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Understand your parity issues and how to fix them 
Ensure your website and booking engine are fit for purpose 
Learn how to effectively message your potential customers 
Align your teams around your hotel’s strategy and goals 



The digital travel space is moving faster 
than ever before. That means there's a 
huge opportunity for hoteliers to capitalize 
on new innovations in marketing and 
distribution. There’s also massive potential 
to get swept up in trends, and to focus your 
efforts on the latest technology without 
first ensuring that you’ve covered the 
basics. 

The Foundation level of the Direct Booking 
Playbook is designed for hoteliers who are 
just beginning to educate themselves 
about the potential - and risks - of the 
online hospitality space. It’s also for 
experienced hoteliers who want to refresh 
their knowledge and make sure that their 
more advanced digital strategies have a 
solid grounding in good rate parity and a 
seamless online experience for guests. 

In Part One of the Direct Booking Playbook 
you have already assessed your current 
performance and set goals for the year. In 
this section, we'll take you through the key 
actions needed to build a strong 
foundation for your direct booking 
success.

Great digital strategies are built on 
strong foundations 
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Success metric:
Visitor-to-searcher rate

Speed

Tackle the most potentially damaging 
problem first - is your website loading 
fast enough? If a webpage takes over 
three seconds to load, your potential 
customers won’t stick around. Find the 
root cause of your loading speed issues 
and fix them fast. The most common 
cause of a slow loading time is a large 
number of images that are not 
optimized for the web (i.e. they have a 
large file size or a complex format, such 
as TIFF or BMP). The other potential 
issue could be poor server 
performance. Both of these are easily 
within a hotelier’s power to fix. 

1.

Simplicity

You need to provide quick access to the 
information that your customer needs to 
make a booking - or you risk frustrating 
them and losing a guest.

Provide relevant information in short, 
easily digestible sentences. ensure that 
your room pages have enough 
compelling information on them for a 
guest to quickly make a purchase 
decision. For example, you can include 
high-resolution (but web optimized!) 
images, short room descriptions, WiFi 
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"Whether it’s to browse your 
picture gallery, check your direct 
rates or book a room, your hotel 

website must help them find 
what they’re looking for 

intuitively as quickly as possible. 
If you don’t do this, your modern 

attention-lacking users will 
abandon your website - and book 

your rooms elsewhere."

Blessy Townes
Hotel Hero

VP & Head of Digital 
Discovery Hospitality

OTAs are conversion powerhouses for a 
reason. Their websites are easy to 
navigate, the information that visitors 
need is easily accessible, plus they 
provide social proof and a range of 
persuasive nudges on the path to 
purchase. Their website content is 
updated regularly to ensure it stays 
relevant, and it’s continuously tested 
and optimized to ensure an excellent 
user experience. Naturally, all this work 
pays off in onsite conversions.

OTAs and hotels may have a different 
business model, but they have the same 
aim - to drive more potential customers 
to make a booking on their website. The 
difference is that OTAs don’t mind what 
hotel their customers book so long as 
they do it on their website, whereas 
hoteliers should be looking to drive their 
website visitors through to their booking 
engine in as quick and seamless a 
manner as possible. 

Hoteliers may make the case that they 
simply don’t have the kind of resources 
that OTAs have access to when it comes 
to maintaining their website, but there 
are plenty of quick and simple things 
you can do. 

Website
experience
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access, room perks, pet policy, room 
size, the number of beds, and any other 
important information. To get an idea of 
what a traveler wants to know at this 
step in the booking journey, go to any 
hotel room page on an OTA site and look 
at the icons and information snippets 
they provide. You should be doing the 
same. 

When optimizing your content, 
remember that you have a great 
advantage over OTAs - they’ll never know 
your customers, property and location as 
well as you do. You can add on 
information about local attractions, 
community events, staff members and 
unique hotel features. 

