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Although hotels and attractions require tailored marketing strategies, one component applies 
directly to both—managing customer expectations. When realistic expectations are set, and 
when you go above and beyond to exceed them, customers are more likely to leave positive 
reviews, schedule repeat visits, and promote your brand by word-of-mouth. 

Customer expectations are set in many places. These include online reviews across numerous 
travel websites, as well as social media mentions, and it’s important to monitor these to keep 
up with the ever-increasing demands of the modern traveler. Although the reason for a traveler 
booking a stay at a hotel versus planning to visit an attraction can be very different, the need 
for a brand to create an accurate depiction of what to expect remains the same. 

In this eBook the topics covered include:

• How content across your marketing channels drives customer expectations 

• Top tips for managing negative reviews

• Testing what works for your property or attraction

• The latest marketing trends for impressing customers throughout their experience 

Once you’ve read this eBook, meeting and exceeding customer expectations should get a whole 
lot easier.

Introduction
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As hotels and attractions adapt their offering in line with COVID-19 regulations, customers 
need to be kept informed. Many travelers are, and will be, cautious of travel for some time. To 
ease that apprehension, the travel and hospitality industry must work to offer reassurance. You 
need to let customers know that when they are ready to rediscover travel, it will be a safe and 
enjoyable experience. 

Through our own research, interviews, and conversations with industry insiders, we have 
assembled these best practices that should help inspire you and your team. Please keep in 
mind that what we have provided is not comprehensive. Regulations vary from location to 
location and are constantly changing. Please check with your local health authority to ensure 
that you understand and are following the most current set of guidelines.

Managing Customer 
Expectations During 
a Pandemic 
COVID-19 Supplement 
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We all know the saying—you only get one chance to make a first impression. Gone are the 
days when you had the chance to make that first impression on customers when they arrived 
at your location. Thanks to social media, third-party websites, and online reviews, customer 
expectations are set early on, and often, by others:

In this first chapter, we’ll walk you through the basics of how customer expectations are set in 
the digital age.

Customer 
Expectations 101

Chapter One

of travelers focus on the 
most recent reviews in 

their research

of travelers read multiple 
reviews, across several 
pages, to get a sense of 

overall opinion1 

of travelers always or 
frequently read reviews 
before deciding where 
to stay or eat or what 

activities to do
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How Do Customers Form Expectations?

There are two major types of expectations that customers set: brand and product.

If your ad promises a king-size bed with a view of the 

ocean, or a private guided tour of the museum, you’ve 

set clear expectations for the customer’s experience. 

Defined product expectations are typically easier to 

manage because they are more objective. It’s very 

clear if you deliver what you promise or not.

Where expectations erode:

Let’s say a guest books a room with a sea view, but 

for whatever reason, is provided with a mountain 

view. As nice as a mountain view is, if it’s not what 

the customer was promised—you’ve not met their 

expectations.

Both types of expectations should be considered 

across your online and offline efforts.

Product Expectations

Customers have pre-established views of your 

brand in general. These can be subjective. They 

form opinions based on a wide range of internal and 

external factors such as your messaging, location, 

industry standards, and what your competition is 

offering. As there are so many elements that can 

influence a consumer’s view of your brand, these 

expectations can be hard to anticipate and manage.

Where expectations erode:

If a customer is searching for a day ticket to a ‘luxury 

spa’ but only has access to a hot tub and pool, how 

does this compare to their expectations? Have they 

seen similar spas in the area who include the use of a 

steam room, and a ‘free’ 15 minute treatment in their 

day ticket? Do you state on your website that your 

spa consists of a hot tub and pool? Without clearly 

defining what you have to offer or by leaving your 

messaging and descriptions vague, you can face a 

number of challenges managing expectations.

Brand Expectations

Customer Expectations 101

   Manage Product and 
Brand Expectations   

• Keep a clear list of what is available 

and what isn’t e.g. on-site facilities that 

are closed or restricted such as pools 

and gyms.

• Explain which elements of the 

customer experience have been affected 

by new COVID-19 procedures e.g. 

contactless check-in, allocation of time 

slots for visits.

• Provide specifics on your safety 

measures such as cleaning and social 

distancing processes to ensure customer, 

staff, and community well-being. 

