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.
 Introduction


This paper aims to present to hotel owners new tools in order to effectively promote their accommodation business in today’s highly competitive travel and tourism market.

In no case does this work replace the work of experts (business consultants, marketing experts, web designers). It rather highlights the importance of all the above fields of expertise for the effective management of a hotel and the increase of bookings, turnover and profitability.

The work addresses the needs of the contemporary hotelier, presenting and explaining fundamental principles related to the digital presence of the hotel, explaining actions that must be done by all accommodation and tourism entrepreneurs.

There are ready-made tools, ready-to-use ads on Google, OTA and Metasearch analysis, direct booking strategies as well as innovative tools that can be effective in hotel marketing.

The study was done by the business development team YK Advance, a member of TMC Publishing Limited.


2. Google My Business and why it is essential for every hotel

First things first

I was once approached by a hotel owner to help with his hotel strategy online. The hotel was located on the central square of a very touristy seaside resort.  We sat down for a coffee and started talking about the strengths and weaknesses of the hotel, how it all began, the story of the previous owners, and the story about how the website was made and so on.

After a while, I decided to have the first look at the hotel online and for that reason I typed the hotel’s name on…Google. Guess what? No signs of any existence. The hotel did not appear on top of search results and most importantly in the Google My Business section, where it should first be.

I asked the owner, if they have previously had any problems with Google such as being penalized in the past for bad practices etc. The answer was negative. I asked if they had ever created this basic listing for the hotel on Google so that it appears as a snippet when people search for it – the answer was negative again. The negative answers were always followed by one question and one affirmative sentence in particular:

“How should I know about that? “

“I am not very familiar with tech!”

Having a Google My Business profile is crucial. It may be extremely simple to set it up, but it is of utmost importance that someone out there does this for your hotel or at least let you know that you NEED to do it!  

Google My Business

It is essential to create a profile for your hotel on Google My Business. Google My Business is where Google displays all the information about your hotel.

 [image: ]


Why you NEED to feature your hotel on Google My Business (GMB)

●        
Your hotel will be displayed on Google Maps - people searching for your hotel will be able to find the exact address and marker on map, as well as detailed directions on how to get to your physical location.

●        
You create a dedicated space which appears when someone searches for your hotel on Google - you can display important information such as your hotel’s phone number, your website, opening hours, photos and even reviews.

●        
Your hotel may appear as a suggestion when people are searching for “hotels” in your “area” on Google Maps.

All of the above are controlled through Google My Business -
 
https://www.google.com/business/



How to Create Google My Business kmProfile for your Hotel

●        
Sign in on
 
Google my business

 and click on Post New Location.

●        
Enter all other necessary information such as opening hours, photos (here you can have photos of exterior, interior rooms, etc.) and contact information.

Once the process is complete, Google will need to verify that the information, especially the physical hotel address. Your hotel listing on GMB will not be visible on the maps unless Google verification is completed.


Ask for verification through the Post Office


Google will send you a letter to your address with a PIN. The procedure usually takes one to two weeks. As soon as you receive the PIN, follow the procedure written in the letter to enter the code - you will now be certified.

It is important to upload photos as an administrator for your hotel - choose high resolution photos.

If you do not upload photos as an administrator, Google may find photos from other users and use them in your hotel's Google My Business profile.  For example, if a couple visiting your restaurant takes 2 photos with their mobile of a dish they did not like, and they upload it on your Google My Business page, this photo will appear to all people visiting your GMB listing.

You need to fully control the overall appearance of your hotel on GMB and to do that you need to use high resolution photos, preferably taken by a professional photographer and upload them to the most appropriate photo category on GMB.

Upload photos in all categories such as Interior, Exterior, Restaurant, Rooms, Common Areas, and Identity. A good practice is to upload 2-3 videos on your GMB – if you have a professionally recorded video use those first – mobile recorded videos will also work for your GMB page.

Do not forget to use your hotel logo.

Hotel Amenities and Attributes

This is a very important section of your hotel GMB listing as it could help your hotel rank better on Google Maps when people search for hotels. You need to answer ALL questions in ALL categories so that you have a fully optimized and detailed hotel listing.

Google Reviews - An Unused Opportunity - How to Handle Negative Reviews

When you have your Google My Business active, any user can leave a review which means that they can upload a public
 comment.

Although sometimes there may be negative reviews about the hotel on Google, it is good for the hotelier to respond to all comments without exception. In this way he can justify a negative circumstance or even prove that the comment was not objective or was wrong.

Responding to Google reviews is also a great opportunity for the hotelier to present individual hotel details or facilities that would otherwise be impossible to present to the public

Since all comments and responses are public, the hotelier's responses are an opportunity for new content and should be a part of the business content marketing strategy.

Example

A customer posts a positive
 comment on Google that the hotel was clean and the staff polite.

The hotelier can respond publicly with a “thank you” message and show that cleanliness is the main concern of the hotel and all areas are cleaned 3 times a day.


In the above example, the hotelier gave a little extra boost to the fact that the hotel is clean by stating a certain number (3 times a day). That number could be questionable if used in a different context (such as the website) - but stands perfect as an answer to a public comment about the hotel cleanliness.

The cleaning process information is public - and its post will be read by all other users.

Tips

●        
Upload attractive photos from all areas of the hotel

●        
Double check details about your phone number and website address - Google My Business will probably be the main source of phone calls or website visits.

Let’s double-check

Creating and optimizing your GMB listing is a top priority action. At the same time it is something you are required to do just once. Ok, you can upload some updated photos or changes in your hotel amenities when you add a new service, but the overall structure and core information will stay the same.

It is amazingly surprising how many hotel owners are still missing this vital source of traffic and bookings. It is also amazingly surprising how many hoteliers have created their GMB listing and have not gone through the full optimization process of this listing.

The perfect time to either create or take a second look at your GMB listing is NOW. Revise everything, search through your uploaded photos and videos, delete the bad ones and upload new fresh media, double check your reviews and get back to each user. Publicly. One by One.

Define a weekly program to check on your GMB and especially the reviews. To do that use online tasks services such as Trello or simply add tasks to Google Tasks.

And one last thing – when you first open your GMB and are asked for the PIN verification, make a note on that too. Why? Because, people….forget. Yes, they forget. And sometimes that PIN may never arrive at your hotel. For plenty of reasons. Typo on address? Postman did not reach you? Your hotel is in a rural area where you just need to go to the Post Office to get that PIN?

You simply cannot afford not to have a GMB listing, so keep a note of that and mark this task completed once your GMB page is up and running.


3. How to optimize hotel’s website - Essential Parts of the website you should never forget

To have a website as a hotel owner is more than crucial. Despite the rise of new booking channels and platforms such as Booking.com and Expedia, your business needs to have its own website.

In one of the meetings with a hotelier that was about to switch from an old agency to my company, I was asked if the hotel should rebuild their old hotel website (developed by the agency some years ago) or whether he could make it only through the new platforms.

“Actually the last few years, more than 70% of my bookings have come from those channels, booking.com and Expedia! Why should I pay and develop my new website again? Maybe we should work only with these channels to earn more money and faster!”

Let’s stop here at this sentence for a second and reread the question. Did you guess the most important word? It is the word “MY”. That answers everything. To paraphrase the above question giving emphasis to the important word let's look at some more sentences:

“Why should I create something that I OWN and not depend on something that SOMEBODY ELSE OWNS?

