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ringing 2020 to a close, the first thing that 
comes to mind for this issue of the magazine is 
to offer our thanks. The unprecedented situation 

worldwide has revealed to us the enormous resilience 
of the hotel industry in the face of challenges. At the 
beginning of the pandemic, between March and May, 
we saw how the sector as a whole acted on the basis 
of two core concepts: responsibility and solidarity.

An example of this was the deployment of the ‘Health 
Hotels’ project in Barcelona, driven by the Barcelona 
Healthcare Consortium and the city’s hotel trade body. 
As the top public sector and citizenry initiative, this 
project wound up being a finalist in two international 
tourism competitions. This wave of solidarity was 
matched by Spain as a whole where, faced with the 
mandatory closure of hotel establishments, owners 
and managers came together to offer their premises 
for the recovery and care of Covid patients and for the 
accommodation of healthcare professionals who, as 
a precautionary measure, preferred to stay overnight 
at the hotels rather than return home.

Cushman & Wakefield also wishes to thank the sector as 
a whole (hotel operators, owners, managers, suppliers, 
customers, etc.) for their willingness to think flexibly 
and positively about possible solutions for the sector. 
The industry has understood the importance of coming 
together to demand from the Government those 
measures that it considers essential in safeguarding 
their interests: extending furlough for as long as is 
necessary, guaranteeing liquidity for businesses by 
loans packages through the Official Credit Institute 
(ICO) and calling for longer repayment holidays 
than those initially set, demanding promotional and 
communications campaigns for 2021 in order to recover 
the destination brand image impacted by this major 
health crisis.

A huge number of negotiations between asset owners 
and hotel managers around contracts and rents have 
additionally been initiated. Positive outcomes 
have been achieved in practically all of the 
foregoing. Nevertheless, it is obvious  
that the situation cannot be allowed 
to linger on indefinitely as losses for 
all parties continue to mount up 
whilst hotels remain closed or at a 
severely reduced level of activity. 
Bearing this in mind, we feel that 
positive news surrounding the 
various vaccines points toward a 
scenario in which we can begin to 
see the light at the end of the tunnel. 

Positive indicators are firming up in 
Asian countries where the pandemic 

appears to be under control, such as in China, South 
Korea and Singapore This wave of optimism has also 
spread to the stock exchange, where markets have 
looked favourably on the announcement of new 
vaccines with significant rises for those businesses 
linked to to the tourism and transport sector following 
the severe punishment to their stock prices endured 
throughout the year.

Within the economic sphere, we have seen how the 
pandemic has slowed down deals within the hotel 
investment market both worldwide and in Spain. 
Nevertheless, we are sure that capital markets remain 
interested in our country. Possible deals remain under 
study and the appearance of acquisition agreements 
over the coming months is foreseeable. It is also likely 
that the automation of the sector will lead to mergers 
and acquisitions in 2021, ensuring the continuity 
of business projects and growing volume so as to 
compete with a greater degree of certainty in a new 
scenario, the layout of which is yet to be determined.

All told, we are facing a 2021 that promises to be quite 
a challenge with multiple hurdles, though inspirational 
and highly motivating at the same time. Technology, 
sustainability, safety in terms of healthcare and 
innovation will prove to be the key words for this 
new phase and the Spanish tourist industry has the 
mindset to remain one of the drivers of development 
at a world level.
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THANK YOU!

EDITORIAL

B

ALBERT GRAU  
Partner and Co-head 
of C&W Hospitality 
Spain

BRUNO HALLÉ  
Partner and Co-head of 
C&W Hospitality Spain
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WITHIN THE CONTEXT OF 
THE IBERIAN PENINSULA, 
HOW SHOULD HOTEL 
INVESTORS DEAL WITH 
SITUATIONS LIKE THE 
PRESENT?
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Juan Antonio 
Gutiérrez Hernando
CEO of Silicius

he Covid-19 crisis has put us all to the test. The pandemic has led to 
uncertainty and the entire world is awaiting with bated breath the 
development of an effective vaccine. At Silicius we believe that the sector 

will go into hibernation for a number of months and then, if the circumstances 
are right and operators have the capacity, reawaken in a matter of just a few 
weeks.

The impact of Covid-19 is very significant. According to the latest data from 
the National Statistics Institute (INE), the number of foreign tourists has 
dropped by some 85.7% and domestic tourism has fallen by 50%. The number 
of overnight stays during the month of July likewise fell by some 73.4%. The 
fact of hotels being unable to open or operating at half their capacity has 
impacted the entire production chain, from suppliers, employees and hotel 
operators to customers, owners and banks, etc. It is additionally important to 
bear in mind that, according to statistics from the same organisation, tourism 
represents some 12.3% of GDP and accounts for 12.7% of employment.

In our case, over recent months we have noticed a slowdown in the number of 
deals and a reduction in investment options. Despite this panorama, at Silicius 
we consider that the current situation offers an opportunity to pursue our long-
term growth strategy of integrating new hotel assets either through acquisitions 
or by means of third-party contributions. We have a very close relationship with 
hotel operators and are helping them to understand the situation in terms of 
the sector and strengthen our relationship over the long term.

We have noted interest on the part of funds in taking advantage of the situation 
to update variables such as room rates, occupancy, costs, price, etc. to a more 
realistic context. This means that acquisition prices are more in keeping with 
the real situation, as opposed to the amounts seen before the crisis, where 
prices were inflated by the high level of market liquidity and the perceived 
low risk of hotel investment.

