competition is doing,
understanding their processes and learning
from their successes: the competitive business
intelligence provided by a thorough analysis of
the market is key to drawing up an overview of
innovation in the sector. For this reason,
ILUNION Hotels has carried out a comparative
analysis of innovation in the hotel sector that
pursues three main objectives:

Knowing what the main market players
are doing. The observation, comparison
and in-depth analysis of the strategies and
actions recently carried out by paradigmatic
companies in the hotel sector makes it
possible to evaluate the current degree of
maturity of the industry in terms of
innovation, technology and cybersecurity.

C ILUNION Hotels
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Learning from good practices and driving
innovation, inspiring business change.
Observing the good practices of the most
relevant players in the sector and
understanding the mechanisms that allow
them to be developed allows companies to
learn from these processes and design their
own plans for innovation or the creation of
new services.

Leading business transformation within the
hotel sector in terms of innovation,
technology and cybersecurity.
Understanding the current position of
companies in the market allows progress to be
made in those actions that truly provide
differential value to the end customer,
detecting the most innovative trends and
identifying in which aspects there are greater
opportunities for improvement.
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The following methodology was followed in broken down into a total of 25 variables or
preparing this report: criteria (see Appendix).

Selection of chains. A total of 18 hotel
chains have been analysed, selected for
their relevance in the sector due to their
size, innovative approach, niche market of
interest, leadership or visibility as a brand,;
with a number of hotels that varies from 5

to almost 9,000. (3 .chains have more than themselves or specialized media has been
1,000 hotels, 5 chains have between 100 used primarily. The focus of the research

and 600 hotels and 10 chains h.ave less has been on 2021, 2022, 2023 and the first
than 100 hotels). 15 of the chains have half of 2024, although information has

hotels in more than one country. been analyzed throughout the last

Research through public sources. To
complete the information on each variable
for each channel, the information available
on corporate websites, reports or memoirs
and articles or publications available in the
press rooms or blogs of the channels

decade.
Selection of variables to be analysed.
Three main themes have been defined
(innovation, technology and
cybersecurity),
analyzed \No. of hotels \ Main themes \ variables
chains or criteria
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Definition of the different maturity
levels and scoring system. Four
maturity levels have been defined for
each variable. Each variable has different
level descriptions, but in general terms,
this categorization is followed:

Level 0: does not exist or has not
been found nothing regard of this
variable.

Level 1: there are incipient, isolated
efforts or results or elements that are
only tangentially related.

Level 2: the chain gives a lot of
importance to this variable, there are
different concrete actions or results.

Level 3: the chain is a reference in this
variable due to the results it generates,
the resources it dedicates or uses or
because, thanks to its history, it is
implementing continuous
improvement. This is the highest level
of maturity.

Level 3+ or outstanding (4 in the
graphs): serves to recognize the
categories where the chains stand out
far above the rest. A maximum of 4
levels of this category have been
awarded per chain (when it is
considered relevant; there may be
chains that do not have any special
mention). It is scored as 4 in order to
be able to represent the information
graphically.

C ILUNION Hotels

In the case of the PMS, it was not
possible to assign maturity levels,
so this variable was not taken into
account for the quantitative
assessment. That is, a level was
assigned to a total of 24 variables.

Scoring. Since the research was
conducted using only public sources, it is
possible that some chains are ranked
lower than they would have been if
information from primary sources had
been available. What is being assessed,
therefore, is what they report regarding
the different variables.

Drawing conclusions. The percentage of
chains that are ranked at each level has
been taken into account. The different
percentages have been combined
according to their interest, and
interpretations of the data have been
proposed, as well as specific and
anonymised examples of actions, services
or suppliers analysed.
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Quantitative analysis
of variables

> Innovation as a guide:

Corporate values and innovation levers

I 77,78%

Most of the analyzed chains manifest (at
least on paper) a concern

Concern for innovation: almost 80% already
include it among their strategic values, either
explicitly (61.11%) or tangentially (16.67%). In
addition, 66.67% of the chains mention
innovation explicitly within other aspects such
as the mission, vision or the "“About us”
sections of their

C ILUNION Hotels

16,67%

55,56%

their websites; while 22.22% refer to concepts
related to it (sustainability, social impact,
digitalisation, creativity, etc.). Even so, it is
noteworthy that 11.11% of the chains do
not mention innovation or include related

concepts in any definition of their business
identity.
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This concern can be translated into the
development of  strategic plans, the
construction of an ecosystem of collaborations
and the rethinking of corporate culture to
involve teams in these efforts through training
and co-creation opportunities. Specifically:

Only 33.33% of the analysed chains have
publicly announced that they have a
specific innovation strategy.

