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01 .
Introduction

The hospitality sector has been talking
about digital transformation for years
— and now it is time to sink or swim.

Many hoteliers still struggle to provide meaningful
personalization and data-driven marketing campaigns.
Data is siloed in different tools, or unavailable altogether.
Meanwhile, shifting privacy regulations and browser
changes mean that the technology that worked before —
namely, third-party cookies and the data they provided —
will soon be unavailable.

Hoteliers need to shift to a first-party
data strategy, or risk being left behind.

While change can be daunting, it's also an opportunity

to gain a competitive edge. Emphasizing first-party

data means putting your guests first and building on a
relationship founded in trust, without sacrificing marketing
campaign performance.

In fact, with the right tools and strategies in place, first-
party data can fuel more effective, meaningful guest
communications and experiences. It's also a critical tool for
maximizing direct revenue.

In this guide we will provide you with an in-depth look at
the market landscape for data collection and activation,
along with concrete advice for how to drive revenue with
first-party data.

Let’s dive In.
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” The different
types of data

Digital data is mostly collected in the same way — when
you click on a search result, navigate a website, use an app,
fill out a survey, or do almost anything online, someone,
somewhere, is recording that data.

But who gets to access and use that
data is another story.

The types of data are defined by how you as a business
acquire them. And how you acquire data has direct
implications for its trustworthiness, relevance, and value.
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Third-party data

Third-party data is collected and sold on open
marketplaces by various vendors. The sample sizes are
random, and the reliability and accuracy of the data can’t
be guaranteed. Privacy compliance is also questionable.

Third-party data can be helpful when used alongside

your own guest data, but you should use caution when
purchasing third-party data and make sure the investment
is worthwhile. One risk is simply wasting money on data
that is not relevant to your customer base, diluting the
effectiveness of your campaigns. A more serious risk is that
your marketing emails may get reported as spam and your
deliverability rate will plummet. And most importantly,
using third-party data could put you on the wrong side of
privacy regulations, which we'll discuss below.
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Second-party data

You acquire second-party data by purchasing it directly
from a trusted partner. For example, you might contract

an agency to conduct a survey. Or you might purchase
booking data directly from an airline and use it to market
your hotel to those air travelers. Second-party data, due to
the relationship with the source, is generally more exclusive,
credible, and accurate than third-party data. It's also more
expensive. The contract may also limit how the data can be
used to follow privacy regulations.



First-party data

First-party data comes from interactions that you had
directly with your customers and prospects. When guests
visit your website, fill out a satisfaction survey, or use your
booking engine, they are sharing valuable information with
you about their interests, preferences, and behavior. And as
long as you include the required notices for GDPR, CCPA,
and other privacy regulations, you can use that information
to create highly targeted and personalized marketing
campaigns.

First-party data includes, but is not limited to:
e Demographics
e Purchase history
e Email engagement
e Social media engagement
e Survey data
e Preferences

e Website engagement

You can also collect first-party data from guest feedback,
whether they are from reviews, recorded phone calls,

or any other direct information your guests have

shared about their experiences with you.



First-party data

Data that you collect directly
from your customers

Use tracking pixels, UTM
parameters, manual data capture,
and other analytics tools to collect
customer information and store it in
your data management tools.

Second-party data

Data that you purchase from a
trusted partner, who collected it
directly

The partner uses the same
collection methods, but you do not
have control over what exactly they
collect or how they do it.

Third-party data

Data that you purchased on a

Read more about the sources
marketplace from another vendor.

of data in our blog post,

The data may be purchased and “9 types of hospitality data:
repackaged multiple times over. How to collect it and how to
use it.”

How the data was originally
collected may be unknown, and
the sample sizes are random. The
data aggregator has no direct
relationship with the customer.
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https://www.revinate.com/blog/9-types-of-hospitality-data-how-to-collect-and-use/
https://www.revinate.com/blog/9-types-of-hospitality-data-how-to-collect-and-use/
https://www.revinate.com/blog/9-types-of-hospitality-data-how-to-collect-and-use/

Examples of first-party data hotels can leverage

SE

Email addresses and
contact details
Email capture is perhaps the most important

piece of data to collect, because you need it
to continue marketing to your guests.

Stay data

Booking information including booking
channel and date, number of nights,
purpose of stay, room type, average room
rate, and market code.

Demographic information

Including age, gender, location,
and language.

7,
Q%

Guest preferences

For example, non-smoking room, food
allergy, and breakfast included. Guest
preference data can be a chance for upsells.