At Silicius we believe that the recovery of the sector will go hand-in-hand 
with the evolution of the economy and the depth of the crisis, the latter 
of which will also have an unequal impact depending on the type of asset. 
Hotels in prime locations, on beach fronts and historic areas sustaining both 
business and tourism, will not suffer and will have sufficient liquidity, whereas 
establishments in secondary locations and that are not adapted to the new 
healthcare and safety needs will have to adjust their prices.

At Silicius we are committed to a diversified, high quality asset portfolio 
enabling us to face up to uncertainty and crisis situations.

T
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Jesús Abellán
CEO - Arum Group

his is a time for study and reflection, due to the paradigm shift 
both in general and for the hotel sector in particular, the need for 
transformation having been speeded up by the Covid-19 crisis.

From a technical point of view, it is necessary to incorporate a new 
scenario covering exceptional circumstances, i.e. 0 revenue over an 
unspecified period of time. Far beyond the typical “worst-case” scenario, 
we must stretch models to their limit, contemplating circumstances such 
as Covid-19, acts of terrorism or meteorological phenomena capable of 
draining the liquidity of any project to the point where its viability is in 
question. It will be necessary to hold back greater liquidity in any project, 
resulting in reduced profitability and, as a consequence, lower asset values 
such as those that we are currently seeing in the markets. We must also 
consider the ability to vary costs as an essential element in reducing the 
aforementioned risks.

From a conceptual point of view, a series of changes have come about that 
some market segments were already seeking and which were only faint-
heartedly offered by a few operators. I need only to refer to the extensive 
backlog of hotel articles and webinars over recent months. With all of these 
changes, it is essential to get it right in terms of orientation and seek out 
those assets that are best able to adapt. Those hotels that are unable to 
do this will find themselves excluded from the market.

Throughout this adaptation process we require expertise and capex and 
many small, family-owned or highly indebted hotel groups will lack the 
resources to meet the cost of necessary refurbishments. As happened 
during the 2008 crisis, this situation represents a magnificent opportunity 
to raise the low degree of concentration of the sector in Spain.

Another aspect that has become evident during the Covid-19 crisis is the 
high number of rent renegotiations for hotel establishments in which the 
landlord has had to grant reductions and/or discounts to fixed rent. When 
fixed rent becomes contingent on a crisis situation, we need to reconsider 
fixed rent formulas, perhaps incorporating a greater degree of profit-sharing 
from the operations. In any event, the additional risk premium will further 
lead to an increase in rents and a reduction in asset values.

Which hotel sub-sectors will emerge stronger from this crisis? Tourism 
will certainly recover faster than the business travel and MICE segments. 
Within the holiday segment, resort-based hotels will adapt better to the 
new normall as their enclosed surroundings are more able to convey a 
sense of security.

Given the possibility for individualised sales to speed up the recovery in 
comparison with traditional hotels, tourist and assisted apartments with a 
strong management component will also be attractive to both the market 
and investors. Due to the ever-increasing scarcity of good locations for 
new projects, I would also commit to refurbishments over developments. 

In Timeshare we still have an ace up our sleeve with respect to the future, 
though this is better left to another article. 

T
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Tourism has probably been the sector 
most severely affected by the pandemic 
and there are reasonable doubts as to 
the nature of its much-awaited recovery.
On the one hand, the desire of billions 
of people to get back to normal, i.e. 
travelling, is palpable. On the other, the 
economic consequences of the pandemic 
may have an impact on tourism 
spending capacity and also alter the 
consumer mindset. These after-effects 
still remain unknown.

CUSHMAN & 
WAKEFIELD’S 
VIEWPOINT

INVESTMENT MUST BE
ONE OF THE DRIVERS FOR 

THE RECOVERY OF 
         HOTEL SECTOR

Zleep Hotel Madrid Airport, 
Madrid



he hotel industry has also had time 
this year to reflect on those aspects 
that must go on to characterise 

its short-term future. The sector as a whole 
agrees that it will undergo a transformation 

centred around key concepts such as safety, 
digital isation nd sustainability. These challenges 

add to the complexity of the current situation, in 
which the major hurdle consists of guaranteeing 
business continuity. The financial situation brought 
about by the lack of regular revenue throughout 
practically all of 2020 has forced the sector to resort 
to financing in the form of ICO credits and public 
funds, the latter proving insufficient in the majority 
of cases. It is to be hoped that the government will 
extend payment holidays up to 2022 in order to 
avoid strangling the sector during 2021. In addition, 
negotiations between owners and managers have 
of course been entered into during 2020. The 
flexibility to adapt to the new situation is one of the 
factors that demonstrates the strength of the hotel 
industry and its capacity to compete and remain 
strong despite a multitude of difficulties.

ASSET SALES - ANOTHER OPTION TO ACQUIRE 
LIQUIDITY
In a number of cases over the coming months we 
will see  some hotel groups considering the sale of 
part of their assets in order to acquire the liquidity 
that will be needed once the recovery is confirmed. 
Data from the Hotel Barometer at the close of the 
third quarter of 2020 (produced by Cushman & 
Wakefield and STR) shows that the recovery will be 
slower than anticipated, with a fall in occupancy of 
56.6% for Spain as a whole in comparison with the 
third quarter of 2019, hotels remaining open (some 
37% of the total) having an average occupancy of 
33% during the first nine months of 2020. Despite 
the negative indicators, positive symptoms have 
been noted in the form of domestic tourism during 
the summer, in that some segments such as rural 
tourism and low-cost chains have maintained or even 

improved their performance in comparison with the 
previous year.

