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INTRODUCTION

Hoteliers have been adapting their strategies throughout the COVID-19 crisis to
capture demand, from both old and new opportunities. But one thing is clear as
the industry heads into a new year with an end to the pandemic in sight:
Things are not going back to the way they once were. The cliche “new normal”
is the new reality, and that means hoteliers can’t rely on pre-pandemic
strategies. Those will no longer apply, especially in a world that has heavily
pivoted to digital.
Travel will come roaring back any day now, and pent-up demand will be
unleashed on the industry. That’s a good thing — but how do you ensure you
capture your piece of the pie? A winning strategy doesn’t live within a wish for
the “return to normal.” Smart hoteliers will look to the opportunities that remain:
the strongest employees, who have weathered the storm, remain in all levels of
hotel businesses from the property level, to management companies, to asset
management to ownership.
The hotel industry is starting over in many ways. How will you? We’re adapting
to new types of demand and customer behavior by putting new operating
strategies in place, particularly when it comes to sales & marketing and revenue
management. Starting now and moving forward, hoteliers must rely on data and
technology to help automate tasks so your reduced staff can do more with less.
In this eBook, you’ll learn how to do just that.
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CHAPTER 1

Preparing for
the New Normal

There was no college course, playbook or precedent on
pricing hotel rooms during a pandemic. Revenue teams
had been learning on the fly for the past year — and an
entirely new skill set developed in the process. Flexibility
became key to success, and it’s a lesson that will stick
with the industry far beyond the pandemic. Revenue
leaders will need to hone in on exactly what their
customers want and need, with
the understanding that not
all customers

Hyatt Hotels Corporation. “Selling products with the
right purpose, lead time, price, fencing and restrictions
that speak to our guests’ needs will advance the care
needed to convert on bookings in our new normal.”
To set themselves up for success in
this new normal, owners and operators
must adapt their strategies to meet evolving
industry trends. Following are seven trends
hoteliers must understand and attack with strategies
over the short and long term.

1 REVENGE SHOPPING: As consumer confidence
seek
the same
experiences.
“Hoteliers need to better understand the
needs of their customers in order to adapt their revenue
management strategies and tactics. Why are lead
times shrinking? Are there new purposes for visits that
have arisen from the new reality we face? How can
we create compelling products that align with the new
normal? How can we turn hotels with historically high
business and group mix into leisure-focused properties
when leisure represents the vast majority of demand?
How can we make them comfortable booking and
staying with us and to advance care along the way?”
said Michael Klein, VP of global revenue management,

returns, so will spending, according to McKinsey.
“Revenge shopping” will sweep through the hotel
industry as pent-up demand is unleashed. We can be
confident in this assumption because that has been
the experience with all previous economic downturns.
One difference, however, is that services have been
particularly hard hit this time. For example, Linda
Gulrajani, VP of revenue strategy and distribution
at Marcus Hotels, said consumers are sitting on big
banks of vacation time and don’t want to lose it. Leisure
destinations, particularly beach resorts, will see an
uptick in travelers who want to get away but still need
some space to get some work done because they can’t
be out of office for that long.

2 LEISURE BOUNCES BACK, BUSINESS TRAVEL

LAGS: A series of Amadeus surveys found that 55% of
travelers said, in 2021 and moving forward, they would
travel for 14 days or more, and 60% expected to take
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only a few trips a year. This suggests that if people
travel, they may want to go “all out.” On the flip side,
business travel is less discretionary. Companies are
curtailing budgets and won’t allow their employees to
spend as freely as they did in the past.

“There are several things a revenue
management professional should look at
in the short term to stay abreast of current
demand: Lead time, market segmentation
mix, length of stay (as well as extending
a stay once the guest is on site) and
competitive pricing in the market. Historical
data has been stated to be an obsolete
benchmark; however, one needs to have
some sort of ‘normal’ benchmark that is
utilized when analyzing the current business
trends. By using historical business mix and
booking patterns for long-term success, a
revenue manager can potentially start to see
early returns of some business segments
or even find the potential to discover new
segments that are rebounding more quickly
than the historical producers.”
—Sean Lynch, VP of revenue management,
Graduate Hotels

3 New Demand Strategies: What plans

are hoteliers putting in place to ensure they’re
capturing demand that’s out there — and demand
that will be out there? As travelers get back on
the road, how are hoteliers making sure their
property is considered? Reducing rate is not the
number one strategy hoteliers are using to win
back guests, according to a recent study of hotel
operators by Hotel Recovery. After all, we know
price was not the factor preventing consumers
from taking trips; rather, it was the uneasiness
over COVID-19 restrictions and the fear of
potentially becoming infected. One strategy that
has worked well for Reneson Hotels — an owner/
operator of seven properties throughout California
— is enticing travelers to extend their trips. “We’ll
reach out on their checkout date and offer them
a discount to stay an extra day or two,” said COO
Scott Curran. “Oftentimes they’ll take us up on it
because they don’t have an office to go back to.”

