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Get Informed

The standard for hotel
benchmarking since 1985.
STR is the source for premium global data benchmarking,
analytics and marketplace insights. Our data is confidential,
reliable, accurate and actionable. Our comprehensive
solutions are built to fuel growth and help our clients make
better business decisions.
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Introduction.
STR provide a benchmarking platform
to increase your competitive visibility
in an increasingly competitive market.
STR want to help your hotel maximise its profitability and,
at the same time, help you offer your guests the best rates
in the market.
Visit Jersey has partnered with STR to provide you with the
most reliable hotel data available, so you can compare your
performance against your competition, make better business
decisions and be more productive.
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Foreword.
Nigel Robson

Executive Director, The Royal Yacht Hotel & Spa

“We were first introduced to STR global following the relaunch
of the new 4-star Royal Yacht Hotel over 10 years ago. The
industry was in need of an accurate provider of information
relating to accommodation.
The areas being: Occupancy, Average Daily Rate and Revenue
Per Available room. This information is key to maximising room
revenue throughout the year and being able to bench mark
this against competitive sets and the whole market to monitor
individual performance.
STR allows this to happen with accurate and meaningful
information which you as a member supply.
Visit Jersey’s goal would be for all accommodation providers
to be members of STR and in turn this would give all of us
a true and accurate analysis of the market, which would be
invaluable in managing this very important revenue stream.”
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Hotel Survey
Programme.
Once enrolled in the programme, you will receive market and
submarket level data for FREE - enabling you to benchmark
your organisation’s performance.
You can join STR’s complimentary survey by simply providing
the hotel’s available rooms, sold rooms and net room revenue.
Participants receive the aggregated occupancy, average
daily rate (ADR) and revenue per available room (RevPAR)
performance for their respective local market segments.

Details
■■ Only available to data providers
■■ Annual subscription (complimentary)
■■ Benchmark your hotel against the local market segments
■■ Individual data is always kept confidential
■■ Complimentary Excel report delivered on a monthly,
weekly and daily basis (depending on data submission)
■■ Online access to four industry segments (market,
market class, submarket and submarket class)
The Hotel Survey is accessible online for your convenience
and is available on a monthly basis.
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The STAR Report.
Subscribing to the STAR Benchmarking Report will give your team
a better understanding of how rates and marketing initiatives affect
occupancy levels. The report tracks your revenue and room sales on
a daily basis, along with your chosen market competitors. Individual
data always remains anonymous and participants are provided with
complimentary customer support to help you get the most value
from STR’s reports. There is a cost to The Star Report of £775.

As part of the STAR Report you will:
■■ Receive a subscription based report, benchmarking your hotel’s
occupancy, ADR and RevPAR against a competitive set of your
choice
■■ Have the ability to identify precisely where you are gaining or
losing market share so you can drive revenue to your business
■■ Gain a reliable basis for sales, marketing and revenue
management decisions
■■ Be able to challenge assumptions with facts and monitor
the effects of your business decisions based on a clearer
understanding of your performance
■■ Use the data to set targets and budgets for your departments
and then measure your progress
■■ See comparisons between direct competitors and your local market
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FAQs.
What is hotel benchmarking?

Occupancy (Occ)

Benchmarking is the process of comparing
your business’ performance against
your competition. STR’s comprehensive
benchmarking reports help hoteliers see
how they match up so they can strategise
and compete within their markets.

Occupancy is the percentage of available
rooms that were sold during a specified
period of time. Occupancy is calculated
by dividing the number of rooms sold by
rooms available.

What data does STR collect
from hotels?
STR’s minimum requirement for
participation is: rooms available, rooms
sold and net room revenue. This data
is collected and checked on a monthly,
weekly and daily basis.
STR also collect data broken down by
source of business (transient, group and
contract) and source of revenue (room,
F&B and other), which is known as
segmentation data. Annually, we collect
profitability data, which includes costs
by department and profit.
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ADR (Average Daily Rate)
A measure of the average rate paid for
rooms sold, calculated by dividing room
revenue by rooms sold.

Occupancy =
Rooms Sold /
Rooms Available

ADR = Room Revenue
/ Rooms Sold

RevPAR (Revenue Per
Available Room)
Revenue Per Available Room (RevPAR)
is the total room revenue divided by
the total number of available rooms.
RevPAR differs from average daily rate
(ADR) because RevPAR is affected by the
amount of unoccupied available rooms,
while ADR shows only the average rate
of rooms actually sold.

Occupancy
x ADR =
RevPAR

FAQs.
Is my hotel capturing its
fair share of rooms sold
and revenue?

(Hotel Occupancy/
Segment Occupancy)
x 100 = Occupancy Index

Our occupancy, ADR and RevPAR
indexes identify whether your hotel
is achieving its fair market share by
showing how you match up against
competitors.

The MPI measures a hotel’s occupancy
performance relative to an aggregated
grouping of hotels (e.g., competitive
set, market, submarket). If all things
are equal, a property’s Occ Index is
expected to be 100, compared to the
aggregated group of hotels (is also
described as “fair share”). An Occ Index
greater than 100 represents more than
the expected share of the aggregated
group’s occupancy performance, and an
Occ Index below 100 reflects less than
the expected share of the aggregated
group’s occupancy performance.

