
Tips to stand out from the rest during your 

‘Road To Recovery.’

Impact of 'Recent Review' vs 'Older Review'

Who did you tell about your

good/bad experience?

BOTTOM LINE

HOTEL BOOKING SOURCES
YOY COMPARISON

MONTH OVER MONTH 
REVPAR BY CHANNEL - 

HOTEL RESERVATIONS LEAD TIME
BY SOURCE & SEGMENT

OTAS AND THEIR ROLE IN HOTEL 
BOOKINGS SINCE COVID-19

TRIPADVISOR SEES SIGNS OF RECOVERY 
QUICKER THAN THOUGHT

SOURCE: Expedia Group 
Trends & Insights

SAMPLE RESPONSES THAT
HAVE BEEN NOTICED

Impact of 'Responding' vs 'Not Responding' to Reviews

Hotels with more recent reviews increased revenue by 30%

Hotels that did not have more current reviews lost 20% in revenue

Hotels that obtained as little as 1 to 8 new reviews earned 31% more in 

revenue than the ones with no new review

Hotels that consistently received 25+ fresh reviews earned +41% in 

revenue

Impact of Hotel's 'Online Rating'

Stories were most frequently told in person to friends and family (76% for overall bad 

vs 74% for overall good experiences). 

It is worthy to note that the most important of their rating is based on “Customer 

Service”

Word of mouth marketing travels far. It was especially common to share experiences 

online after a negative run-in with customer service. 

They communicated bad experiences through social media more often than their 

good experiences (49% vs bad and 38% vs good.) 

The trend was similar for online review sites (46% vs bad vs 27% for good).

RECO BY 
TRIPADVISOR

GOOGLE'S NEW HUB
'HOTEL INSIGHTS WITH GOOGLE'

Current hotel booking trends in the U.S. indicate 50% of 

guests are booking online.

Guest Paid RevPAR Year-Over-Year

Change by Channel

Current booking window trends by 'Source'

TRIP ASPECTS MOST IMPACTED
BY BUDGET DECREASES IN U.S.

After the pandemic began, OTAs have re-evolved. Their role 

in hotel bookings and the latest stats are below.

COVID-19 redefined traveler behavior. This presents opportunity to re-examine our own

behaviors and reset our strategies to appeal to travelers. To help the industry

understand emerging leisure and business travel trends in the “next normal,” Expedia

Group finished their study and have shared the new influences shaping travel

preferences. Embracing new behaviors will help Hoteliers to shift strategies to meet

evolving traveler needs, and support Hotels decisions in as reemerging travel policies.

Example of a General Manager responding to a positive 

review on TripAdvisor:

Hotels responding to 0% of their guest reviews earn 10% less in revenue

Hotels responding to 1% to 25% of their guest reviews earn 9% more in 

revenue than their competitors 

Study also showed that hotels responding to more than 25% of their 

guest reviews earn $180K more each year than their competitors
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Earlier this year OTAs were laying off associates at the same level as hotels and airlines 

due to COVID-19 and travel coming to a halt. 

As restrictions eased, travel was back on the table with the summer season upon us. 

The above graphs depict sources of hotel bookings in comparison - 2019 vs 2020 

globally. 

SOURCE: Kalibri Labs / 
October Report

The above chart of YTD 2020 'booking window by source' shows that OTA bookings 

have the highest impact for occupancy 14 days prior to guest arrival.

Direct Bookings lead the way 90 days out to arrival

Hotels can utilize OTAs with value-added offers to fill in need periods as close as 7 days 

before arrival

When looking cumulatively at these numbers, the most significant amount of room 

nights sold came from 'hotel direct' bookings

Amadeus reported that 'the 0 - 7 day booking lead time has almost reached last year's 

average daily occupancy pick up'. This positive trend indicates that booking patterns are 

slowly returning to normal

Which aspects of your trip, if any, will be affected by the 

decrease in budget for your leisure trip(s)?

Select all that apply.

SOURCE: Expedia Group 
Trends & Insights

Nearly three-quarters of travelers read reviews before

booking a property and rate the most influential reviews as

those about “room cleanliness” and “overall condition" of

the hotel.
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Direct bookings have led the 2020 recovery, and the Guest Paid RevPAR YOY 

change is now plateauing. 

OTA contribution YOY has grown more than any other channel in 2020. Travelers 

are 57% more likely to book via an OTA than before the pandemic. 

OTA bookings have the highest impact on occupancy within 14 days of arrival. 

Utilizing OTAs with value-added offers may fill need periods as close as 7 days 

out.

Discounted segment is strongest in all booking windows; decisions on 'discount 

% by segment’ should be carefully considered as it will have the highest impact 

on ADR. 

Hotels will grow revenue and stand out from competitors by responding to 

guest reviews.

COVID-19 has redefined traveler behavior. Hotels should shift their strategies to 

meet the needs of individual travelers and companies.