4 Contactless Experiences and Guest

Safety: “This is the most important part to
getting people back in our hotels – providing an
environment that looks and feels safe,” Curran
said. For example, he pointed to Hilton’s new
standard procedure of providing a sticker that
is applied to the opening of each guestroom
door once it has been cleaned. “People love that
sticker,” he said. “They feel really good knowing no
one has been in their room since the last time it
was cleaned.”

Nothing.

WHAT GOES BACK TO NORMAL?

For months, we’ve read and watched people
attempt to forecast when travel will go back
to normal. Spoiler alert: They’re all wrong. We
simply won’t “go back,” according to consultant
Tim Peter of Tim Peter & Associates.
Your guests will be more digital, more mobile,
and require greater flexibility. No business is
more vulnerable than hospitality. Here’s how
hotels can adapt:
MAKE “WORK FROM ANYWHERE” THE NEW
NORMAL: Encourage business travelers to extend
their stay and bring their families along for some
portions of their trip.
INTERNET, EVERYWHERE: Guests need to connect
to Zoom meetings for work or school, to connect
face to face with loved ones, and more. They’ll
choose properties that make that easy and
affordable.
INVEST IN YOUR CONTENT: Google and other
intermediaries increasingly make it easy for
guests to learn everything about your property.
Provide all the information that guests need to
know when deciding where to stay, including
amenities, local guidelines around the pandemic,
and clear, flexible pricing.
THINK IN TERMS OF VALUE, NOT RATE: Cutting
rates doesn’t drive demand. Think instead about
offering value-added packages to guests.
6

5 Loyalty and Guest Connections: Using past-stay

experience and individual preferences to tailor a guest’s
stay was building momentum before COVID, but in an
environment where hotels are fighting over each and
every guest, it will be implemented to a greater degree
in attempts to provide that unique experience. “Hotels
must outmaneuver competitors with better loyalty and
perfect perks for your best customers,” according to
a recent PhocusWire report. “By catering to individual
preferences, you’ll maintain competitiveness — vital
when cut-throat rates erode guest loyalty as hotels
scramble for market share in the early part of recovery.”

6 Work from Hotel: The pandemic drastically

changed the 9-to-5 office landscape. WFH can now
mean Work from Hotel, as companies warm up to
a work-from-anywhere mindset. Hotels have an
opportunity to redefine the business travel segment
to include a new type of business traveler: the remote
worker, or locals that can work away from the office
either part time or full time, according to a PhocusWire
report. To best serve the remote worker segment, hotels
must reposition themselves as “collaborative hotels,”
according to the report.

7 New Data Strategies: Using last year’s data to

benchmark today’s performance doesn’t make much
sense anymore. Instead, analysts must look at shortterm trends, comparing performance to last month or
even last week.
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CHAPTER 2

Understanding
How Consumer
Behavior has
Evolved
PostPandemic

Consumers have changed their behaviors due to the global pandemic. That means hoteliers need to change, too.
Digital channels reigned during lockdown, with consumers flocking to digital for working, shopping, socializing,
entertainment, and more. For those people who still traveled during the height of the pandemic, a shift toward
digital solutions emerged on-property as well. Travelers remained concerned about exposure to the coronavirus
and sought out new technologies such as self-check-ins and check-outs, touchless payments, app-based
services, and augmented or virtual reality, according to a Deloitte report.
Travelers also shifted toward stay experiences that would keep them away from others, and alternative
accommodation companies, such as Airbnb, grabbed even more share during the crisis. In 2019, the last
“normal” year in travel, Airbnb was able to take 10% to 15% of travel demand in many major metropolitan
areas and leisure destinations, according to a report from hospitality and online travel tech consultant
and strategist Max Starkov. In 2020, Airbnb fared far better than many hoteliers as the traveling public
preferred to stay at standalone, host-less accommodations. Airbnb even went public during the pandemic in
December 2020, and now the company’s market cap is over $120 billion, more than the combined market
caps of the top seven hotel chains: Marriott, Hilton, IHG, Wyndham, Choice, Hyatt and Accor.

MARKET CAP:
OVER $120B

AIRBNB HAS MORE MARKET CAP THAN
THE COMBINED TOP HOTEL CHAINS

But, the company’s success wasn’t simply due to travelers seeking a different stay experience. That
was only part of the puzzle. When COVID-19 shut down the travel business, Airbnb felt it, too. By April
2020, gross bookings for nights and experiences plunged 72% on a year-over-year basis, according to a
Forbes report. From March to April, there were more cancellations than bookings for the company.
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So, how did Airbnb adapt within just a few months?
A big part of the equation, in addition to focusing on
its core business after recognizing customers wanted
to travel but stay close to home, was really honing in
on what their customers were looking for during the
pandemic and catering to their changing needs. For
example, when the in-person Experiences segment was
suspended, the company created Online Experiences. It
turned out to be a popular offering.

