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BIO: 

Randy Smith is the Chairman and co-

founder of STR (Smith Travel Re-

search, Inc), the leading authority on 

lodging industry performance trends. 

In 2011, Mr. Smith was inducted into 

the Hilton Hospitality Hall of Honor, 

along with his wife Carolyn, named 

one of the “Twenty Five Most Influen-

tial Executives of the Business Travel 

Industry of 2011” by Business Travel 

News and was the recipient of the 

2011 Lodging Hospitality Magazine’s 

Stephen W. Brener Silver Plate 

Award. In 2010, he was awarded the 

ALIS Lifetime Achievement Award for 

his contribution to the lodging indus-

try. Mr. Smith was a 2007 inductee to 

the Florida State University College of 

Business Hall of Fame. He is a mem-

ber and past co-chairman of the In-

dustry Real Estate Financing Advisory 

Council (IREFAC) and the 2002 re-

cipient of the prestigious IREFAC C. 

Everett Johnson Award.  He is also 

vice-chair of the American Hotel & 

Lodging Foundation Funding Commit-

tee.  Mr. Smith is a charter member of 

the International Society of Hospitality 

Consultants (ISHC) and a former 

member of the board of directors. He 

was the recipient of the 1996 Industry 

Pioneer Award of the ISHC for out-

standing contribution to the lodging 

industry.  Mr. Smith is a regular key-

note speaker at the major industry 

conferences. 

 

Prior to starting STR, Randy was Di-

rector of Research for Laventhol & 

Horwath and has over twenty-five 

years experience in lodging industry 

research. He resides in Nashville, TN, 

with his wife Carolyn and his son 

Alex. He is also an avid fisherman. 

 

Company Profile: 

STR is the leading authority on lodg-

ing industry performance trends. STR 

benchmarks hotel occupancy, rate 

and revenue through its STAR pro-

gram. In 2007, STR expanded their 

benchmarking efforts outside of North 

America with the creation of STR 

Global and now receives data from 

over 44,000 hotels worldwide. Their 

commitment to confidentiality and 

accuracy has set the industry stan-

dard for over twenty five years. STR 

founded the STR family of companies 

and is proudly associated with STR 

Global, RRC Associates, STR Ana-

lytics and HotelNewsNow.com. STR 

also created the Hotel Data Confer-

ence, which is held annually in Nash-

ville, Tennessee. STR was recently 

named to the 2012 Inc.5000 list of 

fastest growing private companies in 

the U.S. 

 

Interview conducted by: 

Lynn Fosse, Senior Editor 

CEOCFO Magazine 

 

CEOCFO: Mr. Smith, STR is a lead-

ing provider of hotel data, what do 

you provide? 

Mr. Smith: Essentially we provide 

market share data to the hotel indus-

try, but in doing that, we track overall 

industry supply room demand, room 

revenues, room rates, occupancies. 

These are most of the basic perform-

ance metrics that the industry looks at 

to benchmark its performance. We 

look at profitability of hotels but it is 

data that we collect from the hotel 

industry and provide back to just 

about every kind of interested party in 

the hotel industry, everything from the 

brands, managers, operators, visitor 

bureaus and lenders. Anybody with an 

interest in the lodging industry at 

some point seems to end up coming 

to us for some type of data. 

 

CEOCFO: How do you collect the 

data? 
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Mr. Smith: The major brands partici-

pate. We have a large number of in-

dependents here in the US and a 

large number of independents in 

Europe and around the world that par-

ticipate too. Every major brand in the 

US participates and every major 

global brand participates in our pro-

gram. 

 

CEOCFO: What are some of the 

items you are able to track that might 

surprise people? 

Mr. Smith: The one thing that sur-

prises a lot of people is that we track 

daily performances of the industry 

here in the US and some areas 

around the world. It enables us to 

track and take a look at specific 

events. For example, we were able to 

look at how the Republican conven-

tion affected hotels in Tampa and how 

the Democratic convention affected 

hotels in Charlotte. We could look at 

exactly how they did the 

nights of the convention and 

what happened to their room 

rates, which gets picked up by 

many people. It is interesting 

to look at weather related 

events, sporting events, such 

as the super bowl, and being 

able to attract daily perform-

ance of the industry gives us 

a little insight into the current 

events and how they affect 

the local economies, the hotel indus-

try in particular, and the overall indus-

try. 

