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Introduction

3

For hotel marketers, Google’s search algorithm is a 

powerful and sometimes mysterious gatekeeper to the 

global community of online travel shoppers. As soon as 

you think you have it figured out, it changes. 

In this guide we’ll explain the latest developments in 

Google search results. We’ll discuss trends in the traveler 

search behavior, understanding Google’s algorithm and key 

differences between search engine optimization and 

search engine marketing.

We’ll share insight into how to manage your website 

content, your Google My Business listing, paid advertising 

campaigns and Google reviews to increase your hotel’s 

visibility and prominence on the world’s most popular 

search engine.
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Understanding 
Search
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Travel Planning Starts with Search 
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Source: comScore, February 2016

For an increasing number of travelers, the trip planning 

process starts with online search. Google’s 2014 Ipsos

MediaCT Travel Study found that 57% of leisure travelers 

and 64% of business travelers in the U.S. always start their 

travel booking and shopping process with search. 

(Google, 2014.)

For most travelers, the search engine of choice is Google. 

With almost 68% of the global market share, Google is the 

most popular search engine in the world. 

(NetMarketShare, 2016). Google’s market share is 

particularly high in Europe, reportedly at over 90%, but low 

in China, where the search engine is banned and Baidu

dominates. 

In the United States, Bing and Yahoo have search engine 

market shares of 21.4% and 12.2% respectively, compared 

to Google’s share 64%. (comScore, February 2016).
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http://www.comscore.com/Insights/Rankings/comScore-Releases-February-2016-US-Desktop-Search-Engine-Rankings
https://www.thinkwithgoogle.com/research-studies/2014-travelers-road-to-decision.html
https://www.netmarketshare.com/search-engine-market-share.aspx?qprid=4&qpcustomd=0
http://www.comscore.com/Insights/Rankings/comScore-Releases-February-2016-US-Desktop-Search-Engine-Rankings
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Hotel Search Behavior
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Travelers are more active than ever in shopping for hotels online. Phocuswright research indicates that the desktop 

online hotel market in the U.S. grew by 11% in the first half of 2015 compared to the first half of 2014, whereas the 

number of research sessions prior to booking a hotel grew by 43%, from 7 to 10. The number of sites visited prior to 

booking grew by 40%, from 15 to 21. (Phocuswright Online Travel Review, 2014.)

Increasingly, travelers are turning to mobile devices to research hotels. On Google, mobile's share of travel visits grew 

by 48% in the past year, and mobile hotel queries are up by 49%. (Think with Google, 2015.) 

http://www.phocuswright.com/Travel-Research/Market-Overview-Sizing/U-S-Online-Travel-Overview-Fourteenth-Edition
https://www.thinkwithgoogle.com/articles/travel-trends-4-mobile-moments-changing-consumer-journey.html
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Hotel’s Visibility in Search Results
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Whether travelers use desktop computers, a tablet or 

smartphone—or all three devices—to shop for hotels, your 

hotel’s visibility in search results plays a critical role in your 

ability to attract visitors to your website and booking 

channels. 

Google’s mission is “to organize the world’s information 

and make it universally accessible and useful.” The 

company has always maintained that the user experience 

is its top priority. If users aren’t happy with search results, 

they will go elsewhere. 

At the same time, Google has been selling more of its 

prime real estate on search engine results pages to 

advertisers. In 2015, the search giant earned one third of 

the total share of global digital advertising revenue, a total 

of US $67.39 billion. 

How does Google determine how businesses are 

displayed and ranked in search results? Links on results 

pages can be divided into two types: paid results and 

organic (or unpaid) results. To appear in the areas 

dedicated to paid or sponsored links, you must purchase 

advertising from Google, whereas organic results are 

determined using Google’s algorithm. 

Source: iManila
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What is an Algorithm? 

An algorithm is a formula or a step-by-step list of rules to 

follow in order to solve a problem. Think of an algorithm 

like a recipe. When making a cake, you blend a list of 

ingredients following step-by-step instructions. If the cake 

doesn’t turn out the way you expected, you find a better 

recipe.

Google Search, Facebook’s News Feed, TripAdvisor’s

Popularity Index and online travel agencies like Expedia 

and Booking.com all run on algorithms that decide which 

content users see and in what order. 

