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he month of September was marked by the 
disappearance of Thomas Cook, an emblematic 
giant among tour operators and considered to 

be the world’s oldest travel agent.  For a number of 
decades the company had, however, grown signifi-
cantly with a diversification of services that took it in 
the direction of managing its own airline and hotels, 
integrating all into a value chain. 

The Spanish hospitality industry has been among the 
most adversely affected by the company’s disappear-
ance, particularly in locations such as the Balearic 
and Canary Islands and the Costa del Sol, though 
its interests in the Caribbean and Central America 
have also been impacted. The losses are difficult to 
tally. Over the short term, the figure of 200 million 
Euro is being bandied about, in that the peak season 
in the Canaries has already begun and it will not be 
possible to recoup cancellations. In any event, the 
situation of some of the hotel chains involved may 
generate movements on the part of investors. It is 
important to remember that Thomas Cook directly 
managed 50 hotels in Spanish holiday destinations. 

Within this context, we see how  business models 
have involved in the tourism sector in line with the 
changing demand profile. The consumer currently has 
much greater power within his or her reach thanks 
to OTAs, as well as better market knowledge thanks 
to social networks and the Internet. The hospitality 
industry is conscious of this revolution, is investing 
and must continue to invest in digital strategy in or-
der to better understand customers and offer them 
an accommodation and experience product that 
fits their needs and expectations or even positively 
surprises them. 

Aside from the fall of Thomas Cook, with its strong 
influence in the UK market, Brexit is generating added 
uncertainty and a further extension has been agreed 
up January 31, 2020. At present the change of cycle 
appears to be impacting the Canary Islands the most, 
recording falls in the number of international tourists 
since 2018. It is, however, difficult to conclude whether 
the explanation stems from the economic slowdown, 
Brexit or from a recovery of other destinations around 
the Mediterranean, although undoubtedly all of the 
aforementioned play their part.

Besides Brexit, Spain is also facing a complex autumn 
from a political point of view, in particular with regard 
to the November 10 elections. A challenge for the 
new government will be to define a marketing and 
communications strategy to strengthen the posi-
tioning of the Spain brand in the leading markets of 
origin, some of which are growing as in the case of 
the Asian markets (China, Korea, Japan, India, etc.). 
Apart from messaging aimed at possible tourists, 
the government must also strive to generate a stable 
legal and regulatory framework that continues to 
attract investors and business people by offering a 
favourable climate for tourism projects.
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THE SUMMER SEASON COMES TO A CLOSE 
WITH STRONG FIGURES AND A FEW MISGIVINGS
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DEVELOPMENTS

his annual meeting, sponsored by Hilton World-
wide, will include Oriol Barrachina, the CEO of 
Cushman & Wakefield in Spain, as well as Bruno 

Hallé and Albert Grau, partners and co-directors of 
C&W’s Hospitality division in Spain. 

The first section of the Conference will include an 
analysis of the sector by Caixabank Hotels & Tour-
ism, to be followed by STR, a firm specialising in 
the benchmarking of the hospitality sector, which 
will contribute its overview of the evolution of the 

industry and the main trends for 2020. Bruno 
Hallé and Albert Grau will then give a detailed 

breakdown of the state of the Spanish 
market and prepare the ground for the 
matters that will be dealt with by the 
two subsequent round tables, one 
comprising investors and the other 
consisting of operators. 

For Cushman & Wakefield this confer-
ence will put the finishing touches to 2019, 

a major year for the firm in terms of hospi-
tality in Spain with the creation of this division 

and the full incorporation of the senior team of the 
specialised consultancy Magma HC.

T

CUSHMAN & WAKEFIELD HOSPITALITY HOLDS 

The Annual Cushman & Wakefield 
Hospitality Conference will be held at the 
Hilton Madrid Airport in Spain and is 
aimed at business people and professionals 
in the sector. Under the banner “What’s 
Next?: Hotel Investment Strategies in a new 
cycle”, the scheduled speakers include both 
investors and operators who will analyse 
the realities of the sector from varying 
viewpoints. 

IN MADRID

ITS ANNUAL

Cushman 
& Wakefield 
Hospitality 
Annual Conference  
December 12
HILTON MADRID 
AIRPORT

CONFERENCE



BARCELONA 
GLOBAL PRESENTS 
ITS STRATEGY FOR 
THE CITY’S TOURISM 
BRAND

his private, independent, non-profit associa-
tion, comprising 208 companies, more than 
752 professionals and of which Cushman & 

Wakefield is a corporate member, presented this 
July its stance regarding policies relating to tourism 
management in the city of Barcelona. 