The situation is thought-provoking in terms of the 
role that investors may play, anticipating certain 
opportunities over the coming months. The investment 
market in Spain had already enjoyed an excellent cycle 
from 2017-2019, however in 2020 the pandemic has 
slowed activity due to the fact that capital always 
moves cautiously in the event of crises such as the 
present one. Nevertheless, interest on the part of 
investors and family offices is still very much alive 
and indicates that a number of interesting deals will 
be struck during 2021. The momentum of the market 
is driving investors to reorganise their assets and 
investment groups such as Azora, Millenium Hotels 
and RHL Properties remain committed to the sector, 
identifying investment opportunities over the short 
term.

During the 2017-2019 expansion phase, hotel assets 
saw a rise in prices which, in some leading destinations, 
jeopardised yields for investors. A certain softening 
of prices and greater caution was already perceptible 
towards the close of 2019. Investors are even more 
eagerly anticipating this correction on the heels of 
the pandemic. Investor activity could resume as 
soon as the gap narrows between buyer and vendor 
expectations. Although we can expect adjustments 
rather than major discounts, once these  reductions 
land on the negotiating table we may witness the 
closure of certain deals.
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PROPERTY TYPE BUYER VENDOR No. 
ROOMS

SALE 
PRICE(€m) LOCATION

Edition Hotel Hotel Archer Hotel 
Capital

KKH and Pere-
lla Weinberg 200 220 Madrid

Abora Buenaventur Hotel Apollo Global RE Lopesan Group 724 103 Canary Is.

Zleep Hotel Hotel Commerz Real
Inmobiliaria 
Valtiendos 280 54,4 Madrid

Cartera-Millenium Hotel Millenium Group Confidencial - 40 Cordoba and 
San Sebastian

MAIN DEALS - 2020

Source: Real Capital Analytics Cushman & Wakefield Research

THE MAJOR 
CHALLENGE TODAY 
IS TO ENSURE
BUSINESS 
CONTINUITY
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ince March, business leaders have had to take a 
highly active role in the defence of the interests 
of the hotel industry. How would you summarise 

the work performed in recent months? 
We have all been overwhelmed by the situation. Nobody 
could have imagined what was going to happen and we 
are going through some highly complicated months. 
In the Spanish Hotel and Tourist Accommodation 
Confederation (Confederación Española de Hoteles 
y Alojamientos Turísticos - CEHAT), we have done 
everything in our power, using every tool at our 
disposal, to adopt measures to protect both employees 
within the sector and hotel businesses and ensure 
that travel on the part of Spanish and foreign visitors 
is eased over the coming months. We have gone to 
great lengths to apply the necessary protocols aimed 
at ensuring the highest standards of hygiene to protect 
travellers and workers within the sector.

Within CEHAT we were increasingly conscious of 
the fact that moments as difficult as these could one 

day arise. We have consequently fought strenuously 
for the survival of the sector and to ensure that the 
Government likewise establishes essential measures 
such as furlough, ICO credits and payment holidays 
with respect to the capital part of mortgage loans.

How do you rate the Government’s actions with 
respect to the tourism sector?
It is important to understand that the situation faced 
by this government has been unprecedented and, 
above all, has changed the industry from top to bottom. 
If we analyse the actual steps taken, the availability 
of furlough and ICO have managed to save many 
businesses from definitive collapse. Nevertheless, there 
are many other measures that must be implemented in 
the future in order to avoid the wholesale destruction 
of employment, increasing flexibility.

There is a need for a special plan for tourism such as 
those implemented by competing countries. Although 
we continue to feel that relatively few structural 
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changes are necessary, the adoption of contextual 
measures would enable the sector to bounce back 
following a return to normality.

In what areas will measures need to be taken in 
order to avoid the destruction of employment and 
businesses?
We are facing a highly complicated situation. The 
recovery of the sector will be gradual and at all times 
subject to the evolution of demand, tour operator 
activity and air transport.

Access to the Next Generation EU funds must also 
be guaranteed so as to ensure the recovery of the 
tourism business fabric damaged by COVID-19 
and strengthen the strategic offerings of the 
sector. Tourism contributes to driving forward the 
Spanish economy thanks to its pull effect on other 
industries and its worldwide leadership position. 
Within this context, the Spanish lodging sector has 
proposed 5 specific projects aimed at reactivating 
tourism through assistance at the European level 
that benefit both customers, business people and 
destinations.

In addition, we understand that this situation will 
certainly last for several months more and it is 
essential that the cash reserves of businesses are 
not eliminated. We are dealing with a circumstantial 
crisis that has nothing to do with any defect in terms 
of business management or diligence. It relates to the 
situation in general and, consequently, we must ask 
financial institutions to act coherently with respect 
to the circumstances.

What actions have been taken in other countries that 
can be applied to Spain in order to protect tourism?
Fiscal measures have been implemented (reductions 
in VAT, airport taxes, tourist taxes and surcharges), 
funds have been allocated to families for use on travel 
within their country, employment measures have 
been implemented as in Spain and liquidity and other 
measures have been applied to businesses, including 
direct support to airlines, essential in order to avoid a 
definitive rupture of tourist traffic.