• Detail how you have been working 

with industry and government 

stakeholders to ensure industry 

recommendations and standards are 

met during the pandemic.
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Customer Expectations 101

1
Your Website

Driving in-market travelers to your website is a great way to set expectations 

early on since you control your site and the messaging therein. 

Need help improving your hotel website? 

We’ve got another eBook to help.

Need help with digital marketing for your attraction? 

This eBook contains the keys to success.

2
Presence Across Google

With a market share of 86% in the global search market, travelers are likely 

to use Google to learn more about the hotels and attractions that are in a 

destination they are planning on visiting.2 As a result of these searches, they 

form expectations. Results will appear on a basic Google Search, as well as on 

Google Maps. Keeping your business information up-to-date via your Google 

My Business profile means you can set and manage these expectations in 

the early stages of the customer’s journey, ensuring they are kept abreast of 

changing policies and updates. This may include opening and closing times, 

service offerings, etc.

Online Touchpoints

A number of factors contribute to the development of customer expectations, 

starting with their initial search. Major drivers that set expectations online include:

Make COVID-19 updates easy to find and prominent e.g. include them in a 

pop-up as customers arrive on your website, or highlight on the Homepage. 

Update your images and videos to reflect the current experience e.g. exclude 

pictures of people gathering in large groups, or show customers and staff 

wearing masks where applicable.

Update Your Website

http://www.sojern.com/ebook/creating-a-website-that-converts
https://www.sojern.com/ebook/guide-to-digital-marketing-for-tours-activities-attractions
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Work with your OTA or supplier Market Manager to ensure third-party sites 

have the most up-to-date information on your business with regards to 

COVID-19 regulations and protocols.

Update your Google My Business profile to highlight temporary closures, 

adjusted opening and closing times, or service changes. This will appear on 

Google Search and Google Maps, ensuring potential guests have the most 

accurate and up-to-date information on your business during the pandemic.

 

 

3
Online Travel Agencies (OTAs) and Third-Party Suppliers

When travelers search for and book their visit via an OTA or supplier website, 

their expectations are set by the experience, messaging, and images on 

the third-party site. If that website displays incorrect information, or if the 

customer encounters issues when making a reservation via the site, it can 

cause unnecessary confusion and potentially create a negative experience 

with your brand. However, some elements are within your control.

• Build a relationship with your OTA or supplier Market Manager. 

• Ensure information and images are accurate and up-to-date— 

don’t overpromise!

4
Review Sites

Although the prospect of reviews can be daunting, more often than not, they 

are used to a hotel or attraction’s advantage (when managed appropriately). 

On average, travelers read nine reviews before booking a hotel or restaurant, 

and over half (52%) would never book a hotel with no reviews. It’s not all 

negative—the top reason given by 87% of travelers for leaving a review is that 

they want to share positive experiences with fellow travelers.3 Reviews shape 

what customers expect. You should actively seek reviews, monitor these sites, 

and respond to positive and negative reviews to let customers know their 

feedback is valued. This can be a deal-breaker when it comes to bookings. 

Customer Expectations 101

Update Third-Parties
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Customer Expectations 101

5
Social Media

What others say about you and what you say about yourself on social media contributes to customer 

expectations. Travelers praise and complain about their experiences on social media. Although these 

opinions are often only visible to friends or connections, 17-37% of posters have written a review on a travel 

review site in recent months, as opposed to 5-16% of non-posters. Social media users are more likely to share 

their feedback on more formal review sites, making them an important group.4 

 
Over 1.9 billion people log into Facebook every month5 and over 70% of users research businesses on 

Instagram6. As such, if your business is experiencing a temporary closure or service change as a result of 

COVID-19, you should update your social channels to reflect this. Follow these steps: 

• For Facebook: Page Settings > Page Info > Hours > Select “Temporary Service Changes”. Here you can 

either indicate that you are “Temporarily Closed”, or select multiple other options under “Open with 

Service Changes”.

• For Instagram: Edit Profile > Bio. In your ‘Bio’, highlight your temporary closure or service change. 

• Create a COVID-19 update post and pin this to the top of your Facebook Page or save it as a Highlight on 

Instagram to ensure travelers see it on your page.

