How Covid-19 is changing hotel
user experience design:

Building mobile and desktop
UX that converts.
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How hard can it be to book a
hotel room..?

Regular readers of the Triptease blog will know that we've been closely tracking the
accelerating growth of mobile bookings over the past year. In fact, it's exactly this kind of
hotel booking data that guides new product innovation at Triptease. We know that investing
in a better mobile experience is a top priority for many hotels in 2021. That's why we recently
launched an upgraded, mobile-first version of Triptease Convert, designed to improve the

customer experience and maximize bookings across both desktop and mobile.

Helping customers to book no matter what device they're on is also what this guide is all
about. While it's absolutely vital that hotel websites provide the premium mobile booking
journeys that guests already experience on online travel agents, that doesn’'t mean the
desktop experience no longer matters.

A report released by Google last year outlines the complexity and non-linear nature of the
typical buyer decision process. The report introduces the concept of the ‘messy middle’. This
is the space between the initial trigger to buy and the point at which the purchase is made,
where your customer is moving through a process of exploration and evaluation. While the
‘abundant information and unlimited choice’ available to users at this stage is certainly a
positive for the consumer, it also creates a ‘complicated web of touchpoints that differs from

person to person'’.
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https://triptease.com/blog/
https://triptease.com/blog/changing-behavior-covid/
https://triptease.com/blog/changing-behavior-covid/
https://triptease.com/blog/triptease-convert-relaunch/
https://triptease.com/blog/triptease-convert-relaunch/
https://www.thinkwithgoogle.com/consumer-insights/consumer-journey/navigating-purchase-behavior-and-decision-making/

This ‘web’ is probably at its most complex for customers looking to purchase hotel rooms.
They typically visit almost 40 different websites before deciding which hotel to book and -

crucially - what website to book on.

Naturally this customer tendency to bounce from website to website extends to devices too.
In his Direct Booking Masterclass session in December 2020, Roy Madhok of Real Hospitality
Group encouraged hoteliers to think less like a hotelier and more like a guest when assessing
the booking journey. Walking through all the steps a real user takes when they actually book
a room, Roy noted that - just as a customer will jump from Google maps to OTAs and hotel

websites quite randomly as they make their booking - they’ll also switch devices too.

That means if you're still treating your desktop and mobile user experience as two separate
entities, it's highly likely you're placing barriers in your customer's path to booking. Having
distinctly separate strategies for mobile and desktop means you'll fail to optimize the journey
for customers who are jumping between devices. Whether they come to your website from
metasearch while at their desk, return to see more photos while waiting for the bus or are
booking tonight’s accommodation from the passenger seat as they drive into your local area,
users expect to get a consistent, seamless experience every time. If you don't provide that,
you're going to lose bookings.

To complicate matters further, an increased preference for mobile isn’t the only customer
behavior that's changed as a result of Covid-19. As well as knitting together the desktop and
mobile user experience to provide one consistent flow, hoteliers now have to contend with a

whole new range of questions