
Preparing for recovery
5 steps to consider as part of your hotel’s reopening strategy



P L A N  F O R  R E C O V E R Y

We can all agree that the global coronavirus outbreak has had an 

unprecedented impact not only on the travel and hospitality 

industries, but our day-to-day lives. As the world begins to recover, 

and we start thinking ahead at what life will look like post-covid-19, 

we have put together some ideas, insights, and key considerations to 

help you to plan for recovery.
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Step 01
Identify who your key markets are 
and what their expectations will be
Be mindful of the impact this pandemic has had on the needs of hotel guests. Attitudes and behaviours have undoubtedly 

changed, and it is paramount that we understand and listen to what our guests now expect in order to fully prepare for the 

reopening of our industry. In doing this, you’ll not only be fully equipped for recovery, but will increase your chances of bouncing 

back stronger. 

At a glance: 

✓ Identify which customer segments will be your primary focus 

✓ Plan how you will appeal to these market segments

✓ Monitor your international markets to monitor which feel comfortable to travel when they’re able to 

✓ Monitor online trends 

✓ Keep up to date with government regulations and communicate clearly with your guests to build trust
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K E Y  M A R K E T S  A N D  E X P E C T A T I O N S

Understand your audience
First of all, identify which customer segments will be comfortable travelling to your hotel and using 

your facilities. We anticipate that the primary focus will be on your local leisure market, followed by 

continental leisure, groups and MICE business. Later down the line, we’ll expect to see a rise in 

intercontinental travel.

The expectations and messaging for each of these audiences will differ, and it’s vital we 

develop a strategy now for each of these phases.

Local leisure

Groups/MICE

Intercontinental travel

SHORT TERM

MEDIUM TERM

LONG TERM

Continental leisure

Think creatively 

Plan ideas around what you can offer these target groups to 

encourage them to stay. How can you appeal to them? What 

incentives can you offer them? 

Segment: Local leisure  

It is likely that there will be an increase in families coming 

together, so why not look to incentivise them to stay by pushing 

offers such as ‘kids eat and stay for free’? 

 

Segment: Corporate events  

As businesses enter the ‘new normal’, there may be a focus on 

bringing the team together with some team building days. Why 

not change the narrative to ‘team reunions’?

Segment: Weddings

Couples may be wary of visiting your hotel in person, so why 

not offer virtual tours and push promotions to encourage 

enquiries for 2021/22?
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Meet expectations
• Be clear on the measures you’re taking to ensure your hotel 

is a safe place for guests to retreat to outside of their home. 

Be informative and clear on the safety measures you’re 

putting in place to build trust - it might help you stand out 

against competitors.   

• The future is still relatively unknown, so ensure you keep your 

flexible booking and cancellation terms and make this 

information easily accessible to guests on your website. 

Analyse and adapt

• As borders begin to reopen, monitor which of your international 

markets are feeling comfortable travelling again.  

• Monitor search trends and volumes, and keep an eye on what’s 

happening on social media so you can adapt your messaging 

and budgets where necessary.  

• We recommend following STR, OTA Insight, Siteminder and 

HOTSTATS. We'll also be closely monitoring these publications, 

as well as Google search trends, and consumer insights to keep 

up to date with any shifts in behaviour.

Keep yourselves, and your guests, up to speed
• Keep up to date with the latest government advice and let your guests know 

you are adhering to these guidelines. 

• Communicate and be transparent with them - it will reassure and build trust. 

K E Y  M A R K E T S  A N D  E X P E C T A T I O N S
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Step 02
Identify how you want to 
communicate with your guests
Like most other things, as we emerge from this, the way we talk to our guests will change. Over the past month, brands have 

turned to engagement strategies via social media and email marketing to maintain relationships with their consumers. These 

have been heavily focused on community, health, and wellbeing, and this messaging has been full of goodwill and empathy - 

caring is the new currency!  

Your strategy moving forward will need to maintain this focus. Don’t go straight back in with the hard-sell.  

