NATIONAL HOTEL MARKETING CONFERENCE

CRM is so much more
than email marketlng'

Utilising Guest Data in the era of Al
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“Your guest database is worth a lot
more than your next campaign.”
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Allan Nelson Carla Severn
CEO & Co-founder of For-Sight Marketing & CRM Consultant
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HOW IS YOUR HOTEL USING CRM TODAY?

1 2

3

Mostly email campaigns Some segmentation, but Fully integrated into
and newsletters mainly campaign-driven commercial decisions
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HOTEL CRM IS STUCK

Most hotels stalled here

v
Mailing list Campaign tool Marketing Commercial
automation guest-data system
Collect addresses, Segmented sends, Workflows, triggers, Revenue, distribution,
send offers open rates reporting loyalty, direct strategy

, Quick win: Audit your last 10 CRM campaigns. How many were driven by a guest behaviour insight vs. a calendar date or offer?
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| COMMERCIAL PRESSURES |

Three pressures making this an operating issue, not theory
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Acquisition costs Third-party data access Guest expectations

‘@ °
o ®°
1 I..

e

~ORSIGHT X Storybox

MArkeiing




The result: Hotels that treat CRM as a campaign tool are
paying more to acquire guests they already have data on.
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What hotel teams can now do?

WHY NOW - THE ARRIVAL OF Al @ Uncover patterns across large guest

databases far faster than before

The tooling has changed - and
it raises the stakes < @ Prioritise audiences and test hypotheses

with lean teams

@ Spot missed revenue opportunities and
act more quickly

@& Accelerate decision-making from weeks to
hours
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A\ But only when

Guest data is connected, not siloed across
PMS, PQOS, spa, and web

The commercial objective is clear, not just
"'send more campaigns"”

Segmentation reflects real guest
behaviour, not just static attributes

Tools are used securely, within governed
environments

L
Quick win:
Write down the top 3 commercial
guestions you wish your guest data
could answer. If the data isn't connected

or the outcome isn't clear, fix that before
adding more tools.

FORSIGHT X Storvbm;

~marketing 0




Five patterns your guest data reveals about lifecycle value

The vital few Hidden Value One and done
A small group drives most of your Repeat guests often spend more than Most guests stayed once and were
revenue they appear to. never re-engaged

Seasonal clusters Relationship conversion

Seasonal guests behave predictably OTA guests will book direct — if

but are marketed to generically. recognised.
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68% stayed once. Never returned.
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LIFECYCLE PATTERNS

Lifecycle vs Broadcast Re-engagement Dead Zone
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21 5 mins ago

E Guest Details

Lifetime Value # of Stays
E3742.75 32

J 9 Platinum guest
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Audience-Led CRM
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(" OWN THE RELATIONSHIP )

-

4

The data exists - but it isn't connected

Guest data sits across:

Dining CRM

But without a
unified view

Experiences
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0 1 High-value guests
aren't recognised

, X
0 2 Experiences aren't
personalised

L

X

missed

0 3 Opportunities are
L
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Channel Leakage Disconnected Commercial
Decisions
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Room revenue hides the truth about guest value

Guest A
“Looks valuable”
High ADR - 1 stay/year - Room only - G UESt B
Booked via OTA PR
Actually, far more
valuable”

What you see

g Room revenue

What you're missing

F&B spend - S5pa revenue -
Voucher redemption J =1 %
Repeat frequency - Corporate/TMC value - e -

Channetaost saihgs - Listime value: Total guest value vs. room revenue when ancillary '

Moderate ADR - 3 stays/year -
Dines in-house - Uses spa -Books
direct

Loyalty activi
yaiy 2/ spend and frequency are included.




¥ Quick win: Re-rank your top 20 guests by
total spend - including F&B & spa
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(_ GUEST SEGMENTATION X Broadcast approach

Same offer to the full database

Lifecycle-led segmentation |
_OW conversion rates

y

v
beats broadcast on EVery a High unsubscribe, declining engagement
metric X List built on static attributes
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v Lifecycle-led approach

g8 Segmented by stay, spend, timing, and
channel

% Guest feels recognised, not marketed to
g Right message at the right lifecycle moment
. Learns and improves with every interaction
& Revenue per send is significantly higher

L Track and engender loyalty
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I Quick win: Create one segment this week:
guests who stayed 2+ times but haven't
returned in 12 months.
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K OWN THE RELATIONSHIP )

What happens after the first stay or interaction?

i::il

X Lost

OTA / partner guest
A4
No post-stay engagement

v
Rebooks OTA or doesn't

return

—z v Won

Any guest

v

Recognised in cRM + Relevantlifecycle
follow-up

Books direct next time

V

Increased direct conversion
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— Missed i

Spa / dining / voucher / corporate / TMC guest
W

Treated generically

w
No relationship built




T Quick win: OTA guests who later booked direct — that
list already exists. Accelerate it.
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v Where Al helps

Test commercial hypotheses:
28 Which guests are more valuable than room

revenue suggests?
Al & DATA GOVERNANCE

k2] Which segments are most likely to repeat?

