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Intros

Allan Nelson Debbie Neate

CEO & Co-founder, Head of Marketing,
For-Sight Sutton Hotel Collection



For-Sight | Unlocking the Guest Journey

Data-Driven Hospitality

Leverage technology to humanise your brand, at scale.

Guest Behaviour
Insights

rc Query your data

Guest Comms &
<\_= A Marketing

m Report and track
campaign success

View on guest behaviour

Track loyalty & marketing
preferences

Enhance guest recognition

Segment your database
Understand your guest
mix

Automate your marketing

Transactional
communications

Email marketing
Personalisation at scale

Measure the success of
your campaigns

Track revenue

Track data health
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Communication Is
changing

As demographics change, how people want
to receive their communications is also

changing.
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Baby Boomers

1946-1964

« Prefer
telephone.

« Technologically
risk adverse.




Personalisation Expectation
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Why personalise?

A customer-first / personalised approach
will increase customer satisfaction and
loyalty.

Address each guest individually understand their
expectations and preferences in order to respond as
accurately as possible throughout their stay to;

> Improve satisfaction

> Enhance reputation

> Humanise your brand
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Moving beyond traditional demographics:
a modern approach to understanding your
guests
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Date Filters

® Arrival Date
Booking Date

0/01/22 @ ® 01/08/22
Stay Filters
Location Hotel Group v

Room type (Al v

more filters

56.9% Contact Stays

Stays: 12,000 [ ‘ - = Weekdays RFM Colour  Email marketable
5 % of total stays .y / i\ @y vo@n v
* U

\ i = more filters




Send Pre-stay 1

THE HOTEL

CONFIRMATION NUMBER: 12468462
ARRIVAL DATE: 26 July 2023
DEPARTURE DATE: 28 July 2023

The team are looking forward to welcoming you for your stay!

SPECIAL OCCASION? OUR FACILITIES
Here for a special occasion? View Explore our many faclities and
aur suite options, make the most of your stay.

BARS & RESTAURANTS OUR PLEDGE TO YOU
Relax and enjoy our choice of Keeping you safe.
bars and restaurants. Reac our pledze te you.
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Send 3 days — Send Pre-stay 2

Before Arrival Date

THE HOTEL

YOUR COUNTDOWN
HAS BEGUN

YOUR STAY DETAILS

CONFIRMATION NUMBER: 12468462
ARRIVAL DATE: 26 July 2023
DEPARTURE DATE: 28 July 2023

Only 2 weeks left before your stay!

UPGRADE YOUR STAY DINING OPTIONS

Gur Dining options.
What vl yeu pick?

View our choice of roeom
upgrades for extra comfort

P

» a
BOOK A SPA TREATMENT BOOK A ROUND OF GOLF

With 5 courses to choose from,
we have somathing for everyone

Can we tempt you wih a spa
freatment whvist youre here?

vy d

ss written here
Code, City

Send 1 day > Send Pre-stay 3

Before Arrival Date

YOUR STAY DETAILS
CONFIRMATION NUMBER: 12468462

ARRIVAL DATE: 26 July 2023
DEPARTURE DATE: 28 July 2023

Not long now and we can’t wait to welcome you!

ARRIVAL TIME HOW TO FIND US

Free parking and easy Lo reach
lacation.

¥'S

OUR PLEDGE TO YOU

Room is ready and waling
from 3 pm.

INSTA READY #THEHOTEL

Post and tag us in your best insta Keeping you safe.
moments. Read our Pledge 1o You.




Automate

RULE NAME

Pre-stay 1
Pre-stay 2
Pre-stay 3
Arrival

On Property

On Property
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RULE

Send email 14 days Before
Arrival Date at 11:00

Send email 3 days Before
Arrival Date at 11:00

Send email 1 day Before
Arrival Date at 11:00

Send email on Arrival Date
at 7:00

Send email 1 Day After
Arrival Date at 9:00

Send email 1 Day Before
Departure Date at 9:00

LOCATION(S)

The Hotel

The Hotel

The Hotel

The Hotel

The Hotel

The Hotel

STATUS

Before Stay

On property



Automate

RULE NAME

Post-stay 1
Post-stay 2
Post-stay 3
Bring Back 1

Bring Back 2
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RULE

Send email 1 day After
Booking Date at 11:00

Send email 2 days After
Booking Date at 11:00

Send email 4 days After
Booking Date at 11:00

Send email 5 days After
Booking Date at 10:00

Send email 20 days After
Booking Date at 10:00

LOCATION(S)

