
Ultimate Guide to Hospitality Metrics

There’s a lot more to hospitality than just booking reservations, cleaning 
rooms, and providing great guest service. At the end of the day, a hotel is a 
business and running a business requires General Managers to 
understand hotel revenue, bottom line, ROI, and so much more. 

Key metrics, or key performance indicators (KPI), help hotel teams keep 
track of how well they’re doing, from how many rooms are full to how 
e�ciently they’re running a property. 
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Find out what these metrics mean, 
what industry averages are, and how 
to improve them at your property. 

Average RevPAR
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OCCUPANCY

Occupancy is one of the most important indicators of success: the average 
occupancy rate (OCC) measures how “full” a hotel is, at any given time. It is 
measured by taking the total number of rooms occupied divided by the total 
number of rooms at the property, times 100.
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Tracking occupancy is more beneficial for 
economy hotels and properties with fixed 
rates. It can also be beneficial during 
downturns in the market, providing a 
tangible break-even point for most hotels. 

An occupancy-focused strategy can be 
more complete than others, as driving 
higher occupancy can help encourage 
guests to spend on services other than the 
room—spa, golf resort, or food and 
beverage services.

Occupancy will fluctuate based on peak 
and low seasons, but taking this into account 
beforehand and identifying break-even 
points allows for better financial health for 
hotels.

Limitations: Managers may miss out on 
revenue surges during high seasons or 
events, if only focusing on numbers of beds 
filled and not associated rates. Additionally, 
money spent on services outside the room 
are not reflected in OCC.

 

Luxury

Upper 
Upscale

Upscale

Upper 
Midscale

Midscale

45% 48% 58% 62% 69%
OCC for hotels in the U.S. based on service level

Number of rooms occupied
(ex: 50 rooms)
_________________              

Total number of rooms at the 
property 
(ex: 100 rooms)

Number of rooms occupied over 30 
days
(ex: 2,000 rooms)
_________________              

Total number of rooms at the 
property 
(ex: 100 rooms)

= OCC
(ex: 66%)

= OCC
(ex: 50%)

Example 1:

Example 2:

37.3%
OCC needed to achieve 0 

gain or loss in profit

July 2019: highest 
OCC in U.S. is 3.8%

December 2019: 
Lowest OCC in 
U.S. is 54.4%

Peak Season vs. O� Season
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REVPAR: REVENUE PER AVAILABLE ROOM
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While helpful to calculate revenue, there 
are a few limitations to RevPAR, includ-
ing:

Not taking into account costs per occu-
pied room (CPOR)

Not accounting for non-room revenue 
streams: spa, parking, golf resorts, etc.

Not taking into consideration the size of a 
hotel

Due to these, RevPAR alone is not a good 
indicator of hospitality performance. It is 
most useful when looked at alongside 
other metrics such as ADR.

Average daily rate
 (ex: $150)
______________              
Occupancy 
(ex: 75%) 

= RevPAR
(ex: $112.50)

On a month-to-month basis, RevPAR is 
usually at its highest nationwide in July, 
when OCC and ADR are also high 
compared to other months.

$58.98
Average RevPAR in the 
U.S. as of January 2022

This metric is important to consider but 
does not indicate overall performance. 
Calculated by multiplying the average 
daily rate (ADR) by the occupancy rate 
(OCC), RevPAR most importantly reflects a 
property’s ability to fill rooms at a 
consistent rate.

Luxury
Upper 
Upscale

Upscale

Upper 
Midscale

Midscale

$162.50 $82.48 $63.09 $55.98 $59.53

Average RevPAR across service levels of U.S. hotels as of 2021

Ways to improve RevPAR include:
 
Learning how to understand demand 
patterns, so that strategic pricing policies can 
be implemented

Ensuring stellar customer service to qualify 
higher rates

Implementing length of stay requirements, 
which can help control costs by limiting turn-
over

Using guest messaging systems that can 
automate processes like check-in/out.
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AVERAGE DAILY RATE

Sometimes referred to as “heads in beds,” the Average Daily Rate (ADR) indicates the 
average revenue generated per occupied room on a given day. It is a key indicator of 
performance in the industry and can fluctuate due to seasonal trends. 

It is calculated by dividing the revenue generated per room by the total number of rooms 
sold. A hotel’s ADR takes into account discounted rates, group rates, best available rates, 
and other price points per room night.
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Tracking occupancy is more beneficial for 
economy hotels and properties with fixed 
rates. It can also be beneficial during 
downturns in the market, providing a 
tangible break-even point for most hotels. 

