
Industry Overview

In today’ multi-channel marketing world, the Web is quickly becoming 
not only the first “point of contact” with an overwhelming majority of 
travel and hospitality customers but also a key tool in achieving incre-
mental growth and competitive advantage. What’s more, an effective 
Online Marketing strategy in travel and hospitality plays a crucial role 
in establishing interactive relationships with customers and utilizes all 
channels available on the Internet.
To gather advantage in this highly competitive industry and win cus-
tomer loyalty, travel and hospitality sites need tools and services that 
will help them gain insight into:

 �performance of their online business across customer segments, 

markets, properties, packages, routes and destinations

 �effectiveness of their online marketing initiatives by traffic source, 

online channel, advertising partner or individual campaign

 �success of their e-CRM efforts in terms of customer satisfaction, 

retention and loyalty

IndexTools Professional Services division has built a set of Best Prac-
tices designed to specifically address the requirements of this indus-
try. This comes from our own extensive experience helping clients 
from the online travel and hospitality industry deploy and optimize 
their online strategy based on our on-demand Web Analytics service. 
Our Best Practices framework is targeted at four key areas, each fea-
turing a set of leading KPIs, as illustrated in the table below, to enable 
you to gauge the effectiveness of your own online initiatives and help 
you steer your business in the right direction. 
Each analytics area and its KPIs will be explained and their application 
illustrated with examples from IndexTools Web Analytics suite in the 
paragraphs that follow. 

If you would like to learn more and find out how our Professional  
Services division can help you optimize the performance of your 
online business, please contact us at services@indextools.com or  
+36 1 450 3017. 

Best Practices for
Online Travel and Hospitality

Key Analytics Area Essential KPIs/metrics/dimensions Multi-dimensional analysis by: 

e-Commerce  1. Bookings conversion rate

2. Average booking value

3. Look-to-book ratio

Geography

Property

Destination

Package/Room Ticket Type

Traffic source

Channel 

Campaign

Pages

Content Groups

Micro-sites

Online Marketing Performance  1. Campaign & Channel Conversion rate

2. Cost per Click/Cost Per Action

3. Return on Ad-Spend

Content and Usability  1. Look-to-book ratio 

2. Funnel abandonment rate

3. Conversion rate for self-service actions

Visitor profiling and Segmentation  1. Geography and Demography

2. Traffic Sources and Channels

3. Browsing behavior
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E-Commerce KPIs in Travel and Hospitality

The key business goal for any travel and hospitality site is revenue and 
profit margin growth. These are determined by a number of indicators, 
the most important being:

 �Volume of bookings (total number of bookings)

 �Bookings (sales) conversion rate (number of bookings/number 

of visitors to site)

 �Average booking value (booking revenue/number of bookings)

For tactical decision-making, you need to break these strategic indica-
tors down into manageable segments and analyze their performance 
by, for example, geography or property, in order to understand how 
well each is contributing to the overall result; or, assess them by traf-
fic sources and marketing channels to see where you should direct 
your marketing budget. 

How to measure and optimize with IndexTools

IndexTools enables you to get a snapshot of your strategic KPIs, broken 
down by any dimension you might require, either in the form of a report, 
as illustrated below (broken down by traffic source), or as part of your 
Dashboard and shown in the form of a chart, gauge or KPI box.

In addition to the overall view, IndexTools lets you track and itemize 
each booking according to: time of booking, transaction ID and as-
sociated revenue, discount, shipping and tax charges. You can also 
track and report on customer profile information like Date, Member 
ID, IP/Host, Country, Number of visits, Entry page, Referrer, Search 
phrase and export the details into your CRM database. In addition, you 

can drill down to see the full visit path for each conversion session to 
analyze browsing behavior and identify patterns that drive visitors to 
convert (see below).

Merchandise reporting goes a step further by helping you measure 
your performance on the package and service level and identify 
the best-selling room types, packages, properties, destinations, or 
routes. It allows you to track how many times a product or service 
has been viewed, added to cart and purchased. Coupled with the 
powerful Custom Fields functionality, it will let you capture such im-
portant details as ticket class, type of seat or room, payment meth-
od, arrival and departure dates and any other information you deem 
valuable. 

Cross-sell Analysis shows services sold together within a shopping 
cart, for example an insurance policy or car rental sold together with 
a holiday booking. Analyzing your customers’ acquisition patterns al-
lows you to fine-tune your cross selling efforts, by offering services 
that are known to sell well together.

Online Marketing KPIs in Travel and Hospitality 

Developing a robust and effective online marketing strategy requires 
a decision what your marketing objectives are and having the abil-
ity to measure return on investment into the strategy selected. The 
ability to capture and report on marketing spend and relate it to vol-
ume and rate of conversions is one of the key requirements, as it is 
the profit margin, not solely the amount of revenue, which is the true 
business goal. We therefore suggest monitoring the following KPIs 
in this area:

 �Campaign & Channel Conversion rate

 �Cost per Click/Cost Per Action (CPC and CPA)

 �Return on Ad-Spend (ROAS)
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How to measure and optimize with IndexTools

