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S O U R C E S :  D e L o i t t e ,  E x i t B e e

Know why guests 
want to stay at 
the hotel and 

maximise their 
experience from 
the beginning.

Allow hotel staff 
to be more 
attentive to 

guests by using 
modern 

technology to 
manage 

mundane daily 
tasks.

Obtaining a holistic 
view of guests via 
social media and 

their historical 
choices will help to 
create personalised 

experiences.

Proactively 
suggest hotel 
offerings and 
activities to 

guests based on 
the information 
captured in their 

profiles from 
previous stays.

Positive service 
recovery from 

mishaps or 
mistakes during 
the guest stay is 
the difference 

between a good 
and bad guest 

experience.

Predictive 
analytics can be 
used to suggest 

what guests 
might like for 

their next stay to 
encourage 

loyalty.
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Integrate rich data from 
multiple sources to create a 

unique customer profile

Understand your customer in 
context at each stage of the journey
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RECOGNISE RELEVANCEREACH
REMEMBER

Know the customer 
through their profile, 
demographic, where 

they’re from and 
their interests.

Recall the customers 
history, especially how 

they act as a reflection by 
what they booked, 

purchased & consumed.

Deliver the right 
promotion, content and 
service suggestions for 

the guest based on 
actions, preferences 

and interests.

Deliver personalisation 
within the context of 
the digital experience 

based on who the 
guests are, where they 
are located and what 

time of year it is.

When done correctly, personalisation can improve a hotels ability to:
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OF PERSONALISATION 
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Share and reuse customer 
profile data across relevant 
systems

Enable efficient collaboration across 
hotel operating teams

Personalisation
Personalisation, also a marketing strategy, is about 
leveraging data analysis and digital technology to 
deliver better customer experiences through 
individualized messages and relevant offerings 
based on past purchases & personal preferences.

 

Orchestrate across multiple systems 
and touch points, delivering 

consistent and relevant customer 
experiences

Continually analyse and 
optimise the customer 

experience

Manage guest profiles with AI/ML to 
ensure they are offered the 
preferences and experiences

Automate and leverage the booker's 
behaviour, providing the right 
options and the right time to 
capture the booking

Use intelligent and rules- 
based decisioning to 
deliver personalized 
experiences


