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One of the toughest challenges facing the hotel industry is the ever-increasing need to drive 
direct bookings. One important, and often overlooked, aspect in the effort to drive bookings, 
is how effectively a property’s website encourages travelers to convert. Hotels that make a 
concerted effort to spend time and money on their websites benefit from an increase in direct 
sales, an enhanced brand image, and as a result, profitability.1 

From outdated graphics to a clunky user experience, it’s time to re-evaluate your hotel website 
to dramatically grow direct bookings. Our revised Hotelier’s Guide to Direct Bookings offers: 

• Clear explanations on tough topics and nuanced terms, such as SEO and 
Programmatic Advertising

• Hands-on toolkits and checklists to easily identify areas for improvement

• Advice from industry experts to drive more conversions

Travelers expect a seamless path to purchase. Long page load times, hard-to-read font, or poor 
navigation leads to immediate abandonment of their purchase on your site. Don’t lag behind 
the times—converting travelers begins now.

Introduction
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According to a 2018 article in PhocusWire, hotel website conversion rates are approximately 
2%.2 That means the vast majority of visitors abandon the booking process before successfully 
making a reservation. Counteracting these low conversion rates begins at the planning stage. 
This first chapter reviews the key features of an engaging website, highlighting specific 
moments that impact conversion rates.

In order to create a website that converts, center your planning around three key features:

Planning 
Your Website 
to Increase 
Conversions

Chapter One

Finding the line between giving too much information and 
too little is a balancing act necessary for a simple, seamless 
purchase experience.

Simplicity

The ease with which a visitor can navigate the page, get the 
information they need, or find the service they’re looking for, 
creates a readable and friction-free experience for users.

Readability

A hotel’s brand is its unique identity and can be expressed 
through a variety of factors including images, content, logo, and 
external communication (e.g., email, social media, and so forth). 

Branding
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The Importance of Content, Design, and Images

Your brand should be represented in every aspect of your website. Make sure your 

logo is prominent, but not overdone. Everything from the menu to your booking 

engine should follow a consistent style. Consider two on-brand colors, a neutral 

color, and an easy to read font.

While a web designer can certainly help create a simple website, there are features 

you should think about if you are on your own. Make your layout as straightforward 

as possible: menu on top, a featured image, booking engine, followed by content. 

If it’s not immediately understandable where guests can book when they first arrive 

to your site, the design isn’t clear enough.

While auto-play music or video seems like a nice feature, it can be seen as intrusive. 

It can also slow down the loading time of your site and cause searchers to leave.

Design Tips

This example of a hotel homepage is simple, readable, 
and well-branded.

1. The ‘Menu’ is easy to find, read, and navigate.

2. The photo showcases their offerings and amenities 
in a way that inspires booking.

3. Where to book is easily identified.

4. The content is succinct, clear, and on brand.

Planning Your Website to Increase Conversions
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Make a list of 10 things you want every guest to know about your hotel. Now, cut that 

list in half. Use these five key features as the backbone of your website amenities 

and descriptions. Resist the temptation to say everything all at once.

If a customer is trying to find the location of your hotel which you describe as: 

“Nestled deeply within the heart of Tuscany,” their question isn’t answered, and 

they’re likely to leave your site.

Instead, be clear: “Located five miles from downtown and 30 minutes from the 

airport.” While there is a place for descriptive language in your content, don’t let it 

get in the way of readability.

Content Tips

Ensure your photos are high-quality, well-lit, and focus on your property’s key 

features. In order to keep your images simple, try to capture images that are unique 

to your hotel, like your central location or special spa offerings. 

Your photos should be more than just educational, they should be inspirational. 

Choose photos that highlight your brand values. Your photos should inspire people to 

book at your unique hotel, not just the nearby beach or city. If your hotel isn’t located 

near a key landmark, like Central Park, provide interior shots—ideally, of your hotel 

rooms, since that is what guests actually pay for.