L ESSONS LEARNED FROM
AIRBNB: HOW TO
WIN THE BOOKING WAR
What can hoteliers learn from Airbnb’s refocus and
pivot? First ask: Why do travel consumers use Airbnb to
begin with? To name a few: expectations for privacy and
desire to avoid other travelers, amenities like kitchens,
swimming pools and party patios, perceived value and
lower cost per member of the travel party.
Hoteliers cannot match travelers’ expectations for
privacy, but they can offer their own range of powerful
counter arguments and enticing benefits. Hoteliers
should focus on and promote features and
amenities that Airbnb properties lack.
Here is a simple and inexpensive action
plan to help your property do just that,
according to Starkov:

1 Assess Your Property’s Value Proposition:
Selling on value versus selling on price alone can

compete against the allure of Airbnb’s properties –
villas, weekend homes, condos. Start by researching
Airbnb rental properties in your neighborhood. What
are their typical amenities and features? Identify
your property’s value proposition and create a list
of your property’s amenities, services and attributes
that are better than the average Airbnb in your area.
Then, review and update the property descriptions
on your website, social media profiles, CRS and WBE
descriptions, directory listings, GMB, and promotional
materials. Make sure to educate your staff about the
key advantages your property has over Airbnbs in the
area, from a better location to no cleaning fees to better
cleanliness protocols and WiFi and free breakfast.

2 Offer Better Value: Promote cooking classes,

weekend specials, coronavirus destressing packages,
spa packages, family fun packages, wine tastings,
F&B packages and promotions, etc. that you can use
to target your local, short-haul and drive-in feeder
markets. Create and offer suite specials. If you have
rooms or suites with kitchenettes, fireplaces, whirlpool
bathtubs, etc., promote them
vigorously. Promote your

suites and adjacent/connected rooms for family
travel and family reunions. One of the services hoteliers
often forget to promote is their F&B,
and especially breakfast. Airbnb
properties offer no breakfast
and do not live up to the
promise of the second
“b” in the Airbnb
brand name. If your
property offers free
breakfast, promote
it aggressively.
Another great
service to brag about
is early check-ins
and late check-outs
to accommodate guest
arrival and departure times.
At an Airbnb you have to check
in the earliest at 4 p.m. and check
out the latest at 11 a.m.

3 Win on Price: Airbnb is seen as a more cost-

effective option than hotels, but this is not the case with
today’s hotel ADRs — and especially with the steep
cleaning fees of $75 to $300, Airbnb charges for every
stay. Start by introducing weekly and monthly rates for
both rooms and suites.

4 Promote Location: A big appeal of Airbnb is that

guests feel like a local staying in private homes and
apartments. Combat this by delivering “live like a local”
messaging and creating packages that provide guests
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LOOK:

HOW BASECAMP POSITIONED ITSELF FOR TRAVEL RECOVERY
Basecamp Hotels has found itself perfectly positioned for travel recovery. The South Lake Tahoebased company has four properties – each converted from “under-appreciated” motels – in
beautiful locations ready for socially distanced exploration. Amanda Gardner, director of revenue
at Basecamp, shared how the company has set itself up for success.
ON SHIFTING STRATEGIES: “We shifted strategies and began playing
up what were previously detractors at our properties: They’re
old motels, so you can drive right up to your door. We don’t have
central AC, so there is no need for guests to worry about breathing
recirculated air. Each room is contained, there are no elevators, so
no real contact with other guests is required. One of the most unique
things we did is implement a reservations system for our fire pits
allowing guests to rent a private hour at the fire to yourself.”
ON MANAGING MARKETING: “Before, we were really focused on
brand awareness, and we had a lot of material to work with because
we are a very unique brand. Now, we’re being more specific and
building creative promotions to capture demand. We’ve always tried
to offer creative promotions to both reinforce the Basecamp brand and drive direct bookings, but
we’ve had to get even more creative during the pandemic – everything from ‘Start your weekend
on Wednesday’ to ‘Free Fridays’ to showcasing local partners with seasonal add-on experiences.
We’ve been able to harness those ideas and translate them into our booking engine.”
ON TECH’S ROLE: “As a result of (a CRS), we’ve seen a positive trend in direct bookings
outnumbering third-party reservations at almost all of our locations over the course of the last few
years, and that has continued to be true this summer. Even with COVID, direct bookings have been
our top source of production all summer long and we plan to continue that trend with a host of
new fall promotions to keep that momentum going.”

with local dining, local hangouts, and complimentary
passes for public transportation or Uber. Highlight your
safety and security advantages on the property website,
social media, directory listings, etc. Many hotels are
located in desired tourist, cultural, entertainment and
business centers, near or at major transportation
hubs. Feature your location on the homepage of your
website, CRS and WBE descriptions, feature it in all
of your directory listings, in your social media profiles,
etc. Use this to your advantage and optimize your
Google My Business (GMB) local listing, upload photos,
property and amenity descriptions, monitor and respond
to Google Reviews, etc. This is a feature that Airbnb
listings do not benefit from.

5 Appeal to Amenities: Hotels offer amenities that

are typically unavailable in Airbnb rentals, including spa
services, onsite dining, fitness centers, comfortable
lobbies, conference and function rooms for business
meetings, social events, formal and informal gatherings,
and co-working spaces for work from hotel. Plus, they
offer reliable WiFi or business centers, cleanliness, ADA
compliance, baggage storage and a rewards program.