The presentation of the document involved the par-
ticipation of Pau Guardans and Mateu Hernández, 
President and CEO respectively of Barcelona Global, 
along with Bruno Hallé, partner and co-director of 
Cushman & Wakefield Hospitality in Spain. The insti-
tution summed up in six points in the document the 
items that should form the cornerstones of tourism 
promotion and management for the city:

 Position tourism as a priority for council policy. 

 Foster a new model for the agency Barcelona Tu-
risme in order to restore public-private collaboration.
 
 Clarify and give stability to the legal framework for 

the development of tourism in the city. 

 Decentralise tourism activity towards areas that are 
less congested, though equally attractive. 

T
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agenda
DECEMBER 2019

 Cushman & Wakefield 
Hospitality 
Annual Conference
December 12 / 
Madrid
www.cushmanwakefield.es/

NOVEMBER 2019 

 IBTM World 2019
November 27-29 / 
Barcelona
www.ibtmworld.com

 Ibiza Tourism Forum
November 21 /
Ibiza 
1030 to 1100: Tourism 
investment flows in Ibiza. 
(Round table moderated 
by Bruno Hallé)

 Reduce seasonality by redirecting the tourism of-
fering towards cultural and culinary activities. 

 Guarantee safety in public spaces. 

The measures proposed by Barcelona Global stem 
from the joint work carried out by members of the 
institution who are professionally linked with tourism 
activity. 

JANUARY 2020

 Fitur Madrid
January 23-27 / 
Madrid
www.ifema.es/fitur_01 

FEBRUARY 2020

 HIP – Hospitality 
Innovation Planet
February 18-20 / 
Madrid
www.expohip.com
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HOW DO 
YOU VIEW 
THE EVOLUTION 
OF URBAN 
DESTINATIONS 
IN SPAIN?
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PALOMA MARTÍNEZ 
Managing Director 
InterContinental Madrid

adrid is increasingly becoming a benchmark in tourism. A gradual 
growth in interest in the Spanish capital is visible. This is a result 
of the improvement in the positioning of the city, with growth of 

2.7% over the past year producing a figure of 10.2 million travellers, 53.3% 
of whom were from abroad. 

The supply of hotel rooms has increased in tandem with this interest, the 
rate of growth being forecast to double in 2020 to some 3.1%.  At some 
4.6%, the growth figures for 2021 are even higher.

The key to the evolution of the Madrid market now lies in the sustainability 
of this growth, it being essential that the city focus its efforts on 3 main 
strategies. 

It is important first of all to reduce the seasonality of the destination, the 
meetings and events segment being the most effective way to achieve this. 
Awarded the title of “Europe’s Leading Meeting & Conference Destination” 
in 2018 by the World Travel Awards and nominated again this year, Madrid 
has seen growth of some 42% in this segment over the past 7 years. Now 
representing some 11% of the Madrid tourism market, there is still room for 
growth in this segment. 

The second strategy worth highlighting revolves around decentralisation. 
New York is an example of this, successfully orienting part of the demand 
arriving in the city away from the tourist heart of Manhattan. Madrid boasts 
hotel, cultural and culinary offerings throughout the city, with capacity to 
evenly spread the growing arrival of visitors, thus avoiding overcrowding 
and driving forward the economy of other parts of the city.

Lastly, quality is key to the growth of the city. Although 62% of the current 
hotel supply consists of 5 and 4-star establishments, the concept of quality 
goes beyond simply luxury. Madrid must continue to offer quality products 
in all aspects: gastronomy, culture, retail, cleanliness, safety, etc. 

M
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MIKEL ZALDUA 
General Manager Lasala 
Plaza Hotel

onostia-San Sebastian has just been awarded the innovation and 
sustainability prize in public policy and governance by the Wòrld 
Tourism Organisation (UNWTO). This gives recognition to “Inspi-

rational projects that contribute towards sustainable tourism”. The project 
“Love San Sebastian, Live Donostia” puts citizens at its heart and commits to 
social, environmental and economic sustainability, quality-of-life, singularity, 
culture, language and traditions. 

The most recent data (aggregate to August 2019) points towards a good 
year for tourism in the region. In excess of 1 million overnight stays were 
achieved  (+7.77% compared with the same period - January-August 2018) 
as a result of the efforts of both private sector initiatives and public bodies 
in line with the Donostia/San Sebastian Master Plan VISIT/BIZI 2017-2021. 
The international outlook of the San Sebastian region means that of the 
more than 1 million overnight stays, some 60.6% corresponded to foreign 
visitors. This year is the first in which US tourists have gone from second to 
first place, with 39.4% of visitors being Spanish (in order: Madrid, Catalonia, 
the Basque Country, Andalusia and Aragon).

