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The Direct Booking Summit series  
this year has proven to me that 
the Direct Booking Movement is 
positively thriving, with hoteliers  
all over the world determined to  
take distribution back into their  
own hands and provide their guests 
with an incredible experience.

The theme of this year’s series 
was ‘bringing hospitality online’. 
Consumers increasingly expect  
from hotel websites the kind of 
welcoming experience they’ve come 
to enjoy on the sites of e-commerce 
heavyweights like Uber, Amazon and, 
yes, Booking.com. We packed our 
agenda full of hoteliers leading the 
field when it comes to website UX.  
At our Americas event, Jose Canelos 
of Leading Hotels of the World talked 
us through ‘creating a website that’s 
as welcoming as your lobby’. Over in 
Europe, Kempinski’s Riko van Santen 
recounted how his team worked 
to craft a luxury online experience, 
creating a consistent, sticky, and 
seamless website for guests. 

Integral to many of the ‘online 
experiences’ we discussed was live 
chat. As hotels bring their hospitality 
online more and more, having an 
avenue open through which they can 
instantly communicate with engaged 
guests is absolutely crucial. A good 
live chat, however, requires great 
training. Walker Hotel’s MarcAnthony 
Crimi shared how he “trained staff 
on storytelling, so they felt confident 
communicating with guests over live 
chat.”

Also looming large in debate this 
year was the issue of rogue onward 
distribution. Major wholesalers 
continue to ‘unbundle’ package rates, 
selling them on to B2C sites and 
playing havoc with hoteliers’ OTA 
parity. Hyatt’s Geneviève Materne 
told delegates in no uncertain terms 
that going after the downstream 
distributors - Amoma et al - was a 
fool’s errand. It’s up to hotels, she 
contended, to check their terms and 
conditions and play hardball with 
misbehaving partners. Over in the 
US, Lotte New York Palace’s Derek 
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Brewster echoed one of the Summit’s 
most common refrains: “We would like 
to nurture the wholesale segment, but 
we’re moving towards a zero-tolerance 
policy.”

Of course, fundamental to almost 
every hotel’s online experience is 
price parity and their partnerships 
with OTAs. At our Americas event, 
Maryam Cope of the AHLA talked us 
through this summer’s ‘Search Smarter’ 
campaign and its impact on consumer 
beliefs. Over in Europe, Deutsche 
Hospitality’s Dr. Jan Sammeck gave 
us a super-deep-dive into growing the 
direct channel, focusing on what hotels 
can realistically achieve against the 
might of OTA marketing budgets.

Unfortunately there’s only space 
here to scratch the surface of what 
we discussed - read on for our key 
takeaways, all the photos, and much 
more direct booking inspiration.  
We hope to see you next year...

Charlie

426 
attendees

49 
talks, panels  
and workshops

31 
secret cocktails

121 
questions answered

28 
exhausted Tripteasers

2 
incredible events

1 
Direct Booking Movement 
looking stronger than ever
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Top 10 Takeaways
The Direct Booking Summit’s raison d’être is to provide hoteliers with tangible take-home strategies they can 
implement as soon as the event closes. We assembled a crack team of speakers to help deliver them and they did  
not disappoint. It was difficult to choose, but here are our 10 top takeaways from the Direct Booking Summit series...

#1 The industry 
wants rid of rogue 
wholesalers
The topic of wholesaler undercutting 
and rogue downstream distribution 
provoked the most lively debates at 
both our New York and Barcelona 
events. Derek Brewster of Lotte New 
York Palace likened trying to keep up 
with problem to a game of “whack-a-
mole”. While Lotte would like to grow 
the wholesale revenue stream, Derek 
told the audience, the hotel is moving 
towards a zero tolerance policy  
for misbehaving partners. 

#2 Check your Ts and Cs and police OTAs
Hotels have been making it far too easy for OTAs to poach their potential customers,  
Hyatt’s Geneviève Materne argued during her Barcelona keynote. It’s down to the 
small print: contract terms and conditions tend to be lacking or loose; for example, 
forbidding rooms to be “predominantly” sold as a package is meaningless! It can’t 
go on like this, Materne said. As well as ensuring your Ts and Cs are iron-clad, she 
recommended you decide what it is you really want from your distribution. Loyalty? 
Volume? High rates? Whatever the answer you need to pick partners that will help 
you achieve that goal, align your business accordingly and be ruthless in pursuit of it.