“Why should I invest in something I have TOTAL CONTROL over and not invest in something else that I have ZERO CONTROL over?

You, as a hotelier MUST NOT BE 100% dependent on platforms.

I can give you plenty of reasons for that:


	The platforms are actually companies. Companies have their ups and downs. And they also have competition. Nobody can guarantee that the platform that operates as a market leader now, will not collapse in the next five years. Then what?




	Bookings and income through the platforms does not belong to you -  it all belongs to the platforms. You actually get a commission on bookings generated on these platforms. 




	You do not own the DATA. On the contrary, you help those platforms generate DATA that helps them improve their performance, which is good, but at the same time you are losing the opportunity to create your OWN DATA and exploit this for your benefit. And to give some information about what DATA is, it is actually the accumulation of statistics generated by a user's behaviour on a certain website. What are their preferences, which country they come from, which kind of offers motivate them to make the final reservation. This information when gathered on your field aka your website is an asset you can use to increase your bookings. 



And 2 last things about DATA. 

It is the DATA that helped tech giants such as Amazon, Google, FB become what they are now. When you visit Amazon’s website to buy something online, Amazon actually re-shapes the whole eshop only for YOU. It helps you find what you want easier. What you see on an Amazon website is totally different from what someone else see’s on an Amazon website. And that is because they have enormous amounts of DATA.

Data are assets. Yes, company assets  - they are your company's intellectual property. That means that they have value, and are transferable.

The hotel website must be carefully designed and serve its two purposes: To lead to reservations and generate data.

Where to place your vital information such as Location, Address & Telephone information on your website

Make sure the location, address and telephone
 of the hotel are

1.    
At the top of the page - header (visible on every page)

2.    
At the bottom of the page - footer (visible on every page)

3.     
On the "Contact" page  - The link for page Contact should be placed in the website footer, without any graphical noise around - website visitors should be able to quickly find and click on the Contact link without spending any time on searching for this link through the website or trying to find the Contact link between other irrelevant links such us Privacy Policy / Terms etc.

To make sure that this crucial information (location, address, phone and contact link) has been placed correctly, ask 5 of your friends to visit your website. When online, ask them to quickly answer these questions:

-       
What is my hotel's phone number?

-       
What is the hotel address?

-       
Visit the Contact page

If you feel like it takes more than 3-5 seconds to get the answers, you need to place that information in more prominent positions - your web designer could help you with that. 

Especially in the mobile version of your hotel the contact details need to appear immediately and clearly before the user even needs to search for them by scrolling or searching the contact page. 

You can ask your web designer to make this vital info (call button) available in a “fixed footer” (the footer element that is always displayed at the bottom of the mobile website version without requiring the user to scroll through the whole mobile website and reach the bottom). 

Map Inclusion

I also suggest that you include a Google map with the location of your hotel, after you have first registered your business on Google Maps.

As long as your hotel is listed on Google Maps you need to follow these steps in order to display a Google Map with your hotel location on our website.

1.     
Open Google Maps 

2.     
Search for your hotel

3.     
Once it appears on the map with its location click on “embed”

4.    
Copy and paste the embed code to your website or give it to your web developer.

Live Chat & Comparative Advantage

Use Live Chat on your hotel’s website.

Live chat is important as it creates the feeling that the hotel is active and there are people there to immediately respond.

It is highly possible that someone who enters your website will need some immediate information in order to make a decision / reservation.

Think about this real life scenario

When searching for hotels or accommodation, travelers usually have more than one browser tabs opened. If they search on Google and find 5 interesting hotels they will probably open 5 Chrome Tabs - one for each hotel. There starts the comparison process. They will switch between the browser tabs / hotels to compare photos, location, amenities, prices and more.

As a result, at this given time your hotel competes with the other 4 hotels opened in the 4 browser tabs.

Now suppose that the traveler has a crucial question - let’s say he is a vegetarian and would like to know if the hotel’s restaurant offers that option.

And also let’s assume that your hotel has the Live Chat option enabled, while the other 4 hotels do not offer a Live Chat support.

Now, during the comparison process, your hotel has a big advantage as the traveler will be able to instantly ask the agent available on Live Support and get the answer ASAP - while to get the same answer from the other 4 hotels, they would need to search for the Contact Page, find the email, send the email and wait for the next day to receive the answer.

Live chat boosts the friendly and human side for the hotel, and creates immediacy in the hotelier-potential customer relationship.

In addition, through the Live Chat you can discover peculiarities of the customer's needs and respond with similar hotel facilities that may not appear on the website.

For example, a couple may need to book for 10 days and be away on 2 intermediate dates - a condition that certainly requires consultation with the hotelier before booking. In that case, the consultation will be done faster and directly with the hotel that has the Live Chat option enabled. 

In addition, through Live Chat, you as a hotelier highlight elements of your hotel more naturally and with a friendlier tone. People like to connect with other people - and travelers like to create relationships with hoteliers. Live chat is the perfect environment to start this kind of relationship with a potential guest.

To use Live Chat on your website we recommend the following services:

1.      

 
Talk.to

 - a free service with an extremely easy integration process on the website

2.      

 
Drift

 - a free service with more benefits than Talk.to - allows conversations to be kept in the live window discussion even for days.

3.      

 
Intercom

 - The most advanced live chat system - only available for a fee.

Photo Gallery & Amenities

Would you ever book a hotel room without seeing what it looks like? 

I bet not.

Make sure you include good quality photos in your hotel’s website for every room type. If all rooms are the same make a dedicated page on your website for this room type. If you offer several room types - such as single room, double room suite, family suite, cottage etc  - make sure you have a dedicated page for each room type, too.

On each page, use Image Galleries to display the rooms and show what they look like. Include photos from different corners and also include photos from the bathroom, living room, balcony and other spaces that represent the certain room type of your hotel.

Take a look at how booking platforms such as Booking.com or Expedia have developed their room type pages for each hotel. And copy them. Those websites have enormous data that help them optimise the website user experience. You can learn from the way they decided to layout their pages and listings.

Make sure that you describe each photo - what the visitor actually sees. This can be done by using image captions. Briefly describe what each photo displays.

Also do not forget to fully describe amenities of each hotel room type. Does this specific room type offer a washing machine? A hairdryer? A kitchen? You need people to have a clear understanding about what they will book, and what they will get for their money.

Blog - Why it should be on the hotel’s website

Blogging is essential for the following reasons:

1.     
Blog posts give Google the signal that new and fresh content is being uploaded on the hotel’s website - this is a ranking factor because it implies that the hotel is active, the website is useful, the hotelier cares about the visitor. For that reason, Google may decide to rank your hotel better than a competitor’s hotel which has a website with old and outdated content.

2.      
Allows you to share new content on social media without constantly advertising your hotel. You cannot mention your hotel's amenities and prices in every post. Instead, if you release fresh content on a regular basis on the blog about various topics such as recipes, breakfast ingredients, tips for walks in the area, you can share this content without becoming tedious and spammy.

3.       
It gives the impression that you are actively involved in your business.


4. Google Ads - How to use this magic tool to increase your hotel bookings

How about hiring hundreds of sales people? No?

How about giving them the task to find out who is planning to travel to your location? No?

And what if, after they‘ve found those travelers, they could pitch for your hotel, show photos, prices and have a ready-made reservation contract to get that booking? I would say, the answer would probably be yes.

