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Maximising Total Revenue  
Essential advice on the tools and strategies hoteliers 

should consider to maximise revenue and plan for 
continued growth

Read time: Approx 20 minutes
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Introduction
Hospitality, as with any industry and 
business, has always had one eye on 
its people and the other firmly on 
its revenue and profit margins. In a 
healthy economy there is often little 
need to look for alternative revenue 
streams.

However, challenges such as recession, lockdowns 
and travel restrictions brought about as a result of 
a global pandemic call for a need to think outside 
of the box. When the cycle turns again and the 
outlook improves, critical to any recovery is the 
need to explore each and every alternative revenue 
stream and ensure that every opportunity to both 
save and earn is realised.   

The industry has experienced accelerated and 
unprecedented change since the beginning of 

March 2020 and the ‘new normal’ has incited a 
huge volume of changes. Not only in terms of guest 
expectations and behaviours, but also in terms of 
the guest journey and the operations and systems 
required to meet and exceed these.   

The need for rapid revenue generation has never 
been greater and the ‘new normal’ can be a difficult 
and daunting landscape to navigate. Decisions 
around channel distribution, pricing strategies, 
marketing, upselling and what software and 
processes to have in place can be overwhelming. 
To make the right decision for your property at 

the right time, you need to not only have a wealth 
of information at your fingertips you also need to 
understand how to use that information effectively, 
to maximise every opportunity to drive revenue 
across all aspects of your operations.  

This eBook outlines the key influences and 
solutions you should consider and have a clear 
understanding of, to ensure you are best qualified 
to plan for success and realise your ambitions for 
continued growth.  
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Getting the right mix for 
distribution & rates

Now more than ever you need to take a critical 
and forensic view of both your rate and inventory 

distribution to ensure you are maximising each and 
every revenue opportunity. 
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With this in mind it is important to 
consider the following questions: 

Is each channel working hard 
enough to deliver the right 
volume of bookings at the right 
price?  

Is the balance right between 
direct and OTAs?  

How can you effectively evaluate 
how each channel is performing 
and make more out of each one? 

Is it time to change and even 
simplify your distribution mix?  

How can you maximise digital 
marketing?

1

2

3

4

5
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Investing more in direct 
channels, such as the 
website and social media 
is therefore a much more 
cost-effective way to target 
local guests, compared to 
OTAs as they are more likely 
to know your property (or 
at least your location) and 
book direct. Not just now, 
but also in the future when 
you are working to build 
brand loyalty and support 

business on the books ready 
for when restrictions are 
lifted. 

When international travel 
does return, one of the 
ways to build confidence 
and trust amongst overseas 
guests is to offer them the 
possibility of using payment 
methods that are local to 
them, for example, AliPay 
or WeChat Pay for Chinese 
guests or Sofort for German 

guests. These ‘Alternative 
Payment Methods’ are 
the future of payments, 
and should be seriously 
considered by any hotel 
business.  

Target the relevant market
First and foremost, there is the reality that for the time being at 
least, the leisure and domestic markets remain dominant.

There are a number of routes to distribution and 
achieving the right mix can be a challenge, but with the 
right information and tools, it can be done. 
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OTAs as a route of acquisition
In order to build the right approach to a profitable distribution 
strategy that secures revenue and profit, you need to understand 
what volume of bookings each market segment should deliver.

In addition, the volume 
of bookings from each 
segment will certainly 
change throughout the 
year. Bearing this in mind, 
omitting the OTAs from 
the distribution strategy 
entirely can be risky. Whilst 
they do charge commission 
you also need to account 
for the costs associated 
with maintaining an 
effective and efficient direct 
channel (website, social 
media, phone reservation 
system). This can include 
digital marketing and 
website optimisation, which 
when stacked up against 
an OTA can be costly by 

comparison, especially 
when you consider the 
marketing power of an 
OTA and its advanced 
technology. They have an 
average 80% of the online 
share so if you are keen to 
increase your online visibility 
via “Billboard effect”, OTAs 
are an important part of the 
mix. The key is to do your 
research when deciding 
which one/s to work with. 
Do they operate in the 
right target market, what 
is the commission model 
and also review which 
OTAs the competition are 
using. You need to consider 
utilising OTAs as a route to 

acquisition, rather than a 
regular booking machine. 
Paying a commission rate 
to secure a new guest for 
the first time is arguably a 
small price to pay if you can 
then secure future bookings 
from that guest via your 
own direct channels. 
These future bookings can 
be encouraged with the 
right messaging, the right 
incentives and a more 
personal approach, all of 
which can be delivered 
by effective customer 
communication supported 
by digital marketing.    
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You can then have a 
clear understanding 
of your profit margins. 
Channel manager tools 
can work to deliver 
these insights. 