Your hotel website could also feature a 
map of your area, distance to points of 
interest, details about any on-site 
restaurants, house rules, awards and 
affiliations, guest reviews and breakfast 
options. But remember - the more 
information you include, the clearer you’ll 
need to make your web pages and 
navigation so that potential guests can 
easily find and read what they want to 
know.



Credibility 

No customer - digital savvy or not - will 
book on a website that doesn’t feel 
secure. Ecommerce giants all take care 
to reassure website visitors that their 
payment is secure. Hotels must offer 
the same. Include a money-back 
guarantee if possible and use clear 
icons to indicate the payment options 
you accept. These small additions 
reassure potential bookers and build 
trust.  

Another crucial part of establishing 
brand trust is social proof. Feature 
guest satisfaction scores, real 
customer reviews, and include your 
social media accounts links in your 
website footer. 

4.
Mobile

In an increasingly mobile world, your 
website has to be ready for a growing 
number of mobile searches and 
bookings. 53% of mobile visitors leave a 
website that takes longer than three 
seconds to load (Source: Google), so 
you must ensure your website content 
is optimized for mobile devices. Use 
responsive layouts to optimize the 
image and text sizes, and ensure that 
the menu and search features are also 
ready for the press of a thumb!

5.
Navigation

Your website navigation shouldn’t 
resemble a labyrinth of links sending 
users on an endless journey around  
your website. It sounds obvious but it’s 
amazing how many websites - not just 
within the hotel industry - still don’t get 
this right. The easier you can make it for 
customers to find what they’re looking 
for, the more chance you have of 
securing their booking. 

Map out the key website journeys your 
customers would ideally take, and find 
ways to reduce the number of pages 
they need to visit, or steps they need to 
take to complete that journey. 

Your main website structure can be as 
simple as a landing (home) page, a  
contact page, a page with room 
descriptions and a page with other 
information about the property, 
amenities and location.

On the home page, you should then 
ensure that you feature:

- Navigation menu

- Contact information at the top 
including phone number and email 
address 

- Language selection if required 

- Room search 
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- An enticing visual of your property

- At least one message with a Book  
Direct offer

- Top-level information about your hotel 
with unique selling points

- Guest rating

- Your hotel’s social media accounts.

It is also important to make sure that 
the room search function can provide 
results for available rooms fast, and 
that these results are easy to modify 
with filters such as arrival and 
departure dates, number of adults and 
children. This allows your potential 
guests to find the perfect room with 
minimum effort.



Success metric: Disparity rate

Guests will always find the cheapest 
price online. If you’re not paying close 
attention to the rates available for your 
rooms across the web, it’s highly likely 
you’ll be losing bookings to distribution 
partners who are advertising prices they 
shouldn’t be. That’s why monitoring and 
fixing those prices should be your top 
priority.

While online travel agents (OTAs) may 
well have their place in your distribution 
mix, becoming overly dependent on 
third parties for your distribution puts 
your hotel in a risky position. You risk 
losing out on revenue and sacrificing 
the direct guest relationship (and the 
resulting customer loyalty). Plus, you 
could be faced with escalating 
commission fees.

It’s also important to remember the 
impact of disparities can have beyond 
your hotel website. As metasearch and 
other traffic acquisition strategies 
continue to revolutionize the way that 
customers book stays, hotels with bad 
parity will find that they are paying to 
advertise that they don’t have the 
cheapest rates when bidding in 
metasearch auctions. 

Disparities happen when lower rates 
are being offered by OTAs and other 
distribution channels than are being 
offered on your own direct website. 
Sometimes this happens with your 
consent - if you’ve arranged an 
exclusive direct promotion with your 
OTA market manager, for example - but 
can also easily happen without your 
knowledge. 

Disparities can sometimes be the result 
of administrative issues, such as not 
closing out rates on your channel 
manager that have become out-of-date.