6 Use Your Marketing Muscle: To combat the

negative effect Airbnb has on your property’s bottom
line, you need to invest in an effective digital marketing
strategy. Ask your PR firm and digital marketing agency
to come up with a “We are better than Airbnb” PR,
content marketing and digital marketing plans, and then
finance these plans and have them executed.
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DISCOVERING NEW LOYALTY:
CONSUMERS ARE WILLING TO TRY
SOMETHING NEW, LET IT BE YOUR
OFFERING
Consumers have shown during the pandemic that
they are willing to try new brands. In a moment of
great uncertainty, rather than sticking to familiarity
and brands they had already used, consumers did the
opposite, according to a McKinsey report. Some of the
top reasons they shifted brands included: lower prices;
offer of a better price/value ratio; support of employees;
offer of relevant promotions and messaging; and
provided ways to maintain social connections.
So, if someone wasn’t your customer yesterday, that
doesn’t mean they can’t be your customer today or
tomorrow. With the virus likely to be front and center
in the news for many years ahead, you can bet that
pandemic-born behaviors and attitudes toward travel
will likewise persist. Here are some trends from
the quarantine culture that will remain on travelers’
minds well beyond the pandemic’s end, according to
renowned hospitality consultants Larry and Adam
Mogelonsky.

Hypersensitivity to cleaning
procedures and PPE enforcement

Flexible cancellation or rebooking
policies

Domestic, drive-to, train-to and
other short-haul destination popular
in response to the stigma and
restrictions on international air
travel, with profound implications
for sales and marketing
Standalone resort villas or cottages
with an exterior entrance and an
emphasis on seclusion or distance
from other guests and staff
Extended stay or serviced
apartments with self-catering
amenities like kitchenettes and
contactless food delivery

Emphasis of guestroom or public
space features that highlight
physical distancing or sanitization
such as balconies or terraces,
exterior corridors, room windows
that open, private entrances or
elevators and separated or high-tech
ventilation systems
In-room amenities that focus
on wellness, fitness, beauty,
entertainment or productivity.

Contactless and cashless meal
options including expanded graband-go outlets where no FOH staff
are required, low-touch vending
machines and room service or
curbside pickup via messaging apps

Enabling of hybrid meetings via
videoconferencing solutions, virtual
tours, digital concierge, full-floor
or room section buyouts and other
tools to expedite the booking
process for small groups

Reconfiguration of the business
center or of suites and connected
rooms to accommodate digital
nomads and remote workers (both
short-term and extended stay)

Use these trends to your advantage as you plan your
strategies in the months ahead to woo customers who
may not have considered you in the past. Lean in and
tout how you cater to these trends to differentiate your
property from the one across the street that may be
stuck in its pre-pandemic ways. The bottom line is that
your customers have changed, and you need to change
too if you want to stay in the game.
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CHAPTER 3

It Took a Downturn
to Bring Marketing,
Sales and Revenue
Together

The structures of traditional hotel teams are well established and familiar. The sales team is responsible for group and
business travel, the marketing team oversees advertising and messaging, and the revenue management team focuses
on pricing strategy, forecast achievement and distribution. But if 2020 has taught us anything, we know that change is
essential for future survival.
Commercial Strategy is a relatively new way of looking at things. Commercial strategy unifies all of the hotel’s revenuegenerating teams (sales, marketing, revenue management and distribution) under one holistic leadership and goal
structure. A commercial strategy leader is focused on top line revenue and all the activities and initiatives that drive
revenue. This helps unify the team and provide one strong voice as it relates to all topline revenue, including all
ancillary revenues.
It is in every hotel’s best interest to take a hard look at how leadership can think and act differently with an eye on cost
savings and efficiency. Don’t continue adding to your traditional hotel organizational structure because it only adds cost
and overhead. Caryl Helsel of Dragonfly Strategists and Kathleen Cullen, Senior VP of PHG Consulting, recommend
a restructure to this new way of thinking to set your team up for success.
With record-low occupancy rates, the silver lining is that now is the perfect time to
begin restructuring your team. The two encourage hoteliers to start with a blank
canvas. Pretend you have nothing and no one in place. Ask yourself what your
ideal business is, the segments you’d like to target, what tools and activities you
need to accomplish your goals. Then ask yourself what types of people and roles you
need to achieve your goals.
Breaking down the silos of sales, marketing and revenue begins with ensuring everyone’s
goals are aligned. Instead of having different goals for different disciplines, get your entire
team focused in the same direction and on the same goal. Measure your progress toward your
goals. In a commercial strategy team, every decision aligns toward common revenue goals.
Commercial strategy leaders can help motivate individual team members by assisting them in
understanding exactly how their efforts contribute to the Gross Operating Profit (GOP) and RevPAR
Index (RPI). Commercial strategy teams are better positioned to leverage creativity and quickly
adjust to take advantage of new opportunities.
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YOUR NEW REVENUE STRATEGY IN 2021
What are the most important post-pandemic changes
that have forced hoteliers to adapt? Pre-COVID, a big
part of revenue management was understanding the
demand drivers, analyzing historical data, pick-up and
events, and then using this data to implement pricing
strategies that help optimize revenues. The reality is, in
2021, demand drivers will still be heavily impacted and
historical data will remain largely irrelevant.
Ask yourself: What is truly driving demand? Is it an
event? A festival or concert? A school holiday? All of
those are certainly influencing demand. But at the end
of the day, it’s ultimately the consumer that
drives demand.
Many of today’s most highly successful companies –
Amazon, Facebook, Google, Booking.com – started with
an emphasis on making the customer journey central to
their strategies and then making data-driven decisions
based on forward-looking customer data. These
innovative companies have realized the importance of
finding and driving traffic, understanding where and
when customers are looking, understanding the origin
and interest of customers and showing the highest
converting products based on customer interest.
Why haven’t hoteliers implemented this approach
yet? Leading hotel companies have said it’s extremely
difficult to access and consolidate all these data
points, especially since there are so many platforms
and channels selling rooms. It’s a good time to step
away from traditional comp-set strategies. Important
KPIs like occupancy should still be measured versus