When reviewed 
regularly, they can 
ensure that you have 
the most effective 
distribution strategy in 
place that is not only 
right for your current 
market, but can also 
inform forecasting and 
plans for pricing and 

distribution strategies in 
the future. 

They centrally manage 
all your booking 
channels so you are 
kept up to date as 
soon as a guest makes 
a booking to ensure 
availability and rates 
are always live. This can 
also be supported with 
a Revenue Management 
System. Likewise, when 
integrated directly 
with the cloud-based 
property management 

system (PMS) it can also 
ensure that the hotel’s 
own systems are also 
automatically kept up 
to date with incoming 
reservations and 
cancellations.   

Understand profit margins
To ensure you are getting the most out of each channel 
you must have effective data and tracking in place. This 
means knowing not only how and where your guests 
are coming from and understanding different traveller 
segments, but also how much it has cost to secure that 
booking.
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Inspire & engage through digital
Digital marketing covers a wide range of options and 
considerations.
 
When planning a digital 
marketing strategy, the 
important thing to bear 
in mind is that every 
digital touchpoint and 
engagement with a guest 
or potential guest is an 
opportunity to drive sales 
and revenue and build 
loyalty and a more targeted 
approach to upselling. Your 
website, social media and 
email communications 
must be visually inspiring 
and relevant, with the 
right information readily 
available. To acquire new 
guests online, you should 
make use of the number 
of ‘free’ marketing tools 
which include reviews, 
blogs and social media. A 

hotel’s website is effectively 
the shop window so must 
be informative and easy 
to navigate. This includes 
a strong design and user 
experience that is mobile 
friendly and can be 
supported by high quality 
photos and rich content, 
including up-to-date and 
detailed information on 
hygiene measures and 
best practice. In addition, 
ensure there a smooth 
booking process in place 
that is frictionless, short and 
secure. Running alongside 
the website, you need to 
keep social media channels 
up to date with regular 
posts and engagement 
from guests, as each of 

them is effectively a micro-
influencer. This can be 
incentivised with ‘like and 
share’ style competitions 
that can again be much 
more cost-effective 
than inviting expensive 
influencers to stay and 
post. Direct bookings 
also have real value for 
digital marketing as they 
provide valuable data 
to enable future guest 
communications to be 
personal and relevant, and 
therefore much more likely 
to convert and deliver a 
return on investment.  
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What percentage of 
channels deliver what 
percentage of hotel rooms 
and is it time to reduce 
and refocus? To optimise 
your revenue and profits 
then it is important to have 
a distribution strategy in 
place that is fit for purpose. 

To achieve this, you must 
track performance and 
understand how much 

each booking has cost 
(Total Cost of Distribution), 
whether it be direct via the 
website or via an OTA which 
has delivered wider online 
visibility but comes with the 
cost of commission.  

Again, bearing in mind the 
current focus on the local 
and domestic markets, it 
might be more effective to 
streamline your channels 

with the onus on direct, and 
then consider reviewing 
your channels when 
there is a return to more 
international and corporate 
travel.  

Refocus your distribution mix 
Having up to the minute reporting for each channel also means 
you are fully qualified to make the right decision when it comes 
to changing and even simplifying your distribution mix.

A strong brand presence is required to boost hotels’ direct 
distribution platforms as shoppers are usually more willing to 
circumvent typical booking channels for top branded hotels.
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Booking travel can be 
emotional and as it is 
almost impossible to know 
the drivers for booking, it’s 
“safer” to cover all touch-
points. In order not to miss 
the opportunity to upsell, 
either by automatically 
sending a tailored, branded 
pre-arrival email to the 
guest with information 
on upgrades or offer 
extra services when the 
reservation is made. Once 
selected by the guest, all 
the upsell details are stored 
directly to the reservation 
in the PMS, saving time 
and enhancing the guest 
experience.  

Upsells 
To support this channel of generating ancillary revenue, you 
should also consider automated upsell messaging, which can 
pay dividends in securing additional income. 