At a glance: 

✓ Identify how you’ll adapt your messaging for your key markets 

✓ Reach out to your warm audience first  

✓ Remain mindful of those still isolating  

✓ Be transparent with your guests  

✓ Use personalised messaging and stay empathetic  

✓ Keep your website fully up-to-date with any new safety measures  

✓ Maintain consistency with all guest communication e.g. pre-stay emails  
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Choose your words wisely
• Identify how you’ll adapt your messaging for your key markets - what keywords and messaging 

will you be using? For example, terminology such as ‘secluded’ or ‘book with confidence’ can 

help to reassure guests. 

Adapt your approach
• How will your messaging differentiate for new and existing guests? You should be looking at 

continuing with your brand engagement strategies for your existing guests and brand 

awareness strategies for prospective guests. 

Remain mindful of people 
who are still self-isolating

• Even after the lockdown is lifted, people may  

still be confined to their homes.  

• Also, it may take some time for attitudes to change,  

so be wary of this when it comes to your messaging. 

Begin with those you already know
• Build up your marketing messages over the course of the next few weeks.  

• Start by communicating with people who are already familiar with your brand via social media, 

email marketing, and retargeting lists. Then start to reach out to new users. 

Be in control of the narrative
• Make sure you’re transparent with any safety measures and booking cancellation terms.

Be personable
• Over the last few months, we’ve seen an increase in a sense of community and togetherness. 

Carry this forward and use more personalised messaging in your email marketing.

Keep people in the know
• Update your website with precautions and safety measures - stress that the safety of your 

guests is paramount.

Cover all bases
• Remember to adapt your pre and post-stay emails to include these new measures too. 

C O M M U N I C A T E  W I T H  Y O U R  G U E S T S
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Step 03
Plan your  
revenue strategy
Marketing and revenue strategies need to go hand-in-hand. It’s important to be organised and plan your budget for the next 12 

months so you can work backwards to your budget line. Understanding the needs of your guests is essential for determining 

how you can incentivise them to stay, and will help you to plan elements such as packages, add-ons, and your OTA strategy. 

At a glance: 

✓ Plan your budgets for the next 12 months  

✓ Don’t lower your rates  

✓ Maintain flexible cancellation policies  

✓ Review your book direct benefits  

✓ Add value and incentivise  

✓ Review your package offering  

✓ Plan your offering for your day guest market 
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Budgets
• Plan for the next 12 months. A budget really is a prediction of the room nights, occupancy,  

and rates that you hope to achieve. 

• Look at the audiences - leisure, commercial business, groups - and how they are split.  

Each of these audiences will behave in a unique way and will all require different price points. 

• Compare budget 

• Set your forecast 

• Predict the business 

• Monitor this on a daily or weekly business 

• Ensure you’re accurately tracking cancellations too 

• This way you know where your marketing spend is going, what is being produced,  

and where to focus your efforts.

P L A N  Y O U R  R E V E N U E  S T R A T E G Y

Rates
• Don’t lower your rates. Although this may be appealing to capture the limited demand 

when hotels reopen, it will have a long-term impact on your performance and brand image.  

• Also make sure your rate plans are dynamic and will flex in line with occupancy levels.

Cancellations
• Maintain flexible cancellation policies. Reassure guests that if circumstances do 

change, there is flexibility for them to cancel or change their date.  

• Create a relationship with every customer that cancelled a reservation and include 

an offer for a future stay.

Upgrades, discounts and add-ons
• Add value to stays through free upgrades, discounts on spa or dining, an extra 

night free or a gift on arrival. These simple strategies will help incentivise guests 

to stay with you without harming your rate. Plus, they promote you as a better 

channel to book versus an OTA. 

Exploit your book direct benefits
• OTAs are vulnerable too. There is a whole audience of consumers who are loyal 

OTA bookers who may now be open to booking directly with you.  

• Incentivise them by ensuring your book direct rewards are clearly communicated 

on your website and via your paid digital activity.  

Packages
• There are two types of "packages" - those used to create desire and encourage 

guests to stay with you, and those that are short-lead tactical packages that add 

value, help to increase occupancy, and can often deliver the highest profitability.  

