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GOOGLE ANALYTICS
A Hotelier’s Guide
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Many of the hotels we work with at
Triptease know that they need to be
doing more with Google Analytics.
The ‘freemium’ web analytics service is the most widely-used of its kind in the world,

We’ll take you through the 5 things you’re probably not doing yet in Google

and for good reason: it can give you almost any insight you need into the state of your

Analytics (and how to do them), break down the key pages you need for tracking and

online business.

benchmarking your progress, and throw in a quick guide to Google’s A/B testing for
good measure.

But we all know the challenges today’s hoteliers face. It can feel that you have to be
everything at once - the perfect host, the tech genius, the marketing guru. For small
hotels especially, taking the time to set up a web analytics platform is way, way down the
priorities list.
But getting to grips with Google Analytics or a similar platform is a simple step that
can reap enormous rewards. There are many guides, blog posts, and articles out there
to walk you through the Google Analytics process. But very few of them are geared
towards the unique needs of hotels, and contain advice that - while interesting - just
isn’t relevant to the average hotelier.
So here it is: a shiny new Triptease guide to Google Analytics, written specifically for
hoteliers.

Let’s get started.
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Five things you might not be doing yet
- but should
Before you can even begin to analyze, filter, and segment your way to those golden
nuggets of insight that Google Analytics can provide, you have to know that the data
you’re looking at is correct. Because Google’s plug-in-and-go system is so deceptively
simple to get started with, many businesses don’t stop to think about whether their
data is accurate and reliable.
Since there are more pressing things on any hotelier’s plate than combing through
an Analytics platform, we’ve put together a handy five-point guide that will help you
check off the five key steps to clean and reliable data.
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STEP 1

Do you have Google
Analytics tracking code on
every page of your website?
The principal aim of almost every hotel website is to convince guests to
Book Direct.

will allow you to assess how well your overall site performs. Tracking guest
behaviour from home page to booking confirmation will tell you how many
conversions your site delivered. You’ll be able to see how well your booking
engine performs, and the impact that Direct Booking tools are having on your
conversion rate.
Your ecommerce analysis will give you a conversion rate, but tracking the funnel
from homepage to booking confirmation will give you a broader understanding
of the strong and weak points on your website.
These three pages provide the anchor points of your analysis. You can then bring
in data from other pages as supporting evidence.

In order to track how successfully you are achieving that aim, there are three
pages you absolutely have to track.
1. The homepage of your website
2. The rooms and rates page
3. The booking confirmation page

Homepage

This doesn’t mean that other pages on your site aren’t important. The more
pages you track on, the more you’ll be able to learn. However, if you don’t
have tracking code set up on these three key pages, you’ll have some serious

Rooms & Rates

legwork to do before you can do any kind of analysis based on bookings.
So why are they so important? Put simply, the data collected from those pages

Booking Page
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Example
Say you have low traffic but a high conversion rate on your rooms & rates page, and
high traffic but a high bounce rate on your homepage.

visible in your source code, and the URL should correspond to one in the list of pages
on your Google Analytics platform. If not, you know that your booking engine data
isn’t being tracked.
Adding the code is very simple. Just click Admin on your Analytics page, filter on the

This suggests that your high-performing booking engine is working really well, but

Account and Property you’re tracking, then go to Tracking Info > Tracking Code.

visitors on your homepage are having a hard time navigating to it. Having this

The tracking-code snippet for your website is displayed in the box under Website

insight gives you a number of options for how to improve your site.

Tracking. This code needs to be added to every page you want to track.

It could be as simple as making your ‘Book Now’ link to the booking engine more
apparent and eye-catching on your homepage. A simple fix- and all thanks to Google
Analytics.

Here’s how to check if Google Analytics is tracking the pages you need:
Firstly, those three pages should each have their own specific URL. In order to
check this, go to the Behaviour tab, click Site Content, then select All Pages.
If they already have their own URL, it will be listed among the pages at the
bottom of your screen.
If a hotel website is good quality, the rooms and rates page will be in the top
10 URLs when sorted by number of page views. If you cannot find your rooms
and rates page in this view, or on the page list in general, it’s easy to check
whether Google Analytics is tracking it.
Simply navigate to the page on the website itself, and either check the source
code of the page or the URL in the address bar. The tracking code should be

Tracking that funnel from homepage to confirmation is absolutely fundamental to
getting some meaningful analysis on your web performance.

