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Set your goals for 2020
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Discover the building blocks of an impactful direct booking strategy
Review your hotel’s current performance
Learn where to focus your efforts to make 2020 your most successful year yet.
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1

Creating an effective direct booking strategy is 
different for every hotel, but there are some 
fundamental pillars that every hotelier should 
aim to have in place. 

Formulated from years of digital marketing and 
web optimization experience, along with data 
from millions of bookings and expert insights 
from our community of industry leaders, the 
Direct Booking Playbook will help you: 
- Review your current performance;
- Prioritize the work you need to focus on; 
- Level up in all key areas of your digital strategy.

A solid understanding of the basics ensures that 
your more complex strategies can be truly game 
changing for your hotel. That’s why our Playbook 
has been designed to ensure that you focus on 
the Foundation Level before moving up through 
Intermediate Level - on to Advanced practices. 

Ready to get started?
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LAST YEAR’S PERFORMANCE THIS YEAR’S GOALFoundation level goal:
Increase conversion rate



Foundation level
Set your goals
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WEBSITE EXPERIENCE 

Visitor-to-searcher rate

What percentage of website 
visitors go on to make a 
search for a room?

Example: Last year 20% of 
visitors made a search on 
average

Example: This year we are 
aiming for 30%

PARITY & OTAS

Disparity rate

What percentage of the 
time are OTAs 
undercutting your rates?

ONSITE MESSAGING

Click through rate

How many potential 
customers are clicking a 
button or link in your 
website messages?

BOOKING ENGINE BASICS

Booking engine
conversion rate

How many visitors to your 
booking engine are actually 
booking a stay?

TEAM ALIGNMENT

Shared common goals

Are all teams aware of, or 
sharing responsibility for, 
overarching business goals?

Success metrics

How did your business 
perform last year?

Click the fields to answer

What is your goal
for this year?

Click the fields to answer



Foundation level
Action checklist
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WEBSITE EXPERIENCE

Is all your hotel information and the images of your 
property up-to-date and accurate?  

Can website visitors view a good selection of high 
resolution images for all your room types?

Is it easy to search for room availability for certain 
dates? 

Do you have less than 250 words on a page?

Is the website navigation easy to locate and simple 
to use?

Is your website responsive to different screen sizes 
and devices?

Is your undercut rate 10% or less?

Do you check your disparities at least twice a week?

Do you know which OTAs are undercutting you most 
often? 

Do you understand the causes of your disparities 
and which are having the biggest impact on your 
business? 

Do you have a system in place to fix your disparities? 

Do you have a good working relationship with your 
OTA account manager?

Do you create customized messages for different 
types of website visitor?

Do your messages have a click through and 
conversion rate above 4%?

Do you encourage guests to remain on your 
website utilizing exit messaging?

Are you testing different message text, design and 
call to actions regularly?

Do you regularly benchmark your website 
messaging performance against other hotels?

Do your rooms and rates load in under three seconds?

Do you reassure guests that their payment is secure?

Can a guest book in fewer than five clicks? 

Are you displaying Price Check when you have the 
best rate?

Are you regularly auditing your rooms and rates 
content and updating your images and copy?

Do your teams have at least one measurable goal?

Do those goals clearly ladder up to overarching 
business strategy? 

Is each team represented at strategy meetings?

Do you ensure that you don’t have clashing 
incentives between teams?

Do you have clear channels for communication - 
digitally or in person - for your teams? 

Are your teams able to give feedback and share 
ideas easily?

PARITY & OTAS

ONSITE MESSAGING

BOOKING ENGINE BASICS

TEAM ALIGNMENT



2

LAST YEAR’S PERFORMANCE THIS YEAR’S GOALIntermediate level goal:
Grow share of direct



Intermediate level
Set your goals
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BOOKING ENGINE 
OPTIMIZATION

Full-funnel conversion rate

How many of your 
website visits result in a 
booking?

Example: Last year 2.7% of 
visitors made a booking on 
average

Example: This year we are 
aiming for more than 3%

WEBSITE 
PERSONALIZATION

Targeted Messages 
conversion rate

How many visitors that 
interact with your messages 
go on to make a booking?

METASEARCH

- Return on ad spend 
- Percentage of revenue

How efficient is your spend 
and what proportion of your 
digital revenue comes from 
metasearch?

RETARGETING

- Return on ad spend 
- Percentage of revenue

How efficient is your spend 
and what proportion of your 
digital revenue comes from 
retargeting?

GOOGLE OPTIMIZATION

Volume of inbound traffic

How many visitors arrive at 
your website from either 
organic or paid Google 
search?

