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The digital transformation accelerated by ten years during 
the pandemic and today's travelers are at least three times
more tech- and digitally savvy.

A great example: 
GoPro’s UGC Strategy

Source: McKinsey & Co



Increasing government privacy regulations 
and privacy moves by Google & Co. 
underscore the importance of first-party 
and direct relationships with guests.
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Why is first-party 
data the key to direct 
bookings?



Relationship-driven data 
enables better analysis 
and understanding of 

your guests 

Securing & protecting
your guests sensitive 

data builds brand trust 
and reputation

Activating guest data 
through low-cost, high 
margin direct channels 
drives revenue growth 

ACTIVATE YOUR MOST VALUABLE ASSET TO DRIVE DIRECT REVENUE

Your most valuable assets are your guests



How to get your data in order?



INSPIRATION BOOKING PRE- ARRIVAL 
& ON-PROPERTY POST- STAY

PHONE / CHAT

WEBSITE

EMAIL 
ENGAGEMENT

PHONE / CHAT

PMS DATA PREFERENCES

UPSELLS

ON-SITE SURVEYS / 
SERVICE RECOVERY

FLEX SURVEYS
W/ QR CODE

EMAIL 
ENGAGEMENT

REVIEWS

POST STAY SURVEYS

CART ABANDONMENT

EXIT POPUP

CONTACT API (SIGN-UPS)

Collect data wherever you can
Gather guest data throughout the full journey into a single source database



Activate data across the guest journey 
Create a complete digital guest journey that scales direct revenue results

We Miss You 

Stay Anniversary

Birthdays

Qualification 

Drip Campaigns

Cart Abandonment

Not Booked, Lead Follow up, Lapsed Leads

Seasonal/Holidays

Flash Sales

Loyalty 

Staycations 

Newsletters

Confirmation (PMS dependent)

Cancellation (PMS dependent)

Modification (PMS dependent)

Pre-Arrival Letters

Pre-Arrival Upgrades

Welcome Note

On-property Promotions 

Ancillary Revenue

Updates/Announcements

Surveys (in-stay)

OTA Win-Back

Direct Win-Back 

Thank You Note

Loyalty (stays, nights, or spend)

Surveys (post-stay)

• TripAdvisor

• Google

Automated One-Time Guest Feedback

INSPIRATION BOOKING
PRE- ARRIVAL 

& ON-PROPERTY
POST- STAY



Leverage Segmentation to Increase Engagement
Personalization and ROI go hand in hand
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Orchestrate omni-
channel guest 
communication



DEMOGRAPHICS
Birthday
Age
Gender
Location 
Language
Family

FEEDBACK
Pre-arrival
In-stay
Post-stay
Anonymous surveys
NPS

STAY HISTORY
Total room spend
Total # of nights
Total # of stays
Loyalty Tier

GUEST STATUS
Future stay
Arriving
On-property
Has past stays
Departing
Cancelled

RESERVATION SOURCE
Booking channel
Booking date
Booking lead time

TRANSACTIONS
Transaction spend
Transaction data
Transaction vendors

CUSTOM FIELDS
e.g. Hobbies 
e.g. Anniversaries 

STAY DATA
Check-in / out dates
Length of stay
Rate Code
Room rate / type 
Market
Number of properties 
visited
Day of the week
Upsell rate suggestions 

PREFERENCES 
On-property interests
Dietary restrictions
Wine preference
Pets
Reasons for booking

Make the most out or your guest data



Optimizing omni-channel campaigns

Website

Email Paid Social

Test offers, messages, visuals and targeting before deploying budget across all channels



Chris & Mary
OMNICHANNEL GUEST JOURNEY



50%







AVG OPEN RATE

44%
AVG CTR

1.3%

Michelin star restaurant
Property: Great Fosters

REVENUE

£189,288

CAMPAIGN FOCUS
Announcing the newly awarded Michelin Star restaurant + invite guests 
to the restaurant

SUBJECT LINE
A Michelin-star is awarded to The Tudor Pass at Great Fosters ⭐

SEGMENTS
- Local 
- Not from OTAs
- Not from agents



CAMPAIGN FOCUS
Provide options for guests to celebrate mother’s day at the property

SUBJECT LINE
Mother's Day Gift Guide - Our Top Picks

AVG OPEN RATE

43%
AVG CTR

0.7%

Mother’s day gifts
Property: Alexander House

REVENUE/

£15,845

SEGMENTS
- Exclude future stays
- Not from OTAs
- Subscribed to Mother’s day offers and updates



Acquisition - What’s 
in your toolbox?



Holistic Acquisition Strategy

New Customers - Discovery 
Tools: GHA, GA4 measurement

Existing Customers - Inspiring

WE MISS YOU ROOM REV.

170K
EDM TOTAL ROOM REV.

2.5M



Holistic acquisition strategy
Oldie but goodie!



Holistic acquisition strategy: 
Partnerships / Storytelling



Holistic acquisition strategy: 
Gift Vouchers



OTAs -
The balancing act



OTAs
Your introducers and referrers.
Are you in a toxic relationship?

EUROPEAN AV. OTA SHARE

30%
PRESSURED BY OTAS?

55%
CHANNEL PRICE INCREASES?

26%

Source: HOTREC 2022 European Distribution Report



…Don’t forget 
travel agents

OTAs
Tools - GHA (Meta Search), Bring Backs, 
Memberships, Apps, and more…

META SEARCH AD SHARE

64%
GHA META MARKET SHARE

67%

Source: ColorWhistle Blog 2023



4 Proven strategies for hotels

First-party data is crucial in a cookieless world. This is the key 
to sending highly personalised and segmented offers.

Omni-channel guests communication

Don’t put all your eggs in one basket - acquisition channels

All things in balance - your relationship with OTAs and the 
evolving space



Resource library

Get in-depth research, expert-written guides, stories of customer 
success, and more

revinate.com/resources
Scan our Resource 

Library here



Thank you.



John Mullen
07341645249

john.mullen@revinate.com

Let’s continue the conversations!

Elliott Wakefield
ewakefield@alexanderhotels.com