They can also be the result of OTAs 
putting your wholesale rates on sale, 
using a different currency conversion 
then your direct website, or selling rates 
that they are not entitled to sell. There’s 
also a chance that they will simply 
advertise prices lower than your direct 
rates, knowing that the commission 
hotels are paying to them will mean 
they don’t make an overall loss. 

All of these tactics ensure that their 
website will appear better value than 
your own direct channel, and guests will 
continue to believe that OTAs are giving 
them the best deals. 

Parity 
& OTAs

How do rate disparities occur? How do they impact your hotel?

The obvious result of all of this is a loss 
in revenue for your business. You’re 
paying commission to a distributor 
who is often willfully competing with 
your hotel at an unfair advantage. 

At Triptease, we've found that hotels 
with good parity convert guests at a 
34% higher rate than those being 
regularly undercut by OTAs.'

"The biggest meta 
mistakes a hotel can make 
is not having your rates in 
check! Without rate parity, 
you better stay away from 

metasearch."

Dr Jan Sammeck
Hotel Hero

 Director of eCommerce at 
Deutsche Hospitality and author 
of 'Online Marketing for Hotels'
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The key parity monitoring product 
features to look for  

Ideally, you’re looking for a service - 
such as Triptease’s Surge Alert emails - 
that will let you know your hotel is 
experiencing unexpected surges in 
price undercutting. Another key feature 
is providing screenshot evidence of 
your disparities that occur. This will 
give you much greater credibility when 
discussing your parity issues with your 
OTA partners. If you have visible 
evidence of their undercutting, you are 
on much stronger ground.

There are clear strategies you can put 
into place when it comes to taking 
control of your parity issues. The first is 
parity monitoring. Ensure you have a 
tool in place that allows you to see 
exactly what guests will be seeing when 
they search for dates at your hotel. A 
good parity monitoring dashboard will 
provide you with all the details of the 
price undercut that a guest found - from 
when it was logged and the number of 
times it has been seen, to the undercut 
amount, which distributor was 
responsible and the exact details of the 
guest search.

Monitoring and finding the 
causes of disparities

“Most wholesalers can limit their 
distribution circles to avoid such 

rate leakages. But unless you 
specifically ask them to do so, they 

will continue distributing these 
rates to their entire network. You 

need to ensure that your wholesale 
rates are distributed only to those 

distributors who will sell your 
rates packaged!”

Nicolas Durand
Hotel Hero

Senior Director of Global Distribution 
at Jumeirah Hotels & Resorts
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1.
Always start where it’s hurting your 
business the most

For hotels with significant parity issues, 
the best approach is to start by 
resolving your most impactful 
disparities first. Look at each disparity 
in terms of the amount you’re being 
undercut and the number of times it’s 
been seen by searchers to work out 
which disparities should be fixed as a 
priority. In the Triptease Platform, we 
display your top three most impactful 
disparities as soon as you enter the 
Parity section of the tool, to help speed 
up that process. 

2.
If it’s possible for your hotel, place test 
bookings 

Making test bookings of dodgy rates, 
either manually or via a technology 
partner, allows you to identify the source 
of the inventory and find out which 
partners aren't respecting their 
contracts. You need to ensure that your 
wholesale contracts specifically 
mandate that rates are only to be sold 
under certain conditions. Without those 
conditions in writing, you won't be able 
to take action  against your misbehaving 
partners.

3.



Build strong OTA relationships, but 
know when to end them too  

Outside of regularly checking in on your 
rate parity using a parity monitoring 
tool, you should also take some time to 
focus on your relationship with your 
OTA and distributor account managers. 
Check in with them even when you’re 
not having parity issues and build a 
healthy working relationship - this can 
make all the difference when problems 
do arise. 

Fixing parity issues in the 
short and long term  
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1.
Take a wide-lens look at your parity 
trends 

On a less day-to-day basis, you should 
also be taking a step back to review 
your overall parity trends. Which 
partners caused you the biggest 
headache last quarter, and what are you 
doing to change that? Some hotels set 
up a ‘three strikes and you’re out’ policy 
and simply cut off supply to partners 
who continually cause parity issues. 
Others make time to regularly review 
who they are working with and exactly 
what agreements are in their contracts. 
Having complete clarity on who has 
licence to sell your rooms and at what 
price will help you stay in control.  