Now how about having all these people work for you not on a month-to-month basis, but actually paying them ONLY when they have found those travelers and ONLY WHEN they have made a complete presentation about your hotel business. I bet this would be a YES.

Well, this sales force is offered to you by Google. The system is called Google Ads (formerly Adwords) and it is actually an army of sellers that virtually discover potential travelers, identify their intentions based on what they search on Google, and invite them to visit your website and potentially book a room at your hotel.

The fastest and way more effective way to get traffic to your hotel website and therefore end up  increasing your bookings is to use Google's Google Ads. 

What is Google Ads

Google Ads is Google’s paid advertising platform. In a previous chapter we talked about what you need to do to get Google to show you in the organic results.

Trying to rank in Google’s organic results through your GMB (Google My Business) listing or your website’s ranking on desktop and mobile google results is very important but no one can promise or guarantee that, in the end, Google will actually rank your hotel in those results. And if this eventually happens, no one can guarantee the ranking position compared to your competitors’ or major platforms’ such as Booking, Expedia etc.
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Instead, by using Google Ads (paid advertising) service, you can start getting traffic and bookings to your hotel almost instantly and get this army of virtual sellers to work for you right away.

Differences between SEO and Google Ads

Read this list and try to see the differences between free traffic and paid traffic to your website.

●       
SEO (Search Engine Optimization) is free while in Google Ads you need to pay every time someone clicks on your ad and visits your website. 

●      
Google Ads appear as ads (the word "sponsored" appears next to the ad) in google results. It is obvious for the traveler that what they see is an ad - someone (you) is paying for this click. Google Ads results are displayed just above the organic results and sometimes below the last page result. 

●     
SEO gives no guarantee that you will succeed aka rank for a certain keyword. By using Google Ads you actually pay to rank high so if you take the right steps you are guaranteed to get those valuable clicks.

●      
With SEO it takes time for it to work. Google Ads work and bring traffic straight away - once your adverts are approved by Google they will start showing instantly.

How you get charged in Google Ads

Once you create your ads, which are displayed every time someone is searching for something specific e.g. "New York hotels", you determine a maximum amount of money that you are willing to pay for each click, for example 0.5$. 

This means that you are willing to pay up to 0.5$ to get that click. The final amount to be charged depends on numerous factors determined in real time by Google – factors such as your competitor bids, ad relevance, overall advertising account performance and more. This can get too complex, so let’s leave this for the experts.

You also choose the maximum amount you are willing to spend in one day e.g. 20$. Given that limit, Google system will not charge you more than the amount of 20$ per day. You can change this amount at any time. If you see that this works for your business, you can increase it. If you realize that it works for a specific period or season (such as Easter Holiday) you may decide to raise the budget only for this period - or the period when people are actually doing their Easter Holidays accommodation research, and pull back on other dates.

This means that final charges are always under your control. You can turn off the campaigns at any given time, which means that the ads stop running and therefore any charge stops.

Payments to Google are made by card or bank transfer. Once an initial amount is deposited to Google or paid by card, Google starts charging you for clicks until your balance reaches zero.

If your budget runs out you have to deposit again.

Important Tip

Choose manual
 payments over automatic
 payments - if you choose automatic payments Google will automatically charge your card when the amount reaches a certain threshold and is about to run out. If you are using manual payments, Google will send you several emails and notifications that your budget has been used up and you need to make a new deposit and card payment to create a new balance.

Example

You have made an initial payment of $200 by card and you have specified that you wish to be charged up to $20 per day by Google. This means that your ads will run for 10 days and on the 10th day the balance will run out. If you have opted for manual payments, you will have to make a new $200 payment (or any other amount you wish) again so that Google can run your ads again.

If you have opted for automatic payments, on the 8th day Google will automatically charge $200 so that it can continue to serve your adverts. 

There are several cases of hotel business that Google Ads have been setup by 3rd parties (such an advertising agency that was once hired by the hotel owners) in the past, and the owner ends up paying for ads without even knowing that they actually have this expense on their business.

But how is this possible? Just imagine a scenario that you as a hotelier had asked a friend to help you out with setting up your Google Ads. This friend could even be a member of your family. Let’s also assume that your friend set the Google Ads account, prepared some ads and used your credit card to pay the initial required deposit in order for the ads to run. Now, let’s suppose that after thanking your friend, some weeks later you both forget about that fact. Impossible to happen? Not in the least bit, I assure you!

Imagine what the end result of this scenario would be if your friend had chosen Automatic Payments.

He would have continued with his life as his task to help you out would have been completed, you would be happy as your friend did actually help you, but some weeks later your card would suffer extra charges.

“But I would see the charges on my card!”

Sure, you would see the charges. But even in the case that you are in full control of your expenses you would see this charge AFTER it had been made (Google charged you to fund your ads balance). 

And also please allow me to think that NOT ALL HOTELIERS are in FULL CONTROL of their expenses. I have seen cases where business people have used different debit cards than those they regularly monitor or people that have transferred the control of expenses to other people (such as the accountant who will not question the use of expenses). Would your accountant ever ask why you are paying Google every 15 days to run ads for your hotel? Probably not!

To avoid all this, just use Manual payments on Google Ads.

Which keywords to choose

If you want to advertise your hotel, the target keywords (the user searches that you would like your ad to appear for), must include the words "accommodation", "hotel" and the name of the area.

If your hotel is in the center of New York then choose as target keywords:

●        
New York Hotels

●         
New York accommodation

●         
Hotel New York Center

These are enough to start having immediate clicks and website visits. Obviously if your hotel has some features that you want to match the searches, you can put those features in the keywords you are targeting.

For example, if your hotel has a swimming pool you can target the word "New York hotels with swimming pool".

Ready-Made Ads to Use in your Hotel Campaigns

Let’s assume that you are about to start advertising your hotel New York AB which is located in downtown New York City.

Advertisement 1

New York AB hotel - In the heart of New York City

Use an introductory sentence that includes the hotel’s unique selling point (e.g. SPA, cheap or luxury) and some information about its location.

Ad example for New York AB Hotel

Stay at Hotel New York AB - in the heart of New York City

Unique Spa facilities and an amazing restaurant.


Google Ads Extensions

Extensions are some extra elements you can add to your advert to give the visitor some extra information. Take advantage of these as they can bring really good results.

Types of Google Ads extensions to use:

Sitelinks

Add some extra links to your advert. Those links will appear just below the main ad. You can add direct links to your contact page, the individual rooms or your hotel’s restaurant.






Example


[image: ]


Call Extensions

Here you can add your hotel phone number. The phone number must be the same as the phone on your website and Google My Business listing for the ad extension to be accepted. This is important - once travelers see your ad they can just give you a call with one click through the ad!

Example

[image: ]



Callouts Extension

Use Callouts Extension to add some extra details of the hotel such as hotel amenities (e.g. Heated Pool, Seaside, Roof Garden, Free Wifi, Free Cancelations etc). Also specify any special amenities or awards (Tripadvisor Choice Awards or other)



Example
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Deals Extension

This extension allows you to show a current offer directly in your ad. If you are running a promotion such as ‘one free night for stays more than 4 days’, or ‘free breakfast’, you can clearly state this in your Google ad.


Example
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Suggested Bids & Budget to start

Start with 0.7$ - 1.2$ cost per click and total of 20$ as your budget per day. Based on results, increase the daily budget. This budget suggestion is only a starting point.