66.67% have positions of responsibility
dedicated to innovation: 16.67% have
an Innovation Department, while 50%
lead it through a middle manager or a
director who also assumes other
responsibilities.

100% of the analysed chains have carried
out collaborations with other types of
actors directly or tangentially related to
innovation. A very positive 27.78% of the
chains stand out for having alliances
with a very interesting variety of agents,
such as professionals, foundations and the
third sector, other actors in the tourism
industry or academic agents, as well as
international forums. stard-ups,
associations.

More than half (55.56%) of the analysed
chains actively promote an innovation
strategy.

(;mumonnmms
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innovative culture among their teams;
22.22% of them offer a combination of
actions such as digital skills learning
platforms or innovation methodologies,
intrapreneurship opportunities and
laboratories or hubs in  which
employees participate.

On the other hand, as the main opportunity for
improvement, it has been observed that only
27.78% of the chains analysed share or
mention carrying out market or competition
studies. The rest do not publish reports or
make reference to having carried out any
research (61.11%); or only publish reports very
occasionally (11.11%). Market intelligence,
therefore, could be an aspect to reinforce in
order to increase the competitiveness and
anticipation capacity of the hotel industry with
regard to innovation.

Likewise, only 27.78% of the chains mention
applying agile methodologies or some type of
user-centred  methodology.  This  figure
includes 11.11% that apply them on a
recurring basis in different divisions.
Standardising  the  implementation  of
innovation through specific methodologies
would help groups in the sector to achieve
more  efficient, adaptable and easily
measurable processes.

grupo social
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> Innovation actions: strategies, processes and development

¥ 94,44%

Although all chains have made some
operational improvements, it should be noted
that this figure may be due to the fact that,
generally, improvement processes are only
communicated when they are completed, not
in the previous work. Meanwhile, 66.67% have
implemented improvements in management
and organization in the company's central
services in the same period (38.89% on a
recurring basis).

Among the main innovation  actions
undertaken by the main players in the global
hospitality sector are the launch of new
products, services and business models:

72.22% of the groups analysed have
launched at least one new product
enabled by digital technologies in the last
three years, although only 38.89% launch
products with some recurrence.

C ILUNION Hotels

94.44% have launched a new service in
the last three years (and 66.67% do so on
a recurring basis), such as corporate apps,
loyalty programs or digital communities
and contact centers. The launch of new
services therefore exceeds that of
products, which may respond to the rapid
and easy scalability of digital services in
different properties and geographies,
while changes related to spaces entail a
greater marginal investment per room or
hotel.

38.89% of the chains analyzed have
launched a new business model in the
last five years. Among them, 11.11% of
the chains launch models that are also
relatively new for the industry as a whole,
and not just their previous operations.
Among the most innovative business
model diversifications, the areas of
coworking, cruises, travel insurance, the
launch of specific hotel brands for
locations determinated (as emblematic
places or theme parks) or the rental of
luxury vacation homes (the so-called
branded residences), among others,
stand out.

grupo social
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As regards the development of innovation
initiatives, only 22.22% of the analysed chains
apply different innovation vehicles — such as
challenges or competitions for ideas,
laboratories, factories or innovation centres of

12

(16.67% mention at least one co-creation
initiative or one-off ideas competition) or do
not apply them (61.11%).

As for communication efforts, the following

innovation ratio* has been defined in order to
obtain an overview of communication efforts
proportional to the size of the chains:

their own, or participation in innovation
communities — on a recurring basis. The rest
either implement them in an isolated manner
or in an unsustainable manner over time.

Number of innovation news items published by the network in 2023

x100

Number of hotels in the chain

at 2%, and only 16.67% have obtained a ratio
higher than 10%. There is only one chain with a
ratio higher than 45%.