The hotel capacity of the city has increased by some 17%, going from 3,995 
in 2017 to 4,667 in 2019. The city currently has 45 establishments (5 more 
than the previous year) and another 5 are forecast to open over the coming 
months. Besides the business sector and domestic tourism, the international 
tourism received by San Sebastian is driving it towards the possession of a 
high-quality hotel stock that enables the city to achieve the highest ADRs 
for urban tourism at a national scale. The city has undoubtedly become an 
enviable destination in which many investors are taking an interest.

D

he hospitality situation in Barcelona has changed in recent years. The 
new policies of the municipal government since the beginning of 2017 
have strengthened the position of existing hotels whilst impeding the 

entry into the city of new hotel brands and international investors which are 
much needed by Barcelona in order to improve its tourism development. In 
order to achieve growth, the city must focus on improving the quality and 
profile of visitors.

This situation could change following the recent sentence handed down by 
Catalonia High Court, cancelling the PEUAT and requiring its amendment 
in the near future. The city urgently needs a tourism plan agreed between 
public and private sectors to strengthen and position Barcelona as a cultural, 
innovation and business destination, as well as to improve the image of the 
city as a whole. Not achieving this will scare off foreign investment and may 
lead to falls in RevPAR. Although this stood at €98.90 in 2018, the highest in 
Spain, the figure shows a fall of -2.6% in comparison with 2017.

With 20.2 million overnight stays in 2018, it remains the most important urban 
destination in Spain. Although the country has the sixth busiest airport in 
Europe and the best direct connectivity, it is now reaching capacity and the 
growth model will also need to be reviewed. A review of new accommodation 
models is also necessary in that regulatory and control policies matching 
those of the current hospitality sector are lacking.

The city is very well-established in comparison with other Spanish and Eu-
ropean destinations, although the current social and political situation may 
affect future growth and it is the responsibility of all parties to resolve this. 
Barcelona and its business sectors, in particular the highly energetic hospitality 
sector, have fought for many years to create a strong brand and it is essential 
that all business people ensure that this continues to shine as it has until now.

CAROLINA BORRELL
Managing Director 
of the Alexandra Barcelona 
Hotel, Curio Collection 
by Hilton

T



pain continues to produce figures showing 
solid growth in RevPAR (revenue per available 
room) of 6.6% (reaching €92), mainly driv-

en by growth in ADR (average daily rates) of 5.1% 
(up to €120). According to the data obtained from 
1,200 hotels and for more than 163,000 rooms on the 
Iberian peninsula, occupancy has also improved in 
comparison with the same period for the previous 
year, although this has been more moderate at 1.4% 
(reaching 76.3%). 

REVPAR GROWTH EXCEEDS 10% IN FOUR 
CITIES
Madrid, Barcelona, Alicante and Seville have regis-
tered double-digit RevPAR growth during the first 
nine months of the year, amounting to 14.4%, 13.6%, 
11.9% and 10.5% respectively. The motives behind this 
growth can be found both in the positive evolution 
of conference and meeting tourism, as well as in 
the arrival of foreign tourists which remains at an 
all-time high. 

In terms of RevPAR, both the Canary and Balearic 
Islands have performed poorly, with falls of -2.9% 
and -0.6% respectively. Upon analysis according to 
region, these are the only two witnessing reductions 
during the first nine months of the year. 
This is as a consequence 
of falls in the 

arrival of tourists from abroad due to the recovery of 
other destinations on both the northern and southern 
fringes of the Mediterranean. 

THE AVERAGE DAILY RATE IN SPAIN EXCEEDS 
€120 DURING THE FIRST NINE MONTHS OF THE 
YEAR
The Spanish hospitality industry has, thanks to the 
consistency of demand and occupancy, managed to 
exceed an average daily rate of €120. This is some 5.1% 
more than the figure for the same period last year. 

As has become commonplace, the city of Marbella 
stands out, with an ADR of €215 in 2019. This is fol-
lowed by Barcelona at €150, a rise of 8.5% on the 
figure for the first nine months of 2018. The Balearic 
Islands occupy third place with €143, although in this 
case the figure is some -0.5% than that achieved in 
2018. 

The highest growth in ADR has been recorded in 
Madrid, with a rate of 11.7% taking the figure 
from €105 to €117 this year. In 
terms of the pace of 
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The results of the Hotel Sector Barometer, produced jointly in Spain by STR and Cushman & 
Wakefield, show positive results for the country as a whole, especially in urban and mainland 
holiday destinations. The counterweight to this positivity over recent quarters has been the 
Canary and Balearic Islands. These have suffered from external factors such as the situation 
surrounding Brexit and the increased drive of other competing destinations around the 
Mediterranean. 