You need to give Google Ads some days to run so that the algorithm can determine and suggest new budgets to increase you performance and get more from the money you invest in those ads.

We suggest letting the system run for a five-day period before you come to your first conclusion as to where to increase your CPC (Cost per Click), change your budget or turn off the ads.

If you feel like this works for your business, do some incremental budget raises. Try a 15% budget increase each week and see how it works. 

What to remember when using Google Ads:


	
Google ads are paid - you pay to get click to your website


	
Use the word hotel and your location as keywords to target


	
Use all ad Extensions


	
Use manual payments


	
Start with a low budget and increase if you see it working





5. Facebook & Instagram Ads - Paid Marketing Strategy

Social Media and especially Facebook and Instagram have an enormous impact on our lives. Our reality is divided between the physical and virtual world. For many people checking their social media profiles and feeds is the first thing in the morning and the last thing before going to bed. We “live” inside these platforms. We “learn” inside these platforms. We “make decisions” inside these platforms.

But what does this mean for your business? Does your hotel “live” inside Facebook and Instagram? Should you spend time, effort and money to grow the social media presence of your hotel business? Is it worth it?

Let’s make things clear. When we are talking about business in social media we are talking about two different things at the same time:


	Organic presence & reach

	Paid Ads & reach



Organic presence

Organic presence refers to free actions inside those platforms.

For example:

A new post uploaded on your hotel’s facebook page 

A new photo uploaded on your Instagram 

A new video shared in your Facebook group 

An invitation to your friends to “like” you page

All actions above do not involve any payment. You are not paying to post or invite some friends to follow you on Instagram. As a result, when you post something, a portion of your followers will see your post and will possibly engage with that post (like it, share it, comment on it).

Paid Ads and Reach

On the contrary, when you spend money inside those platforms to maximize your reach ie. to make your post visible to people that are not your followers but you target them using a bunch of targeting tools, you are talking about paid ads and paid reach.

Having a Facebook Page with let’s say 100 likes, and uploading a new post, will get you a certain number of people that will actually “see” that post. That is called “reach”. This number is determined by an advanced algorithm developed by Facebook or Instagram in order to deliver the most interesting content to each one of the users. Given that, if your page has 100 followers the post will be seen by an average of 20%, meaning that 20 people will actually see what you posted.

The same goes for Instagram.

In order to maximize your organic reach you need to work on :


	
Increasing your followers (Facebook Likes / Instagram Followers) (in our example get from 100 page likes to 1000 page likes)


	
Creating valuable and interesting content in order to “convince” the algorithm to deliver this content to more people ( in our example increase the 20% reach to 35%)




Sounds good? Yes!

Sounds Easy? No!!

Hoteliers who believe that growing their organic presence on Facebook and Instagram is an easy thing to do, are proved wrong most of the time. It is tempting to imagine that a hotel can have 100.000 Instagram followers, and that each Instagram post will reach 35,000 people and all that for FREE, but reality is totally different.

In order for a hotelier to increase the followers base and reach organically is a time-consuming process and involves people that need to get paid after all. 

Paid ads and reach, is another magic tool!. Instead of waiting until you have 100.000 followers and 35% reach, you can simply….BUY IT using ads! Actually an audience of  35,000 people using paid reach on Facebook and Instagram is quite cheap and non comparable to the time and resources needed to have the same result though organic presence.

Have you heard of the 80/20 rule? The Pareto principle?

This rule demonstrates that the 80% of output comes from 20% of input. Or 80% of the consequences come from 20% of the causes. 

Or 80% of your hotel's revenue comes from the 20% of actions.

This rule helps companies restructure their activities, identify the most valuable resources (resources that bring most results) and work more on the most effective channels.

How would the Pareto’s principle work on social media reach?

If “reach” is the desired output, then you need to see the 80/20 proportions. When using ads and organic marketing in social media, what brings the 80% of reach and what the 20% of reach?

In most cases the answer is quite obvious. If you - as a hotelier - can easily buy that “reach” and maximize it using paid ads, instead of working months to reach a much lower number of people via organic actions, focus on Paid ads at least at the beginning. 

You need to run ads and use paid reach to promote your hotel business successfully on Facebook and Instagram.

Your ads must run on both Facebook & Instagram platforms.

These two social media are used by marketers not for sales but for awareness. 

Your campaigns should

1.       
Target the local community 

2.       
Create custom audiences  -  we will get to that right away.

FB and Instagram ads are not used to increase hotel bookings. The reason is quite simple.

Once a FB ad is displayed to the user, the user is not in the hotel booking intent phase.

Unlike Google Ads, which only appear when a user searches for specific words on Google (e.g. a hotel in New York, which means they are probably looking because they are planning a trip and want to locate the hotel to stay), facebook ads are used to let the world know about the hotel’s existence and increase awareness. 

Ads targeting local community

Choose to target your city or village residents  and the region around your hotel for the following reasons:

1.   Residents must be aware of the existence of the hotel and possibly recommend it to their friends. 

2.   Local residents are likely to visit the hotel not for accommodation but for its other facilities e.g. restaurant, cafe, conference rooms...

3.   Locals are likely to click Like or Follow to learn news / events and more.

Budget for local ads

We recommend a budget of  $80 per campaign. Note that this campaign will not run continuously. You can spend that budget evenly over a period of 10 days. Based on the results, you will decide whether to repeat this ad campaign in the future. 

Remarketing & Custom Audiences

By remarketing we mean the display of ads only to an audience that has already visited our hotel website.

Remarketing ads are created through the Facebook admin environment (Ad Manager). The target audience is a special audience comprising visitors that have previously visited the hotel website.

This audience is automatically created by all visitors regardless of why they came to your website ( from Google ads, from facebook, via email or from your Tripadvisor listing.) Those who,for any reason, visited the hotel page will be in the specific audience . 

When facebook creates this audience, you can then create targeted ads only for these people. For example, you can create an ad mentioning a seasonal offer.


6. HOW TO USE PINTEREST FOR HOTELS - THE FREE CHANNEL THAT BRINGS RESULTS

Pinterest is one of the largest social networks in the world. Your hotel should have a strong presence on Pinterest platform. 
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Just to get an idea about the numbers, I will present some 2020 data about Pinterest:


	
It has an estimate of 320 million active users globally


	
Pinterest is the 3rd largest social media in the USA


	
43% of internet users in the United States have a Pinterest account


	
71% of users are women


	
9 out of 10 Pinterest users describe this social media channel as a “positive” channel.




Why Choose PINTEREST

Pinterest brings free visits to your hotel page. 

Pinterest is a social networking site where you can see photos. Each photo belongs to a specific thematic board. Namely,  Pinterest users create boards and pin photos onto these boards. Pinterest visitors navigating through the platform can see these photos and can either click on them or share (re-pin) them. 

So what is the catch here?

It is the very start of the pinning process. And the start is … a website. Once an internet user visits a specific webpage with an interesting photo, they can PIN this photo onto their Pinterest account. Once a Pinterest user stumbles upon this photo and clicks on it, guess where they will be redirected? …. On the webpage that the photo was originally pinned on!

Why is this important for your hotel?

Let’s suppose that you are the owner of a rural hotel with an external Spa. And of course, you have a beautiful website, well-structured and a dedicated webpage for your external SPA. You have arranged a professional photo-shoot for your Spa and you have created a beautiful image gallery on the spa page on your hotel’s website.