• Put together packages that create a desire to get out of the home. Ensure these 

have good room rates and value adds such as F&B and spa discounts. Packages 

can persuade those who weren’t thinking of booking to change their minds.

Day guests
• Don’t forget the day guest market. It may take some time for people to feel 

comfortable staying away from the safety of their homes, so make sure you have 

some enticing day packages live too e.g. a spa day with afternoon tea.  

• Offer variable rates on your day packages, and increase rates where demand is 

high, and then use the price to drive sales when demand is low.  



www.journey.travel

Step 04
Reward and  
incentivise loyalty 
With the outbreak having a significant impact on trust, guests will be more likely to stick 

to what they know. This is why it’s so important to nurture your warm audiences.  

• Loyal guests have higher conversion rates and lower attribution costs.  

• Reward loyal guests with an incentive or exclusive discount to get them to stay 

again - subject to rate availability. 

• Offer your database exclusive pre-public offers and packages. 

• Send targeted emails and make them personalised - people respond better to 

emails that are addressed to an individual.  

• Ensure you’re utilising past guest data as well as data from sources such as your gift 

voucher platform.  

• Make sure you have data capture in place (always ensure you clearly define how 

the data will be used).  

Loyal guests have higher conversion  
rates and lower attribution costs.
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Step 05
Prepare your campaign messaging, 
channels and marketing budgets 
When it comes to planning your campaigns, we recommend breaking your activity down into three clear strategies:  

short term (the next 3 months), medium term (3-6 months), and the longer term (6-12 months). 

At a glance: 

✓ Market to your warm audiences first  

✓ Continue focussing on engaging content  

✓ Prepare a gift voucher strategy  

✓ Promote your book direct benefits  

✓ Steadily increase your paid activity  

✓ Plan your media spend for the next 12 months  

✓ Prepare campaigns to support your short, medium and long term goals  
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Start small
• Begin by marketing to people who are already familiar with your brand before 

widening your targeting to new audiences.

P R E P A R E  Y O U R  C A M P A I G N

Plan for the future
• Prepare campaigns and messaging to support short,  

medium and long term goals.  

• Plan for the next 12 months - make sure you’re future proofing  

and not just looking to fill occupancy in the short term.  

• We anticipate that guests will be thinking about travelling with  

a long lead time in mind, so utilise early booking incentives.

Cut through the noise
• Inboxes have been saturated with information around 

coronavirus for weeks now, and while it’s important that 

your content stresses the precautions you’re taking as a 

hotel to ensure the safety of your guests, don’t make this 

the main focus of your messaging.

Adopt a cross-channel approach
• Begin by utilising organic and paid social media channels and email marketing,  

and ensure your website is fully up to date.

Remain empathetic
• Continue focussing on engaging content and be mindful of those who are still 

isolating or aren’t yet ready to travel. 

Offer flexibility
• Continue promoting gift vouchers during this time. People may still be unsure when 

they’re ready to stay, so this gives extra flexibility for them. 

Encourage direct bookings 
• Push your book direct benefits through your marketing campaigns.

Steadily increase activity 
• Budget for your media spend for the next 6-12 months, increasing the spend each 

month as demand picks up and more paid channels are utilised. 

• Once you have an opening date in mind, begin to increase levels of paid activity. 

Don’t go in for the hard sell straight away - build confidence with your guests.



P L A N  F O R  R E C O V E R Y

While it may seem like a lot to consider, being as prepared as 

possible will only strengthen your hotel’s position when your 

reopening date arrives. This pandemic has affected the travel 

industry more than anyone could have imagined, however, this 

doesn’t mean that we can’t emerge from the other side ready to face 

the new opportunities that are presented to us. 



Head Office, Elmstone Business Park, Stoke Road,  

Elmstone Hardwicke, Cheltenham, Gloucestershire, GL51 9SY 

+44 (0) 1242 801849  hello@journey.travel 

Journey is part of Journey Hospitality Inc.

Thank you.

If you have any queries about preparing for your hotel’s relaunch 
strategy, please contact your  
Client Success Manager - cs@journey.travel

mailto:hello@journey.travel

