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Introduction to Avvio 
 

Avvio is the premium AI booking platform for hotels and accommodation providers.  

Founded in 2002, Avvio is committed to innovation and has grown year-on-year by 

developing cutting-edge technologies. The global business enables accommodation 

providers to drive outstanding growth in direct bookings through creating incredible 

personal customer experiences, while reducing their dependence on online travel 

agency channels. 

 

HITEC Minneapolis 

Avvio is exhibiting at Booth 2345 in the Exhibition Hall of HITEC Minneapolis 2019. 

Rich Tuckwell-Skuda, president of Avvio North America, will be speaking on the 

theme of personalization, AI and digital presence on Day 3 of the event, Tuesday 

18th June at 12:45pm in the Main Hall.   

The technology provider has published an eBook which highlights the need for hotels 

and other accommodation providers to implement a multi-faceted, guest-centric 

approach to deliver personalized user journeys across their digital platforms in order 

to drive direct booking revenue. Hard copies of the eBook ‘Think like a Guest’ will be 

available at the Avvio stand.  

If you would like to interview a member of the Avvio team, please drop by the stand 

or contact:  

 Rich Tuckwell-Skuda on: rich@avvio.com / +1 702 569 8588  

 Chris Rose on: chris.rose@avvio.com / +44 7714 788 008  

 Georgia Corp on: georgia.corp@purplefish.agency / +44 117 925 1358 
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The Connected Hotelier 

For the modern-day hotelier, understanding the user journey, and being able 
to effectively engage and retain site visitors can be an arduous task.  

With so much technology available how do you determine what’s right for your hotel? 
Too much technology actually has the danger of making your revenue managers’ 
and general managers’ lives more difficult.  

Regardless of the platforms you choose to integrate into your hotel website, it’s 
paramount that you embrace technology which facilitates a personalized, engaging 
guest experience. Make sure you take customer intent into consideration. A first-time 
visitor is fundamentally in their exploration phase; a second or third-time visitor has 
intent. Whether that means geo-targeting your website content or retargeting room 
rates on social media, make sure your technology is smart enough to accommodate 
your guest’s needs.  

The purpose of ‘The Connected Hotelier’ paper is not to offer advice or 
guidance on the above, but rather to raise your understanding of: 

 What technology is out there; 

 What technology can do for your hotel; 

 Effective measurement of performance when analyzing reporting statistics for 

your online health; 

 How technology can assist your hotel in the short, medium and long-term; 

 Financially where should your tech and software be deployed. 

Take a look at our latest whitepaper: ‘The Connected Hotelier’ to get a better insight 
into the behaviors and actions modern hoteliers should be implementing. 
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HITEC 2019 Special Report 

Unleashing AI and personalization for hotel bookings 
By Rich Tuckwell-Skuda, president – Avvio North America 
 

Personalization has become an overused expression when it comes to customer 
experience. In today’s digital age it means very different things to people across 
different sectors – perhaps the very nature of personalization! 

In the case of the hospitality industry – an industry built upon the principle of 
providing great personal service to guests – it is vital this same level of ‘personal 
service’ that is provided by well-trained staff, face-to-face, is replicated by a hotel’s 
digital persona.  

The initial technological overhaul of the hospitality industry, which saw many 
previously manual tasks automated, resulted in hotels losing the more personalized 
human element of the hotel booking experience. 

Advancing technology can now facilitate a more unique approach online, enabling 
hotels to collect and analyze vast amounts of guest data in order to tailor their 
offering. 

With the development of artificial intelligence (AI), digital technology has moved on to 
a level where guests’ digital interactions can be optimized specifically for them.  

By tracking and analyzing customer behavior and trends across multiple hotel 
properties, based on geography, guest history, booking preferences, interactions on 
site, digital conversations and more, AI can develop targeted and relevant sales and 
marketing material aimed at specific individuals or groups and create booking 
journeys that are individually tailored to the  needs or preferences of each user.  

On a more fundamental level, hotels should make more use of cookies on their 
websites to record and remember each visitor’s actions on their website. This is still 
a surprisingly underused tool to track what content users look at or choose to click 
on, so that next time they visit the website, the content can be tailored accordingly. If, 
for example, a website visitor clicks on your spa facilities or browses family rooms, 
it’s likely that when they return, this feature is still going to be of interest to them.  

Hotels need to make the most of these features if they are going to appeal to new 
customers, retain existing ones and encourage people to book directly with them, 
rather than reverting back to the OTAs. 

