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Learning Outcomes

2

Be inspired to create a compelling retail & gift voucher offer for 

   your hotel.1

Understand the work required to deliver a successful 

outcome.

At the end of this session, you will:



1.Introduction

2.Potential for Revenue Generation from Retail & Gift 

Vouchers (online and offline) 

3.Explore the opportunity & develop the business case

4.Merchandise Development/Supplier Engagement

5.Design your Space & the Experience

6.Retail Principles-Stock Management/Rotation/Analysis

7.Promote your offering/Seasonal Opportunities

8.Test, learn & optimise

Key Topics



TODAY, WE WANT TO 

INSPIRE YOU WITH THE 

NECESSARY TOOLS & 

SUPPORTS TO DEVELOP  

A RETAIL OFFERING IN 

YOUR HOTEL…



Retail can be a very profitable 

additional revenue stream that 

supports & complements your 

core offering contributing to 

TrevPar

In a competitive marketplace, 

differentiation in KING. Retail 

experiences enables you to build 

stronger relationships with your 

visitors

Shopping is still seen a favourite 

past-time by many so can enrich 

the options of things to do in 

your hotel of choice

Why is retail important for your business?

Key Revenue Stream Strengthen Brand Advocacy Enrich the guest experience

Developing retail provides ancillary revenue generation through merchandise and 
gift vouchers.



Retail is secondary to the hotel experience

The core focus by any hotel will remain on the

accommodation & F&B side of the business. For this

reason, having focus by all members of the team can be

difficult.

Internal perception by stakeholders can be poor 

For those who do not have a retail background, there can

be little appetite to invest time & energy in something that

is unknown territory for many.

Consumers have become increasingly more demanding

Consumers are surrounded by choice so meeting the expectations of

today’s consumers can be a difficult task to meet.
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Developing retail can be challenging!



Build the 

business case

Develop your 

retail offering

Create your 

retail space

Promote your 

offering

Test learn & 

Optimise

How should you plan for success?

Create a retail product strategy to engage with your visitors through 
thoughtfully curated product selection that enhances your overall 

brand experience. 



BUILD A BUSINESS 
CASE TO JUSTIFY  
INVESTING IN  
RETAIL! 

Step 1



1.Retail requires investment-do you have a budget?

2.Identify the physical space in your hotel.

3.Engage with a designer to build the look and feel.

4.Establish the product and voucher offering-what 

do you want to sell?

5.What does the experience feel like?

6.How and who will manage your retail experience?

Explore the opportunity

Key considerations



Executive Summary

Business Overview

Goals

People

Product & Finances

Audience & Market

Business Case Structure: What key 

factors should you consider? 



Things to consider

Be Realistic

It’s unlikely that you will be profitable straight away 

and sales may show steady growth rather than a 

massive spike. If your plan includes figures that seem 

unrealistic, you should justify them.

Accuracy is Key

Your business plan will help you make decisions, it ’s 

important the information you base those decisions on 

is correct. Double check everything and validate with 

those in the industry/ consultants if need be.

Be Concise
As your plan will be used to help manage your retail 

business and potentially be shared with others, it ’s 

important to avoid waffle. You can always make use of 

appendices for supplementary information.



Section 2

DEVELOP THE 

PRODUCT 

OFFERING & 

EXPERIENCE



UNDERSTAND 

YOUR BRAND 

PURPOSE

01

ALIGN RETAIL WITH 

THE HOTEL 

EXPERIENCE

02

INVEST IN A 

PROPER DESIGN & 

SHOP FIT-OUT

03

WORK WITH GOOD 

SUPPLIERS

04

UNDERSTAND THE 

BASIC PRINCIPLES 

OF OPERATING A 

RETAIL BUSINESS

05

What are the basics for success?



Understand Your 

Brand Purpose



What is brand purpose?

“It’s a statement of belief, of hope, of 
pursuit about a brand”

Who you 

are as a 

brand?

Why does

your brand 

exist?

What difference 

does your 

brand make to 

the world?

What is brand purpose?