Like Google, all these platforms strive to provide the best 

user experience. Results can be different for each user, or 

personalized, based on factors like user preferences, 

interests and previous behavior. As with Google, 

businesses can advertise on all of these platforms in order 

to enhance their visibility.

Algorithms are somewhat mysterious because they are 

proprietary; these companies don’t disclose all the 

ingredients that go into them and their relative weighting.
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SEO and SEM
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Search engine optimization (SEO) is the process of analyzing 

and understanding how search algorithms work and 

developing strategies to increase a business’s positioning in 

organic search results. Because we don’t know all the 

ingredients that go into algorithms and they evolve over time, 

some of this is guesswork and speculation. 

Search engine marketing (SEM) is the process of increasing the 

visibility of websites on search engine results pages primarily 

through paid advertising. 

Internet marketing companies can help hotels with both SEO 

and SEM, ensuring that your website is search-engine-friendly 

and managing cost-per-click campaigns to optimize site visits 

and conversions. 

Learn More

The leading source of Guest Intelligence
best practices and information for the
Hospitality Industry.

Visit our Resource Hub

https://www.reviewpro.com/resources/
https://www.reviewpro.com/resources/
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How Search Works
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According to Google, the World Wide Web is made up of 

over 60 trillion individual pages, and it’s still growing. 

Google navigates and delivers organic search results using 

three key processes: crawling, indexing and serving. 

Crawling. This is the process by which Google discovers 

and retrieves new and updated pages to be added to the 

Google index. The Googlebot visits websites, detects links 

on pages and adds them to its list of pages to crawl. New 

sites, changes to existing sites and dead links are noted 

and updated in the Google index.

Indexing. This is the process of compiling a massive index 

of all the words Google sees and their location on each 

page, as well as key content tags and attributes. 

Serving. When a user enters a query, Google searches the 

index for matching pages and returns, or serves, the 

results it believes are the most relevant to the user. 

For your hotel’s website to rank well in search results 

pages, Google must be able to crawl and index your site 

correctly. Follow Google’s Webmaster Guidelines to help 

Google find, index and rank your site. For additional 

information visit How Search Works. 

https://support.google.com/webmasters/answer/35769
https://support.google.com/webmasters/answer/70897?hl=en
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Local Search Results on Google & Reviews
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According to Google, more than 200 factors go into its 

algorithm, but unless you’re an SEO expert, you need to 

know only the most important ingredients. Recently, 

Google shared information that helps us understand local 

search results. 

In a post entitled Ranking of local results on Google, 

Google confirmed that local search results are based 

primarily on three factors: relevance, distance and 

prominence. 

The meaning of these terms can be summarized as 

follows:

• Relevance: how well a local listing matches what the 

user is searching for.

• Distance: how far the business is from the location term 

used in the search.

• Prominence: how well-known a business is, as well as 

information Google has about the business from across 

the web, like links, articles and directories.

Google states that “Google review count and score are 

also factored into local search ranking—more reviews and 

positive ratings will improve a business's local ranking.” 

We’ll discuss the implications and what to do about 

Google reviews in Section 5.

https://support.google.com/business/answer/7091?hl=en


Managing Guest Satisfaction Surveys: Best Practices

Managing Content 
for Organic Search 

Results
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Optimizing Your Hotel’s Ranking 
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Optimizing your presence in Google search results is a 

multi-faceted process that encompasses managing 

content on your website, on Google products and on 

third-party websites. In this guide we focus on two key 

areas: your hotel’s website and Google My Business listing. 

To put things into perspective, imagine that you manage a 

hotel in Paris near the Louvre. When a user searches the 

term “hotels near the louvre paris” on a desktop computer, 

Google will display the most relevant results (see image on 

next page). The first links are paid and can range from zero 

ads to a maximum of four. If you want your hotel to appear 

there, you must bid on Google AdWords pay-per-click 

advertising. We discuss paid advertising options in the next 

section.  

Below the paid results are the organic or unpaid results, 

which Google selects using its algorithm, as discussed in 

the previous section. The first organic results are called the 

“hotel search unit” of local listings. Below the hotel search 

unit are more organic links, listed in order of relevance. 