Al and guest data: useful,

power‘ful N handle W|th care & Which OTA guests are most likely to convert
e S e s to direct?

* Which audiences are being over-contacted?
Pattern recognition across large databases

Natural-language querying for non-
technical teams
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A Where to be careful

X Never upload guest Pll into public Al
tools

@ Use Al within approved, secure, GDPR-
compliant environments only

Q, Don't automate decisions without human
review

Al surfaces patterns — humans make
judgements

Il Beware “Al-washing” — not every vendor
label is genuine

=

The rule:
Use Al to ask your data better questions
— inside governed, approved platforms
where guest data stays secure.

~ORSIGHT X Storybox

~marketing




TARGET STATE

What stronger hotel CRM practice looks like

X Common today v What stronger looks like
© CRM owned by marketing alone @ Guest understanding shared across revenue, distribution,
© Measured by open rates and sends operations, GM
© Guest data siloed in PMS, POS, spa © Measured by repeat rate, direct share, TRevPAR
© No view of lifetime value © Unified guest profile across all touchpoints
© OTA guests treated as one-off transactions © Lifecycle journeys for every guest segment
O Al used securely for pattern recognition

Most hotels already have the data — what's missing is ownership and socialising of the guest strategy. Understanding who your
guests are, what they value, and how to serve them better. The commercial outcomes follow from that.
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So what does good actually look like?

From diagnosis ) action

A maturity framework * 5 practical priorities * The bigger commercial picture
™ N e i g S N R T, W,
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C SELF-ASSESSMENT)

5. Predicting

Al used securely to

anticipate behaviour

.

i 4. Integrating
Where are yoy on the |
/ guest-data Mmaturity

CRM informs pricing, distribution,
loyalty, guest experience J
_ ladder? e
e

3. Segmenting

2. Campaigning
<4 Most hotels are here.

Email campaigns, mostly broadcast Biggest ROl jump:
2—3

1. Collecting

Data sits in silos — never connected
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=
ts 3 01 o
tg- 3 Audit your database
¢t 3 = How many single-stay guests?
- Lapsed repeaters?
ts 3 £l Never re-engaged? ﬁ
te 3 o bd
" SELF-ASSESSMENT ) 3 02 |
= to 3 Measure total guest value
3

Connect PMS + POS + spa. Re-rank top guests by total

Things to do - e
tg 3
Before your next -3 030
= Build three behaviour-led segments
Campaign goes out o o ;

Lapsed repeaters, high-ancillary, OTA-to-direct
convertibles.

3
:! 04 @

Ly -3 Test one Al hypothesis securely

Pick the one that's easiest to start and the one with

the biggest commercial impact. s 3 Work with your CRM partner inside a governed
environment.

te 3
te 3 05 o
ty 3 Create a post-first-stay journey

I:OQ_SlGHT % Stﬂr"'l)(')x (— For OTA, partner, corporate, and voucher guests —

" “marketing ¢ty 3 recognition-led follow-up that earns the direct booking. -

g 3



CRM is a guest strategy, not just a marketing tool

3 (

u, 02
Guest understanding %%‘" Commercial integration Responsible intelligence
know your guests as individuals, not data points, Connect guest data to pricing, distribution, Use Al and analytics securely, governed, and
their total value, and where they are in the loyalty, and direct strategy across the business. with purpose.
lifecycle.

-t
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For-Sight CRM | Group ROI Dashboard
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Campaign Calendar | H2 2026 & H1 2027 | Lakeside Resort & Mountain View Resort
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Let’s continue the
conversation...

CRM is not just email. Your guest data is
worth more than your next campaign

“If anything we've said today made
you think differently about your guest
data, come and find us.”

Allan Nelson Carla Severn
CEO & Co-founder of For-Sight Marketing & CRM Consultant

ORSIGHT  Storyhoy,

@ for-sight.com @ storyboxmarketing.com




