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Today is about: Taking back Control

Digital Marketing
For many, digital marketing is uncharted territory 
Most hoteliers are so engaged day to day – no time 
Depend on the OTAs and Tour Operators 

Consumer Direct
The business of speaking directly to your own audience
Creating a space in which you are in control of your own destiny
Engaging present & past customers whilst also seeking to finds new followers



The Hotel Perspective

The 3 Essentials

1. Guest Engagement
2. Guest Acquisition:

3. Guest Retention

The Tactics

1. Engagement – Frequency & Interest
2. Acquisition - New people, first time

3. Retention – Build loyalty & repeats



The Customer Perspective

1. Dreaming

2. Planning

3. Booking

4. Experiencing

5. Sharing
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I N D A G A R E
T R A V E L

Caribbean Hotel & Tourism Association
June 18, 2020
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S e i s m i c  S h i f t :  A v i a t i o n

INDAGARE

The aviation industry has seen dramatic growth over the past 20 
years, with passenger numbers rising from 1.5B in 1998 to 4.0B in 

2017.

Source: International Civil Aviation Organization
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Paid circulation of print newspapers / media in the US continues to dramatically decline from 1985 to 
today. 

Source: Pew Research Center

S e i s m i c  S h i f t :  P r i n t



• Proliferation of choice = overwhelming

• Crowded and confusing provider marketplace

• Travel review sites, destination websites—
most important factor for affluent travelers

• “72% of millennials prefer to spend money on 
experiences rather than material items.”

1
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T o d a y ’ s  
L a n d s c a p e

Source:  1- Harris Group

L u x u r y  t r a v e l  i s  m o r e  
a c c e s s i b l e  a n d  e x p e r i e n t i a l  
s p e n d  i s  o u t p a c i n g  l u x u r y  
g o o d s .  B u t  t h e  p u r c h a s e  p a t h  
i s  f r a g m e n t e d .

INDAGARE
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C a s e  S t u d y :  S w e d i s h  T o u r i s m  B o a r d

SPONSORED CONTENT SOCIAL MEDIA

Integrated Marketing Campaign - June - August 2020

INDAGARE

55K
FOLLOWERS

T o  i n s p i r e  o u r  I n d a g a r e m e m b e r s ,  s u b s c r i b e r s  a n d  
f o l l o w e r s  t o  p l a c e  S w e d e n  o n  t h e  t o p  o f  t h e i r  b u c k e t  

l i s t  a s  t r av e l  o p e n s  u p :
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DESIGN SUSTAINABILI TY CUISINE

3  K e y  M e s s a g i n g  P i l l a r s

INDAGARE

C a s e  S t u d y :  S w e d i s h  T o u r i s m  B o a r d
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CASE STUDY: SOCIAL MEDIA

T h e R e s u l t s

THE PARTNERSHIP
To promote the anticipated reopening of The 
Lodge at Blue Sky to our social audience of 
55K+, we shared reasons why this Utah retreat 
is at the top of our list this summer: adventure, 
conservation, wellness and more.

THE PROMOTION 
• May 29, 2020: Instagram + 

Facebook Post + Stories
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THE PARTNERSHIP
As part of an integrated campaign, Corinthia London 
partnered with Indagare’s editorial team to create a 
dynamic program around family travel to London which 
included a sponsored article and an adjacent ad in a 
targeted newsletter.

THE PROMOTION 
• Premium Placement on Indagare.com for an 8-

week flight
• Integration into 1 Newsletter
• Social Media Feature

THE RESULTS
Our audience was highly engaged with the 
newsletter, delivering a 41% open rate and 19% click 
rate. Our Trip Designers promoted and booked 
Corinthia Hotel for our clients interested in traveling 
to London. 

CASE STUDY:  NEWSLETTER

T h e  R e s u l t s

http://indagare.com/
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THE PARTNERSHIP
To build brand awareness among our engaged 
subscribers and followers, Mandarin Oriental 
Barcelona offered a 2-night stay giveaway to 
Indagare’s audience. 