” The state of
data collection

The number one challenge hoteliers
face in implementing a first-party data
strategy is data collection, according to
a recent survey by Sojern. The number
two challenge is finding the right tools
and technology.

The rise of privacy concerns

Third—party data used to be the predominant way for
hotel marketers to build audience segments for advertising
purposes. In 2021 alone, businesses spent $22.2 Billion
on third-party data. Consumer behavior was tracked

unscrupulously, and you could purchase massive
amounts of data at a time.


https://assets-global.website-files.com/62fa61e89ad0007193b1f20f/63852a10cb4a5c842d420a46_BenchmarkSurveyReport_Digital_22_final.pdf
https://www.statista.com/statistics/1202754/third-party-audience-data-spending-usa/

On the upside, that meant consumers
could receive highly personalized offers
and targeted ads.

And people do like personalization — Zendesk found
that 68% of customers expect all experiences to be

personalized — but not at the cost of privacy.

In fact, 94% of consumers in another survey expressed that

it's important for them to control what data they share with
companies and how it's used, and 77% said transparency
around data use impacted their purchasing decisions.

As privacy has become a top priority for consumers,
businesses, and regulators alike, the cost/benefit analysis of
third-party data for marketers has shifted, forcing them to
pursue other strategies.

Privacy is a top priority for consumers

of consumers expect
all experiences to be
personalized

of consumers think it’s
important for them to
control their data

of consumers said
transparency around
data use impacts their
purchasing decisions


https://cx-trends-report-2022.zendesk.com/
https://qonsent.com/whitepaper/
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Cookie Monster
Why did third-party data become the norm in the first
place? One word: cookies.

A cookie is a small file that a website stores in the browser
(Chrome, Safari, Firefox, etc). The cookie identifies you to the
site across time and browsing sessions, allowing it to store
information like what pages you visit, where you click, and
whether you're logged into the site.

Most modern websites are dependent on some cookies to
function. For example, ecommerce websites use cookies to
store what items you put in your shopping cart, or to keep a
chat support session active, even if you are not logged into
an account with them.

But some of those cookies could be third-party cookies and
belong to a data aggregator or advertising platform that
would track your behavior across multiple websites and
browsing sessions. That company would then share your
browsing information with the original website owner and
resell your information to the highest bidder as third-party
data.

If that sounds sketchy, it is.


https://www.cloudflare.com/en-gb/learning/privacy/what-are-cookies/

Third-party cookies, and third-party
data by extension, only exist because
of shady marketing practices carried
out without consumers’ explicit consent
or knowledge.

Consumers have started demanding control over their data,
and major web browsers are starting to limit third-party
cookies to protect user privacy. Mozilla has long prohibited

their use, and now bigger players like Google and Apple
are catching up.

Regulatory frameworks

In addition to Big Tech’s sunsetting of third-party cookies,
governments are also acting to protect consumer data
through regulation. 137 out of 194 countries now have data

protection laws in place, and privacy standards are likely to
continue to rise. Hotels are now expected to stay compliant
with these laws, or risk consequences.

157

countries

have data protection laws



https://www.bloomberg.com/news/articles/2021-04-26/how-apple-google-are-killing-the-advertising-cookie-quicktake
https://unctad.org/page/data-protection-and-privacy-legislation-worldwide

Here are some of the most important
privacy standards you should be aware of:

NAME

GDPR

REGION
Europe + businesses
processing EU citizen data

NAME

PIPL

REGION

China + businesses
processing Chinese
citizen data

NAME

CCPA

REGION
California, USA

NAME
APEC Privacy
Framework
REGION
Asia-Pacific
(@]

PRIVATE SECTOR 2 :

STANDARDS INCLUDE: o

SOC2 NAME

PDPA
ISO 27001 REGION

Singapore

PCI DSS
Compliance

(for credit card information
processing)



https://gdpr.eu/
https://theccpa.org/
http://www.npc.gov.cn/npc/c30834/202108/a8c4e3672c74491a80b53a172bb753fe.shtml
https://www.apec.org/publications/2017/08/apec-privacy-framework-(2015)
https://www.apec.org/publications/2017/08/apec-privacy-framework-(2015)
https://www.pdpc.gov.sg/overview-of-pdpa/the-legislation/personal-data-protection-act
https://us.aicpa.org/interestareas/frc/assuranceadvisoryservices/aicpasoc2report
https://www.iso.org/standard/27001
https://www.pcisecuritystandards.org/
https://www.pcisecuritystandards.org/

Many of these laws regulate the use of third-party cookies.

Some require businesses to delete consumer data on
request.

