
✏A+ Strategies to Master Website Personalisation

Back to School
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Ask us anything

Ellie Claessens
Market Manager (UK & Ireland)
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1. Increase conversion of your low-

intent traffic

2. Increase occupancy in low season 

by effectively targeting users

3. Grow your marketing database to 

gain loyal customers

4. Increase the ABV of your high-intent 

traffic

5. Reduce dependency on the OTAs



4

98%
Leave the 
website

97%

2%
convert

3%

+50% Direct 
Revenue

The big opportunity
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Increase Occupancy 
in Low Season
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Cutting-edge targeting for advanced audience creation
An industry first: full personalization capabilities, now without cookies

Timing

● Date range
● Days of the week
● Time of day
● Time zone

Search

● Stay Dates
● Stay Dates of the week
● Days until check-in
● Length of Stay
● Specific Value / Sold 

Out / Not Sold Out

Travel Party

● Number of Adults
● Number of Children
● Number of Rooms

Visitor Profile

● Geo-Location
● Traffic Source
● Device

Visitor Behavior

● New / Returning Visitor
● Registered / Non-

Registered visitor
● Website interactions on 

previous visits

Data Variables

● URL Variables
● Campaigns UTMs
● Data Layer Variables
● CRM Targeting

Dynamic Rules

● Price Disparity Detected
● Market Demand



Segments

Group together sets of targeting rules, save 
them under a unique name, and reuse them 
across multiple messages.



Target low-intent users
Targeted to 0-30% 
users with lowest 

intention of booking



Push content on low demand dates
Targeted to searches 

where the hotel’s 
demand is low



Encourage users to secure their 
booking in advance

Targeted to searches 
14+ days in advance



Increase uptake of special offers
Targeted to users browsing 

1st September-30th 
November



Increase uptake of special offers



Increase uptake of special offers
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Increase Loyalty
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Encourage users to save their search
Displayed when users are 
about to leave the page
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Push corporate business

Users who are searching as 
1 adult Monday-Thursday
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Push corporate business
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Grow marketing database by 
capturing email address
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Grow loyalty 
via your CRM

Targeted to users that 
have come through a 

specific email campaign
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Grow loyalty by pushing membership schemes

Targeted to returning 
users who are not 

members
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Loyalty Lite
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Increase ABV
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Upsell to 
high-intent 
users

Targeted to 70-100% 
users with highest 

intention of booking
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Upsell to high-
spend users

Targeted to users with 
highest intention of 

high spend
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Upsell users to a 
higher category 
room type

Targeted to US traffic



Increase LOS

Targeted to 1-night 
searches



Increase ancillary revenue by 
pushing additional services 

Targeted to users who are 
browsing in October



Increase ancillary revenue by 
pushing additional services 

Targeted to users who 
are browsing in October



Increase uptake of gift vouchers

Targeted to
returning users
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Increase ancillary 
revenue by pushing 
additional services

Targeted to users who 
have a confirmed room 

booking
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Reduce dependency on 
the OTAs
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Price Comparison and 
Price Match

Show You Have the Best Rate

Comparing your rates to OTA 
rates that are on par or higher 
than yours keeps visitors from 
leaving your site.

Lower OTA rates are never shown 
on your site.
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Reviews Summary
Showcase hand-picked reviews from trusted sources to reassure visitors and keep 
them from leaving your site.
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Provide travel 
insurance as an 
incentive for users 
to book direct

Targeted to international 
traffic
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Introducing 
KITT
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Ask us anything

Ellie Claessens
Market Manager (UK & Ireland)



ec@thehotelsnetwork.com

Headquarters in Barcelona with a team around the world

Athens  ·  Austin  ·  Bangkok  · Barcelona  · Colombo  ·  Frankfurt  ·  Hong Kong  ·  Istanbul

Mexico City  ·  Miami  ·  New York  ·  Paris  ·  San Francisco  ·  Singapore  ·  Vancouver 

Growth for your direct channel