2.
Think about OTAs differently

Another insight from Dr Jan Sammeck 
is around reframing the way in which 
you think about your relationship to 
OTAs. Hotels are not as powerless as it 
can sometimes seem. According to 
him, “Many hotels see themselves as 
victims of OTAs, but there are tools out 
there to change things for you. OTA 
competition and disparities are 
essentially your own ‘fault’. It’s so 
important to keep steering things in the 
right way you want to be: with 
contracting, online marketing, 
e-commerce, booking engine 
optimization or by improving UX design 
on your hotel website. It’s in your 
control!"

Similarly, Hotel Hero Blessy Townes, 
Vice President & Head of Digital at 
Discovery Hospitality, encourages 
hotels to focus more on driving direct 
bookings than on relying on traditional 
OTA relationships. She advises that, “If 
your primary goal for 2020 is to grow 
your direct business, it’s time to switch 
your mindset: see OTA commissions as 
an expense and imagine the possibilities 
if you used those commissions to fund 
your own direct booking campaign." 
Couldn’t have said it better ourselves. 

4.
Give guests a reason to book even 
when you’re not in parity

Add messaging to your website that 
lets potential guests know about the 
benefits of booking direct, even if you 
don’t currently appear to have the best 
price. Maybe you offer price matching, 
maybe you have a range of incredible 
free gifts and special offers for 
customers who book directly with you - 
let your website visitors know! 

At Triptease, we have an alternative 
message that can appear on a hotel 
website in place of Price Check at times 
when the hotel is being undercut. This 
type of message can be used when a 
guest has run a search on your website 
and you’re not in parity. It appears 
instead of the usual Price Check 
message and allows you to 
acknowledge that they may have found 
a better price elsewhere, and 
encourages them to get in touch with 
you directly to sort that out.

3.



Success metric: Click through rate

Customers online expect personalized 
experiences. All major e-commerce 
websites learn from their visitors' past 
actions, behavior and characteristics 
Hotels need to do the same. 

At Triptease, our stringent A/B testing 
has confirmed that dynamic website 
experiences have a clear impact on 
conversion uplift for hotels. In fact, for 
small hotel groups and independents 
the effect of personalization is at least 
16% conversion rate uplift.

Done right, targeted website messaging 
is a quick and effective way to provide 
personalized digital experiences at 
scale. Show potential customers 
custom content designed to keep them 
on your website, nudge them towards 
your booking engine, push them to a 
specific page, or encourage them to 
leave their email. Target the right offers 
and promotions to the right audiences at 
the right time and you’ll see more clicks, 
more conversions and more revenue. 

When it comes to onsite messaging, 
there are some fundamental guiding 
rules that should help any hotel create 
impactful, targeted content for their 
website visitors. 

Onsite 
messaging

Think like your guest   
When you’re creating a message, think 
about where in the booking journey you 
want your potential customer to see it, 
and what they would usually be trying to 
do at that point. The more you know 
about your guests’ booking behaviour 
and habits, the better you will be able to 
find ways to convert them.

1.

Set a goal   
Don’t just think about what your guest 
needs - think about what you want this 
message to do for your business too. 
Don’t set messages live without a clear 
idea of what number you’re trying to 
drive and the time period in which you 
intend to see results. Maybe you can’t 
always predict this perfectly, but 
without a goal to measure your 
performance against you’ll be less likely 
to check and tweak your messages to 
make sure they’re having an impact.

2.