Image Tips

Planning Your Website to Increase Conversions
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Above, the hotel’s homepage describes their on-site 
cafe. The responsive design optimizes for desktop or 
mobile with the same look and feel. The information 
on both is presented in an easy-to-read fashion, while 
staying on-brand. Also, it’s clear their mobile platform 
is optimized because you can easily find where to 
begin the booking process.

Stick with mobile web and don’t create your own app

Apps are more expensive to develop and maintain over 

mobile web than a mobile-friendly site. While a lot of 

the big hotel chains can do this, it just isn’t worth the 

money to create one for every property. Most website 

development tools have responsive design capabilities, 

which automatically adjusts the layout based on 

whether a user is visiting from a desktop or mobile.

Make sure any offer boxes are mobile friendly

Showcasing your latest package can be a great way to 

get a visitor’s attention. However, if the box is difficult 

to close on mobile—the button is too small or hard to 

find—you’re going to turn off a potential guest.

Don’t have long load times

Avoid images that take a long time to load. This will 

help your site be mobile-friendly. Stay away from 

Flash in particular, as it will be retired at the end 

of 2020. Google’s ‘Test My Site’ measures the speed 

of your mobile site, which can help establish your 

starting point. Research indicates 53% of people 

will leave a mobile page if it takes longer than three 

seconds to load.4 

Mobile Tips 

Mobile

Mobile devices account for 
approximately half of internet 
traffic across the globe.5 

Planning Your Website to Increase Conversions

Mobile is driving the growth of online travel bookings.3 But like your main website, if the mobile experience isn’t 

user-friendly, you’ll lose out on those bookings. Here are the dos and don’ts of going mobile.
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Toolkit

Get help planning 
your website 
to increase 
conversions.

What are the top five features unique to your hotel?

                                                                                                                                                            

                                                                                                                                                            

                                                                                                                                                            

                                                                                                                                                            

                                                                                                                                                            

Use this list to motivate your thoughts on your brand and your website, especially the homepage.

When it comes to your homepage:

Use these questions to see where you can improve or refresh your homepage.

Is your navigational menu easy to find?

Is your booking button prominent and easy to locate?

Are your photos high-quality?

Does it reflect your brand?

When thinking about your brand, what are the three key features that set you apart 
from your regional competitors?

Use these answers to help direct your brand efforts, as well as your content and design work.
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Content is one of the most important aspects of a website. It helps improve visibility on search 
engines, communicates the brand, and educates potential guests on services and amenities. It’s 
one of the few elements firmly within your control—you can update and change it at any time, 
without the need of an outside designer or web developer. And yet, it’s also one of the most 
overlooked aspects of a hotel’s site. 

Many people treat content as a one-time thing—after writing a single description of a room, 
there’s never a need to do it again. However, this attitude leaves guests, as well as your bottom 
line, disappointed.

In this chapter, you’ll learn all about the power of content:

Using Content 
to Convert

Chapter Two

The Elements of 
a Good CTA

How and 
When to Re-Write 

Your Content

Ensure Your 
Content is 

SEO-Optimized

With a few strategic changes to your content, your website can drive more traffic and offer 
more value to potential guests.
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Writing Content that Converts

Active over passive verbs are best.

For example: Instead of, “Guests are able to eat 

poolside,” use, “We offer poolside dining.” 

Don’t overpromise

It’s important to set guest expectations at the very 

beginning, starting with how you describe your hotel. 

Be sure to use words that accurately describe your 

services and amenities. 

Avoid unnecessary or distracting fluff

This is probably one of the most common mistakes. 

You have a great spa, or an ideal location, and 

want everyone to know it. So, you write a lengthy 

description of your location or amenities that is 

stuffed with adjectives:

• “Nestled in the heart of…”

• “Cozy ambience, brimming with…”

• “Teaming with charm and delightment…”

These phrases are problematic as they offer little 

educational information. Too many descriptives make 

it sound too good to be true, or difficult to fully assess.

Description Tips

At the heart of our hotel are the thoughtful services and amenities designed to help 
travelers relax, unwind, and enjoy their stay. No matter what’s in store for your stay, we’re 
committed to making it as wonderful as the city in which it resides. Here are some of the 
services offered at our hotel:

Complimentary WiFi
We offer free wireless internet access in the guestrooms, meeting spaces, and lobby.