The Hotel

The Hotel

The Hotel

The Hotel

The Hotel

STATUS

)

After Stay

Bring Back
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The Guest
Journey

There are many
chances to engage
with your guests
across their journey
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Bring Back




« Newsletter

« Birthday
- T T T T T . seasonal
+ Capture
Inspiration Preferences
« Thank you
- Stay information _ o
«  Upsell

« Planning tips
Before Stay

« Welcome

« Check-in
«  Upsell
« Events

On Property « Extend your stay

* Review/ Survey
» Direct booking

offer _—T====
« Thankyou
« OTA win back After Stay

« Booking
anniversary
 Visit our other
properties

Bring Back + Corporate to
For-Sight | Unlocking the Guest Journey Leisure




Guest Profiles

©

The business The family on The couple The parents
traveller a sightseeing enjoying a visiting their
always on the holiday romantic child

move weekend

Presentation Title goes here



Use guest data from CRM systems to cross-sell
additional products or services, such as spa
treatments or room service.

messagir

e

or in-room

=




Personalised Experiences

Use guest data from CRM systems to create
personalised experiences that go above and beyond
typical hotel offerings.

This could include surprise amenities or customised
activities that align with guests' interests and
preferences, creating a memorable and unique
experience that generates additional revenue and
enhances guest satisfaction.




Referral Programs

Use guest data from CRM systems to create
referral programs incentivising guests to
refer friends and family to your hotel.

Offer rewards such as discounts, free nights,
or exclusive perks to encourage guests to
spread the word and generate additional
revenue through new bookings.




Grow your revenue with targeted communications

Decide whether you're communicating based on time or behaviour:

Assign rules Design the content

Choose an event, i.e. 3 Set rules based on Make it personal (guests’
Days before arrival & no behaviour name, birthday date) - use
dining booked. Include delays - wait X the datal!
Decide on your guest time before sending next

segment(s) email



Measure your success

Send Sign-up Series

Thank you’
\ , |
| Wait
- Campaign Total % % unique % % unique Click to open
AN send delivered opens unsubscribes clickers rate
Send Sign-up Series % i :
‘Come & Dine’ . Sign-up Series 3,382 99.57% 87% 0.08% 35% 40%
~ | Thank You'
I v
) . : -~ Wait ~ Sign-up Series 3,379 99.93% 68% 0.06% 17% 19%
‘ \ v ‘Come & Dine’
Sign-up Series 3,377 99.92% 66% 0.09% 23% 16%
Send Sign-up Series ‘Spa break’ ’
‘Spa break’
' P Sign-up Series 3,374 99.71% 50% 0.36% 15% 21%
' | ‘Special offer’
L] , Wait
v

Send Sign-up Series
‘Special offer’

o



Retain
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1 out of 5 of travellers say
they use OTAs (online travel
agencies) to book all or part
of their travel.

Most OTAs make money by taking a commission per
booking, which is anywhere from 5% to upwards of 25%.

Source: HotelTechReport.com
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Reducing OTA Reliance

= /_
W
w

Get a clear view
on ‘OTA guests’

Organise your data to give a
clear view on OTA email
addresses used for booking so
you can take action.
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Automate marketing
bring-back campaigns

Implement email marketing
campaigns that are
automatically sent to ‘OTA
guests’, after their stay.

Ol
5

Leverage Additional
Technologies

Make use of processes such as
online check-in, mobile key
and others to collect
actionable data.



Reducing OTA Reliance

Check-in Online!

THANK YOU FOR SIGNING UP!

CheCk-in Online and Why not Sign _up to receive news, You have been added to our mailing list and this mean
announcements & special offers just for you. Please you willnow be among the frst o hear about our news
see our privacy policy for details on how we use your Attt

pe rsonal data_ You can also interact with us on Facebook and Instagram

to keep up with the latest news and events!
] 0131 467 4467
info@for-sight.com

Enter email address ] _

GIFT VOUCHERS

[ First name

)

What better present to give a loved one than a quality
experience on our beautiful coast?!




Loyalty driven by
data...