THE PROMOTION 
• Dedicated Newsletter
• Instagram (2 posts, 2 stories)

THE RESULTS
Over 1,100 entered for a chance to win by 
tagging their friends, and both @indagaretravel 
and @mo_barcelona gained 1k+ new followers.

CASE STUDY:  INSTAGRAM GIVEAWAY

T h e  R e s u l t s



UTILIZING  
DIGITAL

DIRECT  
MARKETING
FOR BETTER CUSTOMER TARGETING

C R E A T I V E | M A R K E T I N G | M E D I A | C U L T U R E 

AND



W H O I S F I G M E N T ?



// Identifying your digital campaign goals

Brand Awareness vs Revenue Goals  
Staying relevant and top of mindtoday

// Know your budget and choose yourchannels

Why do I have to know my budget?  
Consistency throughout all channels  

Give the consumer what theywant

// How to build a direct marketingprogram

Capitalize on yourdata  
Use external resources

Newsletters/internal database

// Capturing beyond “just theirinterest”

Data Collection is a gold mine  

Clean Data

Reporting done right  
Retargeting

T O P I C S O F D I S C U S S I O N



I D E N T I F Y I N G Y O U R C A M P A I G N G O A L S

•Keep Your Goals andKPI’s clear

•Brand Awareness Goals

•Revenue Goals
• YOU CANNOT BE SILENT – Staying Relevant  

(What’s the one goal that shouldalways exist?)



K N O W Y O U R B U D G E T A N D C H O O S E Y O U R C H A N N E L S

•Why Do I have to Know My Budget? •                           Consistency Throughout All Channels •Give the Consumer What They Found and What They Want



H O W D O I B U I L D A D I R E C T M A R K E T I N G P R O G R A M

•Capitalize on YourDatabase

•Using Resources Like ExternalThird Party

•Creating Newsletters and Email Campaigns with Your Database

the HORS D’OEUVRE
M A R C H - J U N E  20 19

SOMETHING NEW IS COOKING
Welcome to the first edition of “The Hous’Doeuvre” provided to you by the culinary and entertainment team of the Iconic Mayfair Hotel in Coconut
Grove. Our central location in the middle of this historic bohemian vi llage makes the Mayfair a perfect choice for all your dining and entertainment

needs. Whether you’re looking for awesome rooftop sunsets whi le sipping on your favorite cocktail, or simply searching for an intimate place for a
delicious meal prepared by an award winning Chef, The Mayfair can make that happen! The Hous’Doeuvre is our way of updating our communi- ty on
all the fun and exciting events happening right here with in our famous doors. Cheers to you and we look forward to serving you soon!

1 ½ ounce Mayfair gin ½ ounce Simple syrup
¾ ounces triple sec 3 leaves of muddle Basil  
1 ounce Ruby Red grapefruit Juice

Garnish with orange peel and Romero

SIPS & SPLASH HAPPY HOUR

Join us atop the rooftop pool deck every Friday  
Night for a Special Happy Hour from 4:30pm -
8:00pm

• Live Music by Matty D
• Free Wine & Bubbles from 5 – 6pm
• Specialty drinks for $5 & 50% off Apps
• Bring your bathing suit and take a dip as well
• Sunsets are free of charge!

W INE & DINE THURSDAYS  
@ MAYFAIR KITCHEN

• Buy 2 full entrees and receive a free bottle  
of house wine

• Enjoy culinary delights from our award  
winning Chef Mendez

• Fresh local ingredients
• Newly renovated restaurant

CALENDAR OF EVENTS

National Baked Scallop Day, $5
MAR 12 scallops all day in Mayfair

Kitchen and Rooftop Lounge.

MAR 27
National Paella Day, $10 per  
person, unlimited paella with
$4, Sangria’s all day In Mayfair  
Kitchen or RooftopLounge.