Business Centre
Our complimentary business centre includes two desktop computers and a printer. 

Valet and Self-Parking
Let us park your car with our convenient valet service. Unlimited in and out privileges are 
€30 per 24 hours. If you prefer to park your car yourself, we offer unlimited in and out 
privileges for €20 per 24 hours.

Pet Friendly
We’re happy to accommodate your furry, four-legged family members at no extra charge.

Using Content to Convert

This content example describes hotel amenities in a way that is clear, educational, and on-brand:
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The Power of the Call to Action

Your CTA should complete the sentence: “I want to                  .” For example, “I want to book now,” “I want to get the 

package,” or “I want to find out more.” 

Be aware of colors

Use contrasting colors that are pleasing to the 

eye. Also, avoid grey for the text of the CTA as it’s 

associated with dead links.

Avoid saying too much

Keep it short—two to three words is best.

Keep it simple

Don’t put multiple CTAs on one site—visitors get 

overwhelmed when asked to do too much.

Test, Test, Test

Try new CTAs every few months in order to see what 

works and what doesn’t for your markets. In Sojern’s 

creative A/B testing, we found that the CTA ‘Book Now’ 

had a 12% higher conversion rate in North America 

and Latin America, and a 16% higher conversion rate 

in Europe, Middle East and Africa.6 However, ‘Start 

Planning’ performed an amazing 88% better in Asia 

Pacific.7 While these were a test of hotel advertising 

CTAs, rather than hotel website CTAs, it shows how 

important a consistent test and learn approach is to 

maximizing performance for your property.

CTA Tips

Besides descriptions of your 
property, the CTA has a high 
impact in driving bookings. 

Using Content to Convert
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Refresh content often.

Search engines like Google check (or crawl) 

websites looking for fresh content. New 

content boosts your SEO rating because 

it shows you’re an engaged and active 

participant on the internet. 

 

Boosting SEO

Search Engine Optimization (SEO) is, generally, the process of increasing your ranking on search engines, like Google. If a 

potential guest searches for “hotel London July,” they’re going to be inundated with results. SEO is one tactic you can use to 

improve your property’s ranking on search engine result pages (or SERPs).

While SEM and Meta strategies have overtaken SEO in terms of influence (See pages 23 and 25 for more), getting your hotel 

higher on the results list requires SEO-optimized content. There are some helpful, in-depth guides from Moz and Google if 

you want to get serious about SEO.8 Here are five steps you can take right now to get your SEO efforts off the ground:  

Use keyword-rich phrases.

Think about your ideal guest and what they 

would search for on Google. Then, incorporate 

those phrases into your content. You don’t 

want to overstuff them—Google actually 

searches for people who do that and penalizes 

them. Rather, use those phrases as a guide in 

your descriptions.

Create engaging content.

For example, posting a weekend itinerary 

on your website is helpful for booked and 

potential guests to plan their trip. It can also 

be useful for SEO—people who are looking to 

stay in your city for a weekend can have your 

list pop up in their results and inspire them to 

book with you.

Hyperlink.

Another great way to build SEO is to ‘link build,’ 

which means hyperlinking to other websites 

and thereby creating a ‘web.’ If, for instance, 

you mention how close you are to an attraction, 

hyperlink to it. Remember to ensure that 

hyperlinked sites open in new windows or tabs, 

so guests don’t completely leave your website.

Cornerstone your content.

Cornerstone articles are the most important articles on your website. Their goal is to provide the best and 

most complete information on a particular topic. You may have content on similar subjects, and will need 

Google to recognize which are the most important. If this step is not taken, your chances of ranking well 

will diminish. Thus, having the right internal link structure between your content will help Google decipher 

what is most important. Cornerstone content should have prominent placement on the website. In other 

words, a visitor should be able to click straight to the cornerstone content from the homepage.

Using Content to Convert
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Get help 
updating 
your content.

Take a look at your website and see how many of the following you do:

Whatever you haven’t checked, consider updating.

