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Today’s travel market is highly fragmented. Travel 
shoppers can research and book hotels through 
a countless number of channels. But none is 
more powerful (or more profitable) than your hotel 
website.   

In fact, a 2017 Travel Website Behavior Study found that your 
hotel website is THE MOST influential factor when researching 
and booking a hotel – more influential than Word of Mouth, 
OTAs, Search Engines and Review Sites. Your website is your 
digital storefront; the place people come to for more information 
about your property and to decipher if it can meet their needs. 
For branded properties especially, a standalone website is your 
opportunity to stand out from others under the same umbrella.

Driving Direct Bookings Boils Down to 3 Critical Elements: 

In this Look Book, we focus on stage 2 - creating a hotel website 
that converts. Read on to see our 5 best practices for a 
conversion-driven website, along with practical examples from 
real hotels reaping the rewards!

Your Hotel Website 
is Your Digital Storefront

Driving Traffic Conversion-Driven 
Website

Booking Engine 
Integration

1 2 3
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To drive more direct bookings, you should 
distinguish what makes your hotel better 
than any other in your comp set. And your 
hotel website is the perfect place to do 
this! For branded properties especially, 
this is something that won’t be done on 
your brand’s website. 

Your hotel website should be engaging, 
using a blend of words, images, captions, 
videos, and virtual tours to showcase what 
makes you unique. We call this visual 
storytelling. 

Visual storytelling works because we as 
humans love stories! We connect with 
stories. And we remember stories. Stories 
conjure up memories and create an 
emotional connection, which is important 
because this has been found to influence 
purchase intent.

Your story should focus on what travel 
shoppers want to know:

1. What makes your hotel different? 
How will you make a traveler’s trip 
more fun, comfortable or efficient? 

2. What do your rooms look like? 
Travel shoppers want the whole story 
- images of the bed, desk, sitting 
area, washroom, amenities, etc., to 
help them visualize their experience. 

3. Can they get a deal?                 
Travel shoppers need a reason to 
book now and book direct. Provide 
some special offers that motivate 
them to take action.

4. What do other people think? 
Include reviews on your website, 
so travel shoppers don’t have to go 
looking for them elsewhere.

Let’s see some examples of hotels using 
amazing visual storytelling to stand out...

Tell Your Story1
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Over-crowded main 
menu.

Busy homepage 
with multiple calls to 
action.

before

Courtyard Marriott Long Beach Airport ● courtyardlb.com

One image on 
homepage, not 
visually engaging.
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Courtyard Marriott Long Beach Airport ● courtyardlb.com

Clear and prominent 
call to action.

Special offers easy to 
find.

Visually-stunning 
homepage 
that captures 
imagination.

Multiple images 
slide across 
homepage, with 
guest rooms shown 
front and center.

after
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Busy webpage with 
no clear call to action.

Limited photos of 
guest rooms, don’t 
tell the whole story.

Basic room type 
descriptions.

before

Embassy Suites Anchorage  ●  embassysuitesanchorage.com
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Embassy Suites Anchorage  ●  embassysuitesanchorage.com

Multiple guest room 
images, including 
this 3D rendering of 
room layout.

Easy to get to the 
booking engine.

Detailed image 
descriptions provide 
more context.

after
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Your hotel website is your one shot to make a great first 
impression. You’ve only got a few seconds to captivate someone 
before they leave, so you need to answer their questions fast. 

When someone visits your website, they aren’t shopping for a 
hotel per se; they’re searching for a good night’s sleep. Can your 
hotel deliver that? Let them know by leading with images of your 
Guest Rooms!  

We analyzed more than 500 million pieces of media to find 
that Guest Rooms are the #1 most viewed image by travel 
shoppers. So, unless your building is of historical importance, 
don’t lead with exterior shots of your hotel on the homepage. 
Travel shoppers don’t care. They want to see your guest rooms 
front and center. 

See what a difference it makes for these hotels...

Lead with Your Guest Rooms2
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Comfort Inn & Suites Lexington KY  ●  comfortinnlexingtonky.com

Website not 
optimized for full 
screen viewing.