Utilize Social Media 
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1

Word of Mouth

It is thought that the volume of offline 

conversations about brands outweighs social 

media conversations by five times. Although 

harder to attribute revenue to real world 

conversations, it is suggested that offline word 

of mouth has a greater impact on sales than 

the impact of social media.9 This goes to show 

that offline word of mouth remains important, 

even in the digital age, and 88% of consumers 

continue to place the highest levels of trust in 

recommendations from people they know.10 

2
Customer Service

If a customer calls or emails with a question 

before booking, are you responding to emails 

within 24 hours? Are you keeping your hold 

time to a minimum? Response time goes a 

long way to set customer expectations, and 

over 80% of customers expect a response 

within 24 hours.11 Then, once the customer 

arrives at your attraction or your property, 

the staff interactions can truly make or 

break the experience.

3

On-Site Exprience

From the moment customers arrive, every 

engagement with staff, and every aspect of 

the hotel or attraction can affect whether or 

not expectations are met. Do you go above 

and beyond to ensure that you deliver at every 

point of a customer’s visit? Do you greet them 

when they arrive, and make sure they have all 

the information they need to make the most of 

their trip? Are your staff trained to respond in 

a suitable manner to questions that may arise? 

And most importantly, is your establishment 

delivering everything that was promised before 

they booked?

Customer Expectations 101

Offline Touchpoints

 

Ensure staff are trained appropriately and 

equipped with the resources they need to 

deliver a safe and enjoyable experience for 

customers during the pandemic.

“A common misconception among brand marketers 

is that what consumers are saying about their brand 

online is indicative of what is said about their brand 

offline,” says Brad Fay, Chief Commercial Officer, 

Engagement Labs.7 

Hotels and attractions actions online and offline both 

influence customer expectations and impact the 

customer experience. For attractions, where only 17% 

of bookings were made online in 2019, it is especially 

important to ensure that offline interactions reflect 

the expectations set online.8

Setting expectations offline can entail:

Refine Your 
Customer Service 



Managing Customer Expectations for Hotels and Attractions    11

Setting accurate and achievable customer expectations is about staying true to what you can 
offer customers:

With so many internal and external factors setting customer expectations, Chapter Two 
digs into what you can do to take back control for your brand. But this doesn’t mean making 
big promises that you are unlikely to keep—you need to set the right expectations for your 
customers, as well as for yourself.

Setting the Right 
Expectations

Chapter Two

focus your message
embrace your 

unique offerings

“Quality in a service or product is not what you 
put into it. It is what the customer gets out of it.” 

– Peter Drucker
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Embracing Your Unique Offerings

Setting the Right Expectations

We all know the saying, “honesty is the best policy”, and it definitely applies when 

describing your offering. If you talk about your hotel features in terms of “high-end 

luxury” but don’t have a large spa or decadent restaurant, or describe your tour as 

“bespoke” but offer the same, pre-defined itinerary to everyone, managing customer 

expectations will be a constant challenge.

Instead of overpromising, focus on your best qualities. For example, if your location 

is ideal for certain activities, highlight that by posting the walking time to nearby 

attractions. EMBRACE Resort partnered with Sojern to deliver a message to travelers 

looking for authentic Bahamian accommodations, and encourage them to embrace 

the local experiences. The resort has a unique focus, using its villas to educate 

guests on the history and culture of the Bahamas. The description on their website 

crafts a story around the unique and memorable experience they offer, letting guests 

know exactly what to expect.

Know your customer. Not only should you be honest about your property, but also 

with yourself about the kind of customer you’re looking to—and likely to—attract. 

EMBRACE Resort targets ‘green’ travelers looking for an opportunity to immerse 

themselves in local culture. They have a strong focus on sustainability, and 

reflect this on their website to appeal to travelers looking for ‘responsible’ travel 

opportunities. Not only does this help them attract the relevant audience, it also sets 

expectations for future guests.
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Focus Your Messaging
Setting the Right Expectations

Rather than promising customers everything all at once, simplifying and focusing your message on your key 
features is a great way to set customer expectations.

Ireland is famous for its incredible hospitality, breathtaking landscape, and fascinating history, which means 
there are plenty of tours and activities available. But Overland Ireland offers its visitors escorted, small-group 
experiences, catering to those who want to create their own, unique memories, and be guided along the way, 
ensuring they get a true sense of Irish culture.

