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Executive Summary  

The purpose of this guide is to help hotels and 

accommodation  providers  to be more 

persuasive in  leading to more reservations 

and revenue. I f you apply these elements, 

youõll have happier guests that spend more. 

You just simply need to focus on sales 

psychology!  

This is a guide to the principals that can help 

you secure more direct leisure and corpora te 

sales. Apply these principals in your website, 

booking engine, emails and ph one calls to 

get better results.  
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Modern technology provides us the opportunity to take advantage of personalisation. In tƻŘŀȅΩǎ Řŀȅ 

and age, it is common to be able to personalise our homepages, landing pages, forms, surveys, calls-to-

actions (CTAs), emails and more. As a result content and messaging we exhibit should be tailored to 

people who are engaging with it.  

Personalised experiences are preferred  

Having tailored personalisation options for your content, gives people their very 

own experience when engaging with  it. This leads to the customer having a 

feel ing  of being in control and that is valued.   

Even if this sense of control the custome r has is not fully real , it has a positive effect 

on the persons psyche. People who feel in control from an internal sense 

perspective (believing that they are fully in control of their life outcomes), are 

actually psychologically healthier which makes them more successful according 

to Psychology Today.   

 

 

Example: Amazon recommends for you  

One of the biggest online retailers, Amazon, is a perfect 

example of personalised marketing. Their ôresponse to 

buying suggestionsõ they offer to customers is said to 

generate an additional 10 ð 30% in revenue for the 

business. This means they recommend thi ngs you will like 

based on what you have looked at or bought ð 

personalised for you.  
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The pull when something is exclusive is exquisite. Just a few lucky people, or certain people will benefit 

ς will you be one? The classic example is Nightclubs. ²ŜΩǾŜ ŀƭƭ ōŜŜƴ ǘƘŜǊŜ ǿŀƛǘƛƴƎ ƛƴ ǘƘŜ ŎƻƭŘ ƻǊ Ǌŀƛƴ - 

not everyone will get in! 

Exclusivity is a unique concept.  Typically used to describe certain groups (e.g. luxury goods) or 

distribution practices.  The term exclusivity is broad and carries common themes of limitations, 

restrictions, and connotations of lifestyle and social class. The idea around exclusivity is having the 

power to exclude and ability  to limit possessions for single individuals or group.  

The perception of exclusivity normally is associated  with uniqueness and differentiation. For example, 

exclusive products maybe perceived to have some implicit or explicit difference from competing 

products that adds value to the consumersõ perspective. Nonetheless, exclusivity often connotes luxury 

or elev ated social status.  

Groth and McDanielõs (1993) discussion on exclusive brands 

states exclusive products meet the criteria for exclusive value 

principles, which in i tself offers exclusive features that may offer 

additional value to customers.  

 

 

Example:  Booking Genius  

Booking.com ð Genius  programme . Everyone thinks they 

are special, and in reality (true at time of printing) 

dependant on country you just need to have made (not 

even stayed), just made between 2 and 5 bookings to 

access these special rates and inclusions. Something 

enjoyed by the many, feels like it is for the few. Itõs a large 

club that appears special.  
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We all want to avoid risk at different levels, and we like to think of ourselves as rational, even though 

really we are not. We need reassurance to make us feel safe in buying something. The more expensive 

the product, the more cuddling we need to say yes!  

Reassurance is the action of removing someoneõs doubts or fears. A reassurance objection is the customerõs way of letting 

you know that they have found w hat they are looking for  and need a little reassurance to buy the product or service.  

The key to reassurance is having the confidence and the skills to tell the customer that the price of your product or service  is 

fair for the quality of the product that they are buying. Customers will take one step closer to establishing trust you if they have 

allowed to make that connection.   

Customer or guest service is a great opportunity to build their loyalty by reassuring 

them and keeping them satisfied ð in realistic bounds. Customer satisfaction 

should always be a priority in your strategy, as satisfied customers come back 

regularly  and become advocates . Nothing reassures customers or guests more 

effectively than quality s ervice. Transparency reassures consumers of your 

professionalism and quick response time is vital to remove their doubts.  

 

 

 

 

Example:  BPG 

Best price guarantee, is the most widely used risk mitigation 

technique in the travel industry. Communicating that even 

if you book and find it cheaper somewhere else, that the 

company will match that price with proof. This enabling 

the booker to go ahead with peace of mind. Used by all 

big online travel agencies.  
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Popularity is following the crowd and doing what everyone else is - ōŜŎŀǳǎŜ ƛǘΩǎ ǎŀŦŜΦ ¢Ƙƛǎ ƛǎ ǿƘŀǘ Ƴƻǎǘ 

of us do most of the time. Show how popular you are and people will flock to you.  

Over the years social proof has gained importance because customers are becoming more informed all the ti me. The power of social proof 

is based around our innate psychological tendency to use the wisdom of the crowd to influence our own decisions. It is all about making the 

audience connect with the persuasiveness of an idea or behaviour to how others are res ponding towards it. This is the reason why we all are 

drawn towards the best -selling books, high ly rated restaurants  and businesses that have many satisfied customers. This also leads to created 

norms, as it is hard for people to go against these behaviour al expectations. You convey to your customers that purchasing your product or 

service is the right and safest decision ð many businesses are already using social proof to increase their audienceõs desire for their product 

or service. You can also reference  your past customers, which is an other way to apply social proof.  

 To mak es things clearer, there are 5 types of social proof ð with the psychology behind them:  

1. Testimonials: commonly used form of social proof, as this provides a direct and 

reassurance response to customers which helps influences their decisions  

2. Endorsements: earning a valued review from a respected thought leader  

3. Social media signals: customer testimonials and feedback from trusted peers  

4. Badges and Logos: these offer a visualization w ay of associating your company with other 

reputable businesses , consisting of; industry accreditations and awards, websites that 

feature your content, business partners, past clients, or security certifications  

5. Reviews: compile social proof of past custom ers which  allows consumers to base a 

decision on the quality of the product or service from others   

   

 

Example:  �%�R�R�N�L�Q�J���F�R�P���U�H�Y�L�H�Z�H�U�V���µ�O�L�N�H���\�R�X�¶ 

Posting guest reviews on your website is a good display that 

others like them have booked and enjoyed their stay. More 

reviews means more social proof. Having reviews by type of 

guest, such as family, couple or business is something 

Booking.com did early to help bookers identify with the types of 

guests that stay the property.  

 