The activity of the Spanish hotel industry is relatively 
fragmented. Do you feel that this aspect may hinder 
the economic recovery of the industry as a whole?
The fact that the sector is fragmented is not necessarily 
a downside. In our case, the sector is able to benefit 
from greater resilience. Perhaps smaller businesses 
are more resilient than many chains in that, due to 
legal differences they are more able to rapidly take 
drastic measures. In any event, this virus affects both 
large and small establishments and we are all going 
to have to go through difficult times and face up to 
numerous problems.

A crisis such as the current situation also opens 
windows of opportunity in terms of certain aspects.
Where do you believe these opportunities lie? 
The situation is highly unstable and we all need to 
understand that crises can also lead to opportunities. 
I believe that this is an opportunity for Spanish 
businesses to become more aware of the need to 
band together in facing up to these types of crises 
and put extra effort into the vertical integration of 
our business. This is our Achilles heel in that we are 

Jorge Marichal González (Arona, Tenerife, 1973) is a hotel businessman and has been 
President of the Spanish Hotel and Tourist Accommodation Confederation (CEHAT) since 
December 2019 and President of the Hotelier and Non-Hotelier Association for Tenerife, La 
Palma, La Gomera and El Hierro (Ashotel) since October 2011. He graduated in Business 
Management (specialising in Finance) at the European Business School, having studied at the 
Madrid, London and Munich campuses. In addition to the presidency of CEHAT and Ashotel, 
he is a member of the Board of Directors of the CEOE Tourism, Culture and Sports Council: a 
member of the Spanish Tourism Council (CONESTUR); Vice-president of the Santa Cruz de 
Tenerife Chamber of Commerce, of Turismo de Tenerife and the Tenerife CEOE; 
a board member of the public corporations Hecansa and Promotur, 
as well as a member of the Canary Islands 
Tourism Council.
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always dependent upon decisions taken by others, 
most of whom are beyond our borders.

Which segments of hotel activity and types of hotel 
are better able to respond to the post-Covid-19 
challenges?
It seems that we will have to continue living with 
this virus for months come, and therefore it is still 
not possible to talk about a post-COVID-19 phase 
yet. Nevertheless, with respect to hotel activity, the 
segments that appear to be perhaps better positioned 
in comparison with others are those involving the 
open-air and the countryside, nature.... In short, tourism 
that seeks open-air environments, expansive beaches, 
forested areas and everything linked to natural settings 
and open spaces, removed from the crowding that 
sometimes arises in Spain related with sun and sand 
tourism during the summer months.

Hotel operators and the owners of these assets 
have had to enter lease contract renegotiations. 
Do you believe that the response has been positive 
in general?
Lease contracts are being renegotiated and this will 
have to continue into the future. Landlords will have 
to act realistically in terms of the situation. This is 
not a question of tenants making mistakes or the 
operators of these businesses choosing the wrong 
strategy. The situation is an “act of God” that everyone 
needs to understand. What is more, it is increasingly 
important to understand that we need partnership 
and greater flexibility.

There is a great deal of talk about the need for 
promotional activities abroad, though right now 
the pandemic is out of control in a number of 
countries. To prove genuinely effective, how should 
this promotional activity be implemented?
The Confederation considers that any solution that 
helps to revive the sector should start by increasing 
the confidence of travellers and this, unavoidably, is 
based on necessary health checks and measures. As 
a result, this promotional activity should at all times 
go hand-in-hand with every necessary guarantee and 
control measure aimed at safeguarding travellers at 
every stage.

With this in mind, in CEHAT we have requested 
that the President of the Government pressure the 
European Union to establish a common checking 
system for active COVID-19 symptoms in travellers at 
the point of departure and destination. This system 
has to be reliable, rapid and cost-effective. The PCR 
test (RT-PCR for COVID-19) is currently the only valid 
diagnostic test for active infection that is considered 
in these cases. Various parts of the Spanish tourism 
sector have, however, indicated that this will lead to 
many issues in source countries where the PCR test 
is excessively expensive and is not generally available 

to the population as a whole. With this in mind, the 
CEHAT has recently launched a campaign alongside 
other business associations and international operators 
in the tourism sector, requesting from Governments the 
inclusion of antigen tests as valid proof of COVID-19 
whilst, through the platform Change.org, mobilising 
tourist businesses and society as a whole to establish 
this measure. Although the submission of this petition 
will arrive late, it is necessary in order to address the 
current lack of confidence in the Spanish tourism 
market.

Every measure that may be implemented and is 
operationally and economically feasible must be used 
to guarantee the safety of not only travellers, but 
also employees and other residents. These control 
measures, whether at airports or in hotels or other 
facilities, must be used whenever a traveller moves 
from one country to another, on both the outbound 
and return journeys. Whilst in CEHAT we are conscious 
that these tests will give only a snapshot of the disease, 
this is better than having no type of control at all.

What message would you give to business people 
and employees in the industry in terms of tackling 
the coming months?
First of all, I would like to convey my thanks for all 
of their work over recent months, as well as my 
encouragement and support for the next stage. Our 
sector now needs support and solidarity from everyone 
to recover and get back to growth. With just a little 
bit of gas in the tank, we will get back to leading the 
way for the Spanish economy.

We will need to work hard, present interesting, 
creditable and significant projects for our sector and 
make sure that the race towards new technologies, 
digitalisation and sustainability for our sector are given 
even greater emphasis over the coming years. In this 
way we will soon be able to relaunch tourism in Spain.