Success metrics

How did your business 
perform last year?

Click the fields to answer

What is your goal
for this year?

Click the fields to answer



Intermediate level
Action checklist
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BOOKING ENGINE OPTIMIZATION

Is your full-funnel conversion rate higher than 3%?

Is your mobile conversion rate higher than 2%?

Do you offer multiple options for payment?

Can a visitor search for rooms from your 
homepage?

Can visitors ‘save their search’ to return to later?

Do you retarget users who didn't convert on their 
first visit?

Do you target your advertising based on guest 
behavioral data?

Do adverts include dynamic pricing information?

Do you have processes in place to ensure your 
retargeting ads don’t appear next to offensive or 
questionable content?

Do you tailor your website messaging for high and 
low value customers? 

Are you running messaging campaigns based on 
your visitor behavior data?

Do you promote specific offers to high-value 
customer segments?

Are you able to run statistically reliable variant 
tests on your website messaging to learn what 
works for your visitors?

Do you adjust your messaging based on which 
search platform your visitors are arriving from?

Do you have a complete, up-to-date Google My 
Business listing?

Are you monitoring your cost-of-sale across both 
PPC ads and meta?

Are you using audience lists to target high-value 
searchers?

Does your mobile website load in under three 
seconds?

Are your pages marked up with structured data to 
push more information through to search engines?

Is your undercut rate on commonly-searched dates 
less than 5%?

Are your bids being changed on a daily basis?

Do you adjust your budget for seasonality over 
time?

Do you know which meta sites are most popular 
among your ideal guests?

Is your bidding optimized for both high 
return-on-ad-spend and high volume?

RETARGETING

WEBSITE PERSONALIZATION

GOOGLE OPTIMIZATION

METASEARCH



LAST YEAR’S PERFORMANCE THIS YEAR’S GOAL
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Advanced level goal:
Increase value per booker

LAST YEAR’S PERFORMANCE THIS YEAR’S GOAL



Advanced level
Set your goals
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REVENUE OPTIMIZATION

Increase in revenue and 
occupancy 

What is your increase in 
revenue and occupancy 
compared to the last year 
or quarter?

Example: Revenue decreased by 
1% last year, occupancy 
increased by 1.5%

Example: This year we are 
aiming for 2% increase in 
revenue and a 0.5% increase in 
average occupancy.

PERSONALIZATION

Return rate and sign-up rate

How many returning 
customers or loyalty 
programme members do you 
have?

BRAND AWARENESS

Social engagement and 
direct traffic

How big is your social media 
audience and how often do 
customers visit your website 
by directly typing the URL?

UPSELL

Average booking volume

What is your average 
booking value and how many 
opportunities do you provide 
for upselling?

Success metrics

How did your business 
perform last year?

Click the fields to answer

What is your goal
for this year?

Click the fields to answer



Advanced level
Action checklist
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REVENUE OPTIMIZATION 

Do you check in with your distribution Product and 
Market Managers often?

Do you regularly review and tighten your distribution 
agreements?

Do you shop your hotel in a live environment every 
day?

Do you maintain organized records of data, and 
extract relevant insights?

Do you forecast hotel demand?

Do you provide dynamic upsell opportunities within 
your booking flow?

Do you monitor the number of guests that upgrade 
their experience, and how?

Do you have mobile upsell opportunities across your 
hotel?

Are your upsell opportunities appealing and relevant 
for your target audience?

Are you marketing your add-ons and upsells in a 
pre-stay email?

Does your website clearly communicate the benefits 
of booking direct?

Do you have a pre- and post-stay communication 
plan for your guests?

Do you respond to all guest feedback - the negative 
as well as the positive?

Do you reply to all customer enquiries quickly and 
courteously?

Do you have your own loyalty program, or are you 
part of one?

Do you have agreed brand guidelines for all visual 
and verbal communication?

Do you regularly check the volume of searches for 
your brand name?

Do you monitor your direct channel traffic?

Do you measure the growth of your social media 
following?

Do you keep track of the mentions of your brand 
online?

Are your social media accounts up-to-date and 
reflective of your current brand?

UPSELL

CRM & LOYALTY BRAND AWARENESS



info@triptease.comUSA: +1 888 643 4732 UK: +44 (0) 203 950 7688 APAC: +65 6932 2577

Increase your direct bookings
Visit our Content Hub to find best practices, industry benchmarks and expert opinions 

about hotel marketing, revenue management and distribution, and be the first to receive 
our publications in The Direct Booking Playbook series - coming soon!

www.triptease.com/blog
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