Creating a data stack in-house is out of reach for most
hoteliers because it would be resource-intensive and
difficult to scale. Instead, use technology partners to
manage your data and compliance needs.

As we’'ll see In the next section, some
solutions are built with data privacy in
mind, while others are not.

What changes in privacy standards and data types
mean for hoteliers:

Without easy access to large quantities of third-party
data, hoteliers need to adopt a first-party data marketing
strategy. You can still create meaningful, personalized
marketing campaigns for your customers with the data
that they freely share with you without running afoul of
regulations.

Hi Stephanie,

Book your stay today
and get a free night
on us!

BOOK NOW



You already collect extremely valuable data on guest
behavior in your booking platform, CRM, call records,
guest surveys, and more.

This first-party data your most important asset. You

just need the right tools to synthesize that data and
activate it to supercharge your marketing with meaningful
personalization. And there’s a big potential payoff: 90% of
customers are likely to spend more money with a business
that offers a personalized experience.

Change is always hard, but embracing
it means that you can redefine your
relationship with your guests as one
based on trust and transparency.

Salesforce research discovered that 75% of customers
firmly associated privacy with trust. And just as you
wouldn’t do business with someone that you don’t trust,

guests expect the same level of respect.

Different tools for data collection

and analysis

Regardless of the type of data you're working with, you
need the right tools and technology to collect, store,
analyze, and use it to generate revenue. The technology you
should use depends on your goals as well as what teams
will manage the systems.

Guests expect personalization & transparency

90

of customers spend more
with businesses that

offer personalized
experiences

75%

of customers firmly
associated privacy
with trust


https://cx-trends-report-2022.zendesk.com/
https://cx-trends-report-2022.zendesk.com/
https://www.salesforce.com/news/stories/state-of-the-connected-customer-report-outlines-changing-standards-for-customer-engagement/

The three most commonly used data tools in
hospitality are the Customer Relationship
Management (CRM), the Data Management

Customer Relationship

Platform (DMP), & the Customer Data Management (CRM)

Platform (CDP).

e Somewhat integrates customer data

e Typically managed by sales team

Stores 1st, 2nd,
and 3rd party data

Improves May incur issue

Customer Data customer  with data privacy

experience & in the future

Platform (CDP) segmentation

e Fully integrates customer data

e Produces a single view of the customer

pypicaty manesed - Data Management
Platform (DMP)

e No single view of the
customer

e 3rd party data

e Temporary storage



Customer Relationship

Management (CRM)

CRM tools manage, track, and store customer information.
Most of the data in a CRM will be tied directly to
interactions you have with your customers, such as email
marketing, support tickets, or sales conversations. Hotels
in particular can use CRMs to manage data for email
segmentation, reputation management, and reservation
sales lead follow-up.

Some CRMs are specialized for different functions. For
example, Salesforce is a CRM for sales teams, HubSpot is a
CRM for marketers, and Zendesk is for customer support.

Data Management Platform (DMP)
A DMP collects, organizes, and activates third-party data

for advertising purposes. DMPs are much more limited in .
their uses than both CRMs and CDPs. Its data is gathered Revinate has ranked #1 for

to create targeted and personalized advertising, often our Hotel CRM & Email
anonymized and exchanged with other parties. Marketing solution for five

DMPs cannot use personally identifiable information (Pll) pAEEID L) E] et from Hotel

and they only retain data for a temporary window. Tech Report.
Examples of DMPs include Google Audience Center and
Adobe Audience Manager.

OR HOTELIERS
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Customer Data Platform (CDP)

CDP software gives you a unified view of your guests by
combining data from multiple sources (like your PMS, folio
data, spa, golf club, or restaurant).

What's so special about a unified view? Most of the time,
even in a CRM, customer data is duplicated across multiple
profiles with slightly different information. Hoteliers see
this often when guests book through an OTA and the email
is masked. It can also happen due to faulty data entry,
changing names, or moving addresses. You end up with
multiple profiles for the same guest, and information from

various surveys and campaigns is spread out between them.

With fragmented data, you can’t accurately identify your
loyal customers. Your email segments won't accurately
reflect guest behavior, making them less effective.

A CDP, meanwhile, uses advanced machine learning
algorithms and Al to accurately merge and dedupe
customer data across various sources into a single, unified
profile. This gives you a true picture of the customer for
strategic, data-driven marketing.

Simply put, better data leads to better
results.




CDPs can also create advanced
segmentation to activate powerful
marketing campaigns in any channel,
whether email, text, voice, social
media, or advertising.