OK! But how is this related to Pinterest?

The answer was given just a few lines above. Once you PIN a photo from your Spa webpage to Pinterest, you have created free traffic for this page from Pinterest users that will discover this image and click on it!

The photo has the Link of the page from which it came from, so whoever clicks on the photo through Pinterest will end up on your website (at the point where it was originally posted on Pinterest)

Pinterest is free - there is no charge for its use. It has some advertising features where you can buy ads to show to Pinterest users, but I do not recommend that channel for budget spending.

All you have to do as a hotelier is visit every page of your website that has photos of good quality, and start the PIN process. 

Once a photo has been up on Pinterest it is advisable to add some keywords or a short description to each photo.

The end result is that if a Pinterest user sees a high quality photo of yours and clicks on it, they will immediately be transferred to the specific subpage of the website from which the original PIN was made which means that you have a new visitor on your hotel’s website.

Pinterest is used mostly by females

The majority of Pinterest users are women (71% according to 2020 data). Women are usually the decision makers when it comes to deciding on vacation or travel accommodation.

Pinterest boards appear in Google results

Pinterest boards get into Google organic results. For example, if you search for "hotels with spa" it is very likely that after the first results of some hotel websites or major platforms such as Tripadvisor or Booking.com, Google will display pinterest boards with photos of hotels with spa.

Although pinterest requires monthly monitoring and updating, we suggest creating some boards with all the photos of the hotel and the area once and see how your Pins are doing by using Pinterest Stats.

Pinterest is for the global market

60% of Pinterest users are from the United States. If you are targeting US visitors, do not miss on this opportunity.

PINTEREST STRATEGY AND IMPLEMENTATION

1. Open a free Pinterest account

2. Create your thematic boards. The boards must have in their title the keywords that describe the hotel. If your hotel is in the center of New York, the board must have the title "Hotel in the center of New York". 

Create boards with the keywords in the title. Examples of boards (in English)

•​
Rafting in New York

•​
Top things to do in New York

•​
The Best squares in New York

3. Once you have created the boards you need to PIN photos on them. The photos must be Pinned from your website to the respective Pinterest board.

Add 5-10 photos to each board. 

4) Write a description for each photo always with your keywords in mind. Add some hashtags (you can find ideas for hashtags on the website https://hashtagify.me/
)

You are done!

Let this roll out and check on your stats some weeks later. Every time you have a new good quality photo uploaded on your website, remember to PIN it in your Pinterest Boards.


7. OTA  - BOOKING CHANNELS & HOTEL STRATEGY - BOOKING / EXPEDIA / TRIVAGO / TRIPADVISOR

Although the topic of online channels is huge, in this chapter I will mention the most important ones - channels proven to bring a significant number of bookings to the hotel industry. 

Participating with your hotel in those platforms and making your room available for bookings does not involve any initial cost or investment. Almost all OTA’s get a commission for every booking they bring to your hotel. This commission usually starts at 15% and can get much higher if you opt for various marketing and promotional tools offered by these companies.

It is important for hoteliers to understand that there are 2 types of platforms: 

1.​
OTA’S

2.​
Metasearch

1. OTA
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The word OTA refers to Online Travel Agencies. These are online companies / platforms that allow travelers to search for accommodation and make online reservations through their respective booking engines.

These are the major platforms in the OTA category:

•​
Booking.com

Probably the largest company in the world in the OTA category. Booking.com is a part of a conglomerate called Priceline - a company having under control other major travel platforms such as agoda.com, KAYAK, rentalcars.com, OpenTable and more.

•​
Expedia

Expedia is considered to be the major competitor to booking.com. The company belongs to the same group with other platforms such as Hotels.com, Egencia, Hotwire, Trivago, Venere.com, CarRentals.com, Classic Vacations, Expedia CruiseShipCenters and more.

•​
AirBnB.com

AirBnB enables individuals and homeowners to register their space for free and accept direct bookings.  Although the company's original target was not the hotel industry but to create an innovative approach using the sharing economy model in the accommodation market, hoteliers began registering hotel rooms in order to take a cut and receive bookings from the same market: travelers looking for accommodation to stay.

•​
Splendia and Mrandmrssmith

If your hotel belongs to the boutique or luxury category, you can register your hotel on the international booking platforms below

1.​
splendia.com

2.​
Mrandmrssmith.com

•​
Destsetters.com

This platform has a specific orientation and focuses on 4 tourism categories. If you are targeting the audiences below,  you can give it a try

1.​
Gay

2.​
Wellness

3.​
Food

4.​
Lux


2. METASEARCH ENGINES
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Metasearch Engines differ from OTAs in that they do not offer direct bookings  (a fact that is actually changing lately as many Metasearch platforms are slowly making their way into providing booking engines, sometimes in complex ways that go beyond the scope of this analysis).

A Metasearch platform allows the traveler to compare prices across different channels (usually OTA’s). If travelers decide on which channel they want to use to complete their hotel reservation, they are redirected from the Metasearch directly to the corresponding OTA channel to complete their booking. 

The biggest Metasearch companies are:

•​
TripAdvisor

•​
Trivago

•​
Google Hotel Ads

Example

A traveler is looking on TripAdvisor for the best hotels in Crete Greece for their holidays. Once they find the desired hotel or accommodation outlet, they visit the listing page on Tripadvisor - a page dedicated only to this hotel.

On that specific page travelers are able to see details about the hotel amenities, photos, comments from other guests and also prices. 

In the prices section - there is more than one price displayed. These are the prices offered by competitive booking channels/ OTA’s such as Booking.com Expedia etc. In that case a traveler will see that for the specific dates he is interested in, he can make a reservation via Booking.com for 500$ total, through Expedia for 510$ total and directly through the hotel’s website for 480$. 

By clicking on any of the previous options, he is redirected from the Tripadvisor page to the corresponding page (Booking, Expedia, Website) to complete his reservation. 

Your hotel should be present in the 2 largest OTAs (Booking, Expedia) and in the largest MetaSearch ie.Tripadvisor. The AirBnB point should be treated by each hotel separately.

BOOKING.COM

Booking.com’s booking engine is for many hotels the biggest source of revenue. For each reservation coming through them, booking.com platform keeps a commission starting at 15%. 

Booking.com platform offers a wide range of tools for the hoteliers in order to increase their bookings on that specific channel.

Property Page Score

It is extremely important that the hotel page Booking.com is fully optimized and complete. 

You should visit the "Property" tab on your Booking.com extranet to see the actual  “rating” that the platform has applied to your hotel listing.
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This rating is called the Property Page Score.

The ideal Property Page Score is 100% - something that is not particularly difficult to achieve as booking.com shows which individual elements need improvement in order for this index to rise to 100.

Some of the points that need attention in order for the score to go up are:

•​
To upload at least 24 high resolution photos of you hotel

•​
To have high quality photos for each individual category such as breakfast, pool (if available), outdoor spaces etc 

•​
To have full descriptions for each room type

•​
To have a reference to the type of beds that exist in each room type

•​
To have clear explanations of how the guest can get to the hotel (directions, distances from key locations in your area such as the airport or the train station)

Depending on the type of hotel, booking.com may request more information to get that score at 100%

OFFERS AND DISCOUNTS ON BOOKING

Another tool available for the hotelier in Booking.com is the opportunity to make offers and discounts. 