What is the reason 

for your brand to 

exist beyond making 

profit?

What do consumers 

already think of your 

brand?

How does your 

brand speak & 

behave?

Brand values stand 

at the very core of 

your brand

How is your hotel

unique from your 

competitive set?

How do you 

connect with your 

guests on a deeper 

emotional level

01 0302

06 0405

Brand Purpose Brand Values Brand Personality

Brand Perception Emotional Attributes Unique Selling Point

Do you know your brand’s DNA?



And your brand identity

Personality & Depth
The personification of a brand that 

evokes certain emotions in customers 

is what builds brand equity.

Connection & Emotion
A strong brand identity can be 

a solid foundation for building a 

lasting relationship with a 

brand.

Brand Messaging

Your brand’s tagline/ 

messaging represents the vision 

and mission of the business in 

front of the customers.

Logo Design

Your brand’s identity is visually 

expressed through its logo, which, 

along with your company's name', is 

one of the main things that makes 

your business memorable.



What brands have a clear brand purpose?
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IKEA’S BRAND 

PURPOSE

“To create a better 
everyday life for the 
many people”



APPLE’S BRAND 

PURPOSE

“To empower 
creative exploration 
and self-expression”



NIKE’S BRAND 

PURPOSE

“To bring inspiration 
and innovation to 
every athlete in the 
world.”



Why is brand purpose important for your 
attraction’s retail business?

It helps define the products 
you sell and how you sell 
them

Why is brand purpose important?



Align your retail 

experience with your 

brand’s story



• Already exist 

• Easy to source

• Can choose from a wide range of 
suppliers 

• Highly competitive 

• Can capitalise on well known 
brands

• Need to create with suppliers

• More difficult to source

• MOQs can be high

• Unique product that can command 
a higher price point 

• Strong brand building initiative

Decide what type of product 

you will sell?

Branded Items Custom produced Items



History & 

Heritage

Stereotypical 

Tourist 

merchandise 

(keyrings)

Iconic 

Events in 

your hotel

Location led 

merchandise

Most 

photographed 

parts of your 

hotel

Seasons 

(Christmas, 

Easter etc.)

Gender 

specific 

ranges

New 

Product 

Launches

Unique 

attributes 

of your 

brand

On trend 

themes of 

your target 

audience

Identify commercial themes that make 

sense for your hotel’s retail offering?



Product that visitors expect in hotels!



Mass Appeal

Does your product 

range have mass appeal 

for your target 

audience?

01

Commerciality

Are the products you 

have developed 

commercially viable?

02

Unique

Capitalise on the unique 

attributes of your hotel and 

bring these to life through 

innovative merchandising 

and products options.

03

Authenticity

The provenance of the 

products created should 

be rooted in the 

authenticity of your 

brand.

04

Key things to consider



Increasing benefits of gift vouchers

Day by day use of vouchers is increasing

The rise of gift experiences

Extra spending potential

Amplify brand awareness and advocacy

Perfect for Omnichannel



Gift vouchers: Key considerations

6/14/21 |  PRESENTATION NAME |  ‹#›

Clear SOP for team / T&C for 

customer 1. 

Multiple delivery options2. 

Invest in good quality 

packaging 3. 

Sustainability preferences4. 



Gift Voucher Marketing Strategy

Experiences

Marketing 
Assets

Promotions

Creative 
Campaigns

Timely

Digital & 
Social 
Plans

Effective 
Customer 
Comms



Ballygarry Estate Hotel & Spa



Why Visitors Push The Button For Gifting

Visual

• How your product looks on your website is crucial to the decision making 
process for a customer.

Packaging

• The product needs to look desirable, well lit and evidence of the packaging 
it will be sent in needs to be visible. On arrival the product needs to be in 
perfect condition as expected.

Premium

• Put yourself in the mind of your customer and pre-empt what you think they 
would like to send as a gift to a loved one.