Guestline enables you 
to offer upsells  

At the time of booking, using the 
Direct Booking Manager's built-in 

feature  

~
Before the arrival, through various 

third-party providers (Oaky or Upsell 
Guru for example)

~
During check-in, utilising guest profile 
data from the PMS and information on 

their reservation
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Delivering cost savings 
with technology-enabled 

operations
If you are keen to support profitability by saving costs, making your 

operations more efficient is an effective solution.  
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How can you achieve this?
The answer lies in automation 

Automation that not only takes place within departments 
but across departments to deliver a marked improvement in 

productivity. 
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Not least the development 
and adoption of contactless 
check-in / check-out and 
online payments. These 
technologies have enabled 
you to continue to operate 
whilst at the same time 
adhering to restrictions 
for social distancing 
and supporting the all-
important cashflow.  

Solutions such as Guestline’s 
own contact-free check-in / 
check-out, GuestStay, mean 
that you are able to not only 
streamline the check-in 
process, you can also utilise 
the benefits of enhanced 
communication as guests 
fill out a digital registration 

pre-arrival.

Likewise on check-out, 
guests can review and pay 
their balance online. As 
a result, they can enjoy a 
swifter, smoother check-
in / out experience with 
the added reassurance 
of reduced physical 
contact and no lengthy 
paperwork. Accurate 
guest data including 
profile, reservation and 
payment details are then 
automatically uploaded 
to the PMS for complete 
compliance.  

Digitised check in / out processes
Since the pandemic struck, the hospitality industry has seen 
advances in technology that are set to stay and evolve in line 
with changes to guest demands. 
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Secure, contactless payments
The same approach can be applied to contactless payments. 

Historically payment 
processes have been 
complicated and lacking 
in efficiency as a result 
of multiple providers and 
the risk of potential fraud. 
Online payments and in 
particular single payment 
solutions including 
Guestline’s GuestPay bring 
both the operational and 
payment systems together 
into one hub. The result? 
One streamlined flow 
between the booking 

stage and payment into 
your bank which in turn 
delivers improved cashflow, 
reduced operational costs 
and secured revenue, all 
with the added benefit of 
safeguarding payments 
which previously may have 
been lost. For example, 
failure to receive payments 
for additional items and 
cross-property charges 
(such as drinks from the 
bar) that might not have 
been added to the final bill.   

Cashless systems are opening the door for hotels to access 
a wealth of data that can be used to create seamless, 
personalised experiences for guests.



Across our own client base, 
hoteliers acknowledge 
the benefit that a cloud-
based, intuitive, easy-to-
learn system can have in 
terms of not only training 
staff but also making them 
feel empowered to carry 
out their day to day roles. 
Likewise it can free up more 
time to focus on the guest 
relations and experience 
aspect of their job without 
the need to focus on time-
consuming admin. 

Encouragingly, a recent 
survey we undertook 
highlighted that staff 
are receptive. Over two-
thirds (68%) of hotel GMs 

confirmed their staff have 
had a positive response to 
the implementation and 
adoption of new software 
as they not only feel better 
equipped to do their job, 

they are also able to take 
advantage of more flexibility 
to deliver their role.  

Staff empowerment
In addition to operational efficiency, enhanced technology and 
software to support operations can also pay dividends for staff 
recruitment and retention. 

Technology is a Driver, 
Performance is the Outcome
Working independently, each automated process 
can improve efficiencies but the real impact can be 
felt when systems are fully integrated and properly 
configured. 

So, if you are keen to implement a more streamlined 
approach to your operations and realise your 
ambition of greater revenues the key principles are: 
Digitisation and Process Automation.  
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Crunch the numbers: 
Data & performance analysis  

To make informed pricing decisions you need the right data. The 
challenge right now is the validity of historical data from the last 
12 months for informing future pricing, revenue and distribution 

strategies. 
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Looking at the data in the 
right perspective

The pandemic has been a significant departure from the norm by 
anyone’s standard and the debate continues to rumble on around if 

and how 2020 figures should be used at all. 

With that in mind, the best way forward is to utilise the data sets 
and metrics that are available now so you can form actionable 

insights to plan for the future.   
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Guests provide key 
information on background, 
lifestyle and preferences 
which can be coupled 
with insights around when 
they stay, how often, how 
long for, size of party and 
purpose of stay.  

From a marketing 
perspective this information 
can then be used to deliver 
a more personalised 

approach to guest 
engagement and marketing 
communications. For 
example, an email inviting 
them to book a return stay 
for an anniversary.   

When building a pricing 
strategy and to ensure you 
are in the right market, at 
the right time and at the 
right price, guest data can 
be married with a number 

of other data sets: market 
demand, information on 
holiday periods, including 
public holidays (particularly 
from feeder markets), key 
events, the weather and 
competitor pricing. All an 
essential part of your data 
toolkit.  

