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The hospitality industry by its very nature is in the business of selling individualized 

experiences. These experiences are not a ‘one-size fits all’ model, but instead, they 

are designed to cater to the desires and preferences of each and every guest. From 

artificial intelligence (AI) and machine learning (ML) to guest intelligence and more, 

we are entering an era in which intelligent technology is influencing almost every 

consumer touchpoint across every industry. Hospitality is no exception.  The modern 

traveler has higher expectations for a hyper personalized, relevant—and ultimately, 

seamless—experience from any size or type of hotel property they frequent.

Is Your Hotel Intelligent?

“ We are entering  
an era in which  

intelligent  
technology is  

influencing  
almost every  

consumer  
touchpoint 

across every  
industry.”
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Studies show that 57% of US travelers want brands to use 

their data to personalize their travel recommendations and 

experiences. (Source G2 Crowd)

Machine Learning (ML) could be responsible  
for cumulative investments of $58 billion by the end of 2021  
and the rapid adoption of AI across global businesses will  
help the AI market reach about $13 trillion by 2030. (Source 

DataVersity)

Experts predict that the number of hotels and travel businesses 

implementing artificial intelligence and other personalization  

services will increase by 30% in the next year. (Source Deloitte)

Also, according to the same 
source, 36% of these people 
would be willing to pay 
more for such a personalized 
experience. 

$58 Billion
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It’s no surprise those hotel brands which invest  
in the tools needed to understand and predict the ever-
evolving needs of guests are those which experience 
long-term success and guest loyalty. 

Meeting—and exceeding—guest expectations is a win in 
the world of hotel guest experience and one important 
step on the path to long term loyalty.  However, hotels 
cannot expect to delight guests if they don’t first 
understand who they are, why they are traveling, and what 
they value most. The question becomes...

What technologies should hotels focus on 
in order to truly tap into what modern  

guests care about most? 
 

Where should hoteliers 
direct their attention?
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Guest intelligence is about producing insights that are both smart and actionable. 
This intelligence tells decision-makers not just the who, what, when and where, 
but also the why. It’s the knowledge of why guests behave as they do that allows 
hotels to adapt to meet guest expectations, inspire them to spend more and 
keeps them coming back. 

Intelligence is the holistic and comprehensive 
understanding of guests that comes from 
gathering, contextualizing, analyzing, and 
transforming data. The need for a more intelligent 
guest experience becomes paramount.
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We’ve established that guest intelligence is critical to a hotel’s success, but this 
brings us to the next question: How do you use guest intelligence to map out and 
apply the information gathered about guests to maximize your marketing ROI? 
How can hoteliers piece together a more complete view of their guests?

A holistic guest view is a guest-centric model that is derived from a  comprehensive 
understanding of your guest.  This leverages all internal and external sources of data 
to clearly identify each individual guest, as well as their corresponding intention. If 
implemented properly,  a holistic guest view represents a 360-degree approach to 
all interactions.

You Need a Holistic View 
of Your Guests

This information can be pulled from various sources: 
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Social  
channels

Feedback forms

Surveys

Guest history

Holistic Guest View

Surveys

Online reviews 
(and more)
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Using the holistic guest view, you won’t just be able to increase your level of service 
and satisfaction; you’ll also be able to prevent potential operational issues, drive 
engagement, and identify relevant social influencers.

To effectively utilize and maximize ROI from a holistic guest view, it is important 
to aggregate and access to all of this guest-specific information in one place, your 
guest intelligence platform. This will enable you to navigate through dashboards 
and profiles to extract guest personas, trends, timely campaign suggestions, and 
more. With access to this intelligence readily available, you should be able to answer 
the following questions with ease: 

1.  Who are your guests?

2.  How did they become your guests?

3.  What are they saying about your hotel online?

4.    What is their booking and buying behavior,  

and has it evolved over time?

5.  How do you keep your best guests loyal?

6.  What channels do your guests and potential guests prefer?

7.    What opportunities are there to maximize guest value 

through upsell or cross-sell offers?

8.    What are your most common guest complaints, if any?  

How could those be remedied?

9.   How much should I invest to acquire and retain  

loyal guests?

10. What is each guest’s value to your hotel?

Q
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The need for a data-driven and personalized guest relations strategy can be a double-
edged sword as well. Hotels cannot fulfill that need without quality, actionable data. 
Moreover, with such an influx of data now available to hotels via online channels, the 
demand for an insight-driven data platform to unlock meaningful insights becomes 
vital. 

      Why?
Data can’t provide any value to hoteliers unless it is aggregated from all sources, 
enhanced with technology,  intelligently leveraged to various segments of the 
guest engagement, and made accessible to staff and other systems.  The ability 
to explore data is something every hotelier should be able to do without having 
to be a data scientist. Piecing together insights from social media, online reviews, 
past purchase behavior and other channels, your guest intelligence software 
should seamlessly integrate, cleanse, store and present data in a way that creates a 
comprehensive guest profile. This complete view of each guest not only allows hotel 
staff to personalize marketing efforts and act in a more predictive manner but also 
demonstrates each guests’ true value to the hotel.