Emotion

• Creating themes for the products you sell can be highly beneficial 
EG:”Christmas Hamper ” “From our Home to Yours””



The Drake, Canada

If you combined a flea market and 

a museum gift shop, you’d get the 

idea behind The Drake’s General 

Store. The Canadian brand pulls 

from local purveyors to present an 

uber-curated collection of retro 

finds and funky, off-the-wall 

trinkets. Picture: a Mick Jagger 

vinyl record displayed next to a pin 

of Toronto-native Drake.

Case Study



The Plaza New York

The Plaza may be the most iconic 

hotel in NYC, yet many are 

surprised to learn that underneath 

it is a mini-mall and market. It’s 

the perfect blend between 

designer goods—like Maurice fine 

jewellery and Krigler fragrances—

stores are tailored to the Plaza. 

Take the Plaza boutique and 

beauty shop, which sells the 

hotel’s signature scent as well as 

its custom China tea set

Case Study



Develop Design & Fit-out



Commonly asked questions
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How much 

space do I need 

for my retail 

store?

Where should I put my retail 

store in my hotel?

Should I hire 

professional shop 

fitters?

How long will it 

take me the 

develop the 

store?

How much should I budget to 

develop my retail store?

Why do I need to 

invest in a proper shop 

fit-out?

How much 

space do I need 

for my retail 

store?

Should I hire 

professional shop 

fitters?



HISTORY & HERITAGE

Align your retail experience 

and product with the history 

& heritage of your hotel. 

UNIQUEAUTHENTICTY

The provenance of the 

products created should 

be rooted in the 

authenticity of the brand/ 

hotel.

Capitalise on the unique 

attributes of your hotel and 

bring these to life through 

innovative merchandising 

and products.

SUPPLIERS

Immerse your suppliers in the 

brand goals and objectives, 

keep them up to date on the 

strategic direction and 

inevitable changes. 

Align your retail experience with 

your hotel experience



Top Tips for Success

LOCATION

Get the location right 

from the outset..

PLANNING

Develop your retail 
experience similar to 
how you plan your 
hotel experience.

.

HIRE PROFESSIONALS

Invest in design and fit-out. Hire 
professionals and ensure you 
allow enough time for planning & 
execution. 

OPERATIONAL MANAGEMENT

Use your suppliers to help with 
your merchandising needs or hire 
the right talent and do it in house.

GOAL



Be mindful of access 

routes & storage 

requirements for stock 

etc.

Can the general public 

access the store also?

Locate your store on the 

ground floor due to high 

traffic & flow

When planning your hotel 

allow space for your retail 

store to be further 

developed

IT’S ALL ABOUT THE LOCATION



Layout is king

Invest in fantastic lighting

Consider ALL of your customers and 

provide ease of access. 

Express your brand personality with 

store signage. 

Hire the experts

Don’t overlook the importance of 

security. 

Top Tips Top Tips

Top tips for Design/Shop fit-out

Do not minimise the importance of a 

dressing room
Invest in air conditioning for those sticky 

summer days



Low Cost 

“Emulate”

Medium Cost 

“Originate”

High Cost 

“Innovate”

Look & Feel 

Solution 

€700-€1000m2

Quality Materials 

Solution

€1100-€1400m2

Destination

Design Solution

€1500-€1700m2

Budget Estimates for your fit-out



Cabu, Cavan

CABÜ by the Lakes lies deep 

within the woods of Killykeen

Forest Park. The shop on site 

enables guests to purchase the 

impeccable interiors seen 

throughout guest’s 

accommodations alongside other 

quirky/ high-quality products from 

multiple categories (e.g food, 

interiors, books, pottery etc.) 

Case Study



Work with good 

suppliers to bring your 

product to life



CREATIVITY & LOGISTICS

Identify and partner with suppliers who have the creative capability/ logistics and 

infrastructure to support a volume led operation.

COMPETIVENESS

Maintain competitive pricing to enable strong margins however ensure this doesn’t 

come at the cost of poor-quality materials which can affect your overall brand 

perception.

BRAND IMMERSION

Work with your suppliers to guide and inspire them with your brands 

history/heritage/archives etc.