Typically, the higher a hotel appears in organic listings, the 

more traffic it will receive. The top results receive the vast 

majority of clicks. The lower a link is displayed on the page, 

or on subsequent results pages, the fewer clicks it will 

receive. This effect is even more acute on smartphones, 

where users have smaller screens and do less scrolling. 

Competition for the top spots is fierce, especially for broad 

terms like “hotels in Paris”. Not only are you vying with 

other hotels in the area, but also with big travel companies 

like TripAdvisor, Booking.com and Expedia. 

So what can you do to optimize your hotel’s ranking in 

organic search results? Let’s start with your website. 
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Google Search Results

14

Paid links Organic
(unpaid) links
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Your Website
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Basic search engine optimization (SEO) best practices are 

fundamental to website marketing. Even if an outside 

agency manages your website, you should strive to 

understand the basics so that you know the questions to 

ask and can ensure that your website is getting the 

attention it needs. 

Website optimization is a complex topic. In this guide we’ll 

review the basics of good content management without 

getting too technical. For more information, consult a 

web marketing agency or visit the references provided in 

this guide. Here are some of the key areas to consider 

when managing content on your website:

Objectives. Typically, the objectives of a hotel website are 

to attract, inform and convert travelers. Your website 

should help travelers plan their trip, answer their 

questions, convince them to book with you direct, and 

encourage them to return. This means providing the best 

possible user experience. Another key objective is to 

structure your website so that search engines can find it 

and will drive relevant traffic to it. 

Best Practices. Your goal isn’t to deceive search 

engines or to trick people into visiting your site and 

clicking links. So called “black hat” SEO tactics like 

keyword stuffing and link purchasing can result in 

penalties from search engines that will affect your site’s 

ranking and traffic. Instead, follow best practices in SEO to 

ensure that your content is of high quality and the traffic 

you attract is interested in your hotel and destination. 

Relevancy. Google determines the relevancy of 

websites using a number of factors, including the type of 

business, the text and content on pages, and the titles and 

descriptions provided. 
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Website Optimization 

User Experience. Google’s priority is to refer users to 

websites that provide the information they are seeking as 

quickly as possible. Your website and pages should load 

quickly and should be easy to navigate, and there should 

be no dead links or pages with little or no information. 

Quality Content. The quality of the content is 

important both to visitors and search engines. If visitors 

“bounce” from your site frequently (exit soon after landing 

on your page), it signals to Google that your site is not 

delivering the information users are seeking. Provide a 

clear, accurate description of your hotel and its location, 

amenities and key value propositions. Include information 

about the local area, activities, events and attractions. 

Think about the questions people have about your hotel 

and destination and the keywords they enter into search 

engines to find your pages, and include these elements in 

the content you publish on your site.

Tags and Meta Descriptions. Each page on your site 

should have a title and description and should be labeled 

with title tags and meta descriptions to help search 

engines find it and crawl pages. This will require a basic 

knowledge of web coding. Your meta descriptions and 

title tags should be unique to each page, descriptive, 

specific and accurate. If you use a content management 

system like WordPress, be sure that pages are formatted 

to be crawled by search engines. 

Authority. Google determines how important a website 

is using factors like the quality and authority of websites 

that link to your site, or backlinks, in addition to the 

volume of visitors the site receives and how long they 

stay. When you create great content on your website, 

businesses will link to it, helping to increase traffic. Links 

from your local tourism bureau and nearby businesses 

can help too. Be aware, however, that engaging in paid 

link activities can result in penalties to your site. 
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Imagery. Include quality photographs and videos on 

your site to help visitors visualize your property, 

destination, the amenities you offer and the activities and 

attractions in the area. Be sure to tag imagery so that it is 

searchable.

Compatibility. These days, travelers use all types of 

devices for search, and an increasing number are using 

smartphones. Your website should be designed for all 

types and sizes of devices, including desktops, tablets and 

smartphones. If you’re not sure if your website is mobile-

friendly, try Google’s Mobile-Friendly Test. Test your 

website on a range of devices to see how it is displayed, 

and talk to your web designer about the options you have 

for ensuring it is mobile compatible.  