And unlike CRMs or DMPs, you can sync enriched guest
data from your CDP into other marketing or sales tools.
CDPs are also built with data privacy in mind, with multiple
controls in place to keep your customer data secure and
your business in line with regulatory requirements.

Revinate’s solution uses
Advanced Profile Synthesis

to dynamically unify guest data
with Al and machine learning.
We have accurately merged millions of

guest profiles to help you understand
your guests better.

Key features that make CDPs the ideal
tool for first-party hospitality data:

Identity resolution. Most CRMs can sync customer profiles
from different sources, but have limited ability to merge

and dedupe customer accounts unless the email address

is an exact match. This creates a particular challenge for
hoteliers because OTAs mask customer emails. CDPs use Al
and machine learning to accurately find and unify customer
profiles despite masked emails, typos, name changes due to

marriage, or other errors affecting customer data.

Holistic customer profiles. In addition to merging customer
data, a CDP can create richer customer profiles because it
can house data from across the customer journey. CRMs and
DMPs are limited in the types of data they can handle and

it is difficult, if not impossible, to sync that data into other
tools in real-time. CDPs can combine customer data from
your PMS, restaurant, golf club, spa, or anywhere else you
collect guest information into one holistic customer profile.

Privacy-first. CDP vendors stay on top of shifting privacy
regulations and standards to make sure customer data stays
safe. They also include permission controls to guarantee
you are respecting opt-out and deletion requests from
customers.



Data collection and the guest journey

One way to think about when and where to collect first-
party data is to map it to each stage of the guest journey.
Taken together, these touch points create a full picture of
guest behavior that you can use to craft messaging and
communication strategies to meet them where they are.

Every time you connect with your
guests is another opportunity to
collect more data and build up more
and more detailed guest profiles.




INSPIRATION BOOKING PRE-ARRIVAL & POST-STAY
Guests are researching options It's the beginning of a ON-PROPERTY Time to cement guest loyalty.
for their next adventure. beautiful relationship.

Lights, camera, action!
e Reviews and post-stay
e Website browsing data e PMSdata

e Preferences surveys
e Email newsletter sign up e Reservation call data « Upsell opportunities e Trip anniversary emails
and engagement e Onsite surveys / service e Email newsletters
e Website exit pop-ups recovery

e Cart abandonment emails
e Phone inquiries
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How to generate
more revenue with
first-party data

Bottom line up front: a first-party
data strategy will help you earn more
money.

According to a survey by Sojern, 81% of hoteliers

saw revenues lift after implementing their first-party
data strategies. Guests don’t lose out, either: 57% of
respondents in the same survey also reported increased

guest satisfaction.

First-party data is the foundation that increases the
effectiveness of all your other marketing and operational
initiatives. With a comprehensive view of your customer,
you can create highly personalized campaigns to drive
direct revenue.


https://assets-global.website-files.com/62fa61e89ad0007193b1f20f/63852a10cb4a5c842d420a46_BenchmarkSurveyReport_Digital_22_final.pdf
https://assets-global.website-files.com/62fa61e89ad0007193b1f20f/63852a10cb4a5c842d420a46_BenchmarkSurveyReport_Digital_22_final.pdf

And with a data-driven understanding
of guest preferences, you can deliver
better guest experiences that keep
them coming back.

Deploy advanced personalization via
segmentation

Personalization in hotel marketing doesn’t mean that you
are creating tailored campaigns for every guest — that'’s
obviously impossible. Instead, use your customer data to
discover groups of guests with similar interests, preferences,
and behavioral patterns, and create messaging and
promotions around those shared characteristics.

A recent survey found that 78% of businesses say that

first-party data is their most valuable source of data for
personalization.

And increasingly, guests expect personalized experiences —
up to 68% of them, to be exact.

Why hoteliers are adopting first-party data
strategies, according to Sojern:

Maximizing campaign
performance

Building stronger
customer relationships

Maximizing overall
revenue growth


https://segment.com/pdfs/State-of-Personalization-Report-Twilio-Segment-2023.pdf
https://cx-trends-report-2022.zendesk.com/

Imagine Sara, who is traveling with
her husband for a romantic getaway
celebrating their anniversary.

One week before her arrival at your hotel, she received a
pre-arrival offer for a 20% discount on a family breakfast
buffet. She is annoyed by receiving emails that aren’t
relevant to her, so she unsubscribes from all of your
marketing communications..

Now imagine that instead she received a promotion

for cocktails at your rooftop bar, or champagne and
strawberries delivered to the room. Sara is much more
likely to claim these offers — and spend more money at
your property.

FACT: Segmented
emails see 2.5x higher
open rates and 3x

higher click-through
rates.