Their messaging is clear and resonates in every aspect of their website and their advertising. They focus on 
attracting small groups, and creating big experiences, crafted around the group’s dream vacation—this is even 
reflected in their reviews! One review states “The small group made it so much more personal and relaxing. 
The tour guides work so hard to customize the trip to what you want. While on the road, we decided that 
we would want to do something or see something, and we got to do 
it - you won’t get that on a giant tour bus trip!” - Abigail, Overland 
Ireland Customer    

Using an eye-catching video to share their message has drawn 
a lot of attention to the brand. “We use video for creating name 
recognition and brand awareness. The number of people who 
clicked on the video was amazing. When paired with the other 
Sojern digital marketing activities, we had a full-funnel solution.” 
- Reinier, CEO Overland Ireland

Detail clearly how to cancel or rebook 

in line with government guidelines 

and recommendations. 

Highlight flexible booking options, e.g. “Free 

cancellation 24-hours before reservation.” 

Outline the health and safety precautionary 

measures you have put in place.

Use a softer call-to-action such as ‘Learn 

More’, ‘Start Planning’, ‘Book Now, Stay 

Later’, ‘Explore’, or ‘Discover’. This will help 

customers to rediscover travel when they 

are ready to.

Adapt Your Message 
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Test Your Content

You will know better than anyone what your target audience is and what they are looking for. Use this to target 

them with engaging and relevant content.

You need to be attracting as many relevant customers as possible, setting realistic expectations for them, and 

optimizing your content for both scenarios to drive the highest performance possible. A/B testing is a great way to 

learn which ads perform best, and how important it is to show accurate depictions of your property or experience 

in the ads.

“It is really important to us that we 

create ads that not only perform well, but 

also provide a realistic representation 

of our offering to potential guests. Part 

of this comes down to simplifying our 

message and focusing on our key selling 

points, and the other part comes down 

to A/B testing. With the help of Sojern, 

we continuously test things such as ad 

formats, images, and call-to-actions, 

and optimize our ads based on their 

results to further improve our 

campaign’s performance.”

Wendy Norris
Corporate Director of Revenue Strategy & 

Distribution, Valencia Hotel Group

Setting the Right Expectations
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What to test?
Images 

We found that exterior images perform better for 

hotels than room, lifestyle, or amenity images—so 

much so that amenity images had a 17% drop in 

search rate for the property’s website and a 27% lower 

conversion rate compared to exterior images. 

HTML5 vs Static JPG Ads 

We found that HTML5 animated ads performed better 

than static jpg ads and generated a 13% higher click-

through rate and 8% more converters.

Landing Page 

Does linking your ad to the Homepage or the Booking 

Page drive higher performance?

Ad Sizes 

We found that including a 300x600 ad size to the 

campaign resulted in 8% more clicks and almost 

16% more conversions. 

Three Images Rotating vs. Five Images Rotating 

We found that showing three images in an ad had 

a 12% higher click-through rate and a 9.5% higher 

conversion rate compared to ads that showed five 

images.

Call-to-Action 

Which call-to-action performs better? Book Now? 

Limited Availability? Start Planning?—This could 

vary by region. We found that in Asia Pacific ‘Start 

Planning’ performs best whereas in North America, 

Europe, and the Middle East ‘Book Now’ had the best 

performance.

Setting the Right Expectations
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Managing 
Disappointment

Chapter Three Disappointed customers and negative reviews happen, but how you respond to those 
occurrences can truly make or break you. Polite communication is key:

Chapter Three digs into how you can manage disappointed customers and bad reviews, and 
how to learn from these experiences. 

of travelers are more likely to book an 
experience where the owner responds to the 
majority of reviews

agreed that an aggressive or defensive 
management response to a negative review 
makes them less likely to book12 

of people said they are more likely to book 
when the owner personalizes their responses
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Managing Disappointment

Reading about a negative customer experience online may feel disempowering. Having a focused and strategic 

plan for your online efforts is key, including:

Social Media
Social media is the perfect platform for customers to 

share their travel stories—good or bad. In the same 

way that you should respond to negative reviews on 

social channels to manage expectations, you 

should capitalize on the power of positive, user-

generated content.

People love to showcase their experiences in the 

moment—who can resist sharing a picture of a 

beautiful boat trip or a snap of a three course meal 

situated watching the sunset? In fact, when asked 

how likely they would be to post a photo or video of 

a positive travel experience on social media, 89% of 

people said they would.13

There is a wealth of user-generated content out 

there. Not only will the travelers’ followers take note 

and form opinions based on content shared by people 

they know (like with word of mouth marketing), you 

could use some of this ‘real-life’ content to promote 

your business. 