Tax Day, Buy One Get One FREE
APR 15 on all items all day in Mayfair

Kitchen and Rooftop Lounge.

APR 21 Easter Brunch Buffet in  
Mayfair Kitchen for $29.00.

MAY05
Cinco De Mayo Pool Party, drink  
specials, $20 for bucket of Corona,
$4 tequila shots, Mariachi Band,  
and Piñata Games.

MAY12
Mother’s Day Brunch in
Mayfair Kitchen, $29 per person,  
complimentary glass of wine for  
all Moms, and a fresh red rose.

National Bubbly Day, $4glass
JUN 01 of champagne all day at the

RooftopLounge.

JUN17
National Eat Your Vegetables Day,  
50% off all Veggie Small plates in  
Mayfair Kitchen, featuring our new  
Cauliflower Tabbouleh.

MENU CREATIONS

Stop into Mayfair Kitchen to enjoy some of the  
best local food in the Grove. Some of our  
favorite dishes include; Charred Octopus  
Cauliflower Tabbouleh, Smoked Tofu, Scampi,  
Corn Cup, and muc h more….

FEATURED SIGNATURE COCKTAIL

MAYFAIR SILK ROAD

TEAM MEMBER SPOTLIGHT

EXECUTIVE CHEF TED MENDEZ

The flagship restaurant for the historic Mayfair at Coconut Grove is helmed by  executive 
chef Ted Mendez, winner of “Top Chef of the Grove” 2016. Chef Mendez’s  pedigree 
also includes executive chef positions at Grove Isle and Barton G. Mendez  brings 
locally focused and globally artistic plates to the table for breakfast, lunch  and dinner. 
Chef Mendez creates a healthy relationship with guests, and celebrates  fresh
ingredients from garden, land and sea by curating dishes with love!

T H E M A Y F A I R H O T E L A T C O C O N U T G R O V E
3 0 0 0  F L O R I D A  A V E N U E  |  M IAMI, F L O R I D A  |  33133 |  P. 800 .433.4555 |  P. 305 .441.0000 |  F. 305.447.9173

m a y f a i r k i t c h e n g r o v e . c o m

S T O P  B Y  A N D  S E E  W H A T  ’ S  C O O K I N G  A T O U R  N E  W L Y  R E N O V A T E D R E S T A U R  A N T

J  A N 0 1 , 2 0 1 9 

Grand Isle Insider

W e have cur r ent l y  hel d success ful  w eddi ngs  and events  at the c l ub for  Gr and Isle w hi ch w er e  

am az i ng and a gr eat oppor tuni ty  to get the bal l  rolling. The off i c i al  openi ng is ear l y  Spr i ng  M ar ch 1,

2019. 23 N or th w i l l featur e ni ght l y  di nner s and w eekend br unch par t i es .
Thi s  el egant upscal e Beach C l ub w i l l  be the ul t i m ate f i ne di ni ng r es taur ant i n the Baham as.

Pr ov i di ng a l ar ge var i ety  of  i s l and exper i ence w i th a tw i s t .  Enj oy  the sunset on  our

outdoor beach ter r ace w i th l uxur i ous f i r epi ts .

Gr eat for w eddi ngs , pr oposal s ,  par t i es , r euni ons and i ncent i ve m eet i ngs .

FEBR U AR Y 19TH  - 26TH , 2019

If you are i nter es ted i n par t i c i pat i ng, c l i ck bel ow for detai l s .

D ETAILS

SandyToes

N o shoes , no fuss .. . l ots  of  f l avor !  Sandy  Toes  is now  open - a beachs i de getaw ay  w i th authent i c   Jer k  

food r eady  to tem p your  tas te buds . Thi s  is a gr eat spot to s i t  al ong the beach, sw ap s tor i es   about your  

day  w i th fr i ends  and other  gues ts .  The food is authent i c  j er k  chi cken and por k  r ec i pes ,  and you can al so

gr ab a bur ger and dr i nks . Thi s is the spot to “ hang out and chi l l ” .