OCC (Penetration) Index/MPI
(Market Penetration Index)
An index designed to measure a hotel’s
share of its segment’s (competitor set,
market, etc.) demand (demand = rooms
sold).
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ADR (Rate) Index/ARI
(Average Rate Index)
The ADR Index measures your hotel’s
ADR performance relative to an
aggregated grouping of hotels (e.g.,
competitive set, market, submarket/tract).
An ADR Index of 100 equals a fair share
of ADR, compared to the aggregated
group of hotels. An ADR Index greater
than 100 represents more than a fair
share of the aggregated group’s ADR
performance, and an ADR Index below
100 reflects less than a fair share of the
aggregated group’s ADR performance.

FAQs.
To calculate
an ADR Index:

RevPAR (Yield) Index/RGI
(Revenue Generated Index)

(Hotel ADR / Aggregated group of
hotels’ ADR) x 100 = ADR Index. If your
hotel’s ADR is £50 and the ADR of its
competitive set is £50, your hotel’s
index would total 100. If your hotel’s
ADR totalled £60, its index would be
120, indicating the hotel has captured
more than its fair share. If your hotel’s
ADR totalled £40, its index would be 80,
indicating the hotel has captured less
than its fair share.

A RevPAR (Yield) Index measures
a hotel’s fair market share of their
segment’s (competitive set, market,
submarket, etc.) revenue per available
room. If your hotel is capturing its fair
market share, the index will be 100. If it is
capturing less than its fair market share,
your hotel’s index will be less than 100.
And if it is capturing more than its fair
market share, your hotel’s index will be
greater than 100.
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RevPAR Index =
(Hotel RevPAR/
Segment RevPAR) x 100
If your hotel’s RevPAR is £50 and the
RevPAR of its competitive set is £50,
your hotel’s index would total 100.
If your hotel’s RevPAR totalled £60,
its index would be 120, which indicates
that your hotel has captured more than
its fair share. If your hotel’s RevPAR
totalled £40, its index would be 80,
which indicates that it has captured
less than its fair share.

Supply

Occupancy

Rooms available

Demand

Rooms sold

Revenue

% Rooms occupied
= Rooms sold/rooms available

RevPAR

ADR

Revenue per available room
= Rooms revenue/
Total rooms available

Average daily rate
= Rooms revenue/rooms available

Rooms revenue
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Submitting data is easy.

1

www.strglobal.com
& Login

2

Click on data tab

3

Submit your three data points
(rooms available, rooms sold
and rooms revenue)

Submitting data to STR is a quick, easy process. A hotel securely shares the number of rooms
available, number of rooms sold, and revenue. You may submit this data through any of the
following options:
■■ Web - Submit daily data via clients.
strglobal.com
■■ Email - Enter data in an Excel
spreadsheet and send to data@str.com
■■ File Transfer Protocol FTP - Enter data in
an Excel spreadsheet and upload to STR
via our FTP site

Join the conversation #theislandbreak

■■ Feed - Hotels and chains with
data systems can use a script to
automatically upload data through
STR’s FTP site
■■ Connect - Hotels and chains with
central reservation systems can
submit data directly to STR though
an automatic connection

STR Online Portal.
You will receive a secure login to access the online portal
at www.strglobal.com (access can be for one or multiple
properties, if authorised). Once logged in you will be able to
submit all required data and upload it securely. In the event of
data submission errors, you will receive an automated email.
Submitted data is also viewable within the online portal.
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What’s in it for you?
David Edwards
Head of Research and Insights, Visit Jersey
“For any accommodation provider with ten or more rooms
this is your opportunity to figure out whether you are doing
as well as you think you are, or, perhaps, better than you
think you are, by benchmarking key performance metrics
against the experience of other similar accommodation
providers. Perhaps the best thing about the STR suite
of tools allowing you to benchmark your performance is
that if you just want top-line figures it is absolutely free –
all you need to do is input figures on a monthly basis.”

Get involved
For more information contact
info@strglobal.com
www.strglobal.com
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Meet Melissa.
When asked to have an input in Visit
Jersey’s Accessible Tourism Toolkit I was
over the moon as it meant Jersey was
moving forward. I am very passionate
about inclusion and improving everyday life
for people with disabilities within jersey. I
have faced the difficulties that other people
with disabilities face, from the struggles to
get around the island to accessing shops,
tourist places and beaches.

Hi, my name is Melissa, I
was born with spina bifida
and because of this I now
use a wheelchair full time.

This toolkit is designed to help make all these
things easier for people with disabilities some
of which are visible, others less so. Being
inclusive is very important because it shows
that Jersey is thinking about its population and
visitors as one and offers opportunities for all.
Over the years Jersey has been considered
‘behind’ in terms of accessibility, however the
recent Disability Strategy, and consequently the
changes in the law off the back of that, means
that Jersey must be accessible by 2020.
Tourism businesses can play an important part
in being an inclusive destination by improving
access for all activities, whether this includes

Tel: +44 (0) 1534 849774
E-Mail: product@visitjersey.je
www.jersey.com
Join
the conversation #theislandbreak

sightseeing or beach sports activities. Teaming
up with different organisations around the island
will make Jersey an inclusive place to visit.
Not only can Visit Jersey advise and
help improve visitor attractions, but also
accommodation providers, restaurants, retailers
and tour operators are set to make changes.
This will then inspire more people to discover
our beautiful island and give a warm welcome.
I am looking forward to changes that are being
made over the next few years as it means I, and
many others like me, will be able to visit parts
of the island that once were not possible. There
have been times when I haven’t been able to
go to places with friends and family due to it not
being wheelchair friendly. I hope the changes
that are made will allow me to live a life like
everybody else on our island, and I hope it will
encourage more people with disabilities to come
and visit and leave with lasting memories.

Melissa