DID YOU KNOW: 88% of consumers consider detailed product information
to be extremely or very important to their decision to purchase (source Salsify)
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STEP 2

Do you have ecommerce
tracking set up?
So, tracking the funnel from homepage to booking confirmation will give you an
idea of your website’s strengths and weaknesses, but for anything more precise
you’ll need to go a little bit further.
This is where ecommerce tracking comes in. Ordinarily, it’s easy to turn
on - and all you need to do to set it up is go to Admin, select the View, click
Ecommerce Settings, and switch it on. But you’ll likely need to liaise with your
booking engine to set it up. No need to worry though; all modern engines will be
compatible with ecommerce script.
Ecommerce tracking won’t happen on its own - so remember to switch it on
when you get started with Google Analytics.
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STEP 3

Do you have a reasonable
amount of traffic?
Ecommerce conversion rates typically range anywhere between 1% and 5% of
total sessions on a website. A ‘session’ is the group of actions a user performs
on your website within a given time frame. A guest landing on your homepage,
clicking through to your booking engine, and making a reservation before closing
their browser window would be one example of a session.
So, if you’re aiming to achieve 100 conversions through your website this month,
you might need to be generating a session count of as much as 10,000. Tracking
your sessions will show you whether or not your goals are achievable, as well
as providing you with a near-real time view of whether efforts to improve your
session count are working.

DID YOU KNOW: Travellers from Algeria have the highest conversion rate
across all our client sites - 5.8%. Mexico sits at a healthy 3% conversion rate,
while Canadian travellers are converting 1.3% of the time.

Tracking your sessions is simple. Just go to Audience > Overview, then adjust the
date range in the top right hand corner to the period you’d like to analyse.

The number of sessions recorded in that period will be displayed underneath a
chart illustrating how that number has changed over time. This is also where you’ll
be able to see all sorts of handy data, such as your bounce rate and the average
number of pages clicked per session.
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STEP 4

Case study

Is your data free of black
holes and random spikes?

A luxury vacation hotel chain we work with in the United States had a typical
daily session count of around 200. All of a sudden though, in October 2016, user
sessions went through the roof and peaked at 2,530. Results of an amazing guerrilla
marketing campaign? Years of carefully planned sales efforts finally paying off?
Unfortunately not…

Incomplete data gives misleading and meaningless results.
When it comes to measuring things like revenue growth, conversion rate
increase, and bounce rate reduction, you need to be comparing apples with
apples. A 100% increase in conversion for January doesn’t mean much if last
January you weren’t tracking ecommerce behaviour on your site.
Putting Analytics tracking code on your website doesn’t give you access to
everything that’s ever happened on every page. If you’ve only had it set up
for a month, it’s best to be wary of pulling out any major conclusions from
your data: as with anything data-based, you need a certain amount of volume
before you can infer anything meaningful.
You also need to keep an eye out for unexpected spikes in, for example, your
session count.

Turns out, this hotel - located on the Florida beachfront - had a live ocean webcam.
And on October 7th, a hurricane hit. Thousands of people were navigating to
their website just to watch the waves - with no intention of booking a hotel room
afterwards. So, while traffic was at an all-time high, conversion rate dropped from
an average of over 3% to lower than 0.3%.

There are always going to be the occasional periods of bizarre behaviour on
your site. All you can do is keep you eye out for them - and exclude them from
the metrics you measure your business by.
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STEP 5

Are you accounting for bot
traffic?
Sometimes, spikes in your web traffic won’t be a result of avid hurricane-watchers. They’ll be a
result of bots.
Bots. We’ve all heard of them. And, now you’re using Google Analytics, you’ll want to know how
to detect when they’re on your site.
Bots are software applications that run automated scripts over the internet, performing simple,
repetitive tasks - like scraping websites for information and contact details - at a volume higher
than any human could attempt. More than half of all web traffic is made up of these pesky little
things. And, unfortunately, bots are not in the market for hotel rooms.
So how do you know if your visitors are bots?
Fortunately, it’s simple to filter out bot traffic from your Analytics page. In fact, there’s a button
that does that very job for you - or most of it. Just head to View Settings, then check the box
that says ‘Exclude hits from all known bots and spiders’. Note that this doesn’t stop the bots
coming to your website - it just stops them skewing your data.
It won’t catch all of them, so make sure to look out for sites/cities/domains/etc with a high
bounce rate (they leave your website after only looking at one page), high new traffic, and little
to no session time. A combination of these behaviours isn’t conclusive proof the visitor is a bot,
but it’s a fairly good indication.
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The key hotel performance
metrics - and how to track
them
The list of things you can analyse with Google Analytics is very nearly endless.
But a hotelier’s time is not. So for the time-poor among you, we’ve whittled that
list down to the three key metrics you’ll want to track - and how to do that on
Google Analytics.

1. Revenue increase
2. Rooms & rates page conversion increase
3. Mobile vs desktop traffic

£
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Year over year revenue
increase
This is what it all comes down to. How much more revenue are you making
now than you were a year ago?
One of the most useful things about Analytics is the fact it can track your
ecommerce data. For any transaction made on your website, you can see the
path that buyer took, how long they spent on various pages, whether they’re a
new or returning customer, the value of their booking - and a lot more.
But let’s start broad. All you have to do to see a year on year revenue
comparison is head to Conversions > Ecommerce > Overview in your
platform, then set a YoY date comparison. Remember - you have to have had
tracking code on your website for a year to be able to do this. Google Analytics
can’t conjure up last year’s data from scratch (unfortunately). If you haven’t
had Analytics for long, you can start with week-on-week and month-by-month
comparisons.
If things have gone to plan, you’ll see lots of green percentages at the bottom
of your screen. You can instantly see how your transaction volume, revenue
generated and average booking value have changed from one year to the next.

