
 
 
 

What Factors Trigger Hotel Bookings and 
How Hoteliers Can Influence the Booking Decision 

 
According to study by TrustYou, 95% of travelers read reviews. The study was designed to understand 
which factors (e.g. cleanliness, service, Wi-Fi, etc.) mentioned within those reviews have the greatest 
influence on travelers’ booking decisions. Eight travel scenarios (romantic get-away to business travel) 
were provided to US travelers in simulated booking environments. Pricing and quality variables were 
kept constant.  Respondents were asked to choose a hotel in each scenario based only on a short review 
snippet containing a couple of words about hotel attributes, such as “great service,” “free Wi-Fi,” “clean 
rooms,” etc.  
 
The findings showed the complexity of the booking process. For a hotel to be considered it must provide 
the basics such as cleanliness and comfort – the two most important factors in determining where to 
stay. However, when presented review “snippets” or excerpts within a booking scenario, travelers often 
choose a hotel based on other factors relevant to the context in which they are traveling. 
 
The findings: 

 Business travelers are significantly more likely to book hotels with positive reviews about Wi-Fi 

 Those traveling with friends are significantly more likely to book hotels with positive reviews 
about food 

 Those booking a romantic vacation are significantly more likely to book hotels with positive 
reviews about the rooms 

 For a family vacation, travelers are most likely to book hotels with positive reviews about the 
room/comfort 

 
The Most Important Hotel Attributes For Leisure Travelers 
 

When traveling for leisure, respondents self-report that cleanliness and comfort were the two most 
important hotel factors among those analyzed in this study. 61% said cleanliness was “extremely 
important,” and 43% reported comfort as “extremely important.” 
 

 Family Travel - For family travel, respondents were most likely to book a hotel based on its room 
(23.06%). This group of travelers was also significantly more likely to book hotels with high 
scores for comfort (19.10%), particularly when traveling to a large city. When booking a family 
vacation to the beach, hotel amenities were also important in deciding where to stay. 

 Travel With Friends - For respondents traveling with friends, food was significantly more 
important than with any other type of leisure travel. 27.53% of respondents booked the hotel 
with positive food reviews. 

 Romantic Getaways - For romantic vacations, respondents were most likely to book a hotel 

based on its room (35.68%). Booking based on the room was significantly higher among this type 
of traveler. 

 

 

http://www.trustyou.com/


The Most Important Hotel Attributes For Business Travelers 
 

When traveling for business, respondents report that cleanliness, comfort and Wi-Fi are the most 
important attributes among those analyzed in this study. 52% said cleanliness was “extremely 
important,” 39% said Wi-Fi was “extremely important,” and 36% said comfort was extremely important. 
 
To best cater to travelers, optimize marketing and increase bookings, hotels must first understand what 
travelers want and need in a hotel when making their booking decisions. 
 
The next step is how to connect with these travelers and developing a marketing strategy.   
 
Understanding which channels these travelers se to book and knowing which resources they use to 
make their final decision, is key for driving direct bookings. 
 
A multi-channel marketing approach is absolutely necessary for any hotel marketing strategy. It is key to 
make sure that the investment(s) are in the channels that reap the most benefits resulting in the best 
ROI. To determine which channels maximize your ROI, be sure to measure and analyze all data including 
traffic, time spent on site and most importantly conversions. 
 
Large businesses, like OTAs are able to dominate the Google real estate with their large marketing 
budgets, they are able to use Display Click Advertising to target high volume and competitive keywords 
to influence the booking process. On the other hand, independent hotels have smaller marketing 
budgets, which mean they need to make strategic investments on lead generation channels that reach 
consumers. The challenge for independent hotels is determining how to convert high funnel traffic into 
qualified potential guests and capturing visitors, who are close to making a booking decision.  

There are 3 powerful ways an independent hotel can capture an interaction, drive engagement and 
create opportunity to follow-up with a potential guest during the booking process: 

Social Media Marketing 
 

A strong and strategic social media plan facilitates interactions and is highly influential in encouraging 
travelers to book directly with your hotel. Social media is also effective in bringing in higher funnel 
audiences and nurturing them for capture further down the funnel when they do decide to book. In 
addition to posting, running Facebook ads specifically Custom Audience allows you to reach customers 
you already know with ads on Facebook. These ads would appear on the potential guests own News 
Feed. You can also build audiences from the people that visited your website and engaged with your 
content. Other social media advertising options that can lead to higher conversions include running 
campaigns through YouTube audiences and Twitter retargeting ads.  
 
Content Marketing 
 

Content marketing is key to increasing engagement during a potential guest’s journey. An effective 
content marketing strategy addresses the following: 

 Identify the information that is most likely to engage the consumer during the path of purchase.  

 Decide what type of content to produce, how to promote it and how frequently to post in order 
to deliver the best ROI.  

http://www.e-marketingassociates.com/the-key-to-encouraging-direct-bookings-establish-value/
https://www.facebook.com/help/341425252616329
http://contentmarketinginstitute.com/what-is-content-marketing/


 Optimizing the content to facilitate other interactions during the decision phase will 
increase the likelihood of a visitor converting.  
 

Content like social media does not necessarily drive direct conversions rather it assists the entire 
booking process. Blogging can be a major source of organic traffic in the long run. In blogs, you are able 
to target long-tailed keywords that are moderate in search volume, low in competition but yield higher 
conversions. Targeting these long-tailed keywords is especially important during the initial research 
phase when most travel consumers are using Google to search under a specific query. By creating 
content around what visitors are interested in and what they find useful; the more influential your hotel 
story will be to them. 

Retargeting 
 

Additional booking opportunities can be created with follow-up marketing. Retargeting ads can be used 
to effectively to convert online visitors into guests. Retargeting allows you to show ads tailored to 
people who have already visited your site and have engaged with your content. It is similar to email 
marketing. Retargeting enables the hotel to capture previous visitors and former guests, to return to the 
hotel website site and book directly by using promotions, appealing content and beautiful photography. 
Retargeting is an easy way of keeping the hotel in front of consumers that are already interested in what 
the hotel already has to offer.  

There are different types of retargeting ads including display, search and social retargeting ads. For 
example, the Google Display Network allows the hotel to display banners ads across the web and 
Remarketing Lists for Search Ads allows you to target Google search ads to consumers who previously 
visited the hotels website. Retargeting gives visitors a final push into booking with your hotel which may 
ultimately become the last interaction before the visitor decides to book. 

Although social media and content marketing do not necessarily generate direct conversions, they are 
very powerful and influential in assisting with the booking. Independent hotels need to develop a 
marketing strategy that will establish a streamlined marketing funnel. Revisit the current marketing 
strategy - Does the marketing focus on how it can best capture and influence the consumer along the 
entire booking path? 

 

 

 

http://www.wordtracker.com/academy/keyword-research/technical-guides/three-good-reasons-to-target-long-tail-keywords
http://www.wordtracker.com/academy/keyword-research/technical-guides/three-good-reasons-to-target-long-tail-keywords
https://www.adroll.com/getting-started/retargeting
http://www.google.com/ads/displaynetwork/
https://www.thinkwithgoogle.com/products/remarketing-lists-for-search-ads.html
http://www.google.com/ads/searchads/
http://yourbusiness.azcentral.com/marketing-funnel-2507.html

