
Vision 2030 has added new destinations, business 
events and entertainment to the kingdom’s established 
religious tourism offerings. Yet high occupancy does 
not always translate into profit. Dr. Tong Yin, founder 
and CEO of InsightBridge Global, examines what it 
takes to convert demand into lasting owner returns.

SAUDI ARABIA’S NEXT 
HOSPITALITY CHAPTER

Saudi Arabia’s hotel pipeline is one of the 
most ambitious hospitality expansion stories 
in the world. However, the next challenge 
is no longer only construction, branding or 
opening speed. Rather, it is profitability. As 
more hotels enter the market, owners and 
operators must prove that new supply can 
generate sustainable financial performance, 
not just impressive visitor numbers.

Demand differs from profit  
Vision 2030 has created powerful 
momentum for tourism, entertainment, 
religious travel, business events and new 
destinations. Yet demand growth does not 
automatically translate into profit. A hotel 
can achieve strong occupancy and still 
underperform if channel costs are high, 
discounting becomes excessive, labor 
productivity is weak or food and beverage 
margins are poorly controlled. Ultimately, 
the question is not simply “Can we attract 
guests?” but “Can we convert demand into 
durable owner returns?”

Saudi Arabia’s pricing test 
In the early stage of a fast-growing market, 
hotels often benefit from limited supply and 
strong headline demand. However, as more 
international brands, lifestyle hotels, resorts 
and serviced apartments open, competition 
will become more sophisticated. Pricing 
power will depend on segmentation, brand 
positioning, distribution discipline and the 
ability to protect average daily rate (ADR) 
during softer periods. Hotels that rely only 
on revenue per available room (RevPAR) 
may miss the bigger picture. Net revenue 
after commissions and operating expenses 
will become a more important measure of 
commercial quality.

Operating models come first 
Many hotels treat the operating model as 
something to fix after opening. Yet that 
is too late. For the kingdom’s new hotels, 
profitability must therefore be designed 
before the first guest arrives. Specifically, this 
includes staffing structures, procurement 
systems, energy management, service 
standards, technology integration and 
decision rights between owners, operators 
and commercial teams. A Red Sea resort, 
a Riyadh business hotel and a Makkah 
religious-tourism property cannot use the 
same operating logic. Instead, each needs a 
model aligned with its demand pattern, cost 
structure and guest promise.

owners should ask whether AI tools help 
managers price better, reduce avoidable 
online travel agency (OTA) dependence, 
forecast staffing needs, identify service risks 
and act faster across departments. The goal 
is not more data. Rather, the goal is better 
commercial discipline.

Owners need a long-term view 
The success of Saudi Arabia’s hotel 
expansion will not be judged only by 
openings or room count. It will be judged 
instead by whether hotels remain financially 
healthy through competition, seasonality 
and changing demand. The strongest 
properties will combine ambition with 
operating discipline. Specifically, this means 
clear positioning, realistic cost structures, 
stronger direct demand, smarter revenue 
management and better coordination 
between asset owners and hotel operators. 
Saudi Arabia has the demand story. Looking 
ahead, the next chapter is building hotels 
that can turn that demand into lasting 
profitability.
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As more international brands, 
lifestyle hotels, resorts and 
serviced apartments open, 
competition will become 
more sophisticated.
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AI: decisions, not dashboards  
AI can support forecasting, pricing, 
reputation analysis, direct booking and 
workforce planning. However, technology 
only creates value when it changes 
decisions. If AI only produces more reports, 
it will not improve profitability. Saudi hotel 
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