What data is available   
The most important place to start is with the guest and one of 
the big advantages of contactless check-in and payments is the 
increased accuracy of guest data. 

Data analytics in the hotel industry is key to your marketing 
strategy, building customer loyalty, and enhancing 
effectiveness.
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How can you use data effectively
To analyse and use data effectively you need to bear in the mind 
the following:  

3

4

2

1
Data sets are unique (for example, guest age range and 
region) so it is important not to compare like with like and 
expect the same results

It can and should be reviewed alongside sales, distribution 
and ecommerce to build a cohesive marketing strategy  

Considering the amount of data, which needs to be analysed 
to recommend the right price, it will hardly be possible 
without the support of the right technology 

Having deeply integrated hotel PMS and revenue 
management systems is the best way to achieve this 
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Even better if it can be 
integrated across the same 
platform. In particular, a 
revenue management 
system (RMS) can help in 
terms of gaining further 
insights into booking and 
pricing patterns in addition 
to other sales and revenue 
opportunities within a 
property. As with any 
decision though, you should 
take the time to research 
and find the best-fit RMS. A 

full-size RMS which includes 
analysis of a high volume 
of data sets including PMS 
data, competitors and so 
on is not always necessary. 
Often an app-based 
approach to monitoring 
more focused data such as 
competitor rates can also be 
effective.  

Revenue management systems   
Just as with the introduction of new technology and platforms, 
data can be even more powerful when it is integrated.

New innovations like real time pricing and total revenue 
management are making integrated revenue management 
software smarter than ever.



www.guestline.com    |    page 22 of 35www.guestline.com    |    page 22 of 35

Forecast and plan accurately
From a distribution point of view, you can combine the data on 
who your guest is with which channel they have come from.

Is it direct or via an OTA? 
How far in advance was 
the booking made? Using 
all these insights together 
you can then build a more 
personalised, targeted 
approach. For example, 
OTA guests who have 
booked room only can be 
targeted with an upsell, pre-
stay email offering a free 
welcome drink if they sign 
up to the hotel newsletter 
or loyalty scheme. Utilise 

the data to forecast for 
each channel and segment. 
Keeping a close eye on what 
has been successful, what 
and where the most profit 
was generated and which 
incentives have worked 
well are all insights you can 
use to forecast and plan 
accurately. 

Hotels should strive for more emotional loyalty and a 
personalized, one-to-one experience by analysing all the 
guest’s interactions with your brand.
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Once you have the data 
and analysis in place and 
a clear understanding 
of the market, when 
developing any pricing 
strategy, it needs to be 
short term and long term.

Dynamic pricing, as 
opposed to fixed pricing 
is the best approach in a 
rapidly changing travel 
market, as it takes into 
consideration current 
occupancy levels, 
competitior’s rates, 
historical data, and the 
distribution channel. In 
the period post-pandemic 
and for the following 
months, the demand 
for leisure destinations 
is expected to be high, 

so it’s really tempting to 
increase your rates, but 
before you do, think about 
your guests and how they 
will perceive it. 

Instead of thinking about 
the price they pay today, 
it’s definitely worth 
considering the lifetime 
value of your client, which 
can be really short if the 
price you charge is not 
reflected in the actual 
value of the product, 
even, if all hotels within 
a 20 mile radius are fully 
booked. High demand 
is on one side a great 
opportunity to set your 
rates higher than usual, as 
there is high probability 
it will be sold, but if you 

are smart, it can be a 
perfect opportunity to 
build brand loyalty, and 
generate referrals from 
happy guests. In the next 
chapter of this eBook 
we highlight several 
suggestions on how to 
drive additional revenue 
whilst ensuring your 
guests feel like they are 
getting best value for 
money.  

If you’re considering 
aggressive dynamic 
pricing, think about your 
online reputation, as this 
can be directly connected: 
higher price = higher 
expectations. As a result 
of increased prices, your 
reviews can be lower, 

even if the quality of 
service didn’t change. 
You need to bear this in 
mind when reviewing 
your pricing strategy. 
These “average” reviews 
can impact your long-
term strategy, especially 
if you’d like to increase 
your prices in the future, 
people will be hesitant 
to pay more for the hotel 
with average reviews. 
Looking longer term to 
6 to 12 months, the core 
market will diversify to 
include more corporate 
travel, MICE, weddings 
and a broader distribution 
so you need to research, 
monitor, understand and 
plan accordingly.  