We must also keep a close watch over cash flow. 
We are facing months with meagre revenues and 
high expenditure and, as mentioned, we must 
ask financial institutions to be reasonable in this 
situation. This is a crisis of circumstance resulting 
from the general situation and has nothing to do with 
business operations or diligence. Being a problem of 
circumstance, what we need financially speaking is 
a little space and a little time, so that next year our 
businesses will be able to bounce right back to where 
they were.
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eld virtually this time, the ITH Innovation 
Summit is a meeting point for professionals 
within the Spanish hotel sector, in which 

Cushman & Wakefield was present on this occasion 
in the form of Bruno Hallé, Partner and Co-head of 
Hospitality in Spain and spokesperson for the ITH 
Board of Directors. Hallé took charge of moderating 
a roundtable discussion focused on the debate 
surrounding the transformation of hotel business 
models. The roundtable members included Javier 
Villanueva, Managing Director of Silken Hotels; Ramón 
Garayar, CEO of GAT (Gestión de Activos Turísticos); 
Daniel Mayo, CEO and founder of VIVOOD Landscape 
Hotel and Emma Gómez, Director of Hospitality at 
Savills Aguirre Newman.

Much of the roundtable debate centred around the “co-
” prefix, due to the fact that in recent months a number 
of hotel firms have increasingly become interested in 
hybrid concepts such as coliving and coworking. The 
deployment of remote working has led to a series of 
transformations that may go on to form part of the 
new normal. Hotel operators have consequently drawn 
upon their capacity for innovation and creativity to 
offer mixed products covering demand requirements. 
Although it is uncertain whether this will stand the test 
of time, Javier Villanueva acknowledged that Silken 
has made a commitment to improving the coliving 
offerings in its establishments. The flexibility offered 
by working and living in a hotel is something that 
neatly fits certain profiles, particularly with respect 
to millenials. Rooms have been transformed with this 
in mind, installing printers and coffee machines and 
creating workspaces that are different to those of a 
typical room.

Bearing in mind that the introduction of change for 
its own sake may lead to frustration, the members 
of the roundtable acknowledged that it is important 
to innovate strategically. It is also time to properly 
analyse the transformation caused by the pandemic 
in order to adapt to demand that will more than likely 
book further in advance in the search for a service 
offering focused on safety and well-being. With this 
in mind, the importance of strengthening the link 
between hotels and their host towns and cities was 
indicated, opening establishments both to tourists 
and the population as a whole. This is a matter that 
some hotel chains have already worked on in recent 
years and is important in terms of the new mix of 
demand requirements.

Aside from the configuration of the hotel offering 
in itself, the vectors of change will be sustainability 
and digitalisation. These two concepts were among 
those of greatest focus during the debates at the 
ITH Innovation Summit.

During November, Bruno Hallé also participated, this 
time in person, in the first edition of the TIS – Tourism 
Innovation Summit in Seville. His intervention, within 
the framework of the Leadership Summit, was focused 
on what new tourism business models would look 
like in a 2030 horizon. To be held in Seville over the 
coming ten years, this is the international innovation, 
trends and insight forum aimed at transforming the 
tourism sector. Held between November 25 - 27, the 
first edition was supported by Seville City Council, 
the regional government of Andalusia and SEGITTUR.

H
CUSHMAN & WAKEFIELD PARTICIPATES IN THE
ITH INNOVATION SUMMIT AND IN THE TIS TOURISM INNOVATION SUMMIT

Vivood Landscape 
Hotel & 5* Spa, (Valencia) ©
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REPORT

he outlook in terms of the recovery varies widely 
between the various destinations on the Iberian 
Peninsula. In general terms, hotel operators 

consider that holiday destinations (coast and Islands) 
will be able to recover faster than the major cities. 
Some 46% of the survey participants believe that, in 
coastal areas, 2022 will see the recovery of the figures 
for 2019. This percentage dips slightly to 41% in the 
case of the islands, although some 9% believe that 
there will be a full recovery there in 2021.

As a whole, the majority of operators believe that 
2023 will go down as the year of recovery. Some 60% 
consider that Barcelona will have to wait until 2023 in 
order to get back to the situation existing in 2019. It is 
worth mentioning that 2019 represented an all-time 
high for the city. In the case of Madrid, some 48% also 
feel that the recovery will correspond to the same 
year, i.e. 2023, though 23% feel that this will occur in 
2022. In the case of the major cities, the significance 
of the MICE segment is the main reason behind the 
delay to the recovery in comparison with holiday 
destinations. The degree of recovery of corporate 
tourism is still very much unknown, due to the fact 
that changes and trends that were on the horizon 

for a number of years, due to remote working and 
work-life balance issues, have now been assimilated.

The figures for Madrid and Barcelona are similar 
to those of Lisbon, a destination experiencing 
extraordinary evolution in 2019, prior to the pandemic. 
In this case, full recovery is expected in 2023 by 
50% of operators, whereas some 27% feel that this 
may come about one year previously and another 
23% believe that it will be necessary to wait another 
year, i.e. 2024.

THE CONSEQUENCES OF COVID-19 FOR 
STRATEGIC PLANS
Some 48% of hotel chains interviewed stated that the 
majority of their strategic plans continue to develop 
as anticipated. In contrast, some 31% acknowledged 
that the majority of their new projects are currently 
on stand-by in anticipation of how things will evolve 
globally.