#3 Email works — make the most of it
There’s a lot more to “boring, old email” than meets the eye, according 
to McKinsey’s Del Ross. Almost three-quarters of consumers, including 
millennials, prefer to receive promotional messages via email and you get 
three times the conversion rate you do with social media, he explained. 
You can use it throughout the booking process with a message to inspire 
during planning, a booking confirmation, a pre-arrival email, an  
on-property update and a post-stay follow-up. 



#4 Visibility on meta  
is worth the investment
If you had any lingering doubts about whether 
you should list on metasearch, our speakers 
did their best to banish them. Deutsche 
Hospitality’s Director of E-Commerce Dr Jan 
Sammeck said: “Not being on meta is leaving 
money on the table. Your offering needs to be 
there.” He recommended hoteliers take a more 
fluid approach to marketing budgets and be 
prepared to speculate to accumulate. “Think 
long term investment. Any meta booking 
is better than an OTA booking. You get the 
opportunity to get email addresses and acquire 
personal data. It’s a quick win compared to long 
and costly brand building.”

#5 Takeaway: Get more  
from your online ads 
One of the series’ most popular sessions was with Barbara 
Pezzi, a digital consultant formerly of Fairmont Raffles Hotels 
International. She made many rethink their approach to pay-
per-click advertising campaigns, advocating a more data-driven 
strategy rather than simply hoping for the best, or paying an 
agency to invest on your behalf. Her concluding point could 
become your advertising mantra: “Get the basics right. Don’t 
go for automation. Manually manage your bids yourself. 
Remember to check in and maintain.”

#6 A loyalty scheme can work  
for you if you think outside the box
Traditional points schemes have their place, but with fierce competition on price, 
many hotels are shifting their loyalty focus onto experience - and differentiating 
through the trip-enhancing perks they can reward faithful customers with. 
Another approach getting lots of traction is member-only pricing. It’s something 
OTAs can’t offer, and provides the hotel with plenty of lovely data to aid 
future marketing. We also heard from hotels using third party platforms like 
The Guestbook, which offers cashback on stays. If you didn’t think a loyalty 
programme was an option for your hotel, think again. If you know what’s special 
about your property and what your guests really value, you could identify the 
kind of reward that will keep customers coming back.



#7 Hospitality has to begin online
Kempinski’s Riko van Santen summed it up nicely: “Your online 
service needs to match offline service.” At Kempinski, they’re 
achieving this with the help of rich, user-generated content.  
Jose Canelos of Leading Hotels of the World described the 
hi-tech predictive intelligence system his company is employing 
to ensure web visitors are served up tailored recommendations. 
The latter might be a far-off prospect for many hoteliers, but 
the underlying principle is applicable to all — with digitally savvy 
consumers expecting smooth online interactions, your website 
must live up to the high standards of your hotel.

#8 Messaging  
— it’s the future
Hospitality has always been about 
making guests feel welcome, understood 
and unique. Messaging is no longer just 
social, it’s commercial too - and this 
opportunity to connect with guests on 
a human level is huge for hotels. Summit 
chairman (and Triptease Chief Tease) 
Charlie Osmond pointed out that live 
chat could also be a key differentiator 
between hotels and OTAs and a way 
to make more aggressive tactics (like 
urgency messaging) more palatable. We 
heard from several hoteliers already 
using live chat that the potential to 
increase conversions is significant, but 
others raised concerns about resources. 
Acknowledging these concerns, Osmond 
nodded to developments in technology 
and the machine-supported human: 
“AI-supported chat makes humanity 
scalable.”

#9 Implement 
Schema.org to boost 
your online profile
Brewer Digital Marketing opened our 
eyes to the importance of structured 
data markup with Schema.org. The 
markup language (created by the bods 
at Google, Yahoo! et al) annotates web 
pages so they can be better recognised 
by search engines - and deliver richer 
search results. Using it on your website 
and in your email marketing should 
boost your visibility on the web — a 
potentially crucial edge when OTAs are 
happily splashing cash on advertising 
keywords. Speaking in New York, Brad 
Brewer highlighted the benefits for 
hoteliers: “You will provide a richer 
experience for the user, lower your cost 
per acquisition and drive more bookings 
to your hotel.” Sounds like a no brainer.