You have one clear, prominent CTA

You’ve refreshed your CTA within the last six months

Your CTA redirects to the right page

Your amenities’ descriptions are clear and informative

 They are written in active tense

 They add value or answer a potential question

You have helpful content on local attractions 

You have hyperlinks to the local attractions you mention

You’ve refreshed your content in the last three months

You have cornerstone content

Brainstorm two CTAs you haven’t used before:
                                                                                                                                                            

                                                                                                                                                            

Try these out.

What are four key words you think your visitors are searching on Google?
                                                                                                                                                     

                                                                                                                                                    

                                                                                                                                                    

                                                                                                                                                    

Use these when you refresh you content.

Toolkit
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Converting 
at the Booking 
Process

Chapter Three According to SaleCycle,

Among the reasons for travelers leaving the process: 

felt the booking 
process was 
too lengthy

experienced 
technical 

issues

had issues 
with payment10 

of people abandon online travel bookings.9 

That’s roughly one-third of travelers abandoning their booking because of issues with the 
booking process itself. 

This chapter will help you plan a smooth, enjoyable booking process for your guests from start 
to finish.
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2
Include Pictures

Chances are that potential guests have 

already looked at photos of your rooms. 

Including photos at the booking stage gives 

them confidence in what they’re purchasing.

Here is a great example of a user-friendly 

booking page. It gives a simple, clean photo 

of the room, with succinct descriptions of the 

amenities in the room and in the hotel.

1Keep it Simple

Focus on easily differentiating the options so 

visitors feel educated about their choices.

Improving the Process

With so many options, customers don’t need to struggle to find what’s right for them. Here are six key 

ways to improve the booking process:

Converting at the Booking Process

3Include reviews

Highlight a few key reviews of your property 

or rooms to give an unbiased, trustworthy 

account of your offerings.
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5
Make it mobile-friendly

An astonishing 70% of last-minute hotel 

bookings are made on mobile devices.11 With 

so many bookers doing so on mobile, if you 

don’t have a mobile-friendly experience, 

you’re losing travelers and conversions.

6
Upsell

Don’t neglect the importance of packages in 

terms of booking. Consider offering packages 

during the booking process to extend or 

enhance a guest’s stay. Seeing that an extra 

day is free or they will receive a free spa 

voucher can be just the nudge someone needs 

to book with a property or stay a little longer. 

Converting at the Booking Process

4
Offer a Clear Calendar

If you’re full over a weekend, for example, 

make that clear with big Xs on those dates. 

Otherwise, offer a full month calendar for 

guests to choose their dates.
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Get help 
creating a 
great booking 
experience.

Evaluate your booking process and ask yourself:

Do you have an image to accompany every room booking?

Do you have a brief (one sentence) description for each room booking?

Is your calendar easy to read and use?

Do you feature a package on your booking engine?

Are you incorporating guest reviews in your booking engine?

Helpful Tools

You aren’t alone in your efforts to create a great booking experience. There are a number of 
helpful tools you can use to make the process as smooth as possible. For example:

The Hotels Network - The Hotels Network applies state-of-the-art software and tools for 
hotels to improve their booking experience. Their focus on personalization allows hotels to 
communicate with their customers in a better way, giving them the strongest message and 
offering. For example, visitors can compare prices without leaving your property’s website and 
see a summary of past reviews, giving them the confidence to book direct.

SynXis - Sojern is a proud partner of Sabre, the leading technology provider for the hospitality 
industry, serving more than 40,000 hotels, resorts, and chains spanning 160 countries. 
The Sabre SynXis booking engine powers a wide array of integrated solutions that unlock 
exceptional value and revenue for hoteliers. 

Toolkit

https://www.thehotelsnetwork.com/en
https://www.sabrehospitality.com/solutions/hotel-book-direct/hotel-booking-engine/
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The travel path to purchase is often complex and, indeed, not linear.  Given this, are you doing 
enough to make sure that a traveler’s path to purchase leads them as quickly and painlessly 
as possible to your property? In our latest State of the Travel Industry report, we found that 
digital or online advertising comprised the largest part of travel marketer spend. Globally, 
online advertising accounted for 45% of their marketing budgets. But why are travel marketers 
dedicating so much of their budgets to digital? 