On average, this ratio is 7.57%, although there
is a big difference between chains. 55.56% of
chains have a lower ratio

*This ratio has been adapted to provide a real picture of the effort made by the largest chains. Thus, for those with
more than 1,000 hotels, this figure has been taken into account instead of the real one, since these chains take
advantage of economies of scale and do not carry out communication actions proportional to their size.

grupo social
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> Measurable innovation:

memories, certifications, awards

The analysis reveals a certain lack of external
recognition (such as certifications) and internal
transparency efforts (such as publicly shared
business reports) that attest to the efforts
undertaken by the chains in terms of
innovation.

Thus, only one of the chains analysed
(equivalent to 5.56%) publishes a specific
innovation report. 38.89% mention innovation
in their annual or sustainability reports, while
55.56% make no reference to it in these
documents.

C ILUNION Hotels
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451.91

20 8

e

16,67% receiyes 3 Innovation Awards

with some frequency
]

Innovation-related certifications are also rare.
66.67% of the groups do not mention
having any, 27.78% of them have sustainability
certifications and only 1 (5.56%) has obtained
one directly related to innovation.

On the other hand, 2/3 of the chains (66.67%)
have received some award or recognition
directly related to innovation, which
demonstrates a search for visibility and
validation of the initiatives through submission
to awards. Despite this, only 16.67% receive
innovation awards on a regular basis.

grupo social
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> Technology strategy, strategic technology

55,56%

38,89%

Almost all of the chains analysed (94.44%)
have implemented or are implementing
technological initiatives, although 38.89%
of them do not have a specific technological
strategy.

> Facilitators and synergies

i 88,89%

Almost 90% of the chains are committed to
creating alliances with partners of different
types —be they consulting firms specializing
in innovation, big tech, start-ups, etc— and at
least some of these alliances involve large-
scale projects (migrations to the cloud,
development of data architectures,
implementation of Al, etc.).

Among the most common external suppliers

with which the analyzed chains establish
collaboration alliances, we can highlight:

C ILUNION Hotels

In terms of strategic management, 61.11% of
the chains have at least one Technology
Director or equivalent. Within this
percentage, in 38.89% of the cases these
functions are distributed among several
management figures with different positions,
such as a Digital Transformation Manager.
Meanwhile, the remaining 38.89% are chains in
which no figures with responsibility in the field
of technology have been identified. It should
be noted that this may be due to the fact that
these companies do not publish information
about these positions or that these managers
are integrated into other areas.

Highlighting cloud infrastructure providers
such as Amazon Web Services (AWS) or
Microsoft Azure; digital payment
technologies such as Stripe, data analysis such
as Power Bl or CRM such as Salesforce and
Zendesk. Also notable are alliances with third
parties such as Tesla to promote the
incorporation of hotels into the electric
mobility network, with institutions such as the
Hotel Technology Institute (ITH) for the
development of experimental projects, or with
specific  traveltech companies such as
Amadeus. Chains also tend to use PMS
software (or Property Management System,
a property management system for the hotel
sector), almost all of which are contracted to
external suppliers.

\ grupo social
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44,44%

J

55,56%

55.56% of the analysed channels only
publicly disclose the cybersecurity
policies necessary for compliance with data
protection regulations (such as privacy
statements, cookies or terms and
conditions). The remaining 44.44% of
channels make an effort to communicate
their privacy policies more
comprehensively, including (in addition to
the legal texts) some space in the privacy

policy.

S TR\ X

38 9633
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their websites or reports in which they
provide a greater level of detail. In general,
these chains explain that they also have
policies for suppliers, or mention their plans
or frameworks.

Regarding the adoption of cybersecurity
strategies, 55.56% mention having a
cybersecurity strategy with specific
initiatives; among them, governance
models, cybersecurity committees, risk
assessment models or cybersecurity training
for their employees. Meanwhile, 44.44% of
the chains analysed do not explicitly mention
having one; of these, 16.67% do share some
cybersecurity initiative that they are carrying
out, although very punctually.