Analytics. Monitor visitor traffic to your site, referral 

sources, visitor behavior, conversions and other data so 

that you know which content is working and where 

changes are needed. Google Analytics and Google 

Webmaster Tools provide a wealth of free data and insight 

in these areas. 

Attract, inform and convert travelers

Webmasters who spend their energies upholding the spirit of the basic principles 
will provide a much better user experience and subsequently enjoy better ranking 
than those who spend their time looking for loopholes they can exploit.”“ Google Webmaster Guidelines

https://www.google.ca/webmasters/tools/mobile-friendly/
https://www.google.com/analytics
https://www.google.com/webmasters/tools/
https://support.google.com/webmasters/answer/35769
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Your Google My Business Page

Getting back to that search of Paris hotels, if a 

user clicks on Hotel du Louvre in Paris, for 

example, he or she will see a display of what 

Google deems as the most relevant results. 

(See image.) 

On desktop search result pages, in addition to 

the paid and organic results displayed on the 

left side of the page, you may see a 

Knowledge Panel on the right side of the 

page. This panel features a snapshot of 

information about the business that Google 

has pulled from various sources. 

For hotels, it includes links to photos of the 

property, the hotel website, phone number 

and the location on Google Maps. It also 

includes the property’s rating and class, a link 

to Google reviews, a hotel description and 

contact information. Below this are paid Hotel 

Ads that feature booking options. 

https://support.google.com/business/answer/6331288?hl=en
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Where is this content pulled from, and how can you ensure 

that it is accurate and helpful to travelers? According to 

Google, amenity information is sourced from its own 

research and from third-party data providers. Photos come 

from a variety of sources, including those uploaded by the 

hotel on their Google My Business page. 

Google My Business is a free tool that helps businesses 

manage their presence across Google, including in Search 

and Maps. By verifying and editing your business 

information, you can help users find your hotel on Google 

and learn about its location and offerings. It’s important to 

keep this information up to date. Even if the information 

you provide does not appear directly on Google, it helps 

Google understand more about the business to provide 

relevant search results.

To claim or register your hotel, visit the Google My 

Business site. Once you have verified your listing, you will 

be able to add or edit the description, photos, virtual tours 

and contact information. You can also engage Google 

users by responding to reviews. 

19

Edit & Update Your Listing

Source: Google

https://www.google.com/business/
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Key Takeaways from Google

In the recent ReviewPro webinar, How to Optimize Your Hotel’s Presence in Search Results, guest panelist Cliff Galitz, 

Partnership Development Manager at Google, shared his top three takeaways for hotel marketers: 

1

Cliff Galitz
Partner Development Manager 
Google

Focus on mobile users and providing a great 
mobile experience for guests.

2 Encourage guests to write Google reviews to benefit
your local search ranking and presence on Google.

3 Be aware of the evolving features of Google My Business, 
including responding to reviews & uploading pictures.

20

https://www.reviewpro.com/resources/webinar-how-to-optimize-your-hotel-presence-in-search-results/
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Paid Options in 
Google Search 

Results 
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Google Search Results 

Source: Tambourine, 2016
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During the ReviewPro webinar, How to Optimize Your 

Hotel’s Presence in Search Results, panelist Shannon 

DeFries, Director of Search and Analytics at Tambourine, 

discussed the options for hotels in paid advertising on 

Google. Tambourine provides hotels with a one-stop 

source for the technology, people and answers they need 

to outperform their comp set. 

DeFries stressed the importance of understanding where 

the information displayed on Google results pages is 

coming from, and whether it is paid or owned content. 

“Hotels must leverage their positioning in search to drive 

more direct revenue,” she said. 

Google recently made changes to how search results are 

displayed. As shown in the image on the previous page, 

Google now displays four paid links at the top of the page 

(vs. the previous three links) and has removed the right 

side column of paid links.

DeFries said that these changes have resulted in lower 

organic clicks to hotel websites. As an example, she cited 

a hotel client whose clicks have decreased by 10 to 15%. 

