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NEWs  
Top Moments from 10th Edition 

COMMITTEE

Last year, the Anniversary Edition of the Young 
Hoteliers Summit ended in high spirits, with our 
speakers, partners, and delegates. Through three 
days of powerful keynote speeches and inspiring 
panel discussions, the 10th Edition brought forth, 
among other key topics, the future of hospitality in 
the increasingly technology-focused world of today, 
and the need for hospitality to constantly adapt to 
these changing needs and expectations.  

We have summarized some key highlights from  
the YHS Anniversary Edition.   

1. Lyle Worthington, Immediate Past President of
HFTP and CIO of The Student Hotel, discussed 
the future of Big Data and emphasized the 
necessity of data privacy protection in industries 
that seek to personalize customer experience.

2. In the Seizing Top Tech Opportunities panel,
Steve Hood, Director of Research of STR,
highlighted how data mining and data
utilisation will remain crucial to the industry as
the vitality in the value of data is set to
dramatically shape and change the future of
hospitality.

4. The Disrupting Distribution panel discussed
the role of intermediaries like OTAs - while they
are often perceived as competition to hoteliers,
they could in fact help in hotel, especially
independent ones, by effectively using data and
technology on their channels to better reach
each individual hotel’s target market.

5. The Hotel Quality Lab panel emphasized
the need for hotels to have a strong culture
within to foster good teamwork and
communication in order to provide the best
service.

6. Heleri Rande, F&B Strategist and Consulting
Editor at Supper Magazine highlighted
the need to remain flexible in setting
‘standards’ and ‘guidelines’, in order to allow
employees to create their own “magic space”
and deliver quality service.

YOUNG HOTELIERS 
SUMMIT 
(YHS) 2019
Envisioning-Defining-Succeeding: 
Commemorating Milestones



DELEGATES  

Diversity remains as one of the defining 
characteristics of the hospitality industry. 

The Young Hoteliers Summit resonates 
the same values; the 2020 summit is set to 
welcome students from 41 universities 
spanning across 20 different countries. 

With 80 delegates with diverse cultures 
and backgrounds from Europe, Asia 
Pacific, and the Americas, we expect to 
see many interesting discussions and 
exchange of ideas, as we have since the 
beginning of YHS. 

NEW



PARTNERS  Commitment to excellence has long defi ned hospitality, 
similar to the values which our partners stand for.
We are proud to announce our new partners for the Young 
Hoteliers Summit 2020

NEW

Challenge Provider:
Four Seasons Hotels and Resorts 

Royal Partner:
Wyndham Hotels &  Resorts 

Royal Partner:
T he Peninsula Hotels 

Royal Partner:
Dorchester Collection

Royal Partner:
IHG  



NEWs  
Hospitality Trends

We Work: the Startup that Started 
too Quickly

Virtual Restaurants and Ghost 
Kitchens: the start of a home dining 
revolution?

INDUSTRY HOSPITALITY 
TRENDS

Industries and consumers are mutually reliant 
entities. The  needs and wants of each develop and 
change over time. Hospitality at its current stage 
faces its transition point defined by technology. 
This provides optimised methods to enhance 
customer experience in personalisation, 
communication, service automation and 
marketing (Agnese, 2019). Each of those elements 
are the essence of attracting an appropriate 
consumer base. 

Deloitte’s 2019 US Travel and Hospitality 
Outlook report revealed growth for every sector 
of the hospitality industry (Langford, 
Weissenberg, & Gasdia, 2019). As technological 
advancements drive industrial development, 
the potential paradigm shifts in innovation may 
be the solution to the looming threat of             
an economic downturn. However, workforce 
shortage is an increasingly concerning matter as 
growth in current job openings exceed 323%.

Yet, development and progress remain continuums 

that plague the industry. Through 

the enhancement of consumer experience and 

revenue streams, cognitive technology such as 
mobile check-ins and smart technology, has 

enabled hospitality to redefine itself. Technology 
allows guests to customize their own experiences, 
and for hotels to personalize their services - both of 
which have been major buzzwords in the industry 
as guests continue to seek individualized and 
authentic experiences. Nonetheless, technology is 
not the be-all-end-all solution for a people-focused 
industry like hospitality, which will continue to be 
defined by its ability to offer interpersonal 
interaction and quality service. Thus, businesses 
should continue to invest in its people in order to 
improve guest relationships and enhance the 
customer experience. 