Mobile searches for “day/weekend” plus “trip” 
grew over 100% in the last two years14

Online travel reviews rank #3 in consideration among 
high-value travelers when choosing a travel brand13 

68% of millennials found inspiration for their 
next trip on Facebook12 

Beyond 
the Website 
with Online 
Advertising

Chapter Four

In this chapter, we’ll guide you through furthering your optimization efforts beyond your 
website, and how to expand into online advertising. We’ll explain the various tactics and 
channels that you can consider using, and some tips and tricks for how to do this effectively.

https://www.sojern.com/ebooks/travel-advertising-report-2020
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The Importance of Rate Parity

Before we dive into online advertising types and channels, it is crucial that as a hotelier, you achieve rate parity.

Rate parity means maintaining the same customer-facing rates for the same product across all your online 

distribution channels, including OTAs and other third parties.

With the right online advertising, you can attract your ideal customer to your website, but if someone can find your 

same offering for a lower cost on a different site—that’s likely where they will book. Drawing more and more people 

to your website with advertising is not going to increase your direct bookings if you are also not in rate parity 

everywhere people can find your property online.
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Programmatic Advertising

Reaching the right people at the right time with the right message across their 

devices, can be done most effectively though programmatic advertising. 

What is Programmatic Advertising?

Back in the day, advertising used to be far more simple—but far more wasteful in 

terms of spend. In order to find travelers, you bought ad space in magazines or on a 

small collection of websites. You’d hope, or make an educated guess, that your ideal 

guests would visit these sites, see your ads, and then book with you. Pre-internet, the 

same tactics were used, just on billboards, TV, or radio. 

Digital marketing now is much more sophisticated to match today’s complex traveler 

path to purchase. Instead of using content to guess which website your ideal traveler 

is on, and serving ads there, you can use data science and advanced algorithms to 

find and market to the exact audience you want, no matter where they are online, 

either on desktop or mobile. 

This is Programmatic Advertising: Using technology to buy and sell ad inventory 

through an automated and data-driven process.

Programmatic 
Advertising represents 
most types of ad spaces 
on all screens today.

Beyond the Website with Online Advertising
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There are two tactics when it comes to programmatic advertising, which are most effective when used together:

Prospecting

With prospecting, you can reach users who have 

shown intent to visit your destination, but don’t 

necessarily know about your specific property:

1. A traveler visits a metasearch site, like Google or 

Kayak, an Online Travel Agency (OTA), or a direct 

site, and shows purchase intent to your hotel’s 

destination (e.g. the traveler does a search for 

certain days, or browses several pages).

2. Later, the traveler surfs other sites, and sees an ad 

with your messaging.

3. Inspired and engaged, the user visits your site and 

books directly with you.

Prospecting uses the user’s own intent signals such 

as destination, dates of the desired stay, and number 

of travelers, and serves them ads accordingly.

Retargeting

Roughly 98% of visitors will not convert on their first 

site visit.15 A user who is retargeted is 70% more likely 

to convert, so it is an important strategy to have in 

your digital marketing arsenal:16 

1. A user visits your site and browses several pages, 

but doesn’t convert.

2. Later, the user surfs other sites, and sees an ad 

with your messaging.

3. Re-engaged with a relevant offer, the user comes 

back to your site and books directly with you.

Retargeting is a massive opportunity to stay top of 

mind and ultimately bring travelers back to your site 

to book, as opposed to booking with the competition.

Programmatic Advertising Tactics

Beyond the Website with Online Advertising
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Programmatic Advertising Channels

Now that you understand what programmatic advertising is and how it can help you reach your ideal audience, let’s 

look at all the channels you have at your disposal to get the message about your property across.

Programmatic display is effective for every stage of 

the traveler path to purchase. It is great for creating 

brand awareness and prospecting new in-market 

travelers who may not know about your property or 

offerings. And because most first-time visitors to a 

website do not intend to make a purchase, it’s great for 

staying top of mind as travelers narrow preferences 

and, ultimately, book.