To help offset these losses and to enhance overall 

positioning in search results, DeFries recommends a 

combination of SEO and paid advertising strategies on 

Google. Hotels should strive for “page dominance”, she 

said—owning and controlling as much of content as 

possible on results pages. 

She stressed the importance of bidding on your hotel’s 

brand name. “You really should dominate results for your 

brand name because the OTAs are bidding on it,” she said. 

“A lot of hotels don’t realize that you can negotiate with 

the OTAs so that they cannot bid on your brand in Google 

pay per click or maybe not outbid you.” She also reiterated 

the importance of claiming and updating your hotel’s 

page on Google My Business. 

23

Paid Options
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Anatomy of a Google SERP

Source: Tambourine, 2016
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Hotels have a number of options when it comes to paid advertising on Google. Hotel Ads appear on Google.com and 

Google Maps, on desktop, tablet and mobile devices. Hotels can add rates to listings and advertise key features, 

amenities, packages and special offers. You can manage your daily budget and track the performance of your ads 

across devices.

Hotels have the option to work direct with Google or to work with an authorized integration partner. Tambourine is a 

Google authorized integration partner. You can see other partners by clicking here. For more information about Hotel 

Ads, click here. 

25

Hotel Ads

https://www.google.com/intl/en/ads/hotels/find-a-partner/%E2%80%8B
https://www.google.com/ads/hotels/getstarted/
https://www.google.com/intl/en/ads/hotels/
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Book on Google 

Book on Google allows users to book a hotel without 

leaving the page in a seamless flow. The commission model 

ranges from an average of 10% to 12% of the room rate. 

Leads generated via PPC Hotel Ads Bidding can also use the 

Book on Google flow.

Much like Instant Booking on TripAdvisor, Google doesn’t 

complete the booking but facilitates it, sending the details 

to the hotel or its booking engine provider to complete. 

26

Optimizing Your Hotel’s  OTA 
Strategy

OTAs are a critical source of business
for hotels as a key booking channel. 

Watch this free webinar to hear our
panel of experts talk about how hotels
can build an effective OTA strategy, 
manage listings and maintain mutually
beneficial relationships.

Watch Webinar

https://www.reviewpro.com/resources/optimize-hotels-ota-strategy/
https://www.reviewpro.com/resources/optimize-hotels-ota-strategy/


Managing Guest Satisfaction Surveys: Best Practices

1. Focus on mobile. Make sure your website and 

booking engine are mobile-friendly. 

2. Focus on conversions, not just traffic. 

Conversion rate optimization is the new SEO. Be sure 

to measure conversion rates.

3. Take advantage of all earned media slots. 

Ensure that your hotel’s name, address and phone 

number are consistent on your website, third-party 

sites and directories across the web. On your website, 

ensure that meta titles, meta descriptions and 

keywords are accurate and effective.  

4. Diversify across all search products. This 

includes Google Ads, Google My Business, Bing, 

Yahoo! and YouTube.

5. Track online, offline and micro conversions. 

Booking is not a linear process; people bounce around 

sites and devices, and many people complete 

bookings on the phone. Do offline conversion and call 

tracking to get the full picture.

To sum up, DeFries shared the following three key 

takeaways:

• Be willing and ready to adapt.

• Be willing to test new things. Not everything will work, 

and things change at a rapid pace.

• Paid and organic search efforts should no longer be 

treated separately or delegated across multiple vendors. 

To maximize your direct booking potential, implement a 

comprehensive strategy in which search, revenue 

management and reputation management all work 

together in tandem.  

For more information, check out Tambourine’s Hotel 

Marketing Blog. 

27

We will develop a solution to any concern raised.”

DeFries’ Top Strategies for Hotels:

Shannon DeFries
Director of Search & Analytics
Tambourine

http://www.tambourine.com/blog/
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Google Reviews
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The Importance of Google Reviews

When a user searches a hotel, like Hotel du Louvre, as 

pictured here, the Knowledge Graph displays the hotel’s 

Google review count and rating. Google review count 

and score are factored into local search rankings. 

Why are Google reviews important?

Google Reviews appear everywhere a user searches:

• Knowledge Graph 

• Google Maps

• Google+

• Google mobile versions of the above products

More reviews and positive ratings will improve a 

business’s local ranking. A positive rating will help to gain 

traveler trust during hotel search process. This will result 

in more traffic to your website and more direct bookings. 

