
OPTIMIZE THE 
BOOKING JOURNEY

How Marketing and 
Revenue Management 
Work Together to 
Achieve Your Hotel's 
Booking Goals



TrustYou, Rainmaker, and Fuel Travel will uncover:

● How to improve online visibility and search rankings with review content in 
order to drive direct bookings

● Whether your direct marketing channel is helping or hurting you
● Marketing psychology principles that nudge guests through the booking 

process 
● How to provide a frictionless booking experience
● The involvement revenue management should have with marketing
● What resources revenue management can provide to help drive profitable 

strategies
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We’re glad you’ve joined today’s webinar:
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VALERIE CASTILLO
Senior Director of Marketing

MEISHA BOCHICCHIO
Marketing Specialist

ANGIE DOBNEY
VP, Hospitality Solutions

Today’s speakers:
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Guest Feedback & the Guest Journey
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Most travelers frequently turn to search engines when asked which online sources 
they use for travel inspiration

BOOKINGENGINES

GOOGLESEARCH

FACEBOOK

48%
43%

42%

Guests Start with Search Engines
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● 91% of travelers turn to search engines, and 
● 81% prefer to use Google

Google Dominates Guest Search
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Enhance Your Google 
Listing 

● Implement rich snippets, 
which may influence 
search ranking

● Monitor your reviews for 
more click-throughs

● Stay on top of Google 
Search & Map trends 



of travelers read reviews before making a booking decision

95%
8
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Guest Decision Factors

1st   
2nd 
3rd  
4th  
5th 

Nightly Rate
Review Score
Hotel Class
Hotel Image
Brand

3 - STAR $

33% will only see hotels 
with excellent review 
scores
88% will sort out hotels 
with poor review scores



Travelers Top Decision Factors:

#1 Price

#2 Location

#3 Reviews
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3.9X 
more likely to book a hotel with 

higher review scores, given 
equal prices
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Drive Direct Bookings 
with Reviews

● Integrate a review widget 
on your hotel website

● Build trust and encourage 
travelers to book direct

● Put your best foot 
forward with reviews 
collected from your own 
hotel survey



Marketing 
Psychology & 
The Frictionless 
Booking 
Experience
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Smart marketers use basic 
psychology principles to attract 

and engage customers and 
compel them to buy. 



“Social Proof is a psychological phenomenon 
where people assume the actions of others in an 

attempt to reflect correct behavior for a given 
behavior”
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Principle #1: Social Proof

Hotel Messaging

● People viewing page

“7 people are currently viewing this page.”

● # of rooms booked

“25 people have booked this room this week!”

● Guest testimonials / reviews



“Humans consider a scarce object more 
valuable than one which is abundant. The more 

rare the opportunity or product, the more 
valuable it is.” 
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Principle #2: Scarcity

Hotel Messaging

● Limited inventory

“Only 2 Rooms Left!”

● Limited time offer

“12 Hours Left For Reduced Rates.”



“Urgent situations cause us to suspend 
deliberate thought and to act quickly. Creating a 

sense of urgency will cut through cognitive 
friction and reduce the amount of time people 

spend considering alternatives.”
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Principle #3: Urgency

Hotel Messaging

● Countdown Timers

“Rates guaranteed for 5 minutes.”

● Popular Travel Dates

“Popular travel dates - book soon!”

● Sold Out Warnings

“These dates sold out last year!”



“Anchoring describes the common human 
tendency to rely too heavily (or ‘anchor’) on one 

trait or piece of information when making 
decisions.” - in this case, price. 
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Principle #4: Anchoring 

Hotel Messaging

Present Rates In The Best Light

● Packages
○ Ex: Breakfast Package

● Multiple Rates
○ Strikethrough

● “Standard Rate” 
○ Highest Rate



“People want to trust your brand, trust that they 
are making the right choice, and trust that they 

are getting the best deal possible.”
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Principle #5: Assurance & Risk Mitigation

Hotel Messaging

● Free Cancellation
● No Deposit Required
● Free Refunds
● Secure Booking
● Upsell Opportunity

○ Vacation Protection Plan / 
Travel Insurance 
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… pointless if you put up 
roadblocks!