Think of it this way  
The data is the lockbox, and the data platform 
provides the code. It is one thing to understand 
your guests and quite another to be able to 
act on that data. Guest intelligence technology 
is the key to unleashing the potential of your 
gold mine of data.
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As our industry responds to the iincreased demand for enhanced guest personalization, 
we arrive at a new dilemma. How can hotels offer the level of personalization guests 
expect pre, during and post stay, while remaining privy to, and respectful of their 
privacy? This becomes especially important when we look to the implementation of 
GDPR last year, which aims to strengthen and unify data protection for individuals 
within the European Union.

With GDPR in place, personal data must be collected for specified explicit purposes. 
Further, data cannot be captured (with consent for a specific information exchange) 
and then used for other purposes, unless consent is readily provided and documented.  
However, it’s important to realize the GDPR framework was not put in place to limit 
hotelier’s ability to access guest data and utilize that information to curate an 
improved, personalized guest experience. Rather, it was created with the intent to 
ensure hoteliers are transparent with their guests as they collect, and best utilize, 
personal information. 

Balancing Privacy and 
Personalization
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Rather than capturing, storing and sharing without permission, hotels are 
now implored to earn the trust of their guests. Provide your guests with clear 
communication when looking to collect or store information, attach clarified 
incentive to the provision of that information, and give them good options. Keep 
track of who consented, when they consented, what they were told at the time, 
how they consented and if consent has been withdrawn for any reason. This may 
require your hotel to update your website, privacy policies, email communications 
and forms, but these updates will also encourage more engagement from your 
prospective guests.  

Establishing guests’  trust, rapport and winning customer service experiences 
may require a little more work on behalf of hoteliers, but the reward is worth 
the return. Instead of sinking against the data, you’ll swim into blue waters 
of a personalized, engaged guest experience.

A recent Salesforce study found that  63% 
millennial consumers are willing to share 
personal data for personalized offers 
or discounts, 61% millennial consumers 
for personalized experiences and 58% for 
personalized recommendations. Consumers are 
willing to open up to brands, as long as they’re 
given adequate reason to and can trust that their 
personal information will be used (only)  
to curate an enhanced experience. 

63% 61% 58%
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We have long since entered the “Age of the Digital Customer”. The hospitality 
industry is no exception. Once hoteliers leverage guest intelligence technology 
to understand their guest, they can serve them precisely the experience they’re 
looking for and beyond. This approach will act as a catalyst for the creation of happy, 
loyal guests, whilst also unlocking new revenue potential.

Let’s consider the following:

75% of consumers are more likely to buy from brands  
that recognizes them by name, recommends services based  
on past purchases, and knows their purchase history. (Benbria)

75%

78%

77%

60%

77% of consumers admit they have chosen, recommended,  
or paid more for a brand that provides a personalized  
experience. (Evergage)

Over 78% of consumers stating they will only engage  
with personalized offers. (Evergage)

Over 60% of guests are happy to provide their personal  
data if it means they gain access to a more personalized 
experience and exclusive deals or, in some cases, a  
one-time discount or special offer. (Benbria)
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Guest Intelligence and 
Guest Scoring for  

Enhanced Revenue
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What if your hotel could intuitively decipher the total 
value of each guest? 

The lifetime value of a guest who books directly with your hotel is far more 
than that single reservation. Studies show that loyal customers are worth (on 
average) up to 10 times as much as their first purchase. In today’s marketplace, 
the more you know about your guest the easier it is to leverage this data to 
demonstrate your value and streamline your customer-retention model. Simply 
segmenting guests by category certainly doesn’t qualify as personalization. 
Luckily, guest intelligence software can complement CRM technology 
specifically with this need in mind. By streamlining the path to personalization 
with intelligent insights and interactive guest profiles, staff is empowered to  
focus their energy where it matters most – the genuine, in-person engagement 
with (and service of ) each guest.



Leading hoteliers are beginning to realize the advantages 
of implementing a guest intelligence system with guest 
scoring capabilities. 

Concilio Labs’ Guest Intelligence platform provides a comprehensive guest profile 
with scores for spend, social influence, and loyalty, which contributes to an overall 
guest score. Along with these insights, hoteliers have visibility into a guest’s social 
channel, stay details, and a persona based on their primary travel purpose. Using this 
guest scoring system, hoteliers receive daily reports and mobile notifications with 
insights for VIP guests, as well as recommended suggestions of offers, welcome 
amenities, and upgrades, delivered at the right time through the right channel. 
Guest activities are also captured to determine real ROI on marketing campaigns, 
allowing you to better allocate your marketing dollars towards effective segments. 
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If you are just starting your journey into the world of guest intelligence, we’ve 
come up with this helpful guide. We’ve anchored it on the software’s purpose and 
complementary role to CRM, but we also go on to explore other pertinent areas, 
such as what guest intelligence is and what it can do for your hotel business.