It is likely that at some point every brand will receive 

some form of negative feedback via social media. You 

should monitor your social mentions and respond 

quickly to customer complaints. Be polite and provide 

additional facts, only if necessary. If someone takes 

the time to reach out via social media, chances are 

you can turn that disappointment around. 

Online Efforts
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Managing Disappointment

Reviews
Getting a bad review doesn’t mean the end of your 

online reputation. Rather, it’s a great opportunity for 

learning and for transforming that customer from 

an adversary to an advocate. Here’s a three-pronged 

approach to responding to negative reviews.

Reach Out

If possible, take action and address the 

customer’s complaint or concern.

Time is of the Essesnce

Try to respond within 24 hours of a review, and 

if that’s not possible, respond as soon as you 

can—53% of customers expect businesses to 

respond to negative reviews within a week.14

Remember, They’re Still 
a Valued Customer

Be respectful and do your best to listen and 

respond in an open and positive manner.

The good news is, consumers’ reasons for leaving 

reviews are increasingly shifting from being an 

opportunity to air grievances, to being a place to 

recommend businesses after a positive experience.15

For the complaints that you choose to address online, 

you should: 

• address each point of the complaint rather than 

a general apology to show you’ve been thoughtful 

about your response; 

• look into the customer’s visit, see if there were 

any outstanding issues that could have led to the 

complaint, and explain the situation;

• take the conversation offline if the complaint is 

vague or you want more detailed information; 

• be empathetic, but don’t feel that you have to 

apologize for absolutely everything as some pieces 

of feedback require an apology or action, while 

others don’t;

• offer compensation in the form of a voucher, 

refund, or credit if the complaint is valid - this will 

go a long way in establishing brand credibility;

• always remember your unique offering;

• thank them for the feedback and invite them back.

Make sure you are monitoring all platforms, 

including review sites and social media, for 

COVID-19 related questions or comments.

Customer feedback on how your business 

has adapted during the pandemic can give 

you insight into what messages you should 

be including in your communication plan. 

Stay on Top of Reviews 
and Engagements
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Managing Disappointment

 Response: Liam Mcdermott • General Manager at Tailored Tuscan Tours

   Hi Maxim,

 Thank you so much for taking the time to leave a review.

  I am so sorry to hear that you were not completely satisfied with your Tuscan tour. I would like to start by apologising 
for the issue with the transport. I have spoken to the guides who looked after you on your trip to get to the bottom 
of what happened. The car we use for private tours was out of service on the day, and unfortunately that was not 
communicated to you. I would like to offer you a 10% discount by way of apology.

   With regards to the price, I understand that our tour costs more than others in the area, but we pride ourselves on 
working with independent, local businesses, who produce their wine organically and sustainably. This means that the 
prices for the wine, and the tours are slightly higher, and we try our best to promote this on our website.

  I hope you consider us again in the future if you are visiting Tuscany and we will do everything we can to make your 
experience fantastic.

  Thanks, 
Liam

Response Example
 Reviewer: Maxim • Paris, France

  As we were in Tuscany we wanted to experience a tour of a winery, with the option of lunch. After some research 
we found a company that was offering transport to three different vineyards, with the inclusion of wine tasting and 
a home-cooked lunch at one of the stops. Although pricey it was the most convenient option and fitted with our 
schedule. Although the experience was good, we were promised a luxury air conditioned car for our group, and instead 
a van turned up with another family in to take us to the tour. On top of this, after doing more research we found many 
cheaper options offering a similar experience for almost half the price! I would recommend shopping around.
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Managing Disappointment

Offline Efforts

Sometimes the more traditional methods are the most effective—especially when it comes to customer 

service, including:

Connecting with empathy 

After a customer has raised a concern, respond as 

soon as possible either in person, over the phone, or 

via email using the following approach:

• Be empathetic: “I understand your concern”

• Acknowledge their comment or complaint: “Thank 

you for letting us know, that is not the experience 

we intend for our customers”16

• Offer a resolution or update: “I have reached out to 

your tour guide who is aware of the issue and will 

take your feedback on board for future trips”

• Invite back: “I hope you will visit us again 

so we can provide you with a better experience 

next time”

Preparing staff 

Excellent service goes a long way in meeting and 

exceeding customers’ expectations and can translate 

into greater customer satisfaction. Make sure that 

your key values and service levels are embodied by 

all of your staff. Offering reliable service that solves 

customers’ problems and responds enthusiastically to 

their needs is what creates repeat customers. 