Be timely   
From specific dates and holidays - like 
Black Friday or Lunar New Year - to 
last-minute offers or advanced booking 
deals, messages that are timed for 
specific dates or time periods can be 
really effective. Convince visitors 
browsing for the coming weekend to 
book direct with an exclusive discount, 
give free champagne on Valentine’s 
Day or add an extra night for free for 
bookers planning their trip far in 
advance. These are the kinds of perks 
that OTAs can’t offer. Use this to your 
advantage and keep guests on your 
purchase funnel, not theirs. 

3.

Make the most of pages that get lots of 
traffic    
Identify the URLs on your website that 
get the most views and add an Exit 
Message to those pages. This type of 
message appears if it looks like a 
visitor is about to leave your website, so 
it’s a great way to make people stick 
around and move closer to making their 
booking. Sometimes it’s best to save 
your best discounts and offers for use 
at these times: If someone is about to 
leave, give them a good reason to stay! 

4.

Tailor your message to suit your 
customer   
A business traveller isn’t looking for the 
same experience as a family booking 
their summer holiday, so your website 
shouldn’t treat them in the same way. 
Set up onsite messages that respond to 
your customers’ behavioural data (are 
they booking one night, mid week, or a 
two week stay with children?) Business 
travellers might be more interested to 
hear about free wifi and office facilities, 
whereas families could be enticed to 
book with discounts on kids clubs and 
other activities. Think about who is 
coming to your website and what they 
might want to see. 

5.

Review message performance 
regularly    
Setting up your messages is just the 
start. It’s monitoring and improving 
them that makes them truly effective. 
Check your clicks, conversions and 
revenue earned daily if possible and 
ideally benchmark your performance 
against other hotels (the Triptease 
platform does this for you 
automatically). If a message isn’t 
performing as well as you’d hoped, 
what changes can you make to improve 
it? Why not try a different image or 
headline, or a slightly bigger discount?

6.

What makes a great 
onsite message?
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At Triptease we learn from the 
performance of thousands of hotels 
around the world. That means as well 
as knowing what works when it comes 
to website messaging, we also 
understand the kinds of common 
mistakes that it’s all too easy for 
hoteliers to make. So congratulations 
for downloading this Playbook - we 
learned all the hard lessons so you don’t 
have to. 

Don’t be visually inconsistent 

Your website is often the first real 
touchpoint your potential guests have 
with your hotel’s brand. Visual 
consistency is crucial for building trust 
and an emotional connection with your 
customers. There are no second 
chances for first impressions, so check 
over your messaging and make sure it 
all feels consistent and aligned with 
your website branding. If your 
messaging provider has the option - as 
Triptease does - to upload default 
branding that applies automatically to 
any message you create, use it!

1.
Don’t overload customers with 
information 

When it comes to onsite messaging, 
less is usually more. The last thing you 
want to do is overwhelm your 
customers or give them a bad 
experience, so think carefully about 
what you put on each page of your 
website. Don’t create too many 
messages, and don’t pack too much 
information into the ones you have. 
Keep headlines, text and call-to-action 
buttons short and impactful. People 
tend to skim read online so include the 
important information - like how much 
discount you’re offering - in an eye 
catching but clear and concise way.

2.
Don’t redirect customers to the wrong 
place   

Map out the journey that you want your 
website visitors to go on and make sure 
your website messaging takes them 
there. Ideally you’re looking to move 
people towards your booking engine, so 
keep all messages driving people in 
that direction, and be wary of moving 
them away once they get there. 

3.
Don’t give the same discount to all your 
guests   

High value guests shouldn’t see the 
same messaging as guests with less 
potential to drive revenue for your hotel. 
Similarly a guest that looks very likely to 
book won’t need the same persuasive 
tactics as someone who is still in the 
early stages of selecting their hotel. 
Make sure you’re saving your biggest 
discounts for high value guests or 
people less likely to book. Low value 
and high certainty customers will likely 
need smaller incentives - like free 
breakfast or a welcome drink - to seal 
the deal.