An occupancy-focused strategy can be 
more complete than others, as driving 
higher occupancy can help encourage 
guests to spend on services other than the 
room—spa, golf resort, or food and 
beverage services.

Occupancy will fluctuate based on peak 
and low seasons, but taking this into account 
beforehand and identifying break-even 
points allows for better financial health for 
hotels.

Limitations: Managers may miss out on 
revenue surges during high seasons or 
events, if only focusing on numbers of beds 
filled and not associated rates. Additionally, 
money spent on services outside the room 
are not reflected in OCC.

 

Revenue per room 
(ex: $100,000 in room revenue)
_________________              

Total number of rooms sold 
(ex: 500 rooms at property) 

= ADR 
(ex: $200)

$90.92
ADR of U.S. Hotels as of 

November 2020

By analyzing ADR, revenue managers can see what rates can be expected on a weekly, monthly, or 
seasonal basis. Tracking ADR and noting fluctuations, as well as setting specific goals for ADR, can 
help increase revenue.

A rising ADR indicates a hotel is increasing its revenue solely from renting out rooms—ways to 
increase ADR usually involve charging higher rates per room. To maximize room value, managers 
can analyze ADR based on seasonality, which helps boost profit during high-season periods and 
have extra cash for o�-season.

Common reasons that ADR fluctuates include climate, special events and blackout dates, group 
rates, seasonal di�erences in demand, and corporate travel. ADR is a good metric to keep an eye 
on, but it has a few limitations, including not addressing occupancy lulls, overlooking non-room 
revenue including food and beverage, and not looking at profit.

Luxury

Upper 
Upscale

Upscale

Upper 
Midscale

Midscale

$354 $195 $104 $114 $89
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LOS: LENGTH OF STAY
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Length of stay is how many nights a guest stays 
at the hotel—from arrival to departure. 
Depending on the season, or between weeks 
and weekends, it can fluctuate quite a bit.

Average length of stay (ALOS) is the total room 
nights divided by the number of reservations 
checked in. A longer stay is generally better for 
hotels, as it gives more time to build brand 
loyalty, and decreases room turnover costs.

Finding a balance by managing length of 
stay is a good way to get a hotel closer to 
full occupancy. Ways to do this include 
employing stay restrictions: minimum and 
maximum length of stay, closed to arrival 
dates, and closed to departure dates. 
Holiday packages and extended length of 
stay packages are also a way to incentivize 
longer length stays.

Following LOS as a metric can show where 
revenue managers need to reduce turnover 
and increase the number of nights—for 
instance, if a hotel is showing more 
one-night stays than usual, charge more for 
single nights and o�er deals on 2+ night 
stays.

London
2022: 2.1 nights
2019: 2.9 nights

Seattle
2022: 2.1 nights
2019: 3.4 nights

Singapore
2022: 7.6 nights
2019: 3.9 nights

Paris
2022: 1.7 nights
2019: 2.5 nights

Singapore
2022: 7.6 nights
2019: 3.9 nights

Trends in ALOS: overall lower when 
comparing pre-pandemic levels

Total room nights 
(ex: 40 nights booked over 
course of 2 weeks)
______________              
Number of reservations  
(ex: 5 guests) 

= ALOS 
(ex: 8 nights)
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MPI: MARKET PENETRATION INDEX
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Since it is immune to swings in the market-
place, analyzing MPI is a good way to com-
pare hotel performance to competitors. 

An example of this is an economic down-
turn—hotels would expect their occupancy and 
revenue to drop respectively, but this doesn’t 
necessarily mean MPI would fall for each 
property, because the same factor (economic 
downturn) is a�ecting all properties in the 
prospective market. 

MPI is a good metric to follow when looking at 
how a property is performing within a market 
of competitors, but should be used alongside 
other metrics for a full picture of performance.

Market penetration index (MPI) measures a 
hotel’s OCC in comparison to an aggregated 
group of hotels. This metric can be helpful in 
analyzing how one property is performing in 
relation to competition and the market at 
large. 

Any number below 100 generally means 
that a property is performing relatively 
low, and any number over 100 means a 
property is performing well in that 
market. 

Ways to address an MPI under 100 
include a more aggressive overbooking 
strategy, paying more attention to 
changes in booking pace, or 
implementing a marketing strategy so 
that guests are more aware of your 
property.