WEWORK
THE STARTUP 
THAT STARTED 
TOO QUICKLY

WeWork, the company valued at $47 billion in 
September 2019 who dropped to $20 billion in 
less than 3 months has one of the most interesting 
stories of a downturn on the market. Co-founded 
by Adam Neumann and Miguel McKelvey in 
2010, WeWork’s aim was to provide shared office 
space for startup companies to collaborate and 
share ideas in a non-traditional space. Offering 
the latest technologies, beautiful interior design 
and draught beer on tap WeWork’s goal was to 
revolutionize how people worked.

WeWork entered the market like a force receiving 
initial investments from companies, such as 
Amazon and JP Morgan. However, it was             
the investment from Softbank Group which truly 
set them apart.  An initial investor in AliBaba and 
CEO of SoftBank Mr Masayoshi Son saw potential 
in Adam Neumann and took him on as a mentee 
to his teachings. This led to a significant investment 

to fund Neumann’s vision.  

Looks like a great business concept that could be 
noted by all hoteliers! From the onset, the business 
model on which WeWork operated appeared to be 
perfect pony. However, is it that perfect? 

According to Bloomberg, it was too much too fast 
for WeWork and as the cash poured into 
the company there was a lack of supervision on the 
use of these funds. The company thus grew in an 
almost exponential manner opening offices across 
the globe and spending more money than they were 
earning. Running the business on a loss WeWork 
continued to expand without much con-sideration 
of their financial situation. WeWork ignored many 
signs of potential failure blinded by their positive 
publicity and illusion of success. 

Consequently, WeWork grew too fast allowing 

Adam Neumann

an unhealthy development of the company and 
their infrastructure. 

While all startups are looking to emerge and 
succeed in the market, WeWork seemed to forget 
the importance of sustainable development. 
The company ignored their lack of profit and 
believed that their risky business model would 
eventually turn a profit. This model consisted of 
WeWork paying fixed lease contracts with 
buildings in major cities in order to convert them 
into their office spaces, however, they only 
received return if those spaces were rented. Thus, 
since WeWork targets solo entrepreneurs or small 
business their aim was to keep prices low to attract 
clientele so that the rent could be as low as $45 
a month. While this tactic may be viable for 
an established company, WeWork could not 
develop a solid revenue flow with this business 
model. 



This issue could be considered in hospitality 
startups.  A  key factor to pay attention to 
is creating a consistent long term development. 
Startups are required to have not only profitable 
beginnings but also show future investors that their 
business model is solid and able to grow. 

In addition, some of the main issues that We Work 
faced came from their management. Neumann was 
reckless and risky in the way he chose to run his 
business. One aspect that shocked several 
employees and partners in management was his 
open alcohol consumption and his con-stant need 
for it in the workplace, as he believed it brought 
people together. Another Neumann’s reckless 
action was his purchase of the trademark for 
the word "We" which he then sold back to 
WeWork for $5.7 billion dollars. These actions

of corporate greed and irresponsibility from 
the CEO demonstrate a  significant issue in the 
management of WeWork and can be viewed as 
an  important factor for future hospitality 
startups to  consider when choosing and 
maintaining a CEO. 

Moreover, WeWork was running at a loss for quite 
a  while before attempting to make the com-
pany public. The  postponing of their IPO and 
withdrawal of investment capital from SoftBank 
caused concern on the market about the 
financial situation of WeWork which in turn 
affected their stance even further. The release of 
an IPO is an important milestone for every 
company and for a startup, it is a vital moment 
to gain shareholder confidence. Unable to 
provide solid financial statements, WeWork 

displayed to the entire market that their vision 
of becoming a public company was 
premature and that the startup may be a risky place 
for investors moment to gain shareholder 
confidence. Unable to provide solid financial 
statements, WeWork displayed to the entire market 
that their vision of becoming a public company was 
premature and that the startup may be a risky place 
for investors. As stated in an article from Forbes 
magazine, “The problem is specific to WeWork and 
their business, not a systemic issue”, meaning that 
investors should not worry about a problem in     
the IPO system itself but how startups such as 
WeWork may present themselves 
to the market.