C ILUNION Hotels
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Conclusions

Hotel chains mainly apply technology to
innovate

16

> Average of the 18 hotel chains

Average rating: 1.5/3

The average rating (i.e. the average of the
ratings on the 24 variables of all the chains) is
1.6 out of 3. In other words, in the general
picture, the chains pass the analysis by a
minimum (5.3 on a scale of 0 to 10), despite
standing out for their focus on innovation.
Taking into account that the sample studied
has included chains specifically selected for
their relevance as innovators, it can be
assumed that the average for the hotel
sector would not reach the general pass
mark. Even looking at the most prominent
chains in this area, it can be seen that the
degree of implementation of innovation in its
broadest sense (i.e. not only as a process of
digital or technological transformation, but at
a fundamental business level) is barely
sufficient.

C ILUNION Hotels

However, there is an inequality between the
different pillars measured: on average,
Innovation has received a score of 1.47/3,
while for Technology it was 1.88/3 and for
Cybersecurity 1.61/3. The implementation of
new technologies is, therefore, the area in
which the analysed chains show the greatest
development on average; while there is still
room for improvement in the translation of
technological and digital transformation
processes into business opportunities,
methodologies and  truly innovative
products.
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\ grup:

A.ONCE



Innovation as a lever for transformation in the hotel industry 17

> Average of the 18 hotel chains

[. Innovation B Technology - Cybersecurity ]

Values Communication Innovation Certifications
Innovation strategy:

initiatives

Role of Innovation Awards and Recognitions

Role of Technology

Innovation Strategy Processes (Operational)

eeReaa

Structure Management (Organization) Technology Stategy
Innovation Ecosystem Products Technology Structure
Culture Services Technology Ecosystem and

Projects

Competitive Intelligence New Business Models

Cybersecurity Polices or
Actions
Methodology and Innovation Reports

Processes

Q000D
POPOOP®OD

Cybersecurity Strategy

NOTE 1: The spider chart allows you to analyse the average of all the scores to see a snapshot of the sector.

NOTE 2: The maximum score is 3. Exceptionally, certain chains have been awarded a level 3+, outstanding or 4 to
emphasise the high degree of maturity that may have contributed to the increase in the average score.
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> Best and worst grades

The criteria in which the chains have obtained
the highest average ratings are:

Technological ecosystem and projects

&>

Processes (operational)

&z

Role of innovation

&>

Values

&>

Innovation ecosystem

o ILUNION Hotels
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In contrast, the variables with the worst
average ratings are:

Certifications in innovation

G

Innovation Memories

Ty

Methodology and processes

Innovation strategy: initiatives

Competitive intelligence

0573
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The public information collected on the 18
hotel groups analysed in this comparative
analysis confirms that the main application of
the innovation they are carrying out is the
implementation of new technologies for the
development of novel projects, within an
ecosystem of collaborations and alliances with
technology providers, companies in the sector
and other actors. The implementation of
improvements and efficiencies in processes
and operations and in the internal
management of the business is another of
the main levers of innovative transformation
identified during the analysis, which suggests
that digitalisation initiatives (due to their
scalability and comparatively lower investment
required) are one of the first strategies
undertaken by companies, with technology as
the main lever. In comparison, other more
transformative but demanding innovation
actions in terms of time and resources (such as
the launch of new products and business
models) are lagging behind.

On the other hand, the study reveals —at least
in the light of the information accessible to the
public— a lower maturity in the processes of
development and implementation of specific
innovation or cybersecurity methodologies
and strategies, as well as in obtaining official
certifications  that endorse the digital
transformation efforts of organizations. This
suggests that companies in the sector could
benefit from a more transparent
communication  strategy, focused on
publicizing internal processes and initiatives in
development in terms of innovation; as well as
a more structured, holistic and measurable
approach to the ideation, implementation
and monitoring of innovation, technology
and cybersecurity  strategies, which
materialize in plans.

C ILUNION Hotels
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tions, methodologies, reports and tangible and
publicly disseminated certificates.

There is also a gap between the theoretical
relevance that the chains grant to
innovation (measured in variables such as the
inclusion of innovation among the company's
values or the role it plays in other facets of its
corporate identity, such as the mission) and its
practical application. Thus, the average score
for variables such as Values and Role of
innovation is 2.28 and 2.33, respectively, while
the average score for criteria such as the
development of Products, Services and New
Business Models is 1.33, 1.94 and 1.5,
respectively. It can therefore be deduced that
the desire to innovate does not necessarily
translate into a strategy or specific actions
that materialize it, and that the chains have
room for improvement when it comes to
landing (or, at least, communicating effectively)
real, specific and measurable innovations in
their processes, service offerings and business
lines.