the market, especially now that everyone is competing
for the same business. But your comp set should
not be pre-determined and static – it should change
based on hotel openings and closings, competitors
shifting prices, and even by the presence of alternative
accommodations in your market.
Attribute-based selling should also be top of mind
for hoteliers heading into the next year and beyond,
according to the Mogelonskys. Gone are the days where
your guests are content with merely a standard, cookiecutter hotel room. It’s no longer just about the bed size
but also any number of other in-room features, such
as fireplaces, connected rooms with shared common
areas, kitchenettes and more. This is just a broad and
brief start of the attributes that hotels should start to
consider for promoting and upselling their products.
Important to understand is that many properties already
have many exceptional room types; it’s now a matter
of coding them as such in the PMS or CRS and giving
customers the ability to search in an ABS fashion (and
not just the traditional rooms-first manner).

PERSONALIZATION PROVIDES THE
BUILDING BLOCKS
As we begin on this new journey, the more data you
have about past and potential guests, the better.
Today, there is information available to help you better
understand your guest before they arrive on property,
data to help you enhance their stay while on property,
and data to help you continue your relationship with
guests even after they’ve checked out. At a high level,
to provide an exceptional experience that emulates the

Tiered
CREATING A

MARKETING APPROACH

Hotel markets across the US are behaving differently.
They are each rebounding at a different pace, and
even hotels within the same market are not seeing the
same patterns. While you cannot predict the future,
you still need a plan. A tiered plan will illustrate what
you should be doing now, and when there are positive
signals that demand is returning, have that strategy
ready. Following are three tips, according to Stephanie
Sparks Smith, founder of Cogwheel Marketing.

1 Analyze the Data: While your own hotel reports

will show you what segments are traveling to your
hotel and your direct competitive set, that may not be
forward-looking enough. Look past your own hotel
data, as it might not tell the picture of the
entire market.

2 Analyze Your Current Positioning: Once the data

is showing the green shoots, look for gaps in your
customer journey. Where does your hotel fall short?

3 Create a Tiered Hotel Marketing Plan: Combine the

market and hotel data with your positioning analysis.
This plan will continue to evolve. While your market
may not be experiencing business or group travel
right now, you need to be poised for when it does. If
you have always been a big group hotel, you should
have started yesterday repositioning yourself to the
transient market. Don’t do what you have always done
because nothing is the same.
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Direct Bookings
5 WAYS

CAN PROPEL YOUR RECOVERY

One of the winning strategies hotels are employing to improve profitability is driving more direct
business. Though this has been a focus of hotels for years, many independent and smaller hotel
groups did not have significant success with these efforts. Hotels are now experiencing more
success with book direct strategies, which is providing a positive lift to profitability. Here’s a list
of the top things to consider when selecting a booking engine from the lens of marketing and a
robust commercial revenue strategy from the hospitality industry experts at Dragonfly Strategists.
Conversion Rate: The first question to ask each Booking Engine system is what is their average
conversion rate for all of their properties and also the average conversion rate for similar
properties in similar markets.
Navigation: The fewer clicks, the higher conversion. How complicated is the system? Do you need
to collect your guest’s mailing addresses or just their zip code? The less a guest has to complete a
form, the better.
Mobile-First Design: How does the website and booking engine look
and function on mobile devices? Is it responsive and easy to navigate on
the phone?
Basic Functionality of Websites: There should be direct links on websites
not just for a booking button but to quickly move to modify and cancel the
reservation without navigating to the booking engine independently.
Upsell, Add-Ons, Merchandising, Itinerary Bookings: What can you sell
on the Booking Engine? Will it integrate with your resort’s spa/golf/ski
reservations systems? If a resort has experiences like skiing or spa services that tend to sell out,
can your guest book these first before the room to ensure availability? Can the guest book the
room and also any upsell items like wine and chocolates or room upgrade opportunities? Does the
system integrate with your PMS, so your staff doesn’t have to enter the add-on items manually?
Can the system display early check-in and late check-out fees and options?