%
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Year over year rooms &
rates page conversion rate
Rooms and rates. The most crucial page on your website - but how do you
know if it’s performing to the best of its ability?
Well, there’s a handy equation you can do that will tell you all you need to
know.
Let’s take a look at the analytics for your booking engine results page - the
one that shows after someone runs a search. This is where conversion really
matters - once a client has shown they’re interested in visiting your hotel, are
you enticing them over the final hurdle and convincing them to book?
To begin with, you need to look at how many people are landing on that search
results page. You’ll see this under Unique Pageviews. Then take a look at the
number of transactions you completed in the same time period. Divide those
transactions by the number of pageviews and you’ve got a conversion rate.
This rate is important for those of you with conversion products - such as
Triptease’s Direct Booking Platform - on your booking engine. By comparing
this rate to the same period a year ago, you’ll be able to see the tangible
impact of your investment while controlling for seasonality.
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Mobile vs desktop traffic

DID YOU KNOW: Across our clients, bookings made on desktop have an
average value of $807 - compared to mobile at $495.

Google have now gone one step beyond mobile to say they’re an ‘AI-first’
company - but as most hotels are yet to enter the world of machine learning,
it’s still critical that you focus on your mobile presence. Google demotes sites
that perform badly on mobile devices, so a high-performing mobile website is
crucial.
But, while they’ll punish you for behaving badly, Google will also give you a
helping hand to get better.
Your Analytics platform will automatically give you a breakdown of your
mobile vs desktop usage for any given time period.
To dive deeper, head over to your ecommerce tracking - you’ll be able to see
your conversion rate, number of transactions, and average order value
instantly. And it’s not just split by mobile/desktop - you can see the individual
devices that you perform best on, and the ones you need to optimise.
Comparing this data year on year is a great way to track whether your mobile
optimisation efforts are working. A good mobile website is absolutely key:
more people are searching on mobile now than desktop, and you’ll be invisible
to them on Google searches unless your website is performing.

Excited to get started?
You’re nearly there - bear with us for a few more pages as we introduce
Google’s most exciting Analytics feature yet.
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Google Optimize: A/B
Testing for Everyone
In March this year, Google announced that their A/B testing and
personalisation product, Optimize, would now be free - for everyone.

What’s nice about Google Optimize is the ‘what-you-see-is-what-you-get’ editing
capabilities, which allow you to change things around on your website without having
to know the ins and outs of code. You can test out different arrangements, colours,
and images to see which convert best - but be careful not to get carried away with
irrelevant testing, or read too much into your results without carefully analysing them
first. A 100% conversion uplift for a red button compared to a blue one doesn’t mean
much if that results is drawn from only 2 conversions.
Optimize goes some way to protecting against drawing irrelevant conclusions,
though, with the inclusion of some nifty Bayesian analytics.

DEFINITION: A/B Testing
A randomised experiment that serves visitors two versions of a website
that differ only in the design of a single element - for example, the image
chosen to advertise a particular hotel room.

DEFINITION: Bayesian statistics
Bayesian statistics is a mathematical procedure that applies
probabilities to statistical problems. It provides people the tools to
update their beliefs in the evidence of new data.

When running an A/B test, a hypothesis is required that you aim to either prove or
disprove. People often mistakenly assume that ‘let’s see which one works better’
counts as a hypothesis - it doesn’t. You’re looking for something more like this:
‘a room advertised by a picture of a bed has a 25% higher conversion rate than a
room advertised by a picture of a bathroom’.
A/B testing isn’t appropriate in all instances. As we concluded in our previous white
paper on the subject, good judgement can be more expedient in a fast-moving
industry with wasting inventory. But a free A/B testing tool that sits on top of your
(also free) Analytics platform? That’s something worth trying out.

A/B tests are often misinterpreted due to small sample sizes and events of
statistical insignificance. Bayesian statistical methods, in short, model the real-world
performance of your A/B tests and deliver more accurate results.
The platform is built right on top of Analytics, so you only have to add a line of code to
get started. You can then start using your Analytics data to compose experiments and
improve user experience on your website.
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There’s more to Google Analytics
than we could ever hope to cover in a
report of this size.
Hopefully, though, we’ve got you
started on the road to analytical
success.
After all, every hotel deserves a
superpowered website.
USEFUL RESOURCES
http://blog.snapshot.travel/google-analytics-for-hotels-best-practices-for-hotelwebsite-analytics
https://www.lovesdata.com/blog/google-analytics-glossary
https://www.google.com/analytics/
https://www.youtube.com/user/googleanalytics