No dedicated page to 
view rooms.

Not leading with 
guest room images.

before
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Comfort Inn & Suites Lexington KY  ●  comfortinnlexingtonky.com

after

Fluffed pillows & 
smooth bedsheets 
suggest a 
comfortable night’s 
sleep!

Leads with guest 
room images.

Clean and highly 
visual homepage 
design.

Dedicated Guest 
Rooms page.
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Glasbern Country Inn  ●  glasbern.com

Low quality pixelated 
images.

Over-crowded main 
menu.

Leading with exterior 
shot doesn’t convey 
this property’s 
unique story.

before
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Glasbern Country Inn  ●  glasbern.com

Travel shoppers don’t 
need to guess how to 
book.

Stunning guest room 
displayed front and 
center.

A roaring fireplace 
conveys coziness!

after
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As travel shoppers move further down the booking 
path, they look for snippets of social proof to 
validate their purchase decision. Social proof is 
defined as independent third-party feedback that 
gives someone the boost of confidence they need 
to book your hotel. It includes anything generated 
by someone else – reviews, ratings, awards, etc. – 
that tells other people about your property.

Social proof is powerfully persuasive. 53% of 
travelers won’t book a hotel without first reading 
reviews, and 76% will pay more for a hotel with 
better reviews. 

Make sure you embed elements of social proof, like 
TripAdvisor reviews, directly into your website so 
travel shoppers don’t have to go searching for them 
elsewhere.

These hotels aren’t shy about sharing their social 
proof…

Provide Social Proof3
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Best Western Northgate Inn  ●  bestwesternnorthgate.com

No dedicated page 
for  reviews on their 
website.

TripAdvisor logo 
redirects visitors to 
TripAdvisor.com – not 
ideal!

before
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Best Western Northgate Inn  ●  bestwesternnorthgate.com

after

Easy for past guests 
to leave reviews.

TripAdvisor reviews 
embedded directly 
into website.

Prominent call to 
action to book at any 
point.

Dedicated Review 
page, accessible from 
main menu.
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Best Western Edgewater Resort

OTA prices tempt 
travel shoppers to 
book through a third-
party, not direct.

No reviews on 
website, so travel 
shoppers must visit 
this TripAdvisor page 
for social proof.

before
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Best Western Edgewater Resort  ●  bestwesternedgewater.com

TrustYou widget 
makes it easy to sort 
reviews by buying 
persona.

TripAdvisor reviews 
and meta-reviews 
embedded directly 
into hotel website.

Prominent call to 
action to book at any 
point.

after
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45% of travelers worldwide consider 
special offers important to booking, yet 
only 4% of hoteliers feel the same way. 
This suggests a massive disconnect in the 
industry between what travel shoppers 
want, and hotels are providing. 

A special offer can be the final nudge 
someone needs to book with you. But it 
doesn’t have to be centered on price. A 
special offer can be something as simple 
as a free gift on arrival, faster Wi-Fi 
connectivity, early check-in, or first pick of 
the best rooms. Motivating travel shoppers 
simply comes down to offering them 
value. 

Whatever your special offer, be sure to 
call it out everywhere on your website. 
The more people can see it, the more 
likely they are to retain that information 
as they move through the travel shopping 
journey, and the more likely they are to 
return to your website once ready to book.

Read on to see how these two hotels are 
excelling with special offers…

Promote Special Offers4

Best Practices for a High-Converting Website: A Look Book for Hoteliers 19 vizlly.com

http://skift.com/wp-content/uploads/2014/08/Skift-2014-State-of-Travel-Report-Full.pdf
http://www.vizlly.com


Ramada San Bruno SFO Airport  ●  ramadasanbruno.net

before
Low quality visuals 
that don’t inspire or 
entice.

Only one special 
offer, and multiple 
clicks to get details 
about it.

No prominent call 
to action on how to 
book this special 
offer.
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Ramada San Bruno SFO Airport  ●  ramadasanbruno.net

after Special Offers easy to 
find in Main Menu.