#10 Time to rethink 
and research your 
marketing
There’s a time and a place for  
emulating the OTAs - but it shouldn’t 
be the only focus of your marketing. 
That’s the view of Innovationbubble’s 
Dr Simon Moore, who explained that 
most marketing, which focuses on 
facts, figures and practical details, only 
appeals to a measly 20% of the brain. 
If your campaigns dwell on price, he 
went on, then you’re likely to raise 
your customers’ stress levels and close 
their minds to new experiences. Moore 
thinks there’s often a gap between what 
people say they want and what they 
really think, so if you’re planning a major 
marketing push it’s worth the extra  
time and money to learn what matters  
to your target audience on a 
psychological level.



CRM  
Customer relationship management - 

and more specifically, email marketing - 
was the surprise hot topic in both New 

York and Barcelona. It’s now the #1 
priority for 40% of Summit delegates.

Prosecco pong 
Upgrading beer pong to Prosecco 

pong was the best decision we ever 
made. Our New York partygoers were 
queuing up to play. What can we say, 

we’re a classy outfit!

Metasearch 
Should hoteliers be getting into 
metasearch for the long game?  

Our speakers seemed to think so.  
“We need to make sure we’re on  
as many shelves as possible,” said 

Hyatt’s Geneviève Materne.

Member-only pricing 
A method of cultivating loyalty  

that the OTAs can’t touch?  
What’s not to love!

GDPR 
Okay, okay... not the most  

enthralling. But the new EU rules  
on data protection are fast 

approaching, so hoteliers need  
to put GDPR compliance at the  

top of their to-do list - fast.

Jalapeno-infused tequila 
They key ingredient in our “Do Not 

Disturb” cocktail on offer in New York. 
It made for a delicious drink, but more 
than a few sore heads in the morning.

OTAs bidding on keywords  
Boo, hiss. The frustration was tangible 

as hoteliers vented about their partners 
buying up their brand terms. Some 

have fought - and won - with the OTAs, 
but others are met with the old  

“not my problem” response. 

Sun 
Haven’t you heard? Rain is the new 

sun. During the Summit Barcelona was 
lashed with rain and thunderstorms, 

but the lightning only served to 
add a certain je ne sais quoi to our 

beachfront party...

Substandard websites 
The theme of this year’s Summit  

series was ‘hospitality begins online’. 
Why? Because in today’s digital world, 

out of date, confusing websites  
just won’t cut it anymore.

Misbehaving wholesalers 
This year’s pantomime villains, but for 
good reason. Hoteliers are fed up with 

discounted rates showing up where 
they shouldn’t and want to take action.

Trend Barometer

Going up Going down
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Direct Booking  
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Europe
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Direct Booking 
inspiration
What struck us most at the Direct Booking Summit was how eager and excited hoteliers were 
to share their ideas with their peers. Everywhere we looked, we saw animated conversations 
taking place with delegates discussing their very best direct booking tips and tricks.

We’ve rounded up the sharpest, most successful, and most surprising of those tips here!

Front Desk FaceTime
We love, love, love this tip from Whitney Niblett of Canyon 
of the Eagles resort in Texas. Whitney told us at our US 
summit about the unconventional tool she’s introduced in 
her reservations process: FaceTime.

For several hours each day, potential guests can  
FaceTime directly with reservations staff at Whitney’s hotel. 
For older guests used to using the technology with their 
children and grandchildren, Whitney says, the interaction  
is comfortable and easy. A strategy that brings guest and 
hotel closer together, improves guest experience, and 
increases conversion? That’s something we can get  
on board with.

Recipes for success
Charles Davis of the Charles and Charles Inn in Martha’s Vineyard 
showed us how a hotel doesn’t need to be able to afford the bells 

and whistles to really make their property stand out online.

1

2
“We have a terrific breakfast - amazing food. Every 
single morning, people ask for the recipes. The ‘old’ 
Charles and Charles would print them out on a piece 
of paper and give it to the guests to take home. Now, 
we put all of that on Instagram and Facebook. The 
people who know the property like it, then we get 
four or five of their friends seeing it too, and then later 
in the season we get someone coming in who heard 
about us from our banana muffin recipe! This is the 
kind of thing that smaller properties need to do.”



Automate, automate, automate
Village Hotels’ Rob Paterson revealed how automating his entire chain’s 
operations two years ago has revolutionised the way they do business. 
Every part of the customer journey at Village Hotels is now automated, 
from check-in to room service to giving feedback. Far from making the 

hotel experience impersonal, Rob told us that increased automation 
has made guests and hotel staff the most engaged they’ve ever been.