Today’s guests are used to the internet giants of Google and Facebook tracking their 
online behavior daily and using this information to carefully curate what adverts, 
products, deals and news they are presented with. They almost expect all 
companies they deal with online to know them better than ever before. 

 



   
 

5 
 

With each brief online search presenting people with hundreds, often thousands, of 
options for hotels and other accommodations, people suffer ‘choice fatigue’ and have 
neither the time nor inclination to work their way through huge lists to find the best 
deal.  

What most people really want is a more limited selection but with the relevant 
choices presented to them, based upon their analyzed preferences and needs, as 
discussed in the whitepaper 6 Principles of Personalization for Hotel Websites 
published by Avvio in 2018.  

To stand out from their competitors and reduce reliance on the OTAs, hotels need to 
appear better suited to each specific guest. 

Learning from other sectors 

As technology has become the key factor in ensuring customer needs drive 
interactions across all industries, we are seeing a growing number of people entering 
the hospitality arena from other sectors to share their insight and user experience 
expertise from these markets. 

Knowledge sharing around what true digital personalization means in hospitality is 
vital if hotels are to develop further and take advantage of what is out there. Hoteliers 
are not expected to be digital technology experts, but they can easily partner with 
those who are to get great and commercially tangible results. 

Retail is one of the markets which we as a sector can learn from. Just look at how 
Amazon and Netflix have developed a deep understanding of their customers. 
Enough to make recommendations which are a direct reflection of our shopping and 
media consumption habits.  

This is where personalization can be achieved. Applying this to the hotel market 
means that we look at guests first; rather than just present them with a one-size-fits-
all website, we need to adapt our online presence to capture insight right from the 
first click.  

For example, if you’re searching a hotel’s website you will be doing it for a specific 
purpose. It could be a weekend break as a leisure visitor, an overnight city stay on 
business or a golf weekend with a group. The first step to effective personalization is 
to find out what the purpose of the guest’s visit is. That data can then be used to 
provide a tailored online experience which offers much more than a ‘book now’ 
button but presents the user with options, offers and information relevant to their 
purpose.  

As an industry we need to accept the current consumer behaviors that exist and the 
drivers behind them. All guests know that they can book directly with a hotel. But 
they also know they can easily go to mainstream booking sites where they are 
offered incentives, e.g. a tenth night free, straightforward booking, no-fee 
cancellation terms and easy comparisons with other similar properties.  
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Making direct worth it  

Guests need to be given proper incentives to book with a hotel directly, whether 
through special deals or bonus services limited to direct bookings. But the key 
element is to choose the incentive that will be most effective for the individual 
booker. This is possible using the right technology which can select the most 
relevant offer or booking information to present to your potential guest. 

Personalization must be applied throughout the sales and marketing journey from 
pre-booking adverts, offers and incentives, to the booking system itself and later to 
continued marketing output and ‘bring-back offers’ whether through emails or other 
channels. 

If hotels are using databases to mail marketing material, they must ensure the 
database is carefully segmented according to key descriptors such as geography, 
interests – i.e. food, wellness, walking, age or family status. All these descriptors 
help define what deals, offers and news will be relevant for each person.  

Hoteliers need to ask guests questions from the outset and collect as much relevant 
information as possible. This does not need to be an onerous task and a well-
designed website should be able to collect this information quickly and seamlessly. 
The more we personalize emails and other marketing output, the more effective it will 
be. 

Good hoteliers know that what makes guests feel really special is a truly personal 
service and this now applies just as much to a guest’s digital interactions with a hotel 
as it does to their face-to-face interactions with hotel staff. 
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Hotel Direct Bookings Survey 2019 
 

Avvio recently collaborated with the Independent Hotel Show to carry out research 
into hoteliers’ relationships with online travel agencies (OTAs) and surveyed 150 
hospitality professionals across Europe, producing some interesting results. 

The research shows that the vast majority of respondents accepted online bookings 
from OTAs, but, most encouragingly, 69 per cent also stated they were committed to 
growing their strategy to drive direct bookings. 

The Direct Booking Survey 2019 also highlighted that although nearly all of the 
hoteliers who responded use OTAs as part of their distribution model, the 
overarching consensus is that the commission charged has reached unacceptable 
highs. 

Comment from Avvio chief commercial officer, Michael De Jongh 

When it comes to the contest for driving direct bookings, I think it’s important to 
consider that the insight offered by the survey into OTA commissions might be 
slightly obscured.  

Before OTAs, travels agents were taking up to – if not over – 30 per cent 
commission from hotel bookings, so their online counterparts have actually 
established cheaper distributions costs. 