CONFIDENCE

Show confidence in your suppliers to deliver high quality products that fully meet the 

expectations of your visitors and business.

Engaging potential suppliers: Top Tips

1. 

2. 

3. 

4. 



SUPPLY CHAIN

Supply & highlight any ethical, H&S or ISO standards that you have achieved to build 

your reputation and trust with buyers.

INDUSTRY TRENDS 

Identify future trends and adapt your creative to develop the right product for your 

brand

CONSISTENCY /QUALITY

Adhere to service level agreements ,specifically lead times and ensure the quality of your 

product is consistent.

RESEARCH

Research the client’s, consumer profiles, nationalities, age etc. to better understand 

the business

1. 

2. 

3. 

4. 

How you can be a good client: Top Tips



Basic principles of 

operating a retail 

business



Key Questions you need to address as part 

of business planning:

1. Hiring, training, and managing of employees

2. Forecasting sales and budgeting

3. Oversight of all internal controls, cash handling/stock

4. All aspects of customer service. 

5. Internal and external communication

6. Legal compliance

7. Cash, fraud & internal controls

8. Refunds & gift card policy.

Basic Retail Operations Standards:

The Checklist



Key Questions you need to address as 

part of business planning:

1. Have you a cost of goods budget?

2. What volume of product is required to fill your shop?

3. Who owns the stock management process from 

placing the order to receipting the product into your 

business?

4. Have you a stock management system in place to 

track your product performance so that you can 

effectively manage your stock?

Basic Retail Operations:

Stock Management



PRICING

Clearly displayed 

pricing & 

promotions

MERCHANDISING

Well displayed point 

of sale materials & 

merchandising

STAFF

Well trained & 

knowledgeable staff 

members

THE EXPERIENCE

Basic retail standards are 

complimented by 

superior in-store 

experience

At the point of purchase: How to create 

an environment to drive sales



Section 3:

PROMOTE 

YOUR 

OFFERING



When should you engage your audience? 

Drive awareness of 

the Store before your 

guest arrives via 

website, CRM & direct 

comms with your 

guest

DURING THE STAY

Identify key areas of your 

hotel to communicate the 

retail offering e.g

reception, the lift, 

bedroom, breakfast etc.

PRE-ARRIVAL
POINT OF 

PURCHASE

How can you drive 

maximum appeal for 

your product to 

generate a sale

It is important to attract and engage your guests along the 
entire consumer journey



OWNED MEDIA

• Website

• Social Media

PAID MEDIA EARNED MEDIA

• PPC

• SEO

• Press

• Paid Social 

ads

• Paid 

influencers

• Display ads

• Mentions

• Shares

• Reposts

• Reviews

• Word of mouth

Pre visit: How are you generating 

awareness of your retail offer?



BEDROOM

During the stay: How are you informing 

visitors about your retail offer



Section 4

TEST,LEARN 

& OPTIMISE



Margin
Target all products to deliver 

between 45%-55% Gross 

Profit Margin.

System maintenance is key to 

ensure accurate margin is 

being tracked on all products.

Revenue

ATV

Revenue is a key metric to 

measure your overall retail sales 

performance.

Daily/Weekly/Monthly Revenue 

targets should be set and 

measured constantly and 

consistently to measure 

business performance.

Total Retail Revenue divided by 
Total Paid Visitor Numbers to your 
Attraction.

Number of Retail Transactions divided 

by Total Retail Revenue.

Per Capita

Measure, Monitor, Course Correct!



Questions



Key Takeaways

Get buy in from senior stakeholders to invest1

Location, Location, Location!2

Curate the product offering, sourcing as much as 

possible from your locality/Island of Ireland
3

Design the whole experience including the retail 

operating model and allocate an owner
4

Monitor, Measure, Course Correct. It’s alive and 

changes regularly!
5



Live Learning Sessions

Support Programmes Schedule | Business Supports Hub | Fáilte Ireland (failteireland.ie)

https://supports.failteireland.ie/support-programmes-schedule/


Jennifer Kennedy

11.10.2023
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