An Asset to Drive Loyalty

27 38 32 6 611

of consumers wouldn't care if the brands they used
now, vanished. (Havas)

g
Y
Q
2
1Y
a
g
o
b
*
13
Q
)
0%
3
2
8
X

XX X|& & &

> Understand your guest RFM (Recency, Frequency,
Monetary)

> Communicate in a personalised way, using that
data, to drive loyalty




Retention Marketing

['HE BELFRY

Use your data to reward customer loyalty

TOTAL

RELAXATI(INIEGEGE

STA NGERER| e nxario!

. / CSTARTS HERE
- . " ) {

00o .
00 Identify
>

@ Segment

%,QQQJ Recognise & Reward
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The Importance of a
CRM and Data Strategy
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Data Quality Monitoring




Technology: Making Guest Data
Actionable(and’'scalable)

- Managing guest profiles and booking data can be
overwhelming for hotels

« CRM system serves as a centralised hub for all guest
information

« CRM technology integrates different systems for effective

management of data.



Data Strateqgy: More than Just
Collecting Customer Data

+ CRM is essential for managing customer data
and creating personalized marketing
campaigns.

- Hotels can use CRM to track guest preferences
and behaviour to offer personalized
experiences.

+ Asolid data strategy is crucial and should be
aligned with business goals and customer
needs.




Data Strategy: More than Just
Collecting Customer Data

* |Invest in tools and resources for effective data
collection and analysis.

 Prioritise data privacy, permissioning and
security when handling customer data.

+ A well-executed CRM and data strategy can
drive bookings and loyalty.




It works!

By leveraging technology and expert
marketing strategies, you can achieve
significant growth

For-Sight | Unlocking the Guest Journey

+52%

Direct bookings

With automated
email marketing
over 6 months




Campaigns Sent Emails Sent Total Revenue (per email sent) Email address value

HOTEL X
2021-2022 228 22004430  £4,184,579 01909  £9.33 ...

Distinct Emails Contacted s Avg Total Revenue
5K
448,676 g OM e -
' é £244y
Emails Opened (% Opened) 3 £13 I - 129 109K I I £ 1 74,3 5 7 (per month)
0 ooy T HEEE =l AnEEEenllEEnN...
6,117,537 (43.6%) Jan2021  Apr2021  Jul2021  Oct2021  Jan2022  Apr2022  Jul2022  Oct 2022
Emails Clicked (% Clicked) Avg Total Stays
1110
421,647 (12.4%) g 1000 =
e 507
Total Stays (% Click to booking) g s00 . J 241 - 298 (per month)
| e R | [ | ST [ ]
7142 (5.3%) Jan2021  Apr2021  Jul2021  Oct2021  Jan2022  Apr2022  Jul2022  Oct 2022
Distinct Email Addresses Booked ._ Avg % Revenue
70794 .
.‘2 8 ] 9 9 0/0 (per month)
&
0%

“Jan 2021 Apr 2021 Jul 2021 Oct 2021 Jan 2022 Apr 2022 Jul 2022 Oct 2022
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In practice...

A discussion with Debbie Neate,
Head of Marketing - Sutton Hotel
Collection
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UNLOCKING

-ORSIGHT =guest

JOURNEY

Thank You

Any Questions?



	Default Section
	Slide 1
	Slide 2
	Slide 3: Data-Driven Hospitality Leverage technology to humanise your brand, at scale.

	Engage
	Slide 4
	Slide 5: Communication is changing
	Slide 6: Personalisation Expectation
	Slide 7: Why personalise? 
	Slide 8
	Slide 9
	Slide 10
	Slide 11: Automate
	Slide 12: Automate

	Grow - your direct revenue, grow your brand, grow...
	Slide 13
	Slide 14
	Slide 15
	Slide 16: Guest Profiles
	Slide 17
	Slide 18: Personalised Experiences
	Slide 19: Referral Programs
	Slide 20
	Slide 21: Measure your success

	Retain - Loyalty! Bring Bac
	Slide 22: Retain
	Slide 23
	Slide 24: Reducing OTA Reliance
	Slide 25: Reducing OTA Reliance
	Slide 26: Loyalty driven by data…
	Slide 27: An Asset to Drive Loyalty
	Slide 28

	7. The Importance of a CRM and Data Strategy
	Slide 29
	Slide 30
	Slide 31
	Slide 32
	Slide 33
	Slide 34: It works!
	Slide 35
	Slide 36: In practice…  A discussion with Debbie Neate, Head of Marketing – Sutton Hotel Collection
	Slide 37