S

CUSHMAN &
WAKEFIELD’S
VIEWPOINT

PER AVAILABLE ROOM 

SPANISH HOTELS

INCREASE
THEIR REVENUE

JANUARY AND SEPTEMBER
BY SOME 6.6% BETWEEN
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growth, Madrid is followed by Barcelona (8.5%), 
Alicante (8.4%), Valencia (7.9%), Seville (7.7%) and 
Malaga (6.8%). In contrast, and in addition to the 
slight fall experienced by the Balearic Islands, the 
Canaries have seen a drop of -1.2% dragged down 
by lower occupancy. 

OCCUPANCY OF SPANISH HOTELS GREW BY 
SOME 1.4% DURING 2019 
Malaga and Barcelona managed to exceed occupancy 
of 80% during the first nine months of the year. Cities 
such as Bilbao and Valencia as well as the Canary Is-
lands also come close to this percentage. The highest 
growth in occupancy was recorded in Barcelona and 
Granada (4.7%), Zaragoza (3.5%) and Alicante (3.2%).  
With respect to Barcelona, it is possible to 
envisage that the trend over 
the final quarter 

may be affected by the events impacting the city 
following the Supreme Court verdict.

BAROMETER OF THE SPANISH HOTEL SECTOR
STR, a worldwide provider of benchmarking, analytics 
and market knowledge specialising in the hotel sector, 
and Cushman & Wakefield Spain, the world leader 
in real estate services, have an agreement covering 
Spain, Portugal and Andorra for the production of a 
Barometer of the Spanish Hotel Sector. This presents 
quarterly results for the main statistical indicators 
used by the industry.

For further information: 
http://www.cushmanwakefield.es/en-gb/
news/view-all-news

Source: RevPAR: THIRD-QUARTER COMPARISON 2018/2019

SPAIN ALICANTE BARCELONA BILBAO CANARY
ISLANDS

CORDOBA GRANADA MADRID MALAGA MARBELLA BALEARIC
ISLANDS

SEVILLE VALENCIA ZARAGOZA
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otel investment in Spain hit record figures 
during 2018, approaching 4 billion Euro. What 
is the market situation in 2019 and what fig-

ures can we hope to see at the close of year? 
2018 was extraordinary in terms of investment volume 
due to the existence of two major deals consisting of 
Minor’s takeover of NH and Blackstone’s acquisition 
of Hispania. Aside from investment volumes, the most 
important thing was confirmation of interest on the 
part of institutional investors in the Spanish holiday 
segment. This represented very positive news for 
the industry. Investor appetite remains strong dur-
ing 2019 and a number of deals are underway that 
should come to fruition during the final quarter of 
the year. Although I won’t venture to put a figure on 
transaction volumes, the important thing is that we 
are dealing with a market in which there is liquidity 
available for investment provided that deals are within 
a reasonable price range.

Azora has been a pioneer in hotel investment in 
Spain since the creation of Hispania in 2014, now 
under the ownership of Blackstone. What is the cur-
rent strategy of Azora and what is your positioning 
with regard to the hospitality sector? 
In Azora there are two major investment platforms. 
The first is focused on the real estate sector (res-

idential, offices, retail and logistics), whereas the 
second is centred upon the Hotel and Leisure sector. 
The investment and support team working on the 
latter platform consists of more than 25 individuals. 
The hospitality sector is strategic for Azora and we 
have built up the team since 2010. Investment in the 
hotel segment was identified as “Core” when we 
launched Hispania in 2014 and fortunately we were 
able to assign a significant part of the capital of the 
socimi to this strategy. In Azora we continue to iden-
tify investment opportunities in the sector and we 
are currently at a very advanced stage in creating a 
traditional private equity fund to invest in “Tourism 
in the Mediterranean”. The deals that we have struck 
during during 2019 with the MedPlaya and Palladium 
groups will form part of this new fund. 

The current talk is of investor interest in both hol-
iday destinations and greenfield projects. What is 
your opinion in this regard? Are these attractive 
options for Azora? 
The strategy in Azora is to invest in macrotrends in 
tourism and this may take various forms. Exposure 
to the traditional beach holiday hotel segment is very 
clear, though we are also exploring other hospitality 
models. A clear example of this is hostels, which will 
go on to carry significant weight within the new fund. 

