
Say goodbye to off-season: 
How to fill empty rooms



• Current landscape & demand trends

• Driving occupancy and non -room revenue 

• Digital marketing tactics to maximize reach 

and efficiency

• Effective ways to drive email and web 

conversions

• Leverage loyalty and increase repeat guests

• Q&A
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Current landscape
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OCCUPANCY 
CHANGES

EVOLVED GUEST
EXPECTATIONS

TRAVEL 
RESTRICTIONS

SEASONALITY 
SHIFTS

STAFF 
SHORTAGES

The pandemic changed 
everything



The impact on the 
Caribbean market

90+% of hotels opened by mid 2021

6 8 %  d e c r e a s e  in  in t e r n a t io n a l  a r r iva ls  in  
2 0 2 0

7 0 0 k  jo b s  lo s t  in  t r a ve l  & t o u r is m  in  2 0 2 0

In t e r n a t io n a l  r e s t r ic t io n s  w e r e  b a n n e d  & 
t h e  C a r ib b e a n  b e n e f it e d  f r o m  U .S . 
t r a ve l le r s  in  2 0 2 1

Va c c in e  r o l l - o u t  h a d  a  p o s it ive  im p a c t  

C o m p a r is o n :
S e p  2 0 19  – O C C 6 5 % , AD R  $ 2 2 2  R e vP AR  $ 14 4
S e p  2 0 2 1 – O C C 4 0 % , AD R  $ 2 3 1 R e vP AR  $ 9 3
Fe b  2 0 2 2  – O C C 6 3 % , AD R  $  3 17 , R e vP AR  $  19 9



The impact of COVID-19 restrictions

G L O B A L C A R I B B E A N



Reservation trends

G L O B A L C A R I B B E A N



Channel trends

G L O B A L C A R I B B E A N



Learnings that emerged 
from 2021

Shortening of booking 

windows

B O O K I N G S

New traveller segments:

bleisure and workcation

S E G M E N T S

Increased importance 

of digitization and 

technology

T E C H N O L O G Y

Power of non-room 

revenue

R E V E N U E

Focus on retention and 

collaboration

S T A F F I N G

First-party data is 

paramount

D A T A  S O U R C E S



Drive occupancy and 
non-room revenue
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R E K I N D L E  O L D  
F L A M E S

M A K E  P E O P L E  
S T A Y  L O N G E R  

Nurture new & exciting 
income streams

P L A N  A H E A D  F O R  
E V E N T S  &  W E D D I N G S

P R O M O T E  
W O R K A T I O N

C R E A T E  S P E C I A L  O F F -
S E A S O N  C A M P A I G N S



O f f e r  
c u s t o m i z a b l e  

p a c k a g e s

G e t  c r e a t i v e  
w i t h  F & B ,  

c h i l d c a r e  a n d  
d o g - f r i e n d l y  

a m e n i t i e s

U t i l i z e  
u n u s e d  

c o m m o n  
s p a c e

Maximize non-room 
revenue

S e l l  l o c a l  
g o o d s ,  h o t e l  

p r o d u c t s  &  
e x c l u s i v e  

e x p e r i e n c e s

P r o m o t e  
s p e c i a l  

o f f e r s  t o  
l o c a l s



Digital marketing tactics 
to maximize reach & 
efficiency
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Drive Revenue

Identify and shift 
targets as digital 

behavior changes 
coming out of 

COVID

Invest in building 
first party data and 

in tools to access 
that data

Tailor creative to 
meet people 

based on where 
they are in the 
travel journey

Improve 
efficiencies of tried 
and true channels 

and tactics

Be present in top 
feeder markets



Investment – Time or 
Money?