The reasons why projects have been affected are 
numerous, although all are related in some way 
to the pandemic. Some 56% stated that the main 
problem forcing new projects to a standstill related to 

This is one of the main conclusions of the Operator Survey undertaken by Cushman & 
Wakefield Hospitality on the Iberian Peninsula. This survey involved the participation of 50 
Spanish and Portuguese hotel companies, with an offering of close to 200.000 rooms. The 
consultancy wished to analyse the future outlook from the point of view of hotel operators.

IN HOLIDAY DESTINATIONS

THE RECOVERY
WILL BE FASTER

T
Hotel Guadalmina Spa and Golf Resort 

de Marbella, gestionado por GAT

SPANISH AND PORTUGUESE
HOTEL OPERATORS HOPE THAT
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IN HOLIDAY DESTINATIONS

financing, either through debt or capital. In contrast, 
some 29% consider that the change in current market 
conditions renders continuity with their projects 
infeasible. 7% also consider that it is currently more 
logical to consider alternatives to hotel use for some 
specific projects.

In terms of contracts between hotel chains and asset 
owners, some 35% acknowledge that they have had 
to make significant changes to the lion’s share of 
their agreements, whereas some 21% have pursued 
this only with some agreemwnts.

INVESTMENT IN NEW PROJECTS
Despite the fact that the market is severely affected 
by a lack of activity, some 30% of survey participants 
acknowledge that they are still studying the entire 
market of the Iberian Peninsula and remain interested 
in possible projects. 30% state that they are much 
more selective in terms of destinations in which 
they are interested, whereas some 12.5% are only 
interested in prime locations where, in principle, they 
can avoid increasing their investment/management 
risk. 80% of hotel chains are paying close attention 
to the evolution of the market and are considering 
sale and acquisition deals throughout the territory 
or in certain specific destinations.

In the words of Albert Grau, partner and co-head 
of Cushman & Wakefield Hospitality, this response 
from Hotel chains demonstrates that “both Spain and 
Portugal continue to enjoy significant interest on the 
part of investors and operators. Everyone is conscious 
of the growth of tourism during the 2012-2020 cycle 
and the outlook points towards a rapid recovery of 
the upward trend”. Within this context, “there are 
players within the sector with financial capacity, 
though who are currently adopting a wait-and-see 
approach. They may, however, come to life as soon 
as positive news and a recovery in activity appear”. 
In short, from the survey it may be concluded that 
58% of hotel chains remain interested in the European 
market and, more specifically, the Iberian Peninsula.

59% OF HOTEL CHAINS 
REMAIN INTERESTED IN 
CORPORATE DEALS IN THE 
MOST IMPORTANT MARKETS 
WITHIN THE IBERIAN 
PENINSULA AND EUROPE

BRUNO HALLÉ, NEW MEMBER 
OF THE TOURISM BOARD

he plenary meeting of the Tourism 
Board, held on November 13, confirmed 
the incorporation of thirteen new 

members into the Association, bringing the 
total to 70 renowned business people and 
professionals. One of the new members is the 
Cushman & Wakefield partner, Bruno Hallé.

Presided over by Juan Molas, the Tourism 
Board is a meeting, dialogue and opinion 
forming group comprising prominent 
personalities, businesses and professionals 
from the private sector of Spain’s tourism 
industry. Founded in 1986, its main goal is to 
pursue the study, private sector coordination 
and dissemination of the role of tourism as 
an essential factor in economic and social 
development and currently comprises 17 
tourism sub-sectors.

In addition to accepting the incorporation of 
new members, the general plenary meeting 
of the Board called for the creation of safe 
air corridors aimed at reactivating tourism. 
Through investments in testing performed 
on tourists in their departure airports, 
along with the repetition of these tests 
on their departure from Spanish airports, 
the reactivation of one of the country’s 
cornerstone sectors could be speeded up.

The strategic relevance of the Tourism Board 
as a mouthpiece for the sector has grown 
significantly during the pandemic, ensuring 
that industry proposals reach every level.

T
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At the close of the third quarter, the Hotel Sector Barometer 
for Spain, jointly produced by STR and Cushman & Wakefield, 
showed that the falls in all indicators for our country were 
worse than those of any neighbour, including Germany, 
France and Italy. Only 37% of hotels opened during the holiday 
season and, of these, occupancy failed to exceed 33% overall 
for the first nine months of the year. Faced with this landscape, 
hotels have sought out alternatives and are now considering 
the post-pandemic outlook.

REINVENTS ITSELF 
HOTEL INVESTMENT

THE PANDEMIC
IN THE FACE OF 

THE FIRST CHALLENGE 
HAS BEEN TO ENSURE 

THE CONTINUITY OF 
BUSINESSES FACED WITH 

A LACK OF REVENUE
OPERATIONS

B&B HotelsB&B Hotels

he foregoing figures dispel any doubts. 
The situation is the most complex ever 
faced by the tourism sector in its entire 

history and is not even comparable to the period 
of the two world wars given that, at that time, 
the industry was in its infancy. In recent years, 
more than 1.4 billion people worldwide have 
travelled for reasons linked to tourism each year, 
and the trend has continued to point upwards
until the arrival of the coronavirus.