H

JAVIER
ARÚS

MANAGING PARTNER OF AZORA
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Azora is a value added investor within the hospitality 
sector and the majority of our acquisitions consist of 
major repositioning projects, in some cases amount-
ing to comprehensive transformation such as that of 
the Bless in Ibiza. It is more difficult to fit greenfield 
projects within our investment parameters and we 
would pursue these on an ad-hoc basis.

The Spanish hospitality sector is on the upside of the 
cycle, proof of this being the record prices for hotel 
assets in destinations such as Madrid and Barcelona. 
How do feel that things will pan out and what can 
we anticipate over the coming years? 
The evolution of the sector in destinations such as 
Madrid and Barcelona will correlate closely to what 
is happening in the industry in Europe. Over recent 
years investor interest in exposure to the hotel sector 
in Europe has grown exponentially and is currently 
in a consolidation phase as a sector with a stable 
allocation on the part of major investors, in particular 
pension funds and insurance firms. The immediate 
effect of this interest is the shrinkage of the spread 
in cap rates between office assets and hotels in very 
similar locations. Hotels in London’s Mayfair have been 
transacted at cap rate levels which are very similar 
to those of prime offices in the area. Having already 
begun, this same reduction in spread will continue to 
be seen in Barcelona and Madrid.

In June, you reported on your interest in the hostels 
market and announced openings in Madrid, Bilbao, 
Lisbon and Brussels in 2020. What is the strategy 
for this segment of activity? Will you be managers 
or just investors? 
In our opinion, there is fast-growing demand for alter-
native accommodation and the parameters used when 
choosing lodging are different. Rather than just seeking 
the cheapest option, it is a question of factoring in other 
items. Here we see a clear space to develop products 
and already have four very central locations in the these 
cities. Within the hostel segment we will have our own 
operator, although this is not inconsistent with incor-
porating others that may be operated by third parties.

In terms of the international market, what is Azora’s 
positioning? Can we expect to see deals in the future, 
and in which countries and segments? 
Azora has extensive international experience within 
the hospitality segment. Since 2010 we have managed, 
repositioned and, in some cases, sold hotels in London, 
Paris, Berlin, Cologne, Geneva, Brussels and Venice in 
Europe, as well as in Washington and New York in the 
United States. The geographical scope of our invest-
ment in the new fund extends to Europe, particularly 
the Mediterranean. Within the holiday segment we are 
highly active in Portugal, Italy, Croatia and Greece. The 
JV entered into with Palladium included the incorpo-
ration of a hotel hotel in Sicily. In terms of our urban 
presence, we already have buildings in Lisbon and 
Brussels and the team has a highly attractive pipeline 
in other European destinations.

Lastly, as an expert in the lodging industry and the 
real estate market, what major challenges are the 
major Spanish hotel chains facing? Which facets 
do they need to improve and what do you see as 
weak points? 
Spanish hotel companies are leaders in the holiday 
segment and have exported the model to other ge-
ographical areas with resounding success. To my 
mind, the challenge lies in completing the transition 
from a model strongly founded upon operating effi-
ciency to one based more on product quality (both 
software and hardware), the brand and distribution. 
We find ourselves in an industry that is growing and 
at a good stage of the business cycle. Nevertheless, 
a historic firm such as Thomas Cook can go into 
liquidation owing to an obsolete business model. 
I feel that all participants in the industry, including 
public authorities, need to reflect upon how to remain 
competitive in this new environment. It may prove 
necessary to have a more open mind about reviewing 
the model. The importance of the sustainability of the 
sector represents a relentless trend that needs to be 
given priority and must be high up on the agendas 
of owners and operators.

Javier Arús heads up investment in the hotel segment for the various investment vehicles 
of the Azora Group. He managed investment in hotel assets for Hispania from March 2014 
to December 2017, making the firm into the largest hotel owner in Spain. Prior to joining 
the Azora Group in 2010, Javier spent 15 years working in various posts within the Banco 
Santander group: investment banking, asset management and private banking. 
He was designated Managing Director of Banco Santander Suisse in 2004; 
and, in 2007, Managing Director of Santander Private Banking 
International Division.
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16 HOSPITALITY 
EXECUTIVES WILL 
MEET EVERY 
THREE MONTHS 
IN CUSHMAN & 
WAKEFIELD’S 
HOSPITALITY LAB
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The Hospitality LAB is a knowledge-based initiative regarding 
the hospitality industry organised by Cushman & Wakefield, 
comprising 16 executives related to the tourism and hotel 
industry, alongside the partners and co-directors of Cushman 
& Wakefield’s Hospitality Division in Spain. The Hospitality 
LAB will bring the same participants together four times per 
year in either Madrid or Barcelona.

ith the philosophy of a think tank, the partners and co-directors 
of Cushman & Wakefield's Hospitality Division in Spain, Bruno 
Hallé and Albert Grau, organised the first Hospitality Lab in 

October. This initiative is based around know-how of the hotel sector and 
comprises 16 executives related to the tourism and hospitality industry. The 
LAB will meet four times per year and consist of the same participants, 
analysing various aspects related to the hotel industry.