Special Offer 
codes and Terms & 
Conditions provided 
upfront.

Easy access to 
booking engine.

Multiple special 
offers to choose 
from.
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Big4 Southwest Rocks  ●  big4southwestrocks.com.au

before
Confusing and busy 
design distracts from 
special offer.

Low quality images 
that don’t inspire or 
excite travelers to 
book.
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Big4 Southwest Rocks  ●  big4southwestrocks.com.au

Bright visuals help 
travel shoppers 
visualize their 
experience.

Multiple special 
offers to choose from, 
targeted at different 
buying personas.

Easy to book with 
property and ask 
questions.

after
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In 2016, 1 in 5 reservations were made 
on a mobile device; something that’s only 
going to continue to climb. Google also 
announced it will be switching to a mobile-
first index in 2017, penalizing websites not 
optimized for mobile with lower organic 
search rankings.

Mobile bookings have a clear and 
deliberate impact on your bottom line. To 
drive more of them, your website needs 
to be optimized for mobile and deliver a 
great user experience. 

Your mobile website should include the 
following features to help users on-the-go:

 u Clear call-to-action on every page 

 u Booking engine integration to support 
mobile bookings

 u Mobile-specific special offers 

 u Click to call functionality to contact 
your property easily

 u Google Maps integration for location 
and directions 

 u Suggestions for local attractions and 
restaurants 

We give the following mobile websites an 
A+…

Be Mobile5
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before

Website not 
optimized for 
mobile.

No prominent call to 
action.

Tiny room type 
images that don’t 
expand.

Text-heavy 
descriptions of room 
types.

Kleber Hotel  ●  kleberhotel.com
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after
Mobile friendly 
menu options.

Click to call 
functionality.

Google Maps 
integration.

Address and phone 
number easy to spot.

Kleber Hotel  ●  kleberhotel.com
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before

Busy homepage, not 
optimized for mobile 
viewing.

No clear call to 
action.

Images don’t 
captivate and inspire 
travel shoppers.

No Click to Call 
functionality or 
Google Maps 
integration.

Minimal description 
of special offers, 
buried Book Now 
button.

Holiday Inn Casa Grande  ●  holidayinncasagrande.com
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after

Mobile optimized 
site that matches 
corporate branding.

Google Maps 
integration and Click 
to Call functionality.

Prominent call to 
action to Book Today.

Suggestions for 
local attractions 
accompanied by 
high-impact visuals.

Holiday Inn Casa Grande  ●  holidayinncasagrande.com
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Your hotel website is your most profitable booking 
channel. Make sure it gives the right impression about 
your property and can convert travel shoppers by 
following our 5 best practices:

1. Tell your unique story

2. Lead with Guest Room images

3. Provide social proof

4. Promote special offers

5. Be mobile optimized

By following these best practices, you’ll be well on your 
way to driving more direct bookings and revenue for 
your hotel.

Let’s Recap
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Each one of the examples used in this Look Book are 
using Vizlly, our digital marketing solution, to drive more 
direct bookings at a lower cost. 

Vizlly comes with:

 u Professional SEO Marketing Services

 u Conversion-driven hotel website

 u Mobile website

 u Facebook Apps 

 u Digital brochures for third-party channels 

Over 3,000+ hotels are using Vizlly to drive more direct 
bookings at a lower cost and are seeing results fast! 
Get started today.

Ready to Drive More Direct Bookings?

Atrium Inn 
Vancouver

+25% ADR in 
3 Months

Comfort Suite 
Alamo/ River Walk
25 New Direct 
Bookings in 1 

Month 

Best Western 
Naperville Inn

+10% in ADR 
& RevPar in 6 

Months 

REQUEST A DEMO OF VIZLLY
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Leonardo is a technology company serving the global hospitality industry. We provide 
hospitality professionals at Hotels, Management Companies, Hotel Chains and Travel 
Websites with technology solutions that improve the way they present their properties 
online to travel shoppers.

Leo_Lookbook_Website_17.0320
Share this eBook
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