From time to time, Booking.com releases new options related to Offers and Discounts (the so-called Opportunities), which are sent by email - so make sure that you are receiving email from Booking.com and keep up with new tools.

GENIUS PROGRAM

Although not available for all hotels listed in Booking.com, I recommend that if your hotel is eligible for the Genius program, you should make it Active for your hotel.

This special program allows booking.com to display reduced prices to its loyal customers and to show the hotel higher to booking.com customers who have been logged in the system. 

In other words, booking.com provides a discount to their loyal customers for your hotel.

At the same time those offers are sent via newsletter to all registered users of booking.com, bringing a lot of new traffic to your hotel page in Booking.com (the newsletter is sent to millions of members)

Genius has 2 levels and I would suggest activating both. 

1.​
The first level gives a 10% discount to booking.com customers who have made at least two reservations at other hotels through their platform 

2.​
The second level gives an additional 5% (total 15%) discount to very loyal booking.com customers and to be more specific this offer is presented to Booking.com customers who have made more than five reservations on the platform.
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VISIBILITY BOOSTER

Visibility Booster is a tool that allows the hotelier to increase the percentage of commission he gives away to Booking.com (from 15% to 20% or 25%) in exchange for a boost on ranking inside the platform. 
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For example if your hotel appears as 10th result for users searching on Booking.com for hotels in Malta, you can use the Visibility Booster to tell Booking.com that “I am willing to pay you bigger commission - such as 20% instead of 15%, to bring my hotel in the 5th result for people searching for Malta accommodation”

Preferred Partner Program

Not all hotels are eligible to participate in that Program. If your hotel has been enrolled in this program, it has a specific icon on its booking page and at the same time it appears higher on relevant searches in booking.com. 

The additional traffic provided by this program is of the order of 30%, as Booking.com mentions on their website.
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In order for a hotel to participate in this program, certain criteria must be met, such as having a high rating score, high performance score, and competitive prices in booking.com in relation to the prices given by the accommodation on other channels.

Participation in the program can bring more reservations and I think you should use it although it increases Booking's commission to 20%.

In case the hotel has been enrolled in the Preferred Partner program, the Visibility Booster tool should not be used as the increase in traffic provided by the Preferred Partner is much higher.


PRICE QUALITY SCORE
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This point needs special attention. In the Analytics tab on booking.com extranet, you will find the so-called Price Quality Score. 

This indicator is extremely important as it affects the ranking of the hotel relevant searches within Booking.com.

The index measures how competitive the prices given by the hotelier in Booking.com are in relation to the prices given to other channels such as Expedia. 

For example, if for the same dates the price given by the hotelier to Booking is 20% higher than what the traveler will find in Expedia, then the specific score will fall.

The lower the score, the lower the ranking results, and consequently the lower the traffic and reservations.

What makes it very helpful is that Booking.com justifies the level of the score each time, showing the reasons why it is reduced or raised. 

In fact, the level of information is very specific. Booking.com provides a full explanation and suggests solutions based on the factors that influence that score. For example, if Expedia is offering better prices for your hotel, you will see on this dashboard that the reason for your low score is Expedia so you take certain actions to solve this problem.


OFFERS - PROMOTIONS

In addition to the programs mentioned, there is also the possibility of extra offers through the Promotions tab.

These are mainly seasonal offers, e.g. 15% discount for reservations until the end of April. 

Every time an offer is activated it has a certain effect on the appearance of the hotel in Booking.com platform.

It is important for the hotelier to know that the presentation of the page in the booking as well as the icons and badges displayed play a significant role in the traffic and consequently in the hotel reservations.

Icons and badges depend on several factors - the more icons and badges shown for a certain hotel, the bigger the click through rate (CTR). CTR is calculated by the number of clicks a hotel gets divided by the number of impressions. 

For example when a traveler goes to booking.com and searches for hotels in Paris, they will get a list of results. If 100 people search for hotels in Paris and 20 click on your hotel instead of another hotel appearing next to you, you will have a CTR of 20%. 

Icons and badges increase the CTR score as the hotel listing stands out from the rest and is more likely to get a click. 

For instance:

•  If the hotel is in the Preferred Partner program then the thumbs up icon appears on its Booking listing.

•  If the hotel is in the Genius program then the Genius icon appears on its Booking page when the user logs in.

The icons create extra confidence in the traveler and makes a hotel stand out from a competitor that does not have those badges.

Respectively regarding Promotions there are cases where the activation means the presence of an extra icon on the hotel page, and other cases where there is no such badge.

CONTACT WITH ACCOUNT MANAGER

Each hotel has the corresponding account manager within the platform, a person within Booking.com who is responsible for the hotel. 

As a hotelier you have the option to always contact the account manager by phone and receive the support you need.

I suggest that the use of this tool be done systematically as people working for the platform have deep knowledge of the tools and the industry. 

After all, what you get is free consultation from the experts!


8. DIRECT BOOKINGS & DIRECT BOOKING INCREASE STRATEGIES

In addition to the OTA booking channels (Booking, Expedia) your hotel can also accept direct bookings. 

Direct bookings ensure that hotel owners keep 100% of booking price - they save the commission fee paid to OTA’s.

You can accept direct bookings via:

•​
Phone

•​
Email

•​
Reservation Form

•​
Booking Engine

As the first two ways (bookings via phone or email) are quite obvious I will analyze the last two - booking via use of forms and booking via booking engine.


Reservation Forms
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The reservation form is nothing more than a simple form placed on your hotel’s website.

Travelers can fill in the form details such as their name, phone number, desired room, dates of accommodation and more. Once they complete all form fields, you will be notified that there is a new booking.

The reservation form is not technologically advanced. No payments can be made through the form. No room inventory is used. It's just a quick and easy way for hoteliers to use a simple and free way on their website to accept reservations .

A simple and easy to use tool to accept bookings via forms is to use Google Forms. Just go to https://docs.google.com/forms/u/0/
, and create a new form.
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BOOKING ENGINES

Booking Engines are advanced systems similar to the systems used by OTA’s. Hoteliers can use these complex tools to accept reservations. At the same time booking engine suites can calculate room availability, offer discounts on predefined periods set by hoteliers and more. 

As booking engines are sophisticated tools, platforms have been developed that provide ready-made booking engines on which hoteliers can set up the entire hotel business and accept bookings.

One of my favorite tools is Web Hotelier.

You can enter price and availability for each room, create offers and even do some more advanced marketing such as create a loyalty club for your hotel offering several perks for travelers that keep coming back.

9. HOW TO INCREASE YOUR HOTEL’S DIRECT BOOKINGS

Despite the fact that Booking and Expedia channels can bring a lot of traffic and generate sales and hotel bookings, the cost of using OTA’s as a source of reservations is relatively high. 

This is why it is in the hotelier's best interest to balance between direct bookings and channel bookings.

In order for the hoteliers to persuade the traveler to make a direct reservation, they must have the appropriate infrastructure.

WEBSITE

Your hotel’s website is the most important part when it comes to direct bookings.

It is obvious that if the traveler visits a website that is not well-built, has low quality photos, does not work on mobile devices,they are quite unlikely to end up making a reservation.

A well-designed, beautiful website with nice photos is a prerequisite for the hotelier in order to start thinking of strategies to increase direct bookings.