white-glove treatment a guest would receive at a luxury
hotel, you need information on a guest’s past stay
history, spend history and preferences. But you can also
glean a great deal of information from deeper analytics,
such as review content, communication preferences
and personal interests, for example.
Traditionally, much if not all of this information is stored
in the Property Management System. But having this
data stored in a single system doesn’t allow hoteliers
to do much with it. Instead, the information needs to be
accessible from a Customer Relationship Management
tool, which allows you to access the data in real time
and action it. As CRM tools have evolved at a rapid pace
over the past decade, they’re now able to automate
many of the actions that previously required human
decision-making.

“For our repeat guests, we’re trying to
make sure that the next time they come they
spread the word. Most of the time we will
upgrade them. When we couldn’t open the
bar because of COVID, we gave them a free
beer or a free entire bottle of wine from the
pantry.”
– Tejal Patel, a third-generation hotelier,
AAHOA member, and marketing director
for a newly opened Fairfield Inn in League
City, Texas.
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CHAPTER 4

A New Era
Powered by Data
and Technology

It’s becoming more and more apparent that, for hotels to lead their respective markets in recovery, leadership must
have a dedicated focus on data. And it’s not just the revenue department that needs to be tracking and measuring
data on the regular – all departments across the organization must be dialed in to what demand is on the books
and how that compares to last year, last month, and even last week.
“We’ve been looking more closely at shorter-term data,” said Christine Lawson, Executive VP of Sales and
Revenue Management at Aparium Hotel Group. “The markets are changing constantly with new restrictions and
ordinances, so our revenue team is really focused on 30-day trends.”
It is not uncommon for the team to jump on unscheduled calls at random times throughout the day to
discuss slight changes in data at a property in Kansas City or Detroit, for example. This data is used
to impact the total asset from forecasting, restaurant and bar covers, to staffing.
“The data is used to both identify market and segment trends that we can apply to our business
making decisions,” Lawson said. “We need to be very sensitive to the unique dynamics of each
of our cities. Data points go hand in hand with other factors we must consider from an on the
ground perspective.
There’s a lot of data out there for hoteliers to analyze. Analytics should answer a question, but you’ve
got to know what questions to ask first, according to Alise Deeb, Vice President of Revenue Strategy
& Analytics, Dragonfly Strategists.
“Just because I can find out that someone shopped at JCPenney for 20 minutes, and then Kohl’s for
20 minutes, and then bought at Nordstrom, what does that mean to me? Just because the data is
there doesn’t make it meaningful for me,” she said.
The data Deeb wants to see is geographical information, demographics of potential guests,
abandonment and conversion, and information on new users and potential revenue opportunities. When
she works with hoteliers, she looks at their reporting first to determine how the hotel’s content — such
as amenities, policies, room types and pricing — is being presented.
“I ask them who they think they compete with and oftentimes they don’t know. Who you competed with in
2019 isn’t who you compete with now,” she said.
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USE DATA TO ADAPT

Step 1: Identify the Problem

Examples could be, “I’m soft on Tuesdays” or
“My average length of stay is shorter” or “I’m
losing to my competitors in my STAR reports.”

Step 2: ANALYZE THE DATA

Dig into the data to find insight into the issues
at hand. For example, one hotel was losing
business between 0-3 days before arrival. Upon
digging into its reports, it was revealed to be
the only hotel in the market with a 72-hour
cancellation policy.

Step 3: TAKE ACTION

Once the data shines light on the why behind the
issue, take action to correct it. In the previous
example, the hotel reduced its cancellation policy
and is now overperforming and winning in its
comp set.

ALIGNING THE DATA: HOW DO YOU GIVE GUESTS
WHAT THEY TRULY WANT?
Data is no longer just for the revenue team. Ask
yourself this: do you want the marketing department
building promotions to bring more demand on days
when the hotel is already projected to be full? Or,

instead, is it more beneficial when the revenue team
identifies upcoming need periods and marketing builds
specific promotions to fill those days? Not only do the
teams need to be aligned on strategy, but they should
be working off the same baseline data, have similar
goals in mind, and be measured off the same key
performance indicators.
While traditionally your team has relied on postbookings data, such as historical performance and
on-the-books data, and then compared that with a
static set of competitors, there are now more forwardlooking data sets that allow revenue and marketing
teams to get a glimpse into traveler behavior earlier
in the customer journey. By understanding trends in
the “dreaming” and “research” phases, marketers can
get ahead of their competition to try and capture that
incoming demand before travelers have even checked
out your website. This allows marketers to build
targeted promotions and packages aimed to provide
exactly what these potential guests are looking for
before they even come across your hotel.
Today, most hotel companies are missing an opportunity
to use data to tailor a better guest experience. When
guests book direct, hotel companies can follow the
guest throughout their entire journey – from the
exploration to the booking phase and after they have
departed. Most hotel companies lack connectivity to the
actual “stay,” which means they are not capitalizing on
the most critical piece of guest engagement.

