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•  How can loyalty programmes add value? 

•  Why do they sometimes fail to deliver? 

•  Real-world example: Global Hotel Alliance 

 

HOTEL LOYALTY: THEORY & PRACTICE 



Higher frequency 
of purchase 

More direct 
bookings >> higher 

profitability 

Higher spend 
per stay 

$

HOW CAN LOYALTY ADD VALUE? 

Higher intra-brand and cross-brand demand 

•  Direct revenue and profitability benefits 



HOW CAN LOYALTY ADD VALUE? 

Recognition & 
personalisation 

Customer advocacy 

More management 
contract wins 

•  Soft benefits: improving customer retention and 
accelerating long-term growth 



WHY DO LOYALTY PROGRAMMES FAIL? 

Not enough 
hotels 

Rewards difficult to 
earn or redeem 

Member transactions too rare – 
especially resort brands 

Commoditised 
rewards: no emotional 

engagement 



WHY DO LOYALTY PROGRAMMES FAIL? 

Problems with data 
collection, data 

analysis and systems 
integration 

Leading to… 
 
…poor 
customer 
recognition 

…and 
CRM 
failures: 



LOYAL TO WHAT? 

Channel loyalty 

Programme loyalty 

BRAND loyalty 

Partner loyalty 

Hotels.com 

Expedia UK/ Nectar 

Starwood/ Delta 

eg. IHG brand family 
Loyalty 
programme: 
Brand affinity 

Frequency 
programme: 
Low engagement 



•  Importance of scale, hotel type and location 

•  Spending required on technology infrastructure for 
recognition and data analysis 

•  Proper CRM (people and systems) to provide a 
return on investment  

•  Good programme design to deliver member 
engagement and build brand 

A GAME FOR GIANTS? 



GHA DISCOVERY 
REAL-WORLD LOYALTY EXAMPLE 



TWENTY MEMBER BRANDS 
OVER 350 HOTELS 
60 COUNTRIES 



•  Sales and marketing alliance between 20 luxury and up-
market hotel brands, similar to the airline alliance model 

•  Loyalty programme launched 3 years ago to promote intra-
brand loyalty and cross-brand stays 

•  3.6 million members 

•  $1 billion in annual revenue delivered to the hotels by GHA 

•  Strategic partnership with Micros provides a custom 
database platform for seamless exchange of profile, 
contact and stay data between hotels and GHA 

•  Sophisticated CRM systems sending 60m emails per year 

GLOBAL HOTEL ALLIANCE 



Take part in a traditional 
Balinese dance 
performance 

Enjoy an underwater wine 
tasting in The Maldives 

Go behind the scenes of 
famed glassworks in the 

Czech Republic 

Go on a private tour of  
the Sheikh of Ajman’s 
Arabian horse stables 

LOCAL EXPERIENCE AWARDS 

“Hedonic” 
rather than 
utilitarian 
rewards… 

 
but offer 

some 
simple 

alternatives 
too! 



ANALYTICAL CRM PROCESS 



VALUABLE MEMBERS 
MEMBER PRODUCTION BY TIER (H1 2013) 

Elite tier members have 
much more valuable 
stays 

•  Elite tiers: 6% of members delivered 34% of revenues 
 



MEMBER ENGAGEMENT 
STIMULATING CROSS-BRAND REVENUES 

Cross-brand activity is around 6% of total revenues and is seen 
by the GHA brands as a clear incremental benefit of the 
loyalty programme 

•  Lower for strongly domestic markets like US and 
Scandinavia where GHA has strong regional chains 
generating local business demand 

•  Higher for resorts and gateway cities 

How can we stimulate higher cross-sell? 

•  Encourage reward redemptions 

•  Targeted promotions and CRM 

•  Short-term offers 



MEMBER ENGAGEMENT 
STIMULATING CROSS-BRAND REVENUES 

•  Looking at the data shows the positive effect on member 
behaviour of redeeming a Local Experience award 



MEMBER ENGAGEMENT 
STIMULATING CROSS-BRAND REVENUES 

•  A second means of stimulating cross-brand 
stays has been through persistent and 
targeted CRM activity 



MEMBER ENGAGEMENT 
STIMULATING CROSS-BRAND REVENUES 

•  Short-term offers via flash 
sales can also significantly 
boost cross-sell stays, 
although with some effect 
on rate 



OBJECTIVES 

•  Establish a direct relationship with customers who previously 
booked through OTAs and groups 
 

•  Incentivize members to switch booking channels and prompt to 
book directly with brand 

•  Reduce cost of sale 

DIRECT BOOKINGS 
TARGETING OTA & GROUP CUSTOMERS 



NEW MEMBER FROM  
OTA OR GROUP STAY 

Specific Rate Codes are tied to 
Promo codes 

GROUP / OTA guests 
asked to join GHA 

Discovery  

The guest joins 

Query identifies all new 
members with checked out 
RES, MARKET  and specific 

date ranges 

Tag all member profiles with a 
Promo code 

Send batch file to Email 
Service Provider 

Link in email goes to landing page 
with promo code pre-populated 

Web site prompts member to sign 
in if not signed in 

Once they log in, check if member 
has VALID ACTIVE PROFILE PROMO 

CODE that begins with XXXX or 
YYYY 

Email broadcast 

DIRECT BOOKINGS 
TARGETING OTA & GROUP CUSTOMERS 



DIRECT BOOKINGS 
EFFECT ON OTA CUSTOMERS 

•  14% return rate among OTA 
guests enrolled, compared 
to 4% return rate for non-
enrolled 

•  64% of OTA returners booked 
through direct channels 

•  ARR was 23% higher than on 
their first stay (29% higher for 
direct channel returners) 

 



 

CONCLUSIONS 
PROMISES AND VITAL STATISTICS 

•  Loyalty programmes can deliver the promised benefits of 
repeat revenues, cross-brand/ portfolio stays, direct channel 
bookings and higher value stays 

•  But loyalty programmes can also fail through poor “vital 
statistics”: size matters, both in terms of membership and 
number of properties 

 
•  Execution of a loyalty programme requires more resources 

and better technology than a frequency programme – but 
the prize should be a programme that builds a brand rather 
than merely promotes a channel 
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