4.
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How to avoid common 
messaging mistakes 



Speed 
A modern customer’s attention span is 
short, and so is the amount of time you 
have for you booking engine to load 
before they’ll feel frustrated and 
abandon their journey. A 
100-millisecond delay in website load 
time can hurt conversion rates by 7%, 
while a two second delay increases 
bounce rate by 103% (Source: Baymard 
Institute). If your booking engine’s 
content takes longer than three 
seconds to load that should be a red 
flag that you need to fix it immediately!

1.

Five clicks to complete a booking - or 
less!
Research on 60 of the biggest online 
retailers in the US and Europe revealed 
that the average number of checkout 
steps is 5.1 (Source: Baymard Institute). 
Agoda offers a three-step checkout, 
split into customer information, 
payment and booking confirmation. 
Consider the fact that your customers 
have probably already experienced and 
are very used to quick, seamless 
payment processes on OTA websites. 
You’ll need to benchmark your booking 
engine experience against your 
industry's e-Commerce specialists and 
emulate what they do.

2.

Uncomplicated checkout process 
Baymard Institute’s research also found 
that a long and/or complicated 
checkout process is the third most 
common reason for cart abandonment. 
The smaller the number of form fields, 
the less likely the user is to abandon the 
checkout process!

3.

"The less barriers there are on 
the path to purchase, the higher 

the likelihood that your 
customer will convert. 

However, many hotel booking 
engines take up to five steps to 

complete a booking. From 
selecting a room to browsing 
add-ons, to filling in the guest 

details, to reviewing and, finally, 
confirming the reservation: this 

lengthy process loses to the 
OTAs’ fuss-free experience." 

Blessy Townes
Hotel Hero

VP & Head of Digital 
Discovery Hospitality

Even if you have a beautifully designed, 
perfectly worded and easy to use 
website imaginable, a frustrating and 
clunky booking engine experience will 
mean that guests will leave your direct 
site and make their booking elsewhere. 

While there are a number of booking 
engines out there, some are doing a 
better job at helping customers to book 
than others. With devices like tablet and 
mobile becoming ever more popular, 
hotels need to be proactive in 
constantly reassessing the 
effectiveness of their booking engine 
across all platforms.

The first big step is to find out whether 
you’re happy with your booking engine. 
This could mean surveying guests on 
their experiences, or trying it out 
yourself. If there’s a lot of friction at this 
crucial point in the purchasing journey, 
reach out to your booking engine 
partner and see whether they can help 
fix the issues - or consider finding a 
new one who is better suited to your 
needs.

Booking
engine
basics
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Key features a booking good engine 
should provide:



Show booking engine visitors that you 
have the best rate online

When you have the best rate, highlight it 
clearly so that your customer doesn’t 
feel any need to continue clicking 
around to be sure. Use a website 
message like Triptease’s Price Check to 
display your direct price (and direct 
booking benefits) along with the prices 
of your chosen OTAs when you’re not 
being undercut. 

But remember that parity and direct 
bookings go hand in hand, and having 
the best rate online means keeping your 
parity in check. Refer back to the 
chapter on Parity & OTAs to find out 
how you can keep track of OTA 
undercutting and unpackaged 
wholesale rates to take ownership of 
how your rooms are priced online.

5.
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Mobile-friendly experience

In 2018, Booking.com's mobile 
bookings exceeded those made on 
desktop for the first time, with over 50% 
of all accommodation reservations 
made on a mobile device. OTAs have 
long exploited the lucrative opportunity 
that is a mobile-optimized booking 
process, while hotels still struggle. The 
first step to improving is to test your 
mobile checkout process not just on the 
website, but also on metasearch. With a 
growing number of bookings taking 
place via metasearch, you need to be 
ready to capture mobile meta users too.

4.



Build a collaborative spirit into the core 
values of all teams

Collaborative working practices might 
be easier for independent hotels to 
implement than groups, but all team 
leaders can make it clear that they 
believe in a collaborative culture. 
Knowing that openness, shared goals 
and transparency is expected from staff 
at all levels can have a really positive 
impact on teamwork across the 
company.