At the first meeting held in Madrid on September 18, the focus was on 
understanding management models and the opportunities currently 
presented by the Spanish market.  In their presentation, Bruno Hallé and 
Albert Grau reminded participants that 40% of hotel assets in Spain are 
located in holiday destinations and some 60% on urban land. In terms of 
categories, some 60% of hotels are 4-star, whereas the luxury segment 
represents 11% and low cost some 3%. 

Focusing on the matter of categories, the majority of the participants 
agreed to highlight the fact that adapting and unifying the features of 
the classification system according to star ratings would help to improve 
the market. This is a result of the failure, on occasions, of this system to 
provide realistic appraisal of establishments. This aspect distorts the 
rating system in that criteria are not homogenous throughout the coun-
try. Each Autonomous Region has its own system and, in turn, there has 
been limited consideration of these criteria. As a result, the classification 
system is in need of reconsideration and updating. If the rating system is 
updated, hotels will be able to offer much more useful information not 
only to clients, but also analysts and investors. 

W

POINTS OUT A TREND 
AMONG INVESTORS TO 
SEEK OUT NEW CONCEPTS 
AND MEDIUM-SIZED CITIES  

THE FIRST 
LAB

REPORT

HOSPITALITY
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REPORT

LEASE FRAMEWORKS REMAIN THE MOST 
COMMON BUSINESS MODEL IN SPAIN
Although Spain is highly diversified in terms of hotel 
business models, significant volumes under ownership, 
management or franchise being found, the reality 
is that lease frameworks remain the most common 
model, whether they be fixed or fixed + variable. 
On the one hand, owners un-
derstand this model as giving 
them greater certainty regarding 
the value of the real estate asset, 
without a direct relationship to 
the performance of the business 
which may be subject to eco-
nomic cycles. 

Although the returns may be 
lower than those for models such 
as management frameworks, as-
set owners prioritise the security 
of their rents. Within this context, 
even hotel groups opt for leasing 
as their preferred model, in that they avoid interven-
tion on the part of landlords and assume the entire 
risk of management themselves. Here the rental is 
conceived as just another cost associated with the 
management. 

THE TREND TOWARDS MEDIUM-SIZED CITIES 
AND NON-STANDARD LODGING MODELS
Both investors and hotel operators are conscious of 
the fact that urban destinations such as Barcelona, 
Madrid, Malaga, Bilbao, Valencia, Palma de Mallorca 
and San Sebastian are currently witnessing very high 
asset values that impact the profitability of possible 

new projects. Added to this are political realities 
such as the moratoriums in place in cities such as 
Barcelona and Palma. Although the first instinct of 
an investor is to look towards these prime destina-
tions, the market reality has led over the past cou-
ple of years to investors analysing in greater detail 
opportunities offered in both holiday destinations 

and medium-sized cities. 

The interest in Valencia, Zaragoza, 
Seville and Malaga, to cite only 
a few, is growing due to the fact 
that travellers are also seeking 
out new experiences. Those cities 
that are better placed in terms 
of promotion and infrastructure 
will attract the greatest numbers 
of tourists. 

The participants in the LAB also 
highlighted the importance of 
properly defining the hotel prod-

uct, i.e. the type of establishment. It is possible 
that the low-cost supply in Spain may accordingly 
increase over the coming years given that it cur-
rently represents only 3% of the market. Within this 
segment, the key is to offer a standardised product 
that is recognisable and that meets the expectations 
of customers in terms of location and comfort. In 
this case, business opportunities may appear both 
on the outskirts of Madrid or Barcelona or in assets 
in medium-sized cities that enable the launch of 
greenfield projects in which the margin at the end 
of the process will be greater. This low-cost offering 
may also comprise new hostel projects, a model that 

INVESTOR INTEREST IN 
MEDIUM-SIZED CITIES 
IS EVER GREATER 
BECAUSE THE 
CONTEXT ENABLES 
THE ACHIEVEMENT OF 
YIELDS THAT WOULD 
BE DIFFICULT TO 
ATTAIN IN MADRID 
AND BARCELONA

Sant Francesc Hotel Singular
(Majestic Hotel Group), Palma 
de Mallorca
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is awakening the interest of investors owing to its 
flexibility and possibilities in terms of margins. Hostel 
operators have significantly professionalised their 
management in recent years and brand and product 
innovation have managed to attract an ever greater 
number of customers. This has also attracted the 
attention of new investors. These hostels may be 
located in city centres as greater returns per room 
can be achieved due to the shared room model. 