M E D I A

 Paid Search & Metasearch

 Display Ads

 Paid Social

M A R K E T I N G

 Search Engine Optimization

 Organic Social



Own branded social presence

SEO
E n s u r e  p a g e s  a r e  t e c h n ic a l ly  s o u n d , c r a w la b le  
& r a n k in g  fo r  s p e c i f ic  k e yw o r d s

Organic Social

P r o v id e  c o n t e n t  b a s e d  o n  t r e n d s

C r e a t e  c o n t e n t  t o  t a r g e t  a r e a s  o f  o p p o r t u n i t y

G o o d  S E O  c o m p le m e n t s  S E M  c a m p a ig n s

W r i t e  e n t ic in g  c o p y  & s p o t l ig h t  g u e s t  f e e d b a c k   

C a p t u r e  v id e o s  a n d  p h o t o s  o n  p r o p e r t y  

U s e  a  t h o u g h t fu l  h a s h t a g  s t r a t e g y  b a s e d  o n  
lo c a t io n  a n d  a u d ie n c e  



Paid Search

Own brand terms and control the 
m e s s a g in g

Le ve r a g e  a u t o m a t io n  w it h in  s e a r c h  
p la t fo r m s  t o  o p t im iz e  a d  c o p y

B a la n c e  b r a n d  w it h  d e s t in a t io n  
c o ve r a g e  fo r  s p e c if ic  t e r m s  t o  
c a p t u r e  p e o p le  in  c o n s id e r a t io n  
p h a s e  

Te s t , le a r n , r in s e  a n d  r e p e a t



Metasearch

• Price comparison tool for people looking to 

book a hotel

• 85% = Google, Kayak, Trivago, TripAdvisor, 

Bing

W H A T  I S  I T ?

W H Y  I T S  I M P O R T A N T

• Drive direct bookings and reduce reliance on 

OTA’s

• Capture guest data to prepare for a 

cookieless world



Know your audience

En g a g e  you r a u d ie n ce  w ith  you r im a g e ry

De c id e  on  you r KPI

Alig n  th e  CTA w ith  you r ob je c t ive s

Tra ck p e rfo rm a n ce  & a d ju st  t a c t ic s

Paid Social 



Display Advertising

Part of a holistic, full - fu n n e l  
a p p r o a c h  

D r ive  a w a r e n e s s  t o  a  t a r g e t  a u d ie n c e  

R e t a r g e t  u s e r s  w h o  h a ve  vis it e d  yo u r  
s it e  t o  s t a y  t o p  o f  m in d

D e s ig n  fo r  t h e  u s e r  e x p e r ie n c e , 
e s p e c ia l ly  o n  m o b ile



Creative Executions



Effective ways to drive 
email and web 
conversions
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Go beyond 
transactionals

Build relationships & tell a story

P r o vid e  va lu e  t h r o u g h  c o n t e n t  

Th e  p o w e r  o f  p e r s o n a l iz a t io n

Tim in g  is  e ve r yt h in g



Optimize engagement 
& drive conversion

Knowing your guests is paramount

P e r s o n a liz a t io n  is  a  m u s t

S u b je c t  l in e s  n e e d  t o  b e  e n t ic in g

A/ B  t e s t

U s e  e n t ic in g  d e s ig n



Entice guests to click and 
convert on your site

Keep the navigation simple & 
in t u it ive

P r o vid e  a  c le a r  b o o k in g  p a t h

O p t im iz e  fo r  m o b ile

R e fle c t  t h e  lo o k  & fe e l  o f  yo u r  
b r a n d



Personalized web experience 
to improve conversion

A D D  A  P R O M O T I O N A L  B A N N E R  O R  T I L E

E M A I L  S U B S C R I P T I O N

C R E A T E  U R G E N C Y  

M A K E  I T  P E R S O N A L



Leverage loyalty and 
increase repeat guests
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Crafting your guest retention 

s t r a t e g y c a n  e a r n  yo u r  h o t e l  a  

h u g e  a m o u n t  o f  r e ve n u e  in  t h e  

lo n g  r u n

The importance of 
loyalty

Ga in in g  a  n e w  c u s t o m e r  c o s t s  

a n yw h e r e  f r o m 5 -8X m o r e  t h a n  

r e t a in in g  a n  e x is t in g  o n e



D E F I N E  O B J E C T I V E S  &  
Y O U R  “ L O Y A L  G U E S T ”

U P D A T E  G U E S T  
P R O F I L E S

T R A I N  Y O U R  
S T A F F

C U L T I V A T E
S U R P R I S E S

C O N S I D E R  
S U B S C R I P T I O N S

L O O K  O U T S I D E  
Y O U R  H O T E L

The ultimate loyalty 
strategy



QUESTIONS?



THANK YOU!

Contact Cendyn to find out more

Alex Moura – amoura@cendyn.com

www.cendyn.com

mailto:amoura@cendyn.com
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