 

CEOCFO: Do people that are using 

your service sign up for an ongoing 

period? How does your service work? 

Mr. Smith: With the brands them-

selves and the major hotel compa-

nies, we do have annual contracts 

with them. They have special needs 

and we generate a great deal of ad 

hoc type reports. That same type of 

report is the type of report we provide 

to many consultants, appraisers, lend-

ers. If somebody wants to build a new 

hotel today, at some point somebody 

is going to come to us and want to 

know how hotels are doing. One of 

our most popular reports, a trend, 

shows supply and demand, occu-

pancy, and room rate trends for a se-

lected group of hotels back five to ten 

years, however far back you want to 

go. You can look at what is going on 

in the industry in that specific group-

ing of hotels and that can be every-

thing down to four hotels sitting on a 

street corner, an entire market or 

segment, entire region, or entire 

country. That type of ad hoc capability 

is something that we do often and 

those are just a one-off charge. While 

we have the annual renewable con-

tracts that feed the data into us on a 

regular basis, the way people can 

purchase the reports seems to be 

endless at this point.  

 

CEOCFO: Are you providing them 

data or is it analysis as well? 

Mr. Smith: It is aggregated data. We 

never disclose any individual property 

or brand performance. It is all highly 

confidential data so it does have to be 

aggregated. We have many confiden-

tiality guidelines so you cannot come 

to us and run a report on say six ho-

tels and have four of those be a Mar-

riott brand, for example. We have to 

watch that and monitor that very 

closely to make sure that we do main-

tain confidentiality that the data pro-

vided to us. As long as it meets our 

rules of confidentiality then we can 

generate a report that shows you how 

that grouping of hotels did.  

 

CEOCFO: Is there ever a question 

about the accuracy of the data that is 

submitted to you? 

Mr. Smith: I guess there was in the 

initial years. We have been at this 

now for about twenty-five years and it 

continues to this day. There is a large 

number of hotels that we get duplicate 

data from the brand or franchisor. We 

frequently also get it from the franchi-

see, the management company and 

the lender. Some hotels will get data 

from three or four different entities for 

the same hotel so it does enable us to 

cross-check much of the information. 

While that was a general  concern 

back at the beginning, it is much less 

of a concern today because people 

realize that in terms of trying to game 

the system or try to mislead or any-

thing like that, it comes back a year 

later. It is an ongoing process and we 

collect this data on a regular basis. 

We find that the data at this point is 

built into a large number of contracts, 

management company contracts, per-

formance contracts, many general 

managers and revenue managers. 

Their compensation is in part due to 

how they perform relative to our re-

ports and that really eliminates pretty 

much any chance of trying to game 

the system or even make mistakes 

that are accidental. We have number 

of error checks that we go through to 

look at the hotel’s past performance. 

We can look at the performance of 

hotels close to that hotel. We can see 

if there are any real outliers in the 

data. Again, we have been at this for 

twenty-five years and we got 

it down to a science. 

 

CEOCFO: What is the com-

petitive landscape for STR? 

Mr. Smith: There is not any-

body else that does it like we 

do on a global basis. There 

are regional companies 

around the world that do pro-

vide data like we do. There is 

a company in France and 

several out there around the world. 

The hotel industry decided years ago 

that it would be best to have one en-

tity do this. They would like to have as 

much data as they can, flowing 

through one through one pipeline. 

They do not want half the industry 

over here and half the industry over 

there, or nobody would have good 

data. From a large extent, we are like 

a utility when it comes to providing 

data to the industry. While there are 

other companies, we view them as 

competitors in terms of capturing dol-

lars, not so much in terms of compet-

ing with us in the marketplace. We 

always have to compete for dollars 

that are being spent to find out what is 

going on in terms of the competitive 

environment. There are several com-

panies out there that do other types of 

data. We always have to compete for 

those dollars.  