Dynamic pricing   
A final word on pricing strategies. 



Guest reviews
You should also consider adding post-stay guest reviews to your 
data mix as they play a fundamental role in enabling you to 
understand the areas that might need attention. 

Our partnership with 
GuestRevu and Guest 
Joy for example, delivers 
customised questionnaires 
so guests can give feedback 
on their stay which is then 
automatically uploaded to 
their PMS guest profile. The 
feedback enables you to 
not only improve the quality 
of service and understand 

specific guest preferences 
but when also uploaded 
directly to TripAdvisor, for 
example, can also improve 
your rankings. In this way it 
can also influence booking 
decisions, as most review 
portals offer the possibility 
to compare and book travel 
(metasearch).  

If you can't measure it, you can't 
manage it  
Take small but impactful measures to improve and 
streamline the management of guest reviews – starting 
from delivering an excellent guest experience, to collecting 
the guest review to finally, responding to reviews.
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Innovate to accumulate  
Whilst the ever-changing rules and restrictions have been 

extremely challenging, they have also paved the way for new and 
creative ways to market and sell property services and facilities. And 

more importantly, they've driven significant growth in non-room 
revenue that looks set to stay.  
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The expansion of food 
takeaway services and at-
home dining boxes are two 
such examples which have 
proven particularly popular. 

Likewise, investment in the 
development of outdoor 
dining spaces (such as 
igloos, luxury dining domes, 
themed marquees, rooftop 
terraces and pods in beer 
gardens) look set to deliver 

a long-term return. 

These are revenue streams 
that can hold fast even 
when restrictions prevent 
guests from booking rooms 
have helped to stem the 
tide of decreasing profit 
margins. 

New innovations   
Much of this innovation has been driven by necessity as well as 
changing guest expectations. Many hoteliers have had to adapt 
their offer in recent months.

In an industry that’s fast-paced and evolving, accommodation 
providers will need innovation and new technology to help 
them keep up to date.
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Experience-led, longer stays
In order to safeguard against the threat of future challenges the 
answer lies in continuing to innovate and extend product and 
service offers, all whilst keeping a close eye on trends in guest 
demand.  

For the short to medium 
term local and leisure 
markets will continue to 
dominate. The good news 
is you can expect to see 
a rise in accommodation 
revenue as pent-up demand 
for travel is released. Guests 
will be keen to not only 
stay for longer, but also 
travel in larger groups than 
previously allowed. This will 
be bolstered further by the 
high demand from guests 
to build on the experience 
of their stay. With this in 
mind, you should consider 
the following: 

2
Family-friendly and pet-friendly 
services and facilities 
Wherever possible market these to 
reassure guests, widen your target 
audience and encourage longer stays.

1
Spa, golf and afternoon tea & 
other themed packages 
For guests booking that long-awaited 
getaway, the demand to pamper and 
indulge is expected to be particularly high. 
Now is the time to extend. Capitalise and 
incentivise packages to secure future 
bookings and guest loyalty.
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3

4

5

Local community
Ensure you are working with and supporting the local community. 
Whether that be serving local produce on the menu, supporting 
local charities or partnering with local attractions and events to offer 
joint packages. For the vast majority of you, the local community and 
market has been your lifeline throughout lockdown so demonstrating 
your commitment in return will pay dividends.  

Corporate travel
Lay the foundations for the longer-term return of corporate travel. 
Whilst the return to the office is a popular topic for debate, you can 
continue to offer lobby space and room hire for those looking for 
flexible working space. Encouraging corporate travellers to utilise 
smaller spaces now will help lay the foundations for bookings for 
larger MICE spaces in the future. 

The wedding and celebrations / events market 
This market is expected to return with a bang. Demand will come 
from those couples forced to cancel who are keen to rebook, as well as 
from those couples who have just decided to tie the knot. 

Weddings are not the only cause for celebrations and larger 
gatherings. Christenings, baby showers, birthdays and anniversaries 
are all occasions to capitalise on. Made all the more profitable when 
supported by revenue from any of the services and facilities born out 
of lockdown.
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Boost food and drink revenue
Whilst such innovation is exciting it also brings with it the reality 
of being able to deliver a new service.