You can start with standard, or single-image display, 

and then move to HTML5, a rich-media format which 

is slightly more engaging, and may have several 

images or animations. Our A/B tests show that HTML5 

ads have an 8% higher conversion rate, compared to 

static ads.17

For chain hotels with multiple properties, Dynamic 

Creatives are also a type of display ad that provides 

real-time room rates and availability within the 

creative. This is a slightly more complex process, as it 

requires integration with a live feed in order to show 

ads correctly.

Display

Beyond the Website with Online Advertising
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We’ve already talked about SEO, but a strong Search 

Engine Marketing (SEM, also known as paid search) 

strategy is imperative for hoteliers, as most travelers turn 

to a search engine when starting to think about a trip. 

Most campaigns are set up through Google Ads or Bing 

Ads, where you can choose to bid on certain keywords 

or keyword phrases that you believe customers may use 

when searching for your hotel.

For example, if you search “Hotel Miramonti” on 

Google, the top results are examples of SEM. You can tell 

because it says ‘Ad’ bolded in the top left corner, beside 

the website address:

More than just driving direct bookings, SEM protects your 

brand against third parties. Chances are, third parties are 

bidding on your property’s branded keywords and phrases 

to drive potential bookers to their site, rather than yours. 

If you’ve inspired someone through your display efforts, 

for example, and they search for your property, that 

potential guest will likely be driven to a third party site 

unless you have the budgets, resources and expertise to 

match those of the OTAs. Not only do you miss out on the 

direct booking, you lose the opportunity to own the guest 

relationship, build loyalty over time and of course, upsell 

prior to the stay.

Search Engine Marketing

Beyond the Website with Online Advertising
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No social media channels are as wide-reaching as Facebook and Instagram. At 

last count, Facebook has over 2.5 billion monthly active users, and Instagram 

claims just over a billion.18

Considering over 53% of travelers found inspiration for their next trip on 

Facebook and Instagram,19 and over 50% of travel companies see bookings 

increase due to their presence on these platforms, the possibilities to reach and 

influence travelers to book with you on Facebook and Instagram are limitless.

However, simply having a Facebook page or defaulting to organic reach is 

not a viable solution to reach the billions of users on these platforms. A paid 

advertising strategy is vital in order to deliver your message to the right audience, 

at the right time.

Facebook and Instagram

Beyond the Website with Online Advertising



Creating a Website That Converts: The Hotelier’s Guide to Direct Bookings     25

Metasearch sites like Google Hotel Ads, Skyscanner, and Kayak, are most often 

used during the planning and booking phases of the path to purchase. Travelers 

use metasearch sites when they have a destination in mind and want to investigate 

pricing, or when they’ve already chosen a hotel, to do a last minute check to ensure 

the hotel is at the best rate.

Unlike display advertising, your ads only appear on specific metasearch websites 

after being searched by someone who is ready to book – which is very valuable for 

your hotel. 

The upside? There is no creative required to advertise on Metasearch. 

The downside? To bid on these sites, advertisers need to be able to provide dynamic 

rates and availability to match current pricing. That requires integration both with 

your booking engine as well as the various metasearch engines. Each metasearch 

engine has its own pricing, ranking, and bidding logic, which adds to the complexity 

in managing these campaigns. Moreover, metasearch can be an expensive channel, 

so ‘mistakes’ or clicks that don’t turn into bookings, quickly add up.

Metasearch

Beyond the Website with Online Advertising

Nearly three-quarters of travelers are 
believed to use metasearch engines 
in their search process, making it one 
of the most important channels in 
travel marketing.20
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Video immerses you in the sights and sounds of a place in ways that other channels 

just cannot. And video consumption has sky-rocketed in recent years. By 2022, video 

is expected to represent over 82% of all internet traffic.21

While it’s traditionally thought of as a classic branding tool, videos can be impactful 

at all stages of travel planning. In fact, bookings are two-thirds more likely to happen 

instantly if a video tour of the property is available.22 

Types of Digital Video Advertising:

Instream Also called linear video ads, these play in the video player you’re watching 

before, during or after a piece of content (think the ads you see on YouTube).