False advertisement, overestimation of capital and

ineffective management contributed to the 
downfall of WeWork. While the future of 
WeWork is uncertain, their quick success but 
the faster decline has not only shocked the market 
but also shifted view on IPO’s for startup 
companies.

Following the almost-disastrous IPO attempt by 
WeWork, another big tech start-up that has been 
making waves in the hospitality industry - Airbnb 
- is set to give the IPO a go in 2020. However, 
Airbnb is clearly treading very carefully after 
witnessing the downfall of WeWork, and it would 
be interesting to see how it eventually plays out 
for the darling of short-term accommodation 
sector.



VIRTUAL 
RESTAURANTS 
AND GHOST KITCHENS 
THE START OF 
A HOME DINING 
REVOLUTION?  

Imagine a restaurant with no tables, chairs or waiters. The 
fast-casual industry is evolving rapidly. This industry has 
regularly needed to adapt to consumer demands. Beginning 
back in the day with drive ins to drive through’s, take out 
options and home delivery, the ever-changing industry of 
fast casual dining has had to adapt faster than any other. 
Today, most of us rely on Uber eats and Deliveroo as our 
main sources of home food delivery. However, in order to 
keep up with a high demand, the fast-casual industry had to 
come up with yet another revolutionary idea. Thus,            
the concept of “virtual restaurants and ghost kitchens” are 
born. So, what exactly are these two new concepts and how 
do they differ?  

A virtual restaurant is a restaurant that operates a storefront 
and offers a special menu for home delivery only. While 
“ghost kitchens” consists only of a kitchen which provide 
food uniquely for home delivery. Meaning that these 
kitchens can exist anywhere if there is a space to prepare food.

While a virtual restaurant may not seem like                       
an extraordinary novel idea, the rise of ghost kitchens         
is certainly an interesting new trend to watch. Ghost 
Kitchen is truly the latest discovery.  

Deliveroo has already established a few ghost kitchens in 
Europe, one in east London’s derelict parking lot and 
another in a warehouse in Paris. Since these kitchens exist 
only for home delivery, they benefit largely from reduced 
fixed costs and do not require a location that appeals        
to foot traffic. They can benefit from being in suburban 
areas targeting residential clientele and from low rental 
costs.  

As of now, Uber Eats, Deliveroo and other services act as 
an  intermediary between restaurants and consumers. 
However, by establishing ghost kitchens which offer         
a menu directly to customers these companies can 
eliminate the need for restaurant partners. 

"Ghost kitchen companies seek to reduce or even eliminate 
the need for customers to use their home kitchens. 
Through larger menus and faster delivery times companies 
such as Deliveroo hope for consumers to rely solely on 
them for their daily meals. As millennials and Gen Z tend 
to spend more money on takeaway food than fresh 
produce, delivery companies are headed in the right 
direction to please this growing market trend.  

Essentially, this creates a domino effect of retail businesses 
closing and turning towards takeaway businesses only. 
Overall, this can have a major impact of the ability for 
consumers to potentially have access to traditional dining 
in  the fast-casual sector and could kick start a major shift 
in  the traditional dining scene.  



YHS IS THE LARGEST STUDENT-RUN 
HOSPITALITY SUMMIT IN THE WORLD!

Every year, YHS welcomes approximately 
30 speakers, student delegates from over 40 
world’s leading hospitality institutions, as 
well as members of the media, and other 
external guests at the summit. Building on 
a different theme each year, YHS serves as 
a platform for insightful and engaging 
debates and discussions on the hottest 
topics of the hospitality industry.  

For more information on the panels, schedule, and 
YHS in general, please visit us at www.yhsglobal.com.
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