The focus needs to shift from cost to value, and the value brought by OTAs must be 
recognized. Allowing smaller independent hotel chains to take advantage of huge 
marketing machines with an otherwise incomprehensible geographical audience, 
OTAs ensure a high rate of occupancy is achieved and maintained.  

Saying this, they are undoubtedly facing the race to zero commission fees which 
we’ve seen across many industries, with banking and payments being the hardest 
hit. As a result, we are likely to see the added value brought by using an OTA as part 
of a hotel’s business model diminishing alongside those fees or becoming an 
additional cost, as with the new wave of banking services such as Revolut which 
charges consumers an annual fee. 

So, it’s hoteliers themselves that need to be thinking about this added value and how 
they’re making it worth it for the customer to be booking directly with the hotel. We 
mustn’t forget that otherwise why would the customer care about direct bookings? 
What is in it for them? 

As we’ve seen with the growth of services like Netflix and Amazon, this is where 
personalization plays a fundamental role and the travel industry should be no 
exception. 

With their reliance on OTAs, many hotels still have very basic and out-of-date 
websites that inevitably lead all visitors to a ‘book now’ button and a third-party 
booking engine without any consideration for who the visitor might be.  
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What about when customers who have already booked to stay at a hotel are 
browsing the website to see the additional services on offer? This is the opportunity 
for hoteliers to upsell and create a unique customer experience. The technology 
that’s available today means there’s no need to be showing irrelevant ‘book now’ 
messages to the wrong audience. 

This drive for providing guests with incredible personalized experiences of staying at 
your hotel and owning the customer, from booking to departure, is something else 
that OTAs can’t offer and something that hoteliers need to capitalize on. 

This truly is the digital era – we’re seeing social media becoming an irrepressibly 
powerful marketing tool with 64 per cent of the survey respondents stating that it is 
an effective means of driving direct bookings at their properties. Consumers are 
broadening their experiences and looking to try as many products as possible, 
whether it’s hotels, restaurants, beauty products, clothes, etc.  

This has inevitably led to less personal hotel or brand loyalty, but it has established a 
platform for invaluable advocates and ambassadors. This new form of loyalty 
revolves around reviews and personal recommendations; it’s about constantly 
extending the fan base by providing your guests with an experience that they want to 
share. 

The travel industry landscape is changing dramatically and the Direct Booking 
Survey we carried out alongside the Independent Hotel Show demonstrates just how 
much of a ‘hot topic’ distributions strategies currently are. 

Cost doesn’t necessarily have to be the be-all and end-all for the customer, so as 
OTAs continue to be challenged over their commission fees, hoteliers need to focus 
on how personalizing their offering can provide added value and drive a new form of 
loyalty. 
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Avvio champions user experience with new booking engine 
innovations 

 
Global technology provider Avvio has made more innovative changes to its award-
winning booking engine as it continues to lead the way in using artificial intelligence 
(AI) to drive revenue and guest engagement for hotels and accommodation 
providers. 
 
Based on data gathered from Avvio’s AI booking engine Allora, as well as from 
analysis of industry trends and best practice, the front-end design and functionality of 
the booking engine has been enhanced to provide a better guest user experience 
(UX) to enable an increase in direct bookings. 
 
Avvio’s design and technical teams have developed the new booking interface 
design to bring a range of benefits to the technology provider’s customers, including 
improved guest engagement and conversion rates. 
 
Mobile optimization has been a prominent factor in making the UX changes to the 
platform as Avvio’s research revealed there has been a 42.5 per cent increase in 
mobile bookings for its customers across Europe between 2017 and 2018. The latest 
updates continue to make the booking experience fully responsive and optimized to 
mobile users to ensure a seamless customer journey regardless of the device guests 
are using to book. 
 
Other front-end changes made with guest user experience in mind include greater 
visual emphasis on security, best rate guarantees and online review scores, as well 
as improved navigation through the booking path. 
 
The upgraded booking engine now features a ‘length of stay’ discounting function, 
providing hotels with a platform to incentivize guests to stay longer by offering a 
discount on the total cost. 
 
Avvio’s hotel and accommodation customers will benefit from even better reporting 
capabilities, so reports can be tailored to compare data and monitor results more 
easily. 

Avvio co-founder and CEO Frank Reeves said: “We’re pleased to have introduced 
the latest line up of new features and updates to our award-winning platform. 

“Within this software release, our hotel customers have discovered exciting 
enhancements to the front-end of their booking engine, as well as more exciting new 
features and other reporting enhancements. 
 