Another relevant aspect observed during the
analysis is that there is no correlation
between the size of the chains and the level
of innovation implemented, or at least with
the communication work they carry out in this
regard. Small groups carry out considerably
more visible innovative activity than much
larger ones, which demonstrates the potential
of this type of initiative to add value and help
build a brand regardless of the scale of the
business.

Below are the radial charts of the chains that
obtained the highest and lowest scores in the
comparative analysis:
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> Best rated chain

Average rating

Values
Role of Innovation

Innovation Strategy

Structure

Innovation Ecosystem

Culture

Competitive Intelligence

0600000

Methodology and
Processes

o ILUNION Hotels

AY
)

%

Communication

Innovation strategy:
initiatives

Processes (Operational)
Management (Organization)
Products

Services

New Business Models

Innovation Reports

@&
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Innovation Certifications
Awards and Recognitions

Role of Technology

Technology Stategy
Technology Structure
Technology Ecosystem and

Projects

Cybersecurity Polices or
Actions

Cybersecurity Strategy

.
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> Chain with the worst rating

Average rating: O€/3 )

[. Innovation B Technology

Cybersecurity ]

Values
Role of Innovation

Innovation Strategy

Structure

Innovation Ecosystem

Culture

Competitive Intelligence

S0®0HO09O

Methodology and
Processes

C ILUNION Hotels
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Communication

Innovation strategy:
initiatives

Processes (Operational)
Management (Organization)

Products
Services

New Business Models

Innovation Reports

Innovation Certifications
Awards and Recognitions
Role of Technology

Technology Stategy

Technology Structure

Technology Ecosystem and
Projects

Cybersecurity Polices or
Actions

Cybersecurity Strategy

A
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From their comparison, it can be observed
that those chains with a better score show a
high degree of maturity that is relatively
equal between the three pillars and the
different variables of each one of them,
evidencing a holistic, multifactorial and
effective  innovation strategy. On the
contrary, the chains with worse ratings show a
lower development of the set of

Best practices

Among the most notable good practices and
actions that have been detected after the
analysis, it is worth mentioning:

Partnerships with  third parties
(whether through service contracts, joint
ventures or, in the case of larger chains,
acquisitions) to launch new products,
services and business models in areas
such as residential and luxury tourism or
MICE tourism, such as cruise lines,
vacation rentals, training campuses or
omnichannel experiences augmented
through the metaverse or digital twins.

The optimization of operations thanks
to technology, from the digitalization of
back office processes, to the promotion
of big data strategies such as the
construction of data lakes or the use of
machine learning tools to incorporate
dynamic pricing strategies.

The promotion of a digitalized and
augmented user experience, from
booking (enhanced, for example, with
room selection and display options) to
online check-in and check-out, with
other advantages such as the possibility
of booking flights from the hotel
website, digital key, information

C ILUNION Hotels
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variables in general, and very uneven between
them (with even zero progress in some of the
criteria), which gives rise to an uneven and
uneven radial graph. It can be concluded that,
in general terms, the hotel industry could
benefit from a more global conception of
innovation, instead of focusing on certain
levers or specific actions.

Personalised information available through
apps or access to leisure content via
mobile devices.

Promoting sustainability through tools
aimed at reducing food or water waste,
incorporating  renewable  energy or
enabling electric charging points.

Implementing Al in customer service,
such as digital concierges or travel advisors
powered by conversational interfaces such
as ChatGPT.

Developing a culture of innovation at an
internal level, ranging from the creation of
HR management, communication and e-
learning platforms for employees to the
implementation of initiatives such as
experimentation laboratories or upskilling
and reskilling programmes, with a strong
focus on cybersecurity.

Home automation initiatives that equip
facilities with loT devices to boost
accessibility, sustainability (allowing for
lighting or air conditioning in spaces to be
controlled, for example) and automation.