1.

Create one goal to unite your teams - 
and set the same KPI for all

It will encourage your teams to 
strategize together. Need an example? 
Sebastian Arnshelm, Director of 
Revenue Management at Nobis - a 
five-star independent hotel in Stockholm 
- shared that their teams work out the 
target cost for their whole customer 
journey, develop a strategy and monitor 
results together. 

While the goal is the same for everyone, 
teams take different routes to achieve it 
- and enable each other to do so. So the 
Marketing team might have insights into 
how - and via what channel - to approach 
certain customers, while the Revenue 
team can shed light on which segments 
to prioritize to generate demand. 

2.

Ensure that all teams are represented at 
your meetings

Two heads are better than one - 
especially when one head sits in 
Marketing and another in Revenue! 
Insights and powerful collaboration can 
come from teams that may have little 
cross over on a day-today basis. Could 
your front desk reception staff bring 
customer insights that your digital team 

3.

Centralize your data

Take the guesswork out of your teams’ 
decisions - introduce programs for 
optimizing information sharing 
processes and encourage the sharing of 
knowledge and expertise. For example, 
Revenue and Marketing teams often 
need real-time access to information to 
make the right decisions. Consider 
visualising it to provide useful insights 
for everyone. A tool like Looker or 
Tableau can help you to analyze and 
present your data clearly. Similarly the 
Triptease Platform offers a clear view of 
everything you need to know about your 
website conversion and direct booking 
trends in an easily digestible, visual way.

4.

No matter the size of your hotel or 
organization, careful team alignment is 
crucial to a successful direct booking 
strategy. The all-too-common theme 
behind many of the biggest challenges 
hoteliers face - rate undercutting, rising 
distribution costs, unpredictable 
occupancy - is one of misaligned 
incentives and internal teams working at 
odds with one another.

Team
alignment
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would never have known about, for 
example? Sam Riches from The Curtain 
told us that their team managers meet 
up frequently to share common 
objectives and challenges, with each 
team contributing towards solutions 
that work for everyone.

"Meet in person. In a digital age, it can be 
really tricky. But connecting with people 
you work with on a personal level can 
help you build trust with your colleagues, 
partners and stakeholders. It can also 
drive innovation for your business and 
resolve issues faster," suggests Stevie 
Stevenson, Director of Offer Strategy at 
Hilton, and speaker at the Direct Booking 
Summit: Miami.



Encourage teams to use technology for 
collaboration

It’s great to meet in person, but if your 
teams are located in different countries, 
they obviously can’t be in the same room 
every week. Thankfully, there are 
applications and programs that make 
maintaining communication fast and 
easy. At Triptease, we use Slack to 
communicate with team members from 
offices in New York, London, Barcelona 
and Singapore. Skype or Google 
Meetups offer great group video calls, 
while Google Docs, Google Sheets, and 
Google Slides allow staff to collaborate 
on written work in real time.

5.
Build the culture of trust and respect

Educate your teams on what every other 
person does on a daily basis, and how 
that contributes to the success of a 
well-oiled machine that is your hotel. 
Understanding what other teams do and 
are trying to achieve will also make it 
easier for the whole company to align 
their goals and support each other.

“One way to do this is job shadowing,” 
suggests Dan Wacksman, Former SVP 
Marketing & Distribution at Outrigger 
Hotels & Resorts and current Principal at 
Sassato LLC, Speaker at the Direct 
Booking Summit: Miami. “In my previous 
role, we had our digital and call (centre) 
teams sit with the front desk team to 
learn more about their everyday tasks. 
The result: newfound mutual respect and 
a list of ideas to improve the overall 
customer experience and create a 
smoother check-in/out process!" 

Encourage colleagues not to point 
fingers when something goes wrong, 
and instead to start celebrating your 
success together. Organizing group 
activities can make significant positive 
changes in the culture at work. Lead 
with an example and be the champion 
for this change!

6.
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