IslandFresh

Openi ng i n ear l y  2019.. . .  i m agi ne s tar t i ng your  day  s i t t i ng on a w ood deck  over l ook i ng Em er al d Bay   and 

hav i ng fr esh coffee, j ui ces  and fr ui ts  at  your  f i nger t i ps . At l unch, enj oy  fr esh seafood i nc l udi ng  conch, 

shr i m p and oys ter s  s tr ai ght f r om  the ocean to your  tas te buds . W i nd dow n i n the eveni ng  w i th pr efer r ed

offer i ngs  of c i gar s and a dynam i c r um sel ec t i on per fec t for  any sunset.

S E CT I O N       Fresh Starts S E CT I O N        GIR Happenings S E CT I O N ExumaHappenings
01  On the resort 02  Onproperty 03 OnIsland

Fresh Starts

23 N or th is our  new l y  devel oped on  s i te 

f i ne di ni ng r es taur ant w hi ch offer s   As i an -

Baham i an i nfus i on. Thi s  30,000  sq. f t  

beach fr ont r es taur ant pr ov i des   num er ous  

am eni t i es  such as :

Heated pool overlooking the beach, beach  

access, private cabanas, daybeds & indoor  and

outdoor dining & bar. With an additional  flare, roof

top bar coming Spring 2020.

W W W .GR AN D ISLER E
SOR T.C OM

P O  B O X EX- 29253

E M E R A L D BAY, G R E A T
E X U M A , B A H A M A SP: 2 4 2 . 3 5 8 . 5 0 0 0

P: 8 4 4 . 6 1 3 . 2 0 0 2  (TO
LL F REE )

F : 2 4 2 . 3 5 8. 5 0 0 2
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GIR Happenings

H ave you ever w onder ed w hat it w oul d  be 

l i ke to see w hat shar k  taggi ng is all  about 

“ l i ve”  and not on TV? Well now   is your  

chance to not onl y  par t i c i pate  i n one of the 

m os t exc i t i ng and  exhi l ar at i ng adventur es , 

but to al so  take par t  i n pr eser v i ng our  

beaut i ful   oceans  and l ear ni ng w hy  

col l ec t i ng all  thi s  data is so i m por tant for  

the oceans   sus tai nabl e futur e.

02

http://www.grandisleresort.com/


C A P T U R I N G B E Y O N D " J U S T ” T H E I R I N T E R E S T S

•Data Collection is a GOLD Mine •                           Clean Data – Garbage In Garbage Out •                           Reporting Done the Right Way •Retargeting



F O L L O WM   I    A  M I

2977 McFarlane Road, 2nd Floor, Coconut Grove, Florida33133  
Office: 305.593.7488

T H A N K Y O U



DATA DRIVEN MARKETING SOLUTIONS

THE AUDIENCE THAT BOOKS DIRECT 

Smart Ways to Reach the
American Traveler in a Post-COVID Era









Best Practices / Expectation Post COVID 
- be strategic – think short, mid and long term 

- leverage ethically sourced, fresh data 

- understand all benchmarks and source markets will be new 

- ensure rate parity ; give consumers a reason to book direct 

- make certain website functionality is in tact

- understand booking windows will be shorter   

- plan to pre-pay; new monthly minimums 

- optimize your existing leads (retarget your website and 
newsletters)

- creative messaging and landing page should include 
measures addressing crowd control and cleaning 
enhancements per CDC 

- ensure phone / reservations lines accessible and efficient 











Contact Us

Vivian “Teddi” Mur  305-495-6296

vivian.mur@adara.com

Don Jones  646-342-6372

don.jones@adara.com

mailto:vivian.mur@adara.com
mailto:don.jones@adara.com


John Saldat
Major Account Executive
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Leveraging Technology - Build loyalty & Repeat Business



WHOM
TO TARGET

REPEAT VISITS ARE KING

of travelers who intend to 
stay at a hotel feel most 

comfortable booking
where they’ve stayed before

68%
COVID-19

ADJUSTMENTS

“Will stick to familiar 
locations year over year.” 

