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“Never before have companies had 
such powerful technologies forsuch powerful technologies for 
interacting directly with 
customers, collecting and mining 
i f ti b t th dinformation about them, and 
tailoring their offerings accordingly. 
And never before have customers 
expected to interact so deeply with 
companies, and each other, to 
shape the products and services p p
they use” 
Harvard Business Review



Do you agree?Do you agree?

Connecting data andConnecting data and 
using the insights to 
improve marketing salesimprove marketing, sales 
and service will be the
sustainable 
competitive advantagep g
for any major hospitality 
business in the futurebusiness in the future.



Marc ThompsonMarc Thompson

• 8 restaurants 

• 279,228 covers booked 2009,

• 66,097 online covers booked 2009

• Online covers: 24% of totalOnline covers: 24% of total

• 32% growth online covers 2008-09

74 000 marketable email addresses• 74,000 marketable email addresses

• 2 emails / month, geo-segmentation

T i l d £60 £80 (L d )• Typical spend £60-£80 (London)



website clicks
telephone calls

calls answered
reservations taken

brand recognition

telephone calls

guest spend
clicks from paid ads

net profit

vouchers redeemed facebook fans
guest frequency

clicks from paid ads

staffing costs
procurement costs

vouchers redeemed
emails sent emails clicked on

li k li k t t d

facebook fans

site overhead costs

emails opened unsubscribes from email

tweets sent
clicks on links tweeted

operating profit

tweets retweeted
mystery shopping ratings

email database
cost of pay per click advertisingcost of pay-per-click advertising



Presentation title

Recognition
ValueExperience

Emotion
Joy

ValueExperience

Belief
Camaraderie

8

Rapport



How do you know?How do you know?

It’s all about the data, stupid!



3 examples of 1+1 = 33 examples of 1+1 = 3



1. Reservations data = guest information1. Reservations data  guest information

Capture data at thep

time of booking

Online- Online

- On the telephone



2. Spend data = targeting capability2. Spend data  targeting capability

Reservations Book

Party size, time, table 
number, booking history, contact 
detailsdetails

POS systemPOS system

Spend, table number, time



3. “Bookings bank” data = capacity forecast3. Bookings bank  data  capacity forecast

For the next 7 days:For the next 7 days:

278 covers booked

The same week last year:

391 b k d391 covers booked 

Thi ti l t kThis time last week:

340 covers booked



Y b it
Telephone 
reservationsWalk-ins

Online
Reservations

Your website

3rd party  websites / apps

E il i

reservationsWalk ins

Electronic 
ReservationsDistribution

Email campaigns

Guest POS spendReservations
Book

Distribution data data

Staff planningGuest 
feedback 

Real time 
availability & 

Special Offers

Procurement
planning

Special Offers 
capacity



LivebookingsLivebookings

Promote

ML ManageLearn

Analyse



So?So?

Connecting data andConnecting data and 
using the insights to 
improve marketing salesimprove marketing, sales 
and service will be the
sustainable 
competitive advantagep g
for any major hospitality 
business in the futurebusiness in the future.



Follow upFollow up

What is YOUR strategy for using customer data?What is YOUR strategy for using customer data?

How will you make it happen?

To discuss further:

david.norris@livebookings.net

07780 708500

http://uk.linkedin.com/in/davidnorris

Marc Thompson: marc.thompson@harveynichols.com