SEO FOR YOUR NICHE

OTAs (Booking, Expedia) mostly target mainstream traveler audiences. This may create an opportunity for the hotelier, but at the same time this does not allow hotel owners to reach niche audiences.

For example, your hotel is located in a mountain village and you as hotel owner are actively involved in the local food production and use organic ingredients. Your hotel could be the best option for people searching for such food travel opportunities. 

And now comes the question. Are Booking.com, Expedia or other OTA’s the best options to reach your target customers?

Probably not!

International travelers searching for agritourism resorts will probably go to Google and search for exactly that “agritourism resorts in [target location]
” than go to Booking.com.

What do you need to do in this case?

Use SEO! That is, optimize your website in order to rank high for these long term google searches (such as agritourism resorts in your location).

In the agritourism example, you should invest in SEO more than anything else.

This is done with the help of SEO experts and should be a strategic decision of the entrepreneur in order to identify the particular audience and hire the right people to help the hotel business rank high in Google for the certain keywords.

GOOGLE ADS FOR SPECIAL SEARCHES

The hotelier should follow the same pattern for Google ads. For example, instead of advertising the word "Crete hotel", they can choose to take full advantage of Google Ads system, target the word "agritourism resort in Crete" or “agritourism accommodation in Crete” and reach people interested in that specific form of tourism.

THE RIGHT PRICING FOR DIRECT BOOKINGS

A recent study by Millwardbrown Digital revealed an interesting fact. There is a two way relationship between a visit on Booking.com (or other OTA) hotel page and a visit to the official website of this hotel. 

This causality effect works both ways and according to the study there is 30% correlation between these actions.

What does this mean?

It means that if 100 people find a hotel in Booking.com, 30 of them (30%) will look on Google for the official website of that same hotel and will visit that webpage. 

At the same time if 100 people locate a hotel on Google and visit the hotel’s website, 30 of them will visit Booking.com to search for that hotel and compare prices between the OTA and the direct booking price.

[image: ]


Based on the above fact, we could make the assumption that Booking.com is an additional source of traffic to the official hotel website, primarily for the traveler to check on offers and prices.

And given the above, we could advise that direct booking prices should be slightly lower than prices offered through the OTA’s so the traveler has the extra incentive to complete the final reservation through the website and not via the OTA (despite the fact that the OTA was the discovery channel for that hotel).


REMARKETING AND DIRECT PRICES

The above study and assumption that there is a 30% correlation between Booking.com (and any other OTA) and Website visits, provides an extra ground for Remarketing Strategies through Google or Facebook. 

Example:

1.​
Traveler visits Booking.com and searches for a hotel in Crete. 

2.​
Booking serves several results including your hotel among others

3.​
Traveler visits your Booking.com page and finds your hotel interesting.

4.​
Right away, they type your hotel name on Google (30% of people do that according to the study) and finds you on Google

5.​
Traveler enters the hotel website, sees that there is no extra incentive to book directly and leaves.

6.​
No reservation

7.​
You have an active Remarketing Campaign on both Google and Facebook targeting only past visitors to your website.

8.​
Traveler logs in to Facebook and sees your remarketing advert offering free cancelation policy if they book directly through your website.

9.​
Traveler engages with the Ad, goes to your Website and makes their reservation.

With the above user flow, the starting point was Booking.com but the ending point was direct reservation on your website, as a result of your Remarketing Ads.


SHOW DIRECT PRICES ON METASEARCH

It is in the hotelier's best interest if they want to increase direct bookings to display their booking engine prices on major metasearch platforms such as TripAdvisor and Google.

In order to achieve this, and given the technological complexity that characterizes large platforms, this feature must be supported by the booking engine.

For example, Webhotelier has launched the Price Everywhere program which enables all partner hotels to display their prices on Tripadvisor, Trivago and Google Hotel Ads so that the traveler can make a direct reservation through the above Metasearch platforms.
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Check it out now and use it!


10. Email Marketing and Tactics 

Using email is important for your hotel. 

So how can you use it wisely? There are 3 things you need to take care of:


	Which tool / platform to use for your email marketing campaigns

	Which audiences to reach

	What to send



Platform

There are many online email marketing services with different pricing systems and benefits.

I recommend MailChimp.This service is free if you have less than 2,000 emails in your email list.

To access the platform simply go to https://mailchimp.com/
 and create your free account

The strategy proposed below will help you

●​
Contact customers after their departure to ask for a review

●​
Contact customers to increase followers on your social media

●​
Stay in touch with you customer base and inform about future offers and updates related to your hotel business or location

Contact List

All your contacts are stored in the Audience section of Mailchimp. To add a new contact (a new email) go to Audience > Add Contacts > Import contacts

Contact properties / tags

Each registered user in the list has some properties (e.g. email, first name, last name). You can add additional properties for each entry in your list. The use of extra properties is very useful as you can send different messages to each "section" of the list that has a specific property in the future.

SUGGESTED PROPERTIES - TAGS

Reservation Source

It is important to know what booking channel was used by your contacts.

Create a Property / Tag, name it "Booking Source" and use the following options: 

●​
Booking.com

●​
Expedia

●​
Phone

●​
Direct Booking through Website

That would enable you to deliver custom messages through a newsletter only to people that have previously booked at your hotel via let’s say Booking.com. 

Can you see the importance of this action? 

When you welcome a new guest who booked via booking.com, write down their email. Add this contact to your mailchimp list and use the tag "booking.com". 

Now you can target this specific audience of your list and send them special offers and extra incentives so that they book directly through your website next time and waive the booking.com fee. 

Use this strategy to raise the ratio between channel and direct bookings in favor of direct. 

INDIVIDUALS / PROFESSIONALS

Another property (tag) I would recommend using is the property "Individual” or “Business". Here you can create a Property / Tag with the title "Customer Type" and use the following options: 

●​
Individual

●​
Business

This enables you to send custom newsletters only to your business customers and inform them about a discounted price for conference guests next April, for instance.

LOYAL CUSTOMER / YES OR NO

Another tag I recommend is the "Loyal customer" property. You need to create a Property / Tag with the title "Loyal customer" and use the following options

●​
Yes - he has made many reservations at the hotel (for example >2)

●​
No - he is a first-time visitor

This enables you to send custom newsletters only to your hotel visitors that have stayed only once at your hotel inviting them to come again with a discount of 5%.

Tip

The list of subscribers is an asset of your business. Make sure you keep it up to date and add any new hotel guests to it.


11. Blogging Topics

If you do not have a blog on your hotel website it is important to add one. We have explained in the previous chapter why it is essential to host a blog on your web page.

Reasons why you should start a blog

-           
It is important for SEO.

-           
You can post content that describes specific hotel amenities and unique selling points

-           
It is the only part of the website that is constantly updated as the rest of the website is static.

-           
Blog articles are more likely to be shared on social media as social media users like to share useful content with their friends rather than advertising content.

Blog Topics

Hotel blogs should have 3 types of posts


	
 
Posts that help in search engine rankings (seo)


	
 
Posts about your hotel location


	
Posts related to hotel activities and events




Posts for rankings

For this section you should write articles with titles that contain the location keyword for example, “Malta”. 

For example

10 reasons why your next stay in Malta will be unforgettable

The history of the Malta’s central square

Posts about the location

Create at least 5 Blog Posts
 about your location (city, village).