“The staff are still there,” he tells us. “They’re just interacting 
differently. You can be far more personal than previously because of 

the automation of the back office; staff now have time to focus on 
service and interaction with the guests.”

Take the plunge
Sometimes, you just have to take the risk. Celine Montefusco  
of Egypt’s Orascom Hotels Management was greeted with 
whoops and cheers when she revealed to the crowd that  
she’d been brave enough to cut all ties with partner OTAs.  
The result? An astounding 20% uplift in direct bookings.

It’s not a strategy that will work for everyone, but it’s an 
important reminder that taking risks is crucial to growth  
and change in what feels like an ever-tightening market.

Teamwork makes the dream work
Jorge Villareal of the luxury Resort at Pedregal in Cabo San Lucas is making live chat work for his hotel  
in a big way. The secret to his success? Leveraging his in-house team to deliver value where it matters.

3

4
“There is a lot of conversion you can do on  
a live chat if you’re really managing it 
properly. But hotels need to be managing 
these chats themselves. Even though there 
might be companies that do it (the chatting) 
for you, they will never give the level of 
customised service hotels need for their 
audience. No-one knows your product  
better than your own staff.”

The e-commerce companies seeing the 
greatest success with live chat are the ones 
in which the whole team contributes to 
answering messages. Hotels would do  
well to follow suit.

5



Want to  
hear more?

The Direct Booking Movement doesn't stop at the Summit!  
At Triptease, we're constantly bringing you the blogs, reports  

and webinars you need to stay up to date with all things Direct. 

Here's how you can get your hands on the good stuff - and be first  
in line when dates are announced for next year's Summit series!

Subscribe
Stay in the know with the Triptease newsletter  

- drop us a line at info@triptease.com to sign up!

Follow
 @bookingsummit

 @triptease

Register
Ready for next year? Of course you are.  

Email us at hq@directbookingsummit.com 
to secure your spot.



PARTNERS

Thank you!
The Direct Booking Summit series wouldn’t have been possible without each and every one of our generous  
sponsors, speakers and media partners. We were so glad to have you as part of the events - see you next year!

SPEAKERS

Americas
Adele Gutman, Library Hotel Collection
Amanda Gregory-Jones, Pacific Gateway
Bob Kippola, Brewer Digital Marketing
Brad Brewer, Brewer Digital Marketing
Brandon Standerfer, Two Roads Hospitality
Chris Blaine, Sojern
Cindy Estis Green, Kalibri Labs
Curtis Bova, Cheyenne Mountain Resort
Dan Towvim, Sonesta Hotels
Daniel Tennant, Hotel on Rivington
Darrell Stark, Noble House Hotels & Resorts
Del Ross, McKinsey & Company
Derek Brewster, Lotte New York Palace
Donald Pinkney, Pacific Gateway
Emily Patrician, Mere Hotel
James Gancos, The Guestbook
Jeff Robertson, NAVIS
Jose Canelos, Leading Hotels of the World
Josh Runes, Modus Hotels
Liz Lancaster McIntyre, The Inn at Ole Miss
MarcAnthony Crimi, Walker Hotel Greenwich Village
Maryam Cope, AHLA
Monique Strouvens, Group Germain Hotels
Nick Vivion, Tnooz
Pamela Barnhill, Innsuites Hospitality Trust
Rich Tuckwell, Avvio
RJ Friedlander, ReviewPro

Europe
Aaron Bali, House of Kaizen
Albert Arias, Barcelona 2020
Arlette Gilbert, Bilderberg 
Barbara Pezzi, Freelance Digital Consultant
Brian Gore, The Set Hotels
Celine Chaussegros, Sojern
Diego Miranda, JA Resorts & Hotels
Dr Jan Sammeck, Deutsche Hospitality
Dr Simon Moore, Innovationbubble
Frank Reeves, Avvio
Geneviève Materne, Hyatt
Joanna Doyle, PREM Group & Trinity Hospitality
Jose Murta, trivago
Keith Povah, Guestfolio
Lluís Sanz de Marco, City Council of Barcelona
Ludovic Cacciapaglia, IHG
Michael Kessler, ReviewPro
Michael Schäffner, Duetto
Neil Baylis, K&L Gates LLP
Oliver Fasching, Kerzner
Pablo Delgado, Mirai
Rebeca González, Roiback
Riko van Santen, Kempinski Hotels
Rob Paterson, Village Hotels
Sanchit Rege, Hyatt
Tim Fairhurst, ETOA
Tobias Warnecke, German Hotel Association
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