>100: 
performing 

well

<100: 
not performing 

well

OCC
(ex: 50%)
______________              
Competition’s set OCC  
(ex: 80%)

= MPI
(ex: 0.625 x 
100 = 62.5%)
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GOP PAR: GROSS OPERATING PROFIT PER AVAILABLE ROOM
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Gross operating profit per available room 
(GOPPAR), is a good metric in the industry to 
get an idea of a property’s financial health. 
Measuring the relationship between revenue 
and expenses, it provides an accurate read 
on performance based on rooms available. 
Also referred to as the “bottom line,” it can 
give hotel owners a good idea of how 
valuable their hotel is. 

By looking at GOPPAR over a period of time, 
management strategies can be directed for 
profit maximization, instead of revenue 
maximization. 

GOPPAR can also be an important tool to track 
market level trends. 

Looking at overall performance, GOPPAR is an 
e�ective metric because it takes into account all 
rooms, not just occupied ones. 

It also includes hotel variables such as 
depreciation of furniture, cost of internet, and 
labor costs, so it can strongly indicate 
performance across all streams of revenue.

Gross operating profit (GOP) 
(ex: $3 million)
______________              
Total number of available
room nights  
(ex: 100 rooms x 365 
days/year) 

= GOPPAR 
(ex: $82.20)

$87
Average GOPPAR in U.S. 

(pre-pandemic)

During the pandemic, the top 25 markets in the 
U.S. saw negative GOPPAR and they didn’t all 
see positive levels until 16 months later.

$168 in 
Oahu

$38 in 
Detroit
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CPOR: COST PER OCCUPIED ROOM

hello@kipsu.com | +1 612.503.4000 | www.kipsu.com

Cost per occupied room is the average cost of 
preparing a hotel room for guests: from labor, 
to housekeeping, to amenities, there are a lot 
of expenses associated with providing 
well-equipped rooms for guests. 

Knowing the average cost per room allows 
management to make more accurate 
projections for pricing, marketing decisions, 
and expense monitoring. Costs can range 
from $10 per night at an economy property, to 
upwards of $75 per room night for a luxury 
hotel.  

50%
of expenses on average 

are related to labor

Due to the pandemic, many hotels 
globally are trying to make up for lost 
time and figure out how to cut costs. 

Ways to do this include:

Cross-training sta�: ensuring sta� 
members can perform multiple tasks if 
needed

Implementing labor management 
systems: these can help organize teams 
and keep track of what needs to be done 
automatically 

Avoid setting minute-per-room 
standards for all room types: some 
rooms will take longer to prepare than 
others

Ensure schedules reflect variations in 
volume: occupancy fluctuates constantly 
in hospitality, so make sure the amount of 
sta� matches the demand
 
Preventative maintenance: keep track of 
maintenance and do regular checks to 
avoid big costs when something breaks

Because it shows room profitability and takes 
into account expenses, CPOR is a good metric 
to evaluate strategies to increase profit.

LuxuryEconomy

$10 / night

$75 / night
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GUEST SATISFACTION
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Measuring quality is just as important as 
measuring quantity. Customer satisfaction is 
the key to success in an industry like hospitali-
ty: satisfied guests will be coming back and 
spreading the word, while unsatisfied guests 
will not. 

Example ways to measure guest satisfaction 
include:

Repeat Guests: Customers coming back to 
your hotel is a great indicator of satisfaction, 
especially when there’s so many brands to 
choose from. This is an especially important 
measure of success given recent statistics 
surrounding brand loyalty.

Spending on site: With additional amenities at 
many properties, including spas and restau-
rants, there’s lots of ways to spend money 
after booking a room.  If guests are doing so, 
they’re probably enjoying their time—which 
makes this a good way to measure satisfac-
tion. 

 

80%
Of customers will switch 

brands after one bad 
guest experience

Guest engagement: If a guest enjoys 
and trusts a brand, they engage with 
them online. Making sure social media 
pages are up to date is an important 
way to keep guests up-to-date on prop-
erty happenings, gather guest feedback, 
and increase engagement. In doing this, 
guest satisfaction can be measured: the 
more a guest is engaging, the more they 
likely trust and enjoy the property. 

Utilizing satisfaction surveys is another 
common and simple way to measure 
guest satisfaction. With digital messag-
ing solutions, these surveys can be sent 
out through an automated process, and 
responses can be stored within the 
platform. 

20%
hotel revenue: 

food & beverage

Only 28% of 
people are loyal 
to brands today