Think of special attractions, special locations, something unique that the place produces, something that your visitor can do in the broader area of ​​the hotel (e.g. the city center)

Examples of topics


	
The history of the castle of San Sebastian


	
5 villages around San Sebastian that you must visit


	
The most important sights in the castle of San Sebastian


	
 5 museums of San Sebastian you must visit





·
       
 


Posts about hotel activities

Here you can post articles about recipes, breakfast, fitness talk, and any other hotel facilities or events

Examples:

-          
How we prepare your breakfast at the New York AB Hotel

-          
Conferences held at the New York AB Hotel In 2019

Posts for news

Every time there is an announcement or something new coming up related to your hotel create a blog post and share it on all social media.

Each time make sure you use the keywords both in the title and in the content of the post. 

For example, 30% discount for the first days of March for the New York AB Hotel at the heart of Manhattan.

Tips for Blog Posts

What to look out for when writing a blog post

●         
Posts should have a length of at least 500 words

●         
Include high quality photos or videos

●         
Include the keywords (hotel + location) in the title of your blog post

For example, the subject of the blog post for a discount should be

"30% discount for the first days of March for the New York AB Hotel

Instead of

"30% discount for the first days of March in our hotel”


12. Useful Links for hoteliers

This section lists tools and companies that you will find useful.

Templates & Photos

●       

 
https://themeforest.net/

 - readymade templates for your website

●       

 
https://unsplash.com/

 - free photos without rights for use on the website and social media

●       

 
https://coverr.co/

 - free readymade videos for any use

Plugins

If you use Wordpress use the following plugins 

●        
Yoast - The most useful SEO tool

Services


	
Mailchimp -
 
https://mailchimp.com/
 - for email marketing


	
Tawk.to -
 
https://www.tawk.to/
 - free widget for live chat on your website


	
https://www.webhotelier.net/
 - Booking Engine for your hotel
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www.marriott.com > The Luxury Collection » Athens ¥ Hotel Grande Bretag ne

Luxury Hotels & Resorts in Athens | Hotel Grande Bretagne, a ...
Book your escape at Hotel Grande Bretagne, a Luxury Collection Hotel, Athens. Our exclusive
Athens hotel offers luxury accommodations & unmatched 4.8 %k %%k 3,260 Google reviews
Rooms - GB Roof Garden Restaurant - Athens Hotel Deals | Hotel ... - Hotel Details 5-star hotel

OOK A ROOI

2 min walk from Athénée

Website Directions Save

www.booking.com » .. » Hotels in Attica > Hotels in Athens

Hotel Grande Bretagne, Athens, Greece - Booking.com

Yk k% Rating: 9.3/10 - 556 reviews - Price range: Prices for upcoming dates start at $461
Address: 1 Vasileos Georgiou A, Syntagma Square Str, Athina 105

per night (We Price Match)
64

Apart from its rich history and extensive heritage, Hotel Grande Bretagne is the only hotel with
a 400sq.m. Royal Suite and awarded Spa in the city of Athens. A ~ You visited 2 years ago v

Does Hotel Grande Bretagne, a Luxury Collection Hotel have a restaurant on site? v Phone: 21 0333 0000
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Page 2 of about 436,000,000 results (0.85 seconds) /
Ad - www.therogernewyork.com/ ¥ +1 212-335-1372
The Roger Hotel New York City | Midtown Manhattan

Experience the Perfect Blend of Style and Comfort in Midtown Manhattan. Customize Your Stay
& Receive Our Best Rates When You Book On Our Website. Spacious Rooms.
Deal: 15% off Your Stay, Book Now

s Q

Tools
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About 452,000,000 results (0.77 seconds)

New York, NY Hotels | It Pays to Book Direct.
www.marriott.com/New_York ¥

¥k Rating for marriott.com: 5.0 - 830 reviews

Marriott Rewards Member Rates. Book Direct and Get a Lower Price + Free Wi-Fi

Earn Free Nights - Global Destinations - No Change or Cancel Fees - Free Wi-Fi for Members
Amenities: Plush Bedding, Workspaces, Fitness Center, Mobile Check-In, Local Area Expertise

Tools
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About 1,960,000,000 results (1.24 seconds)

Ad - www.eastvillagehotel.com/ ¥

Modern Boutique Hotel, the Heart of East Village

Stay in Manhattan with boutique design, amenities and service at East Village Hotel. Discover
the East Village Hotel Near NYU and Union Square with Great Amenities and...
Deal: 10% off Non-Refundable Rate

Ad - www.thewilliamsburghotel.com/ ¥ +1 866-591-0588
The Williamsburg Hotel | Official Hotel Site

Located in North Brooklyn, Manhattan just over the bridge, the heart of it all. View Rooms. Sign
Up For Offers. Book Online. Highlights: Offering Affordable Room Rates, Breakfast Available.
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About 1,730,000,000 results (1.22 seconds)

Ad - www.therogernewyork.com/ ¥ +1 212-335-1372

The Roger Hotel New York City | Midtown Manhattan

Experience the Perfect Blend of Style and Comfort in Midtown Manhattan. Customize Your Stay
& Receive Our Best Rates When You Book On Our Website. Official Site.

Deal: Up to 25% off & Free Cancellation /

The Offers B The Rooms

Elevate your stay with an add-on Pair Old World comfort with modern
enhancement or special stay package sophistication & array of amenities
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Your current pricing strategy

) 10% discount for guests with 2 or more stays Required

) Extra 5% for guests with 5 or more stays Pause
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Q What do you want your new commission rate to be?

Last step! Move the blue circle on the line to increase your commission. The higher you go,
the more visible you'll be on your selected dates.

Current commission: 20%

To increase your new commission rate, move the circle along the line.

Increase my commission to 20%
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Property Page Score

@ Upload at least 24 photos
Done!

@ Make sure all of your photos are high quality
Done!

@ Add or tag a photo of your swimming pool
Done!

Add more photos

Replace low-quality photos

Property page score
This tells you how much your Booking.com

property page appeals to potential guests based
on the info and photos you add.

Awesome job! 100%
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About 1,960,000,000 results (1.24 seconds)

Ad - www.eastvillagehotel.com/ ¥

Modern Boutique Hotel, the Heart of East Village

Stay in Manhattan with boutique design, amenities and service at East Village Hotel. Discover
the East \ﬁllage Hotel Near NYU and Union Square with Great Amenities and...

Deal: 10% off Non-Refundable Rate

Tools
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Hotel Reservation Form

Please complete the form below.

Your registration will be verified prior to your arrival.

Full Name

First Name Last Name

Address

Street Address

Street Address Line 2

tate / Pr |l

Please Select v
Postal / Zip Code Country

Phone Number

Area Code Phone Numbe|

E-mail

ex: myname@example.com
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Schulphoek House *###** Superb [P

192 reviews

Sandbaai, Hermanus - Show on map - 3.9 kmTr

This is a Preferred Partner property. It is
Located in Sandbaai, only 50 meters away from §)

Seafront Guesthouse features an outdoor pool a
Last booked 5 hours ago

committed to providing guests with a positive
experience thanks to its commendable service
and good value. This property may pay

Booking.com a bit more to be in this Programme.

B Still interested in Schulphoek House? Enter your dates and book before it's too late.
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Price Performance Dashboard PRISCRES IS S ESonet

Your Price Quality Score
Price Quality Score is calculated by comparing your prices on Booking.com with your prices on other websites. A higher score means we found fewer
price differences. Note: This score is for your reference only.
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