Being mindful of who you are speaking to 

Studies have shown that today’s younger 

generations tend to have an aversion for 

face-to-face communication.

Handling a complaint effectively can transform someone who might not stay with you 
again into an advocate of your brand. 42% of guests would return to a hotel if it turned 

a poor experience into a positive one17 
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Impressing 
Customers in 
the Digital Age

Chapter Four

Beyond just managing expectations, it’s important to think about what you can do to impress 
customers—by going above and beyond.

In Chapter Four we highlight the best path for impressing guests and creating repeat, loyal 
customers.

“Personalization can help travel brands tailor every 
stage of the buying process and the journey itself 
so that the customer feels accommodated and 
welcomed. An often overlooked, but extremely 

important, stage of the customer journey is 
everything that takes place after purchase—and 

even after the trip.”18 
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The Path to Exceeding Expectations

Impressing Customers in the Digital Age

Step One: Know Your Customers
Knowing your customer is the first step in exceeding their expectations. The more you 

know about them, the better you can tailor their experience. If they are traveling with 

their family, for instance, they’ll have different wants and expectations than a single 

traveler on a business trip.

“By establishing a rapport with your customers you’re in a great position to discover 

their expectations. What are they looking forward to? What do they expect of the 

products or services provided by you? What are they experiencing elsewhere that is 

influencing what they expect from you? Armed with this incredibly valuable insight, 

your business will not only be able to meet their expectations but to significantly 

exceed them.”19

Get to Know Your Customers:

• Monitoring your social media mentions is a good way to know, broadly, who your 

customers are, their interests, and what they like about you.

• Having a Customer Relationship Management (CRM) system allows you to track 

customer purchases and historical preferences, but you can go beyond collecting 

basic customer information. Use your CRM to collect optional information from their 

direct bookings, like trip itineraries, preferences on communications, and so on.

• Communicating via a survey to your past and future customers will help towards 

getting to know them better.

• Take advantage of the insights Sojern provides, giving advertisers a deeper look into 

website performance, site visitors, key market travel trends, and more.

Managing Customer Expectations for Hotels and Attractions    22
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Step Two: Personalize Their Experience
Creating a personalized experience is step two to exceeding a customer’s expectations, but knowing your customer 

is crucial to actualizing this. How can you personalize the experience for every guest without feeling overwhelmed? 

You’ll need to use the information you’ve collected from ‘getting to know your customers’ to uncover the actions you 

can take to exceed their expectations. 

Helpful Tech

In some cases, travel brands have used tech to make 

the entire experience omnichannel. For instance, 

many theme parks have used mobile apps to enhance 

the customer experience, while gaining valuable 

insights on their guests’ preferences. These apps 

offer customers the opportunity to do things such 

as plan their itinerary, make a reservation at an 

on-site restaurant, view queue times, and download 

their park tickets. But technology doesn’t have to 

mean complicated. Platforms such as chatbots that 

enable live chat, or being able to text a member of 

the concierge team, provide a sense of personal 

interaction.

People Power

Give your staff the freedom to be creative in their 

pursuit of a personal experience. Our favorite example 

is Hotel Indigo in San Antonio, and their response 

after a guest asked for a photo of Nicolas Cage on her 

pillow. The hotel came through, and the customer 

posted all about it online, bringing lots of attention to 

the hotel and their sense of humor.20 

Impressing Customers in the Digital Age
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Impressing Customers in the Digital Age

In-Person

• Consider using technology to promote social distancing, or utilize online or kiosk 

check-in to limit close contact with customers and staff.

Online

• Answer real-time questions via a chatbot.

• Get creative. For example, virtually guide users through the ziplining experience, 

or take them on a tour through the in-house spa, highlighting the current hygiene 

and safety measures in place.

Data-Led Approach to Communication  

• During times like these it is important to be as flexible as possible. Use Sojern’s 

‘Real-Time COVID-19 Travel Data Insights Dashboard’ to determine who you 

should be communicating to, when you should be communicating, and what your 

message should be.