Outstream These video ads aren’t accompanied by any other content, and usually 

appear while you are surfing the web, where you would typically see display ads.

Interactive Video A newer type of video ad, it gives the viewer the ability to engage 

with the video. Instead of simply watching it, they can answer questions, explore 

with a 360-degree view, or swipe between different perspectives, making the whole 

experience far more engaging. 

Connected Television (CTV) A brand new device-type, CTV, is a TV that is connected 

to the internet either natively via a Smart TV, or via an external device, like a digital 

media player or streaming stick. You can be very targeted with CTV advertising. 

In fact, 36% of travel marketers globally plan to make CTV a part of their digital 

advertising strategy in the next five years.

Video

Beyond the Website with Online Advertising

https://www.sojern.com/ebooks/travel-advertising-report-2020
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Native ads look and feel like the content of the page 

that the user is browsing. 

How does this work? Essentially, raw assets like an 

image, CTA, etc., can be turned into multiple creative 

formats that can blend in with the publisher’s site 

content, regardless of device—perfect for captivating 

the travel audience without being intrusive. 

Native ads are highly effective at capturing 

the attention of travelers who are exploring or 

considering brands and options for travel. According 

to research, Native advertising increases purchase 

intent by 18%.23 

Native

Beyond the Website with Online Advertising
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Don’t become obsessed with clicks

Don’t fixate on how many people are clicking 

on your ads. It’s not the most accurate 

measure of your marketing effectiveness. In 

almost all cases, a very high CTR is artificially 

inflated by things like accidental clicks, 

forced clicks, and even ad fraud.

You’re not alone

Often it makes sense to partner with someone 

who has the know-how and expertise to 

help you. The Sojern team is here to help! 

Check out the last page of this ebook for 

a comprehensive list of our services and 

solutions, bespoke for hoteliers.

Make it mobile

Not only are people searching on mobile 

devices, they’re booking there as well. Much 

like your website, if your ads aren’t mobile 

friendly—your potential customers are going 

to book with a hotel that is.

Make your creative compelling

Remember the website tips in Chapter 1 on 

website messaging, and ensure your ads are 

following a similar look and feel. A clear call 

to action, bright colors, and a compelling offer 

creates a bigger impact. 

Go multi-channel for best marketing results

As travelers move across screens and devices, 

so too should your advertising! The best 

marketing strategy is a diversified one—

ensuring that your ads are in the same places 

that people are searching is key to staying 

top of mind, and winning the direct booking. 

Moreover, ensure that both prospecting and 

retargeting tactics are being used to create 

spend efficiencies and effectiveness across 

marketing channels.

Final Tips

A well-executed advertising strategy will drive more direct bookings, making you less dependent on 

third parties. In order to maximize your programmatic advertising efforts to drive more conversions, 

consider the following:

Beyond the Website with Online Advertising
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Sojern’s Digital 
Marketing 
Solutions for 
Hoteliers

Sojern has a full spectrum of solutions to meet the needs of any hotel. 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 

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. 
Direct bookings allow you to manage guest expectations, surprise and delight your visitors, and 
build guest loyalty over time. 

Pick Your Plan

An always-on, multi-channel, subscription-based solution that fits your marketing budget and 
advertising needs. Ideal for properties who like the predictability of spending a fixed amount on 
marketing each month. We have a three-tier pricing system, so select the channels and price 
point that works best for you.

Programmatic Media 

A flat-fee, digital advertising campaign designed to meet your brand and performance 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 Direct bookings are key to the future success of the hotel business, so it’s more important than 
ever to ensure that you’re doing all you can to create a website that converts. By focusing on 
engaging content, educational and inspirational photos, and delivering a smooth booking 
process, you can create an easier and more enjoyable path to purchase for your traveler. 

Once your website is optimized, your work doesn’t end there—through programmatic 
advertising, you can engage more in-market customers and drive even more travelers directly 
to your website and property.
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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. 
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