T
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ccording to a report from the American 
Express and World Travel & Tourism Council 
(WTTC), tourism represents some 12.3% of 

Spain’s GDP and is the second most important 
generator of employment. With respect to the 
future evolution of the industry, Javier Serrano, 
Country Manager of STR for Spain and Portugal, 
considers that “over the long-term, it is unlikely 
that we will see consolidated recovery in RevPAR 
for the majority of markets until 2023/24. The virus 
will remain present over the short term, affecting 
primarily international demand. Domestic and holiday 
demand will consequently continue to be the main 
driver of the recovery in the coming months”.

In that the majority of companies entered March 
2020 with their houses in order, in good shape 
financially and without the levels of indebtedness 
that led to the 2008 recession, the situation is 
not comparable to the cyclical crises that may be 
suffered by any industrial sector. Within this context, 
the hotel sector has attempted to ensure business 
continuity despite the lack of operating income. In 
addition to this vital need, they have also made great 
efforts to reinvent themselves and offer innovative 
products.

HYBRID OFFERINGS
Owned by the Smart Rooms Company, the Yurbban 
Hotel chain is among those that have opted to 
maintain one of their two establishments in Barcelona 
open, offering it as a set for the production of films, 
advertising and television series. This is just one 
example of the many that we can find in which hotel 
chains have made a commitment to creativity in 
order to remain active in the market.

More commonly there has been a commitment to 
a hybrid offering in which hotels offer room rental 
for longer periods of time, either for residential use 
or as an office. Some chains are fitting out spaces 
for coworking, whereas others have come up with 
temporary solutions to the lack of activity with long 
stay leasing of  rooms.

The chains that have already reconfigured their 
offering for longer stays include Silken, Praktik Hotels, 
Campanile and Gallery Hoteles. The latter of these 
has included an alliance with Attico, a company 
specialising in the leasing of shared workspaces. 
The facilities of the Gallery hotels now form part 
of the Attico space offering. In all of these projects 
companies have had to adapt their facilities to the new 
requirements in healthcare terms and to technology 
needs. Rooms with office services, such as a printer, 
office chairs, etc. and common spaces that offer 
significant added value where gymnasiums, solariums, 
spas and meeting rooms, etc. are able to be used.

In the opinion of Albert Grau, partner and co-head of 
Cushman & Wakefield Hospitality in Spain, these hotel 
initiatives “are magnificent insofar that they open 
up new opportunities, the evolution of which will be 
seen in the future. It is also clear that companies must 
analyse the reality of present circumstances and their 
options in terms of implementing proposals that will 
almost certainly be unable to financially offset the 
inability to open fully as a hotel. Some recompense 
could, however, come by way of raising brand value 
and client loyalty, whilst expanding towards new 
targets and implementing alternatives that may 
prove enriching for businesses in the future”.

LOCAL COMMITMENT
Faced with the fall in international tourism, those 
hotels within major cities that have decided to open 
have done so with an eye towards a local clientèle. 
The restaurant offering has proven to be a useful hook 
in appealing to a wider public allured by attractive 
offers for dining and overnight stays at prices below 
standard rates. A number of establishments within 
the luxury segment have moved in this direction, 
particularly in Barcelona due to the curfew imposed. 
These include Hotel W, the Hotel Negresco and the 
Eurostars Grand Marina.

The opening of their hotels to the inhabitants of the 
cities in which they are located has represented one 
of the major challenges for the hotel industry. During 
the pandemic, this challenge became a need. Quite 
possibly we will see how this offering aimed a more 
local clientèle consolidates, particularly in terms of 
any aspect relating to restaurant offerings, wellness 
services, etc.

PROTECTING THE BRAND
Considering this lack of activity together with excess 
competition, it is easy to fall into the trap of price 
wars that would devalue the market as a whole. Given 
that in previous crises we have witnessed long waits 
for price recovery and, in fact, in certain international 
markets, some hotels are still selling at prices seen 
during the 2008 recession, it is crucial to prevent 
this dangerous situation from arising. The ability to 
offer attractive products that are in keeping with 
real demand, using hybrid, imaginative proposals, 
represents a serious solution for the coming months 
prior to the beginning of any recovery.

TRENDS

THE PANDEMIC

A



Sercotel Ámister Art Hotel,
Barcelona

esigned with the philosophy of a think tank in 
mind, the Cushman & Wakefield Hospitality 
Lab met once again on October 8 with a 

debate that analysed the events of the summer 
season and the forecasts for the coming months 
with the prospect of new waves of the pandemic.

INVESTMENT IN PROMOTING SPAIN AS A BRAND
A number of European countries have managed 
to weather the prospect of poor figures due to 
the strength of their domestic markets. The LAB 
participants with hotels in some of these countries 
recognised that, in general terms, communication 
on the part of some European governments enabled 
tourist establishments to open by offering better 
guarantees than those in Spain. This also led to a 
greater sense of safety for their possible clients, 
whether domestic or foreign. Spain was unable to 
achieve this sense of safety and this consequently 
damaged the tourism image of the country.

The LAB participants criticised the fact that the 
various authorities in Spain have not produced clear, 
concise communications with respect to tourism, 
giving rise to contradictory and erroneous messaging. 

The Hospitality Lab is a knowledge-based 
initiative for the hotel industry organised by 
Cushman & Wakefield and which brings together 
16 executives linked to the sector in four meetings 
per year in order to analyse current issues. Whilst 
in 2020 the LABs have necessarily focused on 
considering the pandemic, thought has also been 
given to the profound changes that the hotel 
sector has been undergoing over many years. The 
participants in the October meeting agreed on the 
importance of highlighting the need for public-
private sector collaboration in designing an exit 
from the crisis and ensuring the survival of the 
majority of businesses.
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This communications deficit has hurt the industry as 
a whole, giving rise to figures that are far below those 
achieved by other European countries.