IndexTools Campaign Management feature helps you to accurately capture and attribute traffic to appropriate traffic sources, enabling you to 
analyze performance of each traffic source and compare them against one another on a number of levels (campaign types, individual cam-
paigns, search keywords and listings, affiliates, individual creatives, etc.) to identify the best performers and focus your ad spend accordingly. 
Integrated in IndexTools Campaign Management is the ability to capture costs and attribute them to conversions, so that you can understand 
how much it has cost you to acquire a new lead/customer and calculate ROI for a particular campaign. We can help you measure return on ad 
spend on all types of online marketing initiatives, from traditional display (banner) ads and classifieds to e-mail and affiliate marketing and, 
most importantly, paid-search campaigns.
You also have the ability to analyze performance of non-campaign traffic sources, like organic search, direct access or referrals to measure effec-
tiveness of your Search Engine Optimization efforts or referrals from partner sites like hotel directories, travel advisory and holiday review sites.
Moreover, you can use an edition of the Bid Management 2 product to retain control and maintenance of search engine marketing spend. With 

the Retrieval Edition, save hours of manually setting up and maintaining campaigns. Gain insight into your return on ad spend with the bid 
management capabilities of the Pro Edition, and again avoid the costly errors of manual management.
Using drill-down and drill-through functionality, you will be able to view, for example, the volume of applications for a particular loan or credit card 
that have been generated by a PPC campaign and what are the keywords that generated quality visitors. 
With this level of detail, you will be able to build a flexible and effective marketing strategy to maximize your reach while keeping costs at an 
optimum level and increasing profitability.
Understanding where your visitors come from and which traffic sources and referrers bring you qualified traffic is a prerequisite for success in the  
online world. This information will be the key factor in your online marketing strategy and distribution of marketing budget across channels and 
advertising partners. 

Content and Usability KPIs in Travel and Hospitality 

Understanding why online travelers visit your Web site is of ultimate 
importance. Are they coming to make reservations? Compare rates 
with a third-party site? Or are they looking for the hotel’s phone num-
ber? Once you understand what motivates their visits you need to 
keep them interested by providing relevant content and drive them to 
convert by ensuring superior customer experience. To measure how 
effective your site is in achieving these goals, we suggest looking at 
the following KPIs:

 �Look-to-book ratio (number of bookings/number of availability checks)

 �Conversion rate for self-service actions (internal search, subscriptions, 

catalogue requests, et.c)

 �Bounce Rate (number of visits with single page view/number of total 

visits)
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How to measure and optimize with IndexTools

IndexTools can help you understand what visitors want from your site 
by letting you explore their navigation patterns, browsing behavior and 
what content and features are attracting their attention. 
To calculate “Look-to-book ratio”, for example, and see how visitors 
progress through a booking funnel, use Scenario Analysis functionality 
that will let you obtain success and abandonment rates at each step of 
the process.

Integrated into Scenario Analysis is the “Path Analysis” feature that 
will let you analyze abandonment path of visitors who fell out of the 
funnel to understand where they went and identify causes for aban-
donment.  For example, if the largest proportion of visitors falls out of 
the funnel at the billing details step, this would signal that something 
is wrong with usability features or content/design of this page (wrong 
buttons, too many questions, too many distracting messages, lack of 
privacy policy, etc.)

To measure popularity of various functions on the site use Conversion 
Analysis that will let you understand whether visitors are interested in 
becoming members, registering for loyalty programs, subscribing to 
your electronic newsletter or contacting your customer helpdesk. 

We strongly suggest you track use of Internal Search function as a 
Conversion event too and capture search terms used by your visitors. 
Knowing what visitors are searching for on your site will help you tailor 
your offering to include products and services that match their needs 
and contribute to your bottom line. 

Visitor profiling and segmentation  
in Travel and Hospitality

Knowing your visitors is an extremely important consideration for the 
success of your Web site or online marketing strategy. Addressing 

your key audiences and providing them with relevant information is 
one of the key aspects of any travel and hospitality site. If your site 
does not speak directly to each of these audiences, you will lose most 
of them to the competition.
Segmentation can help in the analysis and understanding of how im-
portant groups of people use the site by looking at the page-by-page 
activity of the group without being distracted by activity from other 
types of users.  Some of the key criteria for segmentation would be:
 
 �Demographics

 �Traffic Sources and channels

 �Activity and Navigation patterns

 �Custom-built segmentation criteria

How to measure and optimize with IndexTools

IndexTools offers a real-time segmentation feature that will let you 
create segments on the fly and apply them instantly, on both cur-
rent and historical data. Applying visitor segments will allow you to 
identify who is buying, browsing, staying the longest, coming back 
the most often, visiting particular parts of the site, viewing certain 
content or using certain features.  It can also isolate the behavior of 
visitors based on how they get to the site, be it a special marketing 
campaign, a search engine, or a partner site.  Segmentation can also 
be performed based on demographics such as geographic location, 
gender, age group, etc. Based on the insight gained, you can:

 �target the right groups of visitors with the appropriate marketing message

 �adapt content to users’ preferences

 �improve usability to fit your visitor’s browsing behavior.

Conclusions

Web Analytics is an integral part of successful online distribution and 
marketing strategy in hospitality. The ability to measure and optimize 
the results of your online initiatives, which is the essence of Web An-
alytics, will help you retain your customers, increase revenues, and 
build brand loyalty.

IndexTools Professional Services division understands the specific 
needs of Travel and Hospitality industry and has the industry exper-
tise, best practices and technical knowledge to help you deploy a suc-
cessful analytics strategy based on our on-demand Web Analytics ser-
vice. To find out how our Professional Services division can help you 
measure and optimize performance of your online business, contact 
us at services@indextools.com or +36 1 450 3017.
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