\ grupo social
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Appendix: study variables

©

Values: Explicit or implicit mention (with

the inclusion of related terms) of
innovation in the chain's corporate
values.

Role of innovation: Inclusion of

innovation or related topics in other
corporate identity documents such as
the mission or the "About Us" section of
the chain's website.

Innovation strategy: Existence of an
explicit innovation strategy, guidelines or
policies.

Structure: Presence of specific positions
in the chain's public organizational chart,
with a greater or lesser level of authority,
specifically dedicated to innovation or as
part of other responsibilities.

Innovation ecosystem: Creation of
alliances with external stakeholders and
participation in innovation forums.

Culture: Implementation of an internal
culture of innovation that involves
employees (on a recurring or non-
recurring basis) in the development of
intrapreneurship,  digitalization  and
technological adoption opportunities.

Competitive intelligence: Carrying out
competitive surveillance actions and
market and trend analysis.

C ILUNION Hotels
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)

Methodology and processes: Design
and implementation of agile
methodologies or specific innovation
processes focused on users.

Communication: News published by the
chain on its blog or website related to
innovation.

Innovation strategy: initiatives.
Innovation vehicles launched by the
chain.

Processes (operational): Initiatives to
digitalise and automate the operations
of the chain's hotels.

Management (organisation): Actions
aimed at improving and optimising the
management and organisation of the
chain's central services.

Products: Launch of new, more or less
innovative products in the last 3 years.

Services: Offer of new, innovative

services over the last 3 years.

New business models: Development of
new, alternative and complementary
business models to traditional hotel
operations, by the chain itself and/or at
the industry level, in the last 3 years.

grupo social
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Innovation reports: Publication of
annual reports or reports of the chain
specifically dedicated to innovation or
which mention it.

Innovation certifications: Awarding of

official certifications in the field of
innovation.
Role of technology: Inclusion of

technology or related topics in the
communications, values and mission of
the chain.

Strategy  technological:  Definition,
implementation and consolidation of a
technology or digital transformation
strategy.

Structure: Weight of technology in the
company structure.

Cybersecurity policies: Implementation
and visibility of policies and good
practices in cybersecurity and data
protection.
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Awards and recognition: Obtaining
awards related to innovation directly or
tangentially; for example, in the field of
sustainability.

Technological ecosystem and projects:
Creation of technological alliances with
different areas for the development of
technological projects of a certain scale.

PMS* (level assessment not included):
Use of PMS (Property Management
Systems) software suppliers tools for the
hospitality industry.

Cybersecurity strategies: Development
of cybersecurity actions and initiatives.
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C ILUNION Hotels

ILUNION Hotels is the hotel division of the
ONCE Social Group, a unique model in the
world that seeks to promote sustainable,
responsible, inclusive and accessible tourism.
It has a team of 1,700 people, 41% of whom
have some type of disability; as well as 31
establishments spread throughout Spain,
which have universal accessibility certification
(UNE 170001-2) and the BREEAM seal, which
guarantees the sustainability of the buildings.
It has been the first company in the sector to
obtain the EFQM 600+ European Seal of
Excellence, awarded by the Club of Excellence
in Management in recognition of its business
model and management. In addition, they
apply the concept of Innovation with Purpose,
where stakeholders are a fundamental part of
the company's co-creation process.

ILUNION Hotels has created this report by

contributing its sector knowledge and the
structural definition of the content.
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Opinno.

Opinno is a global innovation firm founded in
Silicon Valley in 2008 that transforms
organizations through the use of innovative
methodologies. It is one of the leading
innovation consultancies, specialized in the
design of digitalization strategies,
cultural/corporate transformation and new
ways of working (Agile, Lean, collaborative
models, etc.), design of digital products and
services, digital reskilling of the workforce and
prototyping, design and implementation of
open innovation strategies. Opinno has
consolidated an ecosystem that includes
leading experts in innovation and technology
from around the world, in addition to
publishing the MIT Technology Review
magazine in Spanish.

For this report, Opinno has defined the study
methodology and executed the research.
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If you wish to receive more detailed information about our comparative study on the state of
innovation, you can request it by sending an email to_jrodriguezt@ilunionhotels.com, including your
contact details (name, surname, company, position in the company, email and contact telephone
number).
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