CASE STUDY:
LANGHAM HOSPITALITY GROUP LEANS
INTO A

360-Degree

VIEW TO AMPLIFY ITS SERVICE

Langham Hospitality Group is rooted in luxury. The
group is turning to data to take its service to the
next level.
Under Shrikant Shenoy, Senior VP of Innovation,
Digital Transformation and Strategy, Langham has
embarked on a journey to provide their guests
with personalized experiences. To do so, they are
searching for the holy grail: a full, 360-degree view
of the guest. The hotel operator collects and stores
some key pieces of information about the guest’s
preferences and past interactions with the group in
order to tailor their experience during their stay.
“The business objective is to make sure the guest
knows they are staying with us and feels those
moments of engagement, so they enjoy their stay
more. This will also usually motivate them to spend
more with us and we can make sure they come back,”
Shenoy said. “A big part of doing that is being able
to personalize the service, so we treat you like an
individual – we know a little bit about you.”
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Forward-Looking
5 WAYS TO LEVERAGE

DATA TO MAXIMIZE REVENUE DURING RECOVERY

1. Effectively target your customer: Identifying and responding to new patterns early on
allows hotels to make the most of the earliest signs of demand.

2. Improve performance on need dates: Find markets that show an interest in these dates
by using flight search or hotel search origin. Target them with a campaign such
as a three-for-two package with added value options (e.g. dinner, airport transfer or a
spa treatment).

3. Increase bookings on direct channels: Analyze when direct bookings were highest
in the past in case there are patterns you can learn from. Then check how this has
developed in recent months. How similar are the patterns? Has your conversion rate
changed?

4. Quote better group rates: Instead of examining last year’s rates for a group or a certain
time period, use forward-looking data to understand how the market will likely develop
in terms of demand and occupancy. That will show you the best time to shift rates up or
down due to demand changes.

5. Improve collaboration with the sales & marketing department: When they understand

which markets have potential and what average LOS they are searching for, revenue and

By tying into the hotel PMSs and centralizing and
normalizing guest data and exposing APIs, brands can
get a full picture of the guest through their entire guest
journey and use this data to better personalize each and
every experience. They can also widely deploy mobile
solutions to support contactless operations. Even when
a guest books through an OTA, there are ways the
hotel, and subsequently the brand, can learn about the
guest – including loyalty information, preferences, past
stay history – before the guest arrives on property.
Your frontline employees need the ability to make
decisions in real time that cater to the guest experience.
With a connection to each PMS at the hotel level,
hotel companies can get the data necessary for a full,
360-degree view of the guest. This would give them an
upper hand over the OTAs and the ability to provide a
more complete and personalized guest experience. But
almost none of the brands have built these connections,
and therefore they’re missing out on a key advantage
over third-party distribution partners.

ADAPTING TO THE NEXT NORMAL BRINGS
NEW DATA SETS AND KPIS
Historical data is largely irrelevant today, simply
because hoteliers haven’t seen anything like the COVID
pandemic in history. But as new pockets of demand
emerge and hotels segment their guests even further,
revenue managers are even more crucial than they
were prior to COVID. And they’re now relying on new,
top-of-funnel data sets with deeper insights into
traveler intent to make informed decisions.
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Today, travelers that are venturing out are booking within
days of arrival, making it nearly impossible for revenue
managers to use on-the-books data to make decisions.
Revenue managers are pouring through new data sets
trying to get some sort of read on potential demand. So,
instead of being reactive, revenue managers are getting
proactive. They’re looking higher up in the traveler
funnel, attempting to understand traveler behavior before
the guest has booked a room. On-the-books data has
become much less important than higher-funnel data
sets like search patterns and flight bookings that provide
insights into traveler intent.
Search data provides a wealth of information. With
it, hoteliers can see what destinations travelers are
considering, what dates they’re hoping to travel and
how long they’re looking to stay. Revenue managers can
see which hotels in their market are being searched the
most and then determine how they stack up in terms
of price and guest experience. Search data also helps
hotels understand how they compete with alternative
accommodations in their market. Knowing that more
travelers are searching for an Airbnb near your hotel will
give you great insight into how to position your property
and target those travelers.

The ask volume for flights and hotels on search
engines and OTAs offer insights into upcoming
demand in a given market. While not every single query
will turn into a booking, these figures give revenue
managers an idea of traveler intent. Length of stay
(LOS) inquiries are similar in that they give hoteliers a
heads up on the booking patterns they can expect.
The geographical origin of demand for a given date
should also be part of the top-of-funnel data a hotel
examines. It shows when certain source markets are
most active. Finally, the competition’s public pricing in
the future as well as any knowledge of groups they’ve
signed completes the picture.