THE ROLE OF PUBLIC AUTHORITIES
The meeting also emphasised the lack of direct aid for 
a sector that is so strategic to the country’s economy. 
This strategic importance has not been met by the 
management of the economic crisis caused by the 
pandemic.

The majority of operators approved the use of 
furlough (ERTEs), whilst also calling for the possible 
extension of these up to the close of 2021, as in many 
other countries. Communications capacity has once 
again been key in terms of these measures, in order 
to anticipate possible scenarios and have a degree of 
legal certainty in various areas (financial, employment, 
etc.). The situation is already sufficiently difficult 
without leaving any more aspects up to improvisation. 
Examples such as that of Austria were mentioned, 
where direct assistance to hoteliers has enabled 
them to avoid bearing the total cost of overheads, 
including rent. By means of this measure, the Austrian 
government has managed to stabilise the vital signs 
of the economy at a level closer to normality. It is, 
however, evident that the characteristics of each 
country also set the limits on the policies that may 
be pursued.

Another priority is the situation regarding ICO 
loans. Repayment of these should, in theory, begin 
in March 2021, one year on from the beginning of 

the repayment holiday. A significant number of the 
participants called for the government to extend the 
repayment holiday to give both financial institutions 
and hotel operators a more feasible liquidity horizon 
so as to prepare the still highly complicated 2021 
tourism campaign.

NEGOTIATIONS BETWEEN OWNERS AND 
OPERATORS
All of the experts predicted the beginning of recovery 
in 2021. The challenge currently faced by operators, 
however, is that of liquidity. Many hotel operators are 
currently taking decisions based more on “breaking 
open” rather than breaking even. In other words, they 
prefer to keep their hotels open, despite making a loss, 
provided that the losses are lower than they would 
be with the hotel closed. This complex calculation is 
being applied by many hotels to ensure a series of 
intangibles, such as team motivation, brand values, 
market visibility, etc.

Negotiations between asset owners and hotel 
manager/operators have begun within this context. 
These rent negotiations were seen during the first 
wave of pandemic and will have to continue with the 
prolongation of the crisis. The ultimate goal of these 
negotiations consists of nothing other than deciding 
who should bear the brunt of the losses caused by 
the current situation. An equitable share-out of these 
losses is key to the success of any renegotiation 
process, though there is no single model and each 
case must be analysed on its own merits. Up to now, 
the majority of negotiations are proving fruitful, 

Hotel Boutique 
Casa Bonay, Barcelona
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although it is obvious that some situations will end 
up in litigation. Legal precedence is also currently 
demarcating the field of play in negotiations.

CONTRACTS MORE HEAVILY WEIGHTED 
TOWARDS VARIABLES, A DIRECT 
CONSEQUENCE OF THE PANDEMIC
A crisis situation such as that which we are 
experiencing leads to profound changes for the 
sector. The LAB participants, both operators and asset 
owners, consider that one of the most likely changes 
will be a transformation of fixed rent contracts into 
variable rent based exclusively on sales or profits. 
The most typical contract in Spain at the moment 
is based on fixed rent or fixed+variable rent in which 
the landlord is always guaranteed a minimum income.

The current situation shows that these types of 
contracts may be somewhat “fairer” for both 
parties, in that both the owner of the asset and the 
operator have an interest in increasing sales. This 
facilitates decision-making regarding investment in 
the asset, refurbishment, etc. This model requires full 
transparency in which the role of the asset manager 
will prove even more significant.

INVESTORS -  ALERT TO MARKET EVOLUTION
The LAB experts consider that funds remain very 
much interested in the Spanish market. Nevertheless, 
the lion’s share of assets currently for sale do not 
include the sort of discounts sought by investors who 
are currently making offers below market price. The 
gap between buyer and vendor expectations remains 
wide, though may narrow over the coming months.

With a feeling that any discounts should be smaller 
than those sought by possible investors, assets that are 
not in urgent need of financing are managing to avoid 
these negotiations. In general terms, small hotels are 
proving to be more resilient during the crisis thanks to 
the ICO credits and furlough. It is among large chains 
that we could possibly see corporate deals or the sale 
of attractive assets.

OWNERS AND 
OPERATORS OF HOTEL 
ASSETS HAVE, IN 
GENERAL, REACHED
AGREEMENT FOLLOWING 
RENT RENEGOTIATION

HOSPITALITY LAB ATTENDEES
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cushmanwakefield.es

Cushman & Wakefield 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 53,000 employees in approximately 400 offices 
and 60 countries. In 2019, the company posted revenue of $8.8 billion in property services, facility 
and project management, lease deals, capital markets, valuations and other services  . In 2020 and for 
the third year running, C&W was named the best professional real estate consultancy worldwide by 
Euromoney.

With more than 30 years’ experience in Spain, Cushman & Wakefield covers the entire country. The 
head offices are located in Madrid (Edificio Beatriz, José Ortega and Gasset, 29, 6º) and Barcelona 
(Passeig de Gràcia, 56, 7º). For further information, please visit www.cushmanwakefield.es or follow us 
at @CushWake on Twitter.
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