“I’ll choose hotels with more 
limited services for less 
interaction.” 

“I need to see transparent 
communications about 
safety and cleanliness.”



5 key factors in developing a competitive, effective strategy 
that will win demand 

NURTURE INQUIRE SEGMENT COMPETE IMPACT

Warm up your guests 
now so you that you 

have their attention when 
they’re ready to travel 

and you’ll  be the first to 
secure their bookings

Distribute the right message, 
at the right time, to the right 

guests. Segmentation is the 
key to securing demand before 
competitors when the market 

gets noisy 

Think on the bright side of 
low occupancy. Use your 

extra bandwidth to execute 
memorable experiences 
(i.e. upgrade their stay)

Take the guesswork out 
of what to promote by 
gathering  insights from 

your guests on what 
types of travel they will 

explore first

Stand out from the 
noise with campaigns 
targeting the demand 

that others are ignoring. 
(Think late Q3-Q4 for 

lower risk travel) 

Hotel Rebound Strategy Pillars:



INSPIRATION

Prospect navigates to your 
website.  Not ready to book, she 
clicks to leave the site and 
receives a pop-up to sign up for 
promotions.

Jessica signs up and her Rich Guest Profile is created. 
It's noted in her profile that she is interested in Spa 
offers.



INSPIRATION

Jessica begins to receive a compelling series of  
drip emails with spa messaging.

She opens an email, sees the relevant offer and 
makes a direct booking.

Hi Jessica,



EDEN ROC

Subject: Welcome our Lux-Members to Eden Roc

OPEN RATE

59%
CTR

5%

Segmented by:  Lux-Members (Loyalty Program)
● Safety protocols related to COVID

● Updated Images of the property/outlets



EDEN ROC

Subject: Ready to welcome you back!

OPEN RATE

23%
CTR

2%

Segmented by:  OTA Channel Guests
● Different Subject line (Welcome back)

● Safety protocols related to COVID

● Updated Images of the property/outlets



ARRIVALS REPORT



KNOW YOUR GUESTS: DATABASE INSIGHTS DASHBOARD



Gift Cards

Segmented by: Past Guests, Website Sign-ups
● Discounted vouchers - more for less!

● Generates cash flow

Subject: Something Special For You

Preview Text: Don’t Miss This! Get 20% off 
right now

48



Pre-arrival Goodbye EmailWelcome We Miss You

10/5 days before check-in When guest is checked-in Day of the check-out 180 days since last check-out

FULL GUEST LIFECYCLE



Loyal Guests - Fenced Offers
No# of Stays or/and Spend

Direct Booker - Gift Cards with no 
expirations

Rate Code or Booking Channel

Geo-Targeting - Staycations
By location

SEGMENTATION FOR HIGHER ENGAGEMENT = REVENUE



LOYALTY TIERS



PUTTING GUEST DATA TO USE ... HYPER SEGMENTATION

Demographics
○ Birthday
○ Company
○ Email
○ Gender
○ Location (Geo-Targeting)
○ Language
○ Lifetime spend
○ Survey NPS
○ Total no. of nights
○ Total no. of stays
○ VIP Status

Stay Data
○ Booking Channel and Date
○ Check In/Out
○ Guest Status
○ Family Travel
○ Length of Stay
○ Market Code
○ Rate Code
○ Room Type
○ Average Room Rate

Guest Preferences





Smart Ways to Reach the American Traveler
in a Post-COVID Era

# C HTA L i ve

Thank You for Attending!

CHTA COVID-19 Resource Center: 
caribbeanhotelandtourism.com/covid-19/

Next Week:
Return to the Skies: Emerging Airline Search and 

Booking Patterns for 2020 and 2021
Thursday, June 25, 2PM ET

Get in Touch!
Join our Mailing List

caribbeanhotelandtourism.com
membership@caribbeanhotelandtourism.com
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