'Stay Safe' became the most important factor for choosing a hotel, with Hotel 

Websites communicating the most up to date content, leading to a slight 1% 

growth YOY

Hotel Direct sales also increased by 1% YOY

GDS bookings dropped by 8% mainly due to the corporate travel at a 

standstill, although expected to return to previous levels by Q2 ‘21.

OTAs currently are the biggest winners with a healthy growth of 7% YOY

SOURCE: Amadeus-
Hospitality.com
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Example of a General Manager responding to a slightly 

negative review on TripAdvisor:

CONTACT US 

Phone: 800-528-3135

Email: info@iresponze.com

Website : www.iResponze.com

in Hotel Recovery

SOURCE: Amadeus-
Hospitality.com
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Brand.com Voice Property Direct OTA GDS Group

As the coronavirus spread across 

the globe in early 2020, countries 

closed borders, airlines grounded 

planes and hotels shut their doors. 

Travel came to a complete halt. Now, 

with many countries reopened for 

business, cooped-up consumers can 

start planning leisure trips again. But 

are they ready?

When budgets are decreased, 

travelers initially target the low-

hanging fruit.

They start with cuts to trip lengths 

and select cheaper destinations.

In-destination purchases are 

targeted next, followed by dining and 

shopping budgets.

57%

July 2020

80% percentof travelers believe if hotels do not respond to

negative property reviews, then the review must be truthful.

WAYS REVIEWS CAN AFFECT
YOUR REVENUE

Consumers 

expect to see

        reviews

to confirm the 

authenticity of 

a rating

Rating trusted 

most by 

consumers is 

stars followed 

by             stars

CREATED BY

Rose Mentrie / iResponze

December 2020

OTAs Role
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Travelers are 57% more likely to book their travel via an

OTA than before the pandemic.  This is most pronounced

among millennials and Generation X, the two groups with

the highest overall intent to travel.

September 2020

SOURCE: 
TravelDailyMedia.com
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Property Direct bookings have led 2020 recovery, with Guest Paid RevPAR 

YOY change now plateauing around -25% below 2019 levels

All channels appear to be performing consistently with prior months

As we enter Q4; Direct Channels continue to lead overall production, leading 

to a higher COPE % due to the lower cost of acquisition

Lead booking time remains under 2 weeks, having declined 48% from 2019.
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SOURCE: 
Phocuswright.com/Travel-
Research

To get the 

best room

Room Cleanliness & Overall Condition of the Hotel matter

Note: These responses were provided by iResponze Team.

          say it 

takes at least 

comments that 

say the same 

thing to believe 

to be true

4.5

consumers are likely to 
leave a review after a 

positive experience

SOURCE: HelloRico.com

Explore market insights & tailored trends – where are guest searching from?

Reach more guests with practical resources – help you reach a wider audience 

and drive conversions

Turn lookers into bookers with advice & expertise – valuable tips on upgrading 

your guest’s journey across all your digital touchpoints

In addition, it also includes a resource guide to help hotels leverage tools like 

Google My Business and Google Reviews

YOY Results:

+7%

Reputation & Hotel Communication 

Tips for Answering Reviews:

78%

34%

PILOT started as beta test in the U.S. 

June 2020

Travelers select dates for a trip, length of 

stay, type (getaway, festival, reunion 

etc.), budget range, interest and ‘vibe’ 

(romantic, chill, spiritual, etc.)

RECO offers a range of matches to 

agents with expertise in those areas to 

connect with

Traveler picks an agent “Travel 

Designers” (at a fee of $199), contact 

and start building an itinerary and book 

their trip

Bring more travelers to your doors

YOY Results:

1639

Unique Users

Transport Guests with Great Photos

Keep it simple.

Say thank you.

Personalize your responses.

Mention planned upgrades, when relevant.

Don’t lose your temper over bad reviews.

Address issues ASAP with a plan.

Use proper grammar, spelling, and punctuation.

7

Hotels continue to be more sensitive to negative ratings than any other 

industry

Hotels with a rating between 3.5 and 4.5 earn far more than any other 

group 

Oddly enough, hotels with a higher rating than 4.5 earn less

70% of the individuals use filter ratings and 35% use the rating filter of 4 

stars or higher 

consumers are likely to 
leave a review after a 
negative experience

Here is a glimpse of a detailed agenda for a 7-night getaway - 

inclusive of Air, Hotel Accommodation and daily pre-

scheduled itinerary 

SOURCE: 
HotelInsights.withgoogle.com

+7%

Hotels 
Closed

30% 40%

Travelers look at an average of nine photos before

deciding to stay at a property and more than a third would

like 10 or more. Hotel team should capture what is unique

about their property, influencing guests in the dreaming or

research phase of their travel journey to book your Hotel

In both responses, the GM began by thanking the reviewers for their business. 

Next, he restated the primary feedback given to demonstrate the review was both 

appreciated and understood.