 
Beyond CRM

While there is no shortage of platforms potentially critical to a hotel’s operational 
efficiency, the CRM has traditionally represented one of the most integral pieces 
of the technology eco-system. However, it is imperative hoteliers think beyond 
the CRM to enhance their business insights with a guest intelligence solution. 
The goal of CRM should be to provide hoteliers and their staff with insight-
driven, actionable data they need to understand who each guest is, what each 
guest wants out of their stay and what inspires their loyalty. Many hotel CRM 
solutions fall short when it comes to revealing insights about your guests. Guest 
intelligence technology uses machine learning to provide the ability to deep 
dive into a guest’s patterns and behaviors, which are aggregated and analyzed. 
Your CRM can leverage the analytics from your guest intelligence platform to 
deliver personalized communications and marketing. This engages the guest, but 
it also helps your staff become more effective in the art of providing service (or 
“upselling”) and making valuable connections. 

Steps to Finding  
the Right Guest  

Intelligence Platform
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Escape the data abyss

Guest insight requires a great deal of data, which should be gathered from 
multiple sources and touchpoints.  Relying on primary demographic data or 
guest history is no longer enough a way to connect to the modern traveler.  
If your CRM platform is ignoring integral channels (social media, interests, purchases, 
etc.), you are potentially overlooking a plethora of information to better support 
your true understanding of each guest and their respective needs. 

Hotels need to know more about their guest than the basic details of their reservation 
and when was their last stay, such as what was the purpose of the trip? What are 
they hoping to experience? How do they prefer to communicate with the brands 
they frequent? What gestures will take their stay from ‘good’ to unforgettable? 
Social media channels represent key indicators of customer behavior, engagement, 
communication, and prospective bookings. 

According to HospitalityTech, hotels that invest in the guest experience 
support studies that indicate given equal pricing, guests are 3.9 times 
more likely to choose a hotel with higher reviews. When researching 
places to stay on TripAdvisor, 80% of respondents read at least 6 to 12 
reviews before making their decision.

Guest intelligence scores guests based on many factors including 
spending and influence, as well as discover new segments for smarter 
personalization, making it possible to identify your most valuable guests.
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Compatibility is critical

This has become an essential factor in the vetting process of any piece of hospitality 
technology. If a current or prospective platform lacks the ability to seamlessly 
integrate with a hotel’s existing technology, particularly your PMS, it will not enable 
your property to create an insight-driven ecosystem of technology that can scale 
with your desired growth. Properties, regardless of size, will rely on a myriad of 
technologies and processes that need to work in tandem to create a genuinely 
seamless operational structure. 

A hotel’s guest intelligence platform, PMS, native mobile app, custom booking 
engine, F&B reservation system, etc. should be in alignment to offer critical 
information and efficiencies in a way that isn’t counter-productive, but rather, 
enables a truly frictionless and personalized guest experience while continuously 
providing context to guest data. Creating the perfect ‘stack’ of platforms that are 
cooperative and built upon open APIs will play an important role in the ultimate 
success of your property’s operational structure. 
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Look for a partner, not a vendor

Legacy CRM platforms often offer an antiquated approach to guest intelligence—
they focus on their product roadmap instead of building a partnership. With the 
emergence of new-age technology platforms and the increasing of digital influence 
across the hospitality industry, it has become critical for hoteliers to invest in a 
guest intelligence platform that also offer a partnership with the respective provider, 
rather than a one-off sale. 

When vetting prospective hotel technology providers, consider this: Are they 
aiming to close the contract and then accrue additional costs from unexpected 
system updates and integrations? Alternatively, is the vendor eager to establish an  
on-going partnership with your brand to ensure their solution grows and evolves with 
your business objectives? As the complexity of platforms (and guest expectations) 
increases, those platforms which hoteliers invest in should be user-friendly, cloud-
based, flexible (customizable) and capable of scale. They should also offer seamless 
integration, automatic updates and more. Ultimately, the guest intelligence software 
you choose should act as a powerful ally to your business.
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At the end of the day...
collecting and analyzing guest data in an insightful, actionable 
manner allows hoteliers to make smarter decisions, and unlock 
a piece of the guest experience puzzle that was previously  
beyond reach. Hotels that prioritize guest intelligence now 
are in a better position to stay ahead of the competition and 
win the loyalty of the increasingly empowered guest. Having  
the right technology platforms in place will inspire guest  
connections, loyalty, positive reviews, and, ultimately, increased 
revenue and strengthened hotel brand reputation. 



Concilio Labs is on a mission to solve key issues in hospitality today—those of guest  

personalization and hotel loyalty—by developing innovative technology solutions that push 

boundaries. Concilio’s Insight Engine, a guest intelligence platform, empowers hoteliers  

with actionable insights to create personalized guest experiences that go far beyond  

traditional and existing capabilities in other similar tools. Other core service offerings target  

guest experience, including tailored mobile app and integrated booking engine solutions for 

hoteliers looking to take their guest engagement to the next level. The management 

 team has decades of proven experience working with technology leaders, including MICROS, 

giving them the credibility and a deep understanding of the hospitality industry and  

its growing needs. Concilio Labs is a rapidly growing brand with offices in the Washington, 

DC area and Ukraine. To learn more, visit conciliolabs.com.

Concilio Labs   |   conciliolabs.com   |   (571) 733-9743

http://www.conciliolabs.com
http://www.conciliolabs.com