New hotels and projects will also be seen in the 
luxury segment in coming years. On the one hand, 
major international brands are developing projects 
such as the Four Seasons in Madrid. We are also able 
to see smaller, one-off projects in holiday and rural 
destinations that attract visitors interested in prod-
ucts that are different and with a unique story to tell. 

The majority of operators participating in the Hos-
pitality LAB accordingly highlighted the importance 
of committing to marketing and communications 
strategies to position brands within the market 
niches that they are truly seeking. Without this 
investment, the market dilutes projects because 
the degree of competition is high and travellers 
are ever more attracted to experiences (even in 
the low-cost sphere) rather than to other, more 
traditional criteria. This investment in unique posi-
tioning may be able to convert a hotel asset into 
a cherry picking opportunity, i.e. a one-off asset 
which is set apart from market trends and which, 
as a result, may achieve higher valuations due to 
its exceptional nature.

Operators and investors that are able to understand 
customers and place them at the centre of the 
debate on their strategy will be those that achieve 
greater return on their assets. In the end, this means 
achieving greater profitability for the hotel busi-
ness.  This capacity for positioning also represents 
a challenge in terms of sales distribution, requiring 
the exploitation of the full capacities offered by 
technology.

THE MACROECONOMIC CLIMATE DRIVES 
INVESTOR ACTIVITY
The majority of the participants in the LAB indicated 
that the global economic situation, with contract-
ing growth and negative interest rates, represents 
an invitation to the circulation of money. Within 
this context, hotel investments that were perhaps 
not considered with yields of below 5% are now 
becoming interesting for certain investor profiles. 
The contraction in yields is inevitable in the current 
climate and this means that those investors who are 
looking for an outstanding, exceptional site may 
assume lower returns in a context in which financial 
institutions are not generating returns due to the 
interest rate situation.
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he investment market in Spain remained highly 
active in 2018, with a global figure for deals 
amounting to 3.7 billion Euro. The volume of 

deals was marked by the acquisition of the Hispania 
portfolio by part of the North American investment 
fund Blackstone, representing a total of almost 2 
billion Euro. The portfolio included 42 hotels and 
almost 13,000 rooms, many of these in sun & sand 
destinations. 

In terms of the characteristics of these deals, the av-
erage price per room paid in Spain stood at €155,000, 
some 59% of transactions being centred on holiday 
destinations. The figure on page 17 shows the largest 
hotel deals struck in Spain over the past five years.

According to Albert Grau, partner and co-director of 
Cushman & Wakefield Hospitality in Spain, “the trend 
noted in 2019 is towards a slower pace in terms of 
deals. This is partly explained by the fact that there 
are scarcely any portfolios up for sale and partly by 
high asset prices. Nevertheless, there continues to 
be a great deal of interest on the part of investors 
in the Spanish market, both urban and, in particular, 
in holiday destinations”. 

Hotel Tivoli Avenida Liberdade, 
SkyBar, Lisbon

The attractiveness of the Iberian peninsula 
for hotel investors was confirmed during 
2018. Although in Spain the total investment 
volume fell by some 18% in comparison 
with 2017, we are still looking at the second 
best year in history. It is important to 
remember that 2017 set an all-time record. 
Institutional investors generated some 
68% of total deals. These are some of the 
main conclusions of “Hotel Investment in 
the Iberian Península”, a report produced 
jointly by Cushman & Wakefield and CMS.
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Anna Rojas
Senior Consultant 
Cushman & 
Wakefield Spain

MADRID 
HAS SEEN 
PAYMENT OF UP TO 
1.1 MILLION EURO 
PER ROOM IN THE 
CASE OF 
THE MADRID 
EDITION
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INVESTMENT
REMAINS ENERGETIC

HOTEL

ON THE IBERIAN PENINSULA

TOP 5 HOTEL DEALS IN SPAIN

YEAR PORTFOLIO VENDOR BUYER BUYER 
NATIONALITY

AMOUNT 
(IN € MILLION)

2018 Hispania Hispania Blackstone United States 1,787

2017 HIP Banc Sabadell Blackstone United States 631

2017 Merlín Properties Merlín Properties Covivio France 559

2017 Banco Popular 
Majority Share

Banco Popular Blackstone United States 366

2017 Foreclosed Hotels CaixaBank Apollo Global RE United States 350
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THE YIELD 
POSSIBILITIES 
OF THE HOLIDAY 
SEGMENT ARE 
GREATER THAN 
THOSE FOR URBAN 
DESTINATIONS 
WHERE PRICES ARE 
CURRENTLY HIGH