A service in fact that is 
seamless for the guest 
and efficient operationally. 
Guestline EPoS can enable 
you to not only automate 
your F&B operations by 
integrating them with the 
PMS, but it will also deliver a 
positive guest experience as 
staff no longer have to focus 
on screen time to facilitate 
orders and payments 
and can focus more on 
the guest. The intuitive 
software (and associated 
integrations) allows guests 
to place orders online, at 
the table with the server 
using the EPoS software on 
a tablet or at the bar; and 
enjoy it in the location of 
their choice (at home, in 

their room or hotel venue). 
These charges can be 
posted on the resident’s 
total room bill (if staying 
at the hotel) or paid on a 
chip and PIN device and 
reports enable you to track 
performance in real time.  

To support our hotel 
clients further, Guestline’s 
partnership with Deliverect 
enables hotels to expand 
their restaurant audience 
beyond residents by 
integrating with third party 
food delivery platforms 

such as Deliveroo and Uber 
Eats. Providing a two-way 
interface with Guestline’s 
own EPoS, hoteliers can 
upload their menus to 
Deliverect, which then 
distributes them to the 
delivery platforms with 
orders sent directly back to 
the Guestline EPoS. Another 
way to build visibility, sales 
and revenue. Very similar 
to the so-called “Billboard 
effect” which we explained 
earlier as one of the benefits 
of working with third party 
hotel distribution channels. 

More flexibility & better control  
By introducing the Eat-In online ordering apps, you 
can reduce the need for a large service team which is 
important with the hospitality recruitment challenges the 
industry is facing. 
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Success story: 
Fitzpatrick Castle Hotel

Boosting staff efficiency at the Fitzpatrick Castle Hotel 
in Dublin 
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Challenge   
The Fitzpatrick Castle Hotel in Dublin Bay is an 18th 
Century, 4-star property and hosts both corporate 

and leisure guests. 

The team faced a host of challenges including:

An old, server-based 
system no longer fit for 
purpose and difficult to 
train new recruits

Laborious access to data 
and reporting 

Staff had limited access 
to systems when on 
the move so difficult to 
update in real time 

A need to move 
operations to a cloud-
based PMS that would 
deliver accessibility, 
functionality & enhance 
the guest experience
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Solution   
The solution for Fitzpatrick Castle Hotel lay in 

digital solutions.  

They installed and adopted a host of new cloud systems 
including: 

Guestline Rezlynx PMS   

Guestline Channel 
Manager 

Guestline Advanced C&B  

Further integration with 
Avvio’s online booking 
platform and Right 
Revenue’s Revenue 
Management System 
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Results   
The new systems have enhanced efficiencies 

across all departments and operations and 
enabled the hotel team to be more guest-facing.

   

Further supported with better business intelligence as a result of 
access to live data and reporting to make more informed decisions.  
In particular the two-way, integrated Channel Manager means 
the Reservation team are no longer manually uploading rates and 
inventory each day. 

Less time focused on the administration of rates has meant more 
time can be spent not only on the guest, but also on rate and 
inventory strategy and planning further ahead to drive revenue more 
effectively.  
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Conclusion
Despite challenging environments, 
it is reassuring to know that there is 
a wealth of technology and solutions 
available now to support you and 
enable you to safeguard your 
revenue and profits into the future.  

The landscape has changed and no doubt will 
continue to change. To ensure you are able to 
make the most of the opportunities for occupancy, 
revenue and profits you will need to be both flexible 
and armed with the right information and software 
to enable you to adapt quickly.  

This flexible approach which can be implemented 
quickly and efficiently will pay dividends. Certainly 
there will be an element of trial and error when 
implementing a new distribution or rate strategy, or 
marketing initiative for example. Any new strategy 
will become even more effective when supported 

with the right data and insights to evaluate quickly 
if it is working or needs to be changed and likewise 
when staff and guests are kept front of mind.  

You have an almost unlimited range of solutions 
on offer. These include cloud PMS, channel 
management, digital marketing, upsells and direct 
booking, contactless technology, housekeeping 
management, data reporting and insights – to 
name a few. It can be really time consuming to 
get familiar with all the available options, not to 
mention the time needed to understand how 
these solutions work, how they integrate with your 
current tech stack and how beneficial they can be 
for your business.  

We at Guestline believe that you should take 
care of your guests, and leave the technology 
to technology companies. So if you’d prefer not 
to spend your time reading through the specs 
of hundreds of apps, feel free to arrange a no 
obligation consultation with one of our colleagues. 
As 80% of Guestline employees are former hoteliers, 
we understand what it takes to run a successful 
hotel business. We pride ourselves on a true 
partnership-based approach to working with 
and supporting our clients to deliver much more 
beyond the PMS. 
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To arrange a consultation, 
please contact the team  

enquiries@guestline.com
 

www.guestline.com