Helpful Tech

https://www.sojern.com/covid-19-insights/
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Impressing Customers in the Digital Age

Step Three: Drive Direct Bookings 
To reach new customers, work with a travel marketing data partner (like Sojern) 

who has access to search and booking data in your area, and can help match your 

property or attraction with target audiences and drive them to your site to book. 

Because they’ve booked in advance, and directly through your site, you have their 

information and you manage the relationship. This means you can upsell to them. 

Upselling to customers isn’t just great for your bottom line, it can really make the 

customer experience better. Having an amazing spa appointment during your stay 

at the hotel, or a home-cooked dinner to round off your excellent vineyard tour—even 

if it’s an add on—can turn a good experience into a spectacular one. Also, once you 

know your customers on a deeper level, you can market directly to them with loyalty 

programs, driving them to revisit your website and book again in the future. 

Travelers usually book their hotels in advance, but for attractions who deal with a 

high number of walk-up bookings, driving a direct and advance booking strategy can 

really help you increase your revenue and exceed customer expectations.

 
With revenue being impacted by the pandemic it is important to focus your 

efforts on the most cost-effective booking channel which, in most cases, is 

your website. 

• Ensure that perks for booking directly are displayed clearly on your 

website.

• Implement a cart abandonment recovery strategy to retain as many 

direct bookings as possible, minimizing the cost associated with third 

party bookings, and increasing revenue while booking volumes are lower 

than usual.

Drive Direct Bookings
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Future of 
Customer 
Expectations

We can’t say for certain how customer expectations will change over time, but what we 
do know is that they will always be evolving. To ensure you are providing a positive and 
memorable experience to your customers, while meeting their expectations, it’s important 
to center product or service development around their behavior, and ensure you are 
communicating your experience effectively. 

One of the biggest challenges for the industry is the growing technological sophistication, and 
the transformation this has on consumer behavior and expectations. It is crucial that you keep 
up-to-date with the developments and find a way to adapt your hotel or attraction to meet the 
needs of the 21st century traveler. Here are a few examples of where travel is heading:

1
Online and Mobile Bookings

Online and mobile bookings for hotels and attractions have been around for some time, but due to the last-

minute nature of tours, attractions, and activities, many operators question the need to invest in mobile 

bookings. However, travelers who book their tours on mobile devices typically spend almost 50% more 

than those who book via a computer. In addition, travelers who book online or on mobile are typically more 

tech-savvy, meaning they are more likely to leave an online review about their experience. In fact, over 50% 

of guests who booked tours via their mobile also left an online review.21 Attractions especially need to be 

prepared to capitalize on this shift. 
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Future of Customer Expectations

3
On-demand services

Similarly to the shift towards self-service options, on-demand travel 

apps have considerably shifted consumer behavior due to the appetite 

for convenience. Travelers can pick up their mobile device and source 

transportation with a couple of clicks, book a hotel nearby once they arrive 

in a location, find somewhere to stop for a bite to eat, and then search for an 

activity that will fit in with their schedule over the coming days. All the while, 

keeping track of their booking information in the same app. 

2
Self-Service

We’ve already witnessed a widespread shift towards self-service automation 

in the travel industry. So much so that 80% of holidaymakers prefer to 

self-serve to get the information they need.22 The concept is based around 

convenience, maximizing the time the consumer spends enjoying the 

experience, and putting them in control. Travel brands continue to push the 

boundaries and experiment with technology, and there’s even talk that by 

2030 we may see self-driving, staff-less, mini hotel rooms on wheels that 

could drive you to your destination!23 
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Future of Customer Expectations

4
Artificial Intelligence

In today’s Artificial Intelligence (AI) driven landscape, the need for 

personalization is growing. Hotels and attractions can utilize AI-powered 

trip-planning services that use travelers’ preferences to create a suggested 

itinerary for the perfect, tailored experience. AI is also being used by travel 

brands in the form of chatbots, revenue management, operational analytics, 

by OTAs to help make personalized recommendations to travelers, and for 

physical customer experiences such as facial recognition check-in, to 

name a few. 

However, investing in tech isn’t the only way to prepare for the future. Ensuring your 

staff are trained and engaged for guest relations is also important. While the travel 

industry strives to hyper-modernize, and turns its focus to technological solutions, 

it is crucial not to overlook the importance and impact of human interaction. 