 

Lodging is a huge industry and we are the 

ones out there talking about what is going 

on in that industry. That is the primary rea-

son why people pay so much attention to 

what we do, because of this huge exposure 

to the industry that we have. We have talked 

often about the fact that we probably touch 

more hotels in any given week than any 

other entity out there. - Randy Smith 
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CEOCFO: Are there any kinds of data 

that the hotels are not providing to 

you which you would like to have?  

Mr. Smith: There is always more data 

that we would like to have. We would 

like to be tracking the source of book-

ing and how hotel rooms are booked. 

We did a major distribution study with 

AH&LA and HSMAI about a year ago 

on that and found it to be fascinating 

data. We are trying to roll that into an 

ongoing product in which we will find 

out exactly how all the rooms are be-

ing booked through the online travel 

agents, through the brand.coms, 

through direct phone calls to the ho-

tel. We are trying to find out much 

more about how reservations are ac-

tually booked and we are trying to find 

out more about actual expenses and 

how they impact the overall profitabil-

ity of that channel. Also, the actual 

operating cost of running the hotel, 

labor cost, insurance cost, energy 

cost, they are all going up for hotels. 

We are trying to get a better handle 

on some of those items. It is very dif-

ficult to track that on a monthly basis 

but that is one of our objectives. 

 

CEOCFO: Are there organizations or 

industry segments that are not as 

aware of STR as they should be?  

Mr. Smith: Probably one of the big-

gest markets that we think could 

really use our data are the travel 

planners within major companies such 

as IBM and AT&T. We provide a 

large amount of information to the 

GSA of the federal government in 

order for them to book rooms around 

the country. We are constantly sur-

prised that some of the other major 

travel companies, any of your major 

Fortune 500 companies have many 

people out there on the road and we 

are constantly surprised at how little 

they use information to try and lower 

their overall travel expenditures. We 

think that they could deal with us and 

figure out more about how to interact 

with the hotel industry. We have 

never made much headway in that, 

but it has always been a surprise to 

me that they have never latched onto 

the data we provide. The government 

as a major purchaser of travel has 

been a customer of ours for years. 

 

CEOCFO: How is business these 

days? 

Mr. Smith: Business for us has been 

outstanding. We are coming off a re-

cord year, and we think 2012 will be 

just as successful. The industry is do-

ing well now and anytime the hotel 

industry is doing well, we find that 

positively affects us. When the hotel 

industry is not doing well, we just kind 

of flatten out, everybody still needs 

information but they slow down on 

purchasing reports such as related to 

construction, so that business kind of 

slows down. Otherwise people still 

need data in a down market but when 

the market is moving up as it is now 

with increasing demand and room 

rates, then we find that our services 

are much more in demand and as a 

result. It is going to be a record year 

for the hotel industry in terms of room 

nights sold, so while they are setting 

records in terms of room nights sold, 

that helps us set records in terms of 

our overall revenues.  

 

CEOCFO: Why should the business 

community pay attention to STR? 

Mr. Smith: We are a small family-

owned company. I probably have 

about 128 to 200 employees. We 

probably do about $30 million a share 

in revenues. Why we are a small 

company is that we have an outsized 

impact on a major industry and that 

affects many investors, anybody in-

vesting in real estate, hotels, lenders 

to the hotel industry, consulting, ap-

praising. Lodging is a huge industry 

and we are the ones out there talking 

about what is going on in that indus-

try. That is the primary reason why 

people pay so much attention to what 

we do, because of this huge exposure 

to the industry that we have. We have 

talked often about the fact that we 

probably touch more hotels in any 

given week than any other entity out 

there. That pipeline that we have 

where data flows from hotels to us 

and then from us back to the hotel 

industry, is extensive. That pipeline is 

what many companies approach con-

stantly whether it is private equity 

firms, people wanting to do deals, or 

all kinds of things. We have made a 

few acquisitions here and there but 

there has been much interest in our 

company and that somewhat sur-

prises me but given our public expo-

sure, it should not be too much of a 

surprise. 
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