Learn more about how to generate

revenue with upsells.



https://www.revinate.com/guide/ultimate-upsell/
https://www.revinate.com/guide/ultimate-upsell/
https://www.revinate.com/email-marketing-basics/

Reduce dependence on OTAs

Online Travel Agencies take a hefty chunk out of your profits
in exchange for their service. Not to mention the exhaustion
of rate parity debates. But hoteliers don’t have to accept

the status quo — you can reclaim some of those profits by
increasing direct bookings using first-party data.

Your guest data is the secret weapon that only you have,
and you should use it to your advantage to create amazing
guest experiences all the way from inspiration to post-stay.
Focus on marketing campaigns that increase traffic to your
brand website and tailored offers for your guests who book
direct.

Accurately merged guest profiles are a key tool for
increasing direct bookings. Revinate’s identity resolution
capability, Advanced Profile Synthesis, has merged millions
of guest profiles. We found that over 75% of merged
accounts had booked at least once with an OTA. That means
you have repeat guests who are loyal to your property, not
the booking channel.

If you can offer guests the best booking
experience and packages, they should
happily book direct.

First-party data and the right tools for collecting and
activating it are critical for this strategy.




How hoteliers use first-party data and solve challenges
Revinate has worked with hoteliers across the globe to collect and
activate first-party data to solve key business challenges.
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REGION
NAM

CHALLENGE

Despite strong demand, they wanted
to prepare for changing third-party
data restrictions and changing market
conditions. But without a central data
platform, guest data was siloed and
fractured.

GOAL
Drive direct revenue

STRATEGY
Leverage guest data for omni-channel
marketing

RESULTS
$35 million in direct revenue



THE |NUA coLLEcTION

REGION
EMA

CHALLENGE

This Irish hotel group had 500,000
untapped guest profiles that could not
yet be leveraged. They needed a partner
to help unify the data and turn it into
actionable insights for guest marketing,
while remaining GDPR compliant.

GOAL
Drive direct revenue and reduce reliance
on OTAs

STRATEGY
Leverage first-party data

RESULTS
€£5.6m in direct revenue in the last 2 years

What is the common denominator here?

LANCEMORE

E.1986

REGION
APAC

CHALLENGE

Their existing email solution had limited
segmentation capabilities and required
lots of manual work to achieve meaningful
personalization.

GOAL
Increase direct bookings generated
through email

STRATEGY
Invest in database health, targeting and
optimizing campaign efficiency

RESULTS

Top performing annual campaign
increased from $250k to $750k in revenue.
150% direct revenue growth.

Each brand leveraged their own first-party guest data and turned them into results.
Dig deeper into the full stories of how these hoteliers increased their bottom line.



https://www.google.com/url?q=https://www.revinate.com/customer-stories/&sa=D&source=docs&ust=1690570564297781&usg=AOvVaw39JP7cWqv7vJnnRLHqa-zS

05 . .
Hospitality's next
transformation

Maybe your hotels have been fully
invested in using third-party data for
your marketing and personalization
efforts.

The good news is that the same principles and tactics apply
to utilizing first-party data, and you are likely to see even
more success and efficiency by shifting your strategy.

Or maybe your hotels are just starting to incorporate
customer data and segmentation into your marketing
strategy. The good news here is that you get to jump
over the pitfalls of third-party data and start on a solid
foundation.

Either way, change is necessary to gain a competitive
advantage in today’s digital landscape. With the right
partners at your side, that change doesn’t have to be
painful. First-party data is extremely valuable, but without
the right tools to activate it, that value is going to waste.

You need a Customer Data Platform
purpose-built for hospitality to take
full advantage of this new era where
personalization and consumer privacy
can go hand-in-hand.



How Revinate can help

Revinate is on a mission to take
hoteliers to new heights of
performance.

As the global leader in CDP-driven direct booking
platforms, Revinate is purpose-built to seamlessly
power omnichannel guest lifecycle communications,
feedback, and commerce for tens of thousands of hotels.
Whether an independent hotel, small group, or large
global brand, Revinate is known among customers as
hospitality’s most efficient and proven system for
driving direct revenue and profits.

Our one-of-a-kind platform combines multiple interoperable
guest data solutions that get smarter and more powerful
over time as richer data is added, synthesized, and analyzed.
This makes it an essential part of any hotel's quest to
become more guest-centric as it empowers hoteliers to
make data-driven decisions that result in higher online
rankings, improved guest experience, more personalized
communications, stronger relationships, and increased
direct revenue.

Get a demo now.
revinate.com | info@revinate.com



https://www.revinate.com/demo/