You can also strengthen relationships with your guests by 

directly engaging with reviewers on Google.

29
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How to Increase Google Review Volume

The majority of hotels have a relatively low volume of Google reviews. Travelers want to see a minimum number of 

recent reviews of a hotel before they are confident they are making the right decision. 

ReviewPro has partnered with Google to allow clients who use its Guest Satisfaction Surveys to add the Google review 

collection widget to their internal survey. By implementing this widget, hotels can push reviews directly to Google, 

building their review volume and boosting their presence on the search giant. Here’s how it works:

Google Review Collection Widget

• Guests receives an email after check-out inviting them to answer the post-stay 

survey.

• After completion of the survey, on the ‘Thank You’ page, the guest has additional 

options to review the hotel on other sites.

• If the guest has a Gmail address, the Google button will appear as an option (if 

the ReviewPro hotel client has opted to do so).

• By clicking on the Google button, the Google Review Form is activated.

• The Google review collection widget opens.

• Guests can rate their experience on a scale of 1-5.

• They are also encouraged to leave a comment before submitting their feedback.

• Ratings and reviews are published instantly.
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Choose Where to Drive Review Volume

Your hotel’s success will depend on by your ability to prioritize operational 

and service improvements that focus on increasing ratings not only on 

Google but also on the other leading sources like TripAdvisor, Booking.com, 

Expedia and other sites.

With ReviewPro’s Guest Satisfaction Surveys, your hotel can choose 

between implementing the TripAdvisor Review Collection Program,  the 

Google Review Collection Widget or the HolidayCheck Review Collection 

Program - whichever best meets your needs.

Happy Guests.
Profitable Hotels.

ReviewPro’s Guest Satisfaction 
Surveys (GSS) enables 
individual hotels and groups to 
gather direct feedback from 
guests using customizable 
surveys.

Discover today how this highly 
flexible, cloud-based tool can 
help you turn insight into 
action to improve operational 
and service excellence, while 
driving revenue.

Request a 
Free Demo now

TripAdvisor Review 
Collection Program

HolidayCheck Review 
Collection Program

31

http://resources.reviewpro.com/gss?utm_campaign=demo-gss&utm_medium=seo&utm_source=website&__hssc=25299618.4.1428940675564&__hstc=25299618.b3cf563524cb06650888100d5c83978e.1412863387653.1428931754752.1428940675564.142&hsCtaTracking=047cea68-c137-4
http://resources.reviewpro.com/gss?utm_campaign=demo-gss&utm_medium=seo&utm_source=website&__hssc=25299618.4.1428940675564&__hstc=25299618.b3cf563524cb06650888100d5c83978e.1412863387653.1428931754752.1428940675564.142&hsCtaTracking=047cea68-c137-4
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About Us

ReviewPro is the leading provider of Guest Intelligence 

solutions to independent hotel brands worldwide. 

The company’s comprehensive suite of cloud-based solutions 

includes Online Reputation Management (ORM) and the Guest 

Survey Solution (GSS), which enable clients to obtain a deeper 

understanding of reputation performance as well as 

operational/service strengths and weaknesses. We provide 

actionable insight to increase guest satisfaction, rankings on 

review sites/OTAs and ultimately revenue.

The company offers the industry-standard Global Review 

IndexTM (GRI), an online reputation score, which is used by 

thousands of hotels worldwide as a benchmark for reputation 

management efforts, based on review data collected from 

more than 175 online travel agencies (OTAs) and review sites in 

more than 45 languages. More than 30,000 hotel brands 

worldwide are currently using ReviewPro’s solutions. 

Request a Free 
ReviewPro Demo now

Learn More

The leading source of Guest Intelligence best 
practices and insights for the hospitality industry

Visit our Resource Hub

https://www.reviewpro.com/products/global-review-index/
https://www.reviewpro.com/resources/
https://www.reviewpro.com/resources/
https://www.reviewpro.com/#demoblock
https://www.reviewpro.com/#demoblock
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www.reviewpro.com
info@reviewpro.com

@reviewpro
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