Rethink your booking 
process to make it as 

seamless and frictionless 
as possible across all 

devices.

Marketing Psychology 
Is Great, BUT...



The percentage of revenue that [some hotels] are getting via 
mobile. 

50%
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The percentage of bookings Hilton Hotels receives via their 
mobile app. 

20%
20
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Tips For A Frictionless Booking Experience

Your Goals

Minimize the amount of total clicks.

Craft forms that are easy to use and intuitive.

Is your site scary easy to book with? 
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Remember search dates

Show availability calendars

Offer “flexible” search date 
functionality

Show available room 
alternatives

Simplify Your Searches
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Collect as little form data as possible 

Make forms intuitive 

Store personal information for repeat 
guests

Foolproof Your Forms



The 
Booking.com 
Experience
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Combining Multiple Elements 
For Success
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This Is What You Are 
Competing Against...



● Simplify Your Search 
Process

● Optimize Your Forms & 
Data Collection

● Integrate Psychology 
Principles Into Your 
Messaging
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Key Takeaways

3 Things You Can Do Today
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Revenue Management
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● Impact of your success or failure of business
○ Strategy
○ Analytics
○ Consumer buying behaviors
○ Cost reduction

Why everyone should love Revenue Management
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Fill the property with the highest value,
most profitable mix of business

What is the result?

•Optimal rates for each segment are recommended which drive the most profitable 
mix

•Confidence that the mix of business is the best which can be achieved

•Ability to identify areas for opportunity and/or concern well in advance

•All departments have freedom to sell rooms well in advance

•Reduce or eliminate 11th hour scrambling to fill rooms

Optimization Objective
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Analytics
Forecast
• Understand the data used
• Know the movement in all segments 
• Get everyone involved!
• Understand and track customer buying behaviors

Revenue Management + Marketing
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• Identify your most profitable channels and customers
• Behaviors of your customers
• How do they book? 
• When do they book?
• What promotions/offers do they respond to?
• How do they spend while on property? 
• How long do they stay?
• Are they repeat customers? 
• Once you know this, your marketing efforts become much more strategic

Revenue Management + Marketing
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What can RM do you for you?



33

Revenue Management + Marketing



34

• Customer evaluation methods
• Revenue sources
• Use data to pinpoint where you need the business
• Understand cost of acquisition
• Include online marketing expenses
• Know how to optimize all online marketing channels

Revenue Management + Marketing
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Operations
Get RM involved before you send offers!
• Offers become much more strategic:pricing, booking methods, pattern, etc;
• Pro-forma and post-forma analytics

Impact on operations
• Scheduling in the appropriate departments.  Example:  Call Center, VIP 
services, restaurants 

Revenue Management + Marketing
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• Post Stay analysis: track all data from the lifetime of a booking.  
• Profit produced
• What the discount is off BAR
• Understand cost of acquisition to figure out profit
• Ancillary revenue tracked  
• Keep historical data to use for budgeting

Revenue Management + Marketing
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● Apply to all departments
○ Gaming
○ Restaurants
○ Spa
○ Entertainment
○ Golf
○ Nightlife
○ Cabanas

Revenue Management + Marketing
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● Use an Enterprise Marketing approach
● Understand your data and what is important to you
● Drive business into the profitable segments and over time periods where you 

need the business
● The stronger your database is the less you will need to depend on more 

expensive channels of business!
● Have a plan established so you are ready when the market changes
● Collect as much data as you can thru all touchpoints
● Track profitability on all promotions
● Pro and Post-forma

Revenue Management + Marketing Takeaways 



39

VALERIE CASTILLO
Senior Director of Marketing

MEISHA BOCHICCHIO
Marketing Specialist

Questions?

ANGIE DOBNEY
VP, Hospitality Solutions