Forward-looking data, also known as top-of-funnel
data, is a combination of several things. A hotel’s actual
on-the-books reservations are its foundation. They show
how much business a property has already won and how
many rooms are left to sell.
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CONCLUSION
There’s no going back to the way things were before
the pandemic. Here’s your checklist to winning in the
post-pandemic travel recovery:
Adapt strategies to meet evolving guest needs
in a digital-first environment: The global pandemic
shifted the way your customers behave and book —
and those behaviors aren’t going away post-pandemic.
Meet your guests where they are today, and figure out a
way to stay ahead of what’s to come.
Make digital a top priority: Digital transformation is
here. It happened within a blink of an eye thanks to the
pandemic. Digital needs to be the central part of your
strategy now and moving forward.
Rethink loyalty: If someone wasn’t your customer
yesterday, that doesn’t mean they can’t be your
customer today or tomorrow. Capitalize on the trends
that took shape during the pandemic to build new ways
to woo customers and gain their loyalty.
Connect marketing, sales and revenue teams: And
really do it. The industry has talked about not working in
silos for years. As we move through the travel recovery,
collaboration is the master key for success.
Bolster the guest experience: Don’t just pay it lip
service. Use technology to your advantage to gain
insights into valuable guest data that can help your
hotel or company make decisions that will matter most
to your customers.

Personalize the process: Use your data to followthrough on personalizing the guest experience across
the entire customer journey — from researching and
booking to the arrival, stay and departure and every
touchpoint in between.

Be open to new data sets and KPIs: Historical data
is largely irrelevant today, simply because hoteliers
haven’t seen anything like the COVID pandemic in
history. Look to new sets, such as search and forwardlooking data, to shape your strategy.

Focus on data: You can’t achieve any of this without
a determined eye on the data. And it’s not just the
revenue department that needs to be tracking and
measuring data on the regular – all departments across
the organization must be dialed in.

The hospitality industry is a people-first business —
there’s no doubt about that. But, if you want to win
during the recovery, you will need the right technology
to help. You need to reinvent the way you operate in
order to survive and thrive among the competition.
Technology must drive value, allowing you to operate
more efficiently and create new demand.
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SPECIAL REPORT PARTNERS

IMAGE CREDITS

Hotel Recovery 2020 was launched in April 2020 by a
team of hospitality editors and marketers with one goal:
Helping hoteliers manage through COVID-19 by staying
informed. Through HotelRecovery2020.com and a daily
newsletter, editors cultivate the best information for
hoteliers to mitigate the damage of COVID-19 and get
back on the road to recovery. Find updated data and
resources as well as best practices on how hotels are
adapting. Visit hotelrecovery2020.com.

At Hapi, we’ve built an integrations and data-sharing
platform to drastically and effectively improve the
process for a number of stakeholders. At the core,
we’ve built a “hub” with deep, secure APIs that allow
one system to connect to multiple systems in a very
little amount of time and with little to no development
work on the hoteliers’ end. Equally important, the
integrations allow hoteliers access to many on-premise
systems by bringing the connectivity and data into a
cloud environment. Visit www.hapicloud.io.

SHR is a leading provider of technology that helps
hotels execute their best revenue generation
strategies. With a history of innovation starting with
Windsurfer CRS, SHR serves thousands of properties
around the globe with an evolving suite of AI-driven
solutions, ranging from high-level distribution to
intricate guest management. The company offers
Revenue Management for Hire to brands, chains, and
management companies. Visit www.shr.global.

OTA Insight is a leading cloud-based data intelligence
platform for the hospitality industry. We provide
hoteliers and revenue managers with a suite of
revenue management solutions that empower them
to make smarter revenue and distribution decisions
every day. Launched in 2012 with a mission to help
the hospitality industry visualise and leverage its data
in the most simple way, OTA Insight delivers the most
comprehensive, complete and user-friendly revenue
and distribution management tech stack to hotel
partners. Visit https://www.otainsight.com.

Photo by copernico on Unsplash p.4
Photo by emily-karakis on Unsplash p.4
Photo by chris-ralston on Unsplash p.9
Photo by dmytro-lopatinon Unsplash p.9
Photo by the blowup on Unsplash p.10
Cleaning by monkik from the Noun Project p.11
Flexibility by Tomasz Pasternak from the Noun Project p.11
Train by b farias from the Noun Project p.11
House by By hendi taufik nurjaman from the Noun Project p.11
Kitchenette by Handicon from the Noun Project p.11
Balcony by from the Noun Project p.11
Balcony by Adrien Coquet from the Noun Project p.11
Wellness by Nithinan Tatah from the Noun Project p.11
Touch by Gregor Cresnar from the Noun Project p.11
Worker by Sarote Impheng from the Noun Project p.11
Digital by Eucalyp from the Noun Project p.11
Photo by Rodion Kutsaev phone on Unsplash p.14
Businessman by Saloni Sinha from the Noun Project p. 17
Group by Mas Dhimas from the Noun Project p. 17
Gift by Chintuza from the Noun Project p. 17
Line chart by Becris from the Noun Project p. 17
Customer by Atif Arshad from the Noun Project p. 17
Photo by Ashley Byrd on Unsplash p. 19

20