In response to constructive feedback, the GM apologized, before summarizing how 

the hotel planned to remedy the situation. Finally, he concluded with a soft promise 

to do better: “We hope you will give us a chance to redeem ourselves the next time 

you are in the area.”

52%

+1%

$41.44 /-56.82%

July 2020

Travelers will pay more to stay at a hotel with better ratings rather than a

hotel with a better brand name! In other words, your response to both

positive and negative reviews will make lasting impressions on prospective

guests that influence their booking decisions.

consumers share a bad 
customer service with 
peers after a negative 

experience

+1%

Guest Paid RevPAR

Current booking window trends by 'Segment'

September 2020

“As we see travel planning interest rise 
in a world that is anticipating the 
vaccine will soon be widely available 
and it becomes safe to travel again, a 
service like Reco will be necessary for 
more bespoke travel planning.”

-8%

Discounted segment is strongest in all booking windows; consider this when making 

decisions on ‘discount % by segment,’ as it will have the highest impact on ADR.

Be Communicative

In addition to changing their buying behaviors, people will most likely share their 

experiences—good or bad—with others, which can significantly amplify the 

effects of their words on a company’s long-term business.

Just pack and go….

-1%

To get the best 

nightly rate

+10%

70% want to receive information on amenities prior to

check-in. Nearly 60% of travelers are willing to share

their arrival time, along with any special needs, in advance

to improve their stay.

Property 
Direct 

 
RevPAR Guest

Paid YOY

To compare 

properties in one 

location

Revenue

SOURCE: RecoByTripAdvisor

-27.28%

69%

Monthly unique users on TripAdvisor sites as compared to last year have been inching up.  

Q3 it increased from 67% of last years figure in July to 74% in September

Revenue showed a similar trajectory – with July consolidated revenue approximately 30% 

of last year’s comparable period and August and September revenue approximately 40% 

of last year’s comparable period.

Reminder: total year-over-year RevPAR performance must be considered 

against the mix of supply.

More lower tier hotels are open relative to the total, which are the hotels that 

have historically relied more on Property Direct.

40%

SOURCE: 
Phocuswire.com/tripadvis
or-signs-of-recovery

35%

“Travel’s early recovery progress has been encouraging, but we have 
planned with conservatism. We strengthened our liquidity position in 
early Q3, and we remain adequately prepared for a variety of 
scenarios. We will continue minimizing operating expenses by 
prudently balancing cost controls with targeted investments in our 
long-term strategic initiatives.”

Stand Out from the Rest

The tides have changed once again as 69% of the people are looking for the best 

nightly rate. In addition, OTAs also play a critical role in the overall hotel purchase path.

Steve Kaufer
TripAdvisor Co-founder and CEO 

More than eight in ten travelers said hotels in similar price

ranges look the same online and that they must do more

to  stand out. This crossed generational lines, showing that

properties should do more to make their value proposition

unique and differentiated. Hotels can differentiate by

offering flexible cancellation policies or value-added

incentives like breakfast vouchers, free parking, or

upgrades to premium rooms.

Making Travel Decisions

56% of domestic travelers that use an OTA in the research and planning phase are 

likely to also book via an OTA

61% of travelers use OTAs to plan or research at least one aspect of their trip, from 

hotels to flights, to car rentals, activities, and more

OTA ROAD TO RECOVERY
DO'S AND DONT'S

https://www.linkedin.com/company/iresponze/
https://welcome.expediagroup.com/en/trends-and-insights/quality-counts
https://www.facebook.com/iresponze
https://www.zendesk.com/blog/customer-service-and-lifetime-customer-value/
https://twitter.com/iresponze
https://www.kalibrilabs.com/trends-thanks?utm_source=All+KL+Contacts&utm_campaign=da33463ae9-EMAIL_CAMPAIGN_2020_04_01_06_28_COPY_01&utm_medium=email&utm_term=0_e956e6f430-da33463ae9-77109983
https://welcome.expediagroup.com/en/trends-and-insights/quality-counts
https://www.reviewtrackers.com/reports/customer-reviews-stats/
https://www.reviewtrackers.com/reports/customer-reviews-stats/
https://www.pinterest.com/iresponze/
https://www.amadeus-hospitality.com/the-evolving-traveler-journey/webinar-noram/
http://iresponze.com/
https://www.amadeus-hospitality.com/the-evolving-traveler-journey/webinar-noram/
https://www.traveldailymedia.com/how-to-improve-hotel-guest-experiences-post-covid-19/
https://iresponze.com/
https://www.phocuswright.com/Travel-Research/Consumer-Trends/COVID19-Path-to-Recovery-Series
https://www.helloreco.com/
https://hotelinsights.withgoogle.com/
https://www.helloreco.com/
https://www.phocuswire.com/tripadvisor-signs-of-recovery-positive-ebitda-q3?utm_source=eNL&utm_medium=email&utm_campaign=Daily&oly_enc_id=3758I2918623F1H