REPORT

Hotel Lasala Plaza,
San Sebastian

Hotel NH Collection Gran 
Vía Madrid

Gran Hotel Montesol Ibiza, 
Curio Collection by Hilton
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THE MARKET TREND IS POINTING TOWARDS 
DESTINATIONS WITH A STRONG HOLIDAY OR 
LEISURE COMPONENT
Although investment diverted its gaze towards holiday 
destinations, in 2018 we saw that Madrid recorded 
21% of total capital invested thanks to 8 deals that 
amounted to a total of 557 million Euro. Of key sig-
nificance within this figure is the acquisition of The 
Madrid Edition by YTL for 220 million Euro, producing 
a record price per room of 1.1 million. 

In the opinion of Bruno Hallé, partner and co-director 
of Cushman & Wakefield Hospitality in Spain, “with 
these figures it is logical that investors consider the 
possibility of achieving better returns in holiday des-
tinations, where the scope for asset growth should 
be greater over the coming years”. 

The fact that there is a limited number of assets on 
the market which are located in the main cities is 
also helping to consolidate this trend. As examples 
of this, these are the main figures for 2018:

 The Canaries attracted 304 million in 9 hotel ac-
quisition deals, whereas the Balearic Islands saw 12 
transactions amounting to 235 million.

 Andalusia achieved a figure of 171 million in mainly 
sun & sand destinations. 

 The figure for hotel investment in Catalonia amount-
ed to 144 million Euro, of which 80 million corre-
sponded to Barcelona.

 For its part, Valencia achieved a transaction volume 
of 124 million. 

For the Iberian peninsula as a whole, 59.4% of deals 
over the past five years corresponded to holiday 
destinations and 20.8% to major cities.

INVESTORS WITH AN INSTITUTIONAL PROFILE 
DOMINATE THE MARKET ON THE IBERIAN 
PENINSULA
Up to around 68% of the deals struck in 2018 in 

Spain and Portugal featured institutional investors, 
considerably above the average of around 50% for 
the past five years.

The presence of international players has led to 77% 
of the volume transacted corresponding to over-
seas capital, of which some 2.3 billion originated in 
the United States, 220 million in Malaysia and 210 
in Mexico. These international investors have  also 
begun to take an interest in greenfield projects that 
are still under development, as in the case of deals 
relating to The Madrid Edition, the W Marbella and 
the Tagus Square in Lisbon.

YIELDS UNDER COMPRESSION IN COMPARISON 
WITH THE CRISIS YEARS
Investor interest in the hotel market has led to growth 
in asset prices that in turn is provoking compression, 
yields dropping by some 3.5%?? on average since the 
years of the crisis. Within the holiday segment we 
have seen how yields have fallen from approximately 
11% in 2009 to 7% in 2018. 

In any event, assets on the Iberian Peninsula remain 
interesting due to the fact that operating returns  
have also increased during the same period, thus 
raising asset values.

It is important not to forget that this positive climate 
has been achieved by the strong global performance 
of the tourism industry, with an increase in the num-
ber of international tourists thanks in part to the 
arrival of visitors coming from Asian countries and 
the Americas. 

Hotel Lasala Plaza,
San Sebastian

For further information: 
http://www.cushmanwakefield.es/en-gb/
news/view-all-news

NAME COUNTRY PROFILE TOTAL INVESTED 
(IN € MILLION)

TOTAL ASSETS 
ACQUIRED

Blackstone United States Investment Fund 2,593 64

Hispania Spain Socimi 1,115 57

Covivio France Socimi 570 23

Merlín Properties Spain Socimi 521 21

Banc Sabadell Spain Bank 495 13

THE TOP 5 INVESTORS IN THE IBERIAN PENINSULA (2014-2018)

Gran Hotel Montesol Ibiza, 
Curio Collection by Hilton
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cushmanwakefield.es

Cushman & Wakefield (NYSE: CWK) is a global leader in real estate services that offers exceptional 
value by putting into practice ideas for occupiers and owners within the property sector. Cushman 
& Wakefield is one of the largest real estate services firms, with more than 51,000 employees in 
approximately 400 offices and 70 countries. In 2018, the company posted revenue of 
 $8.2 billion in property services, facility and project management, lease deals, capital markets, 
valuations and other services. 

With more than 30 years experience in Spain, Cushman & Wakefield covers the entire country with 
a multi-disciplinary team of more than 300 professionals. 
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