“We have brought our technology ahead of evolving industry best practice and guest 
expectations and, so far, we’re pleased to have received such positive feedback 
from our customers.”  
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Think like a guest: improving brand awareness, guest satisfaction 
and loyalty with Avvio’s latest eBook 

Global technology provider Avvio has released an eBook to provide hoteliers with the 
know-how to boost brand awareness and delight guests from the start of their 
booking journey. 

The eBook, Think like a Guest, highlights the need for hotels and other 
accommodation providers to implement a multi-faceted, guest-centric approach to 
deliver personalized user journeys across their digital platforms in order to drive 
direct booking revenue. 

The experts at Avvio have been researching and developing personalization within 
hotel websites since 2009, culminating in the release of its AI booking engine Allora 
after years of data collection and analysis. 

In 2018, Avvio released a number of whitepapers including The 6 Principles of 
Personalization for Hotel Websites to demonstrate the best way to optimize a hotel’s 
digital profile and how to start proactively integrating AI into websites to take back 
market shares from OTAs.  

This recently launched eBook is the next instalment in Avvio’s commitment to 
supporting technology education within the hospitality sector and growing awareness 
of the importance of personalization and the experience offered to guests in 
supporting greater channel shift to direct bookings. 

Positioned as a tool for maximizing direct revenue that utilizes up-to-date industry 
statistics and research, the free-to-download article encourages hoteliers to put on 
their metaphorical thinking caps and review their digital offering from the 
perspectives of their guest. They need to be able to think like marketers and 
analysts, as well as millennials and designers. 

On the release of the eBook, Avvio co-founder and CEO Frank Reeves said: “We 
know that being a hotelier can be tough and even more so with the constant 
evolution and digitization of the sector.  

“With Think like a Guest, we’re asking hotels and accommodation providers to 
question how their guests are engaging with their brand.  

“It’s so important to start getting to know your potential guests from the first 
interaction they have with your hotel and then to continue to maintain that 
relationship by providing them with a personalized customer journey from that point 
onwards. 

“If you want to learn a more about optimizing your hotel website, nurturing your 
existing customer base, capitalizing on the latest AI technology or appealing to 
millennials, we hope our eBook will be a useful tool for providing an exceptional 
guest journey from the beginning.” 

The eBook is available online on Avvio’s website here. 
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The principles of personalization: Avvio releases expert guidelines 
for hotel websites 

Global technology provider Avvio has released a whitepaper on personalization 
which specifies six guiding principles for hotels to follow in order to optimize their 
digital profile. 

Titled The 6 Principles of Personalization for Hotel Websites, it aims to provide 
hotels and accommodation providers with guidance for their websites, ensuring their 
customers have a personalized experience when visiting their site.  

With artificial intelligence (AI) technology becoming broadly available across multiple 
platforms, Avvio has produced their latest whitepaper, encouraging hotels to start 
proactively integrating AI elements into their websites in order to take back market 
shares from OTAs.  

The hospitality technology expert has been researching and developing 
personalization within hotel websites since 2009, releasing its AI booking engine 
Allora after many years of data collection and analysis. 

While many report that direct revenue has grown in the hotel industry, many others 
have lost market share as the industry has grown at a faster rate globally than the 
direct revenue category.  

Accommodation provider websites are often stuck in the hotel brochure paradigm 
with a few pictures, some copy and a ‘book now’ button leading to a third-party 
booking engine. The whitepaper highlights this approach is now out of date.  

Twenty years after the launch of the first hotel website, Avvio emphasizes how 
improving hotel websites and the technology behind them will help to improve 
guests’ interaction with hotels, enabling them to use their websites for a lot more 
than just checking prices or room amenities.  

Frank Reeves, co-founder and CEO of Avvio, commented on the challenges that 
hoteliers continue to face today: “Hotels are seeing the OTAs and distributors eating 
into their margins and this is happening with both independent and chain hotels 
uniformly.  

“We’ve been on the hotel side for many years but, seeing the lack of progress with AI 
and personalization at hotel website level, we dedicated time developing and sharing 
these principles with everyone.  

“We hope these guidelines will help the entire industry to improve the personalization 
of website user experience.”  

After defining what AI means for the hospitality industry, the release of Avvio’s 
whitepaper, The 6 Principles of Personalization for Hotel Websites, marks an 
important step in the global technology provider’s contribution to growing market 
awareness of the need to improve hotel websites. 
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Frank said: “Personalization using AI needs to be built into hoteliers’ and 
accommodation providers’ websites to ensure that site visitors and prospective 
customers are attended to at all stages of their user journey.” 

The whitepaper is available online accompanied by a 6 Principles of Personalization 
reminder poster on the Avvio website.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 