Personalized and convenient experiences are sought after, but you need to find the 

right balance. Your staff can be one of the most powerful tools in creating a positive 

customer experience with excellent customer service, and real-time problem 

solving. Start by ensuring you’re investing in tools and people that can handle the 

ever-increasing list of guest expectations.
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Sojern’s 
Digital Marketing 
Solutions for 
Hotels and 
Attractions

Sojern has a full spectrum of solutions to meet the needs of any hotel or attraction. Based 
on your campaign goals, we offer flexible pricing models to help you drive brand awareness, 
engage with travelers most likely to convert, and generate direct bookings:

Pay on the Stay (Hotel Only)

An always-on, multi-channel, commission-based solution for hotels aimed at generating more 
direct bookings for your property. Sojern promotes your hotel to travelers planning to visit your 
market, without charging anything until a booking on your website results in a completed stay.

Pick Your Plan

An always-on, multi-channel, subscription-based solution that fits your marketing budget and 
advertising needs. We have a three-tier pricing system, so select the channels and price point 
that works best for you.

Programmatic Media 

A flat-fee, targeted campaign for hotels and attractions aimed at achieving your performance 
or brand awareness goals. Using our predictive data science and real-time search and booking 
intent signals, you can find and market to the exact audience you want, no matter where they 
are online.
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Conclusion

1     “TripAdvisor still inspires booking confidence, new study 

shows” - PhocusWire 2019

2      “Worldwide desktop market share of leading search 

engines from January 2010 to April 2020” - Statista 2020

3      “TripAdvisor still inspires booking confidence, new study 

shows” - PhocusWire 2019

4      “Social Media in Travel Planning and Sharing” - 

Phocuswright 2020

5      “Facebook by the Numbers: Stats, Demographics & Fun 

Facts” - Omnicore 2020

6      “Facebook by the Numbers: Stats, Demographics & Fun 

Facts” - Omnicore 2020

7     “Online vs. offline: Where travel brands drive the most 

positive sentiment” - PhocusWire 2018

8     “Arival’s Experience Revolution: Size & Structure of the 

Global Operator Landscape” - Arival 2020

9      “New Data Shows Offline, Word of Mouth Is Key to 

Dominating the Consumer Conversation in an Industry” - 

GlobeNewswire 2017

10      “The Importance of Word Of Mouth Marketing – 

Statistics and Trends” - Invesp 2017

11      “Arise Customer Service Frustrations: Email Response 

Times” - Arise 2019

12      “The Power of Responding to Reviews: Why 

Management Responses Matter More Than You Think” 

- Viator 2019

13      “5 Statistics That Prove Social Media Will Influence Your 

Next Travel Destination” - Stackla 2019

14      “2018 ReviewTrackers Online Reviews Stats and Survey” 

- ReviewTrackers 2018

15      “2018 ReviewTrackers Online Reviews Stats and Survey” 

- ReviewTrackers 2018

16      “Nobody wants to be a support ticket - power of real-

time comms and service recovery” - PhocusWire 2019

17      “Nobody wants to be a support ticket - power of real-

time comms and service recovery” - PhocusWire 2019

18      “How to Make Personalisation a Priority in the Travel 

Industry” - Monetate 2018

19      “6 Customer Expectations Management Tips” - Customer 

Thermometer 2019

20      Imgur. January, 2015. http://imgur.com/gallery/N9D1G

21      “Mobile Bookers Spend More, Leave More Reviews” - 

Arival 2020

22      “U.S. Consumer Travel 2019: Shopping and Booking” - 

Phocuswright 2019
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Understanding your customer, how their needs are evolving, what they’re expecting from 
their experience, and using this information to communicate with them, is the future of 
managing customer expectations. After you’ve found them, drive them to your website. 
Only on your website can you set and control your messaging, offering, experience, and 
thereby, expectations.
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Sojern provides intelligent digital marketing solutions for the 
travel industry. Powered by Artificial Intelligence and built on 
more than a decade spent analyzing traveler intent data, the 
company activates multi-channel branding and performance 
marketing solutions to drive direct demand for more than 10,000 
hotels, attractions, and tourism marketers around the world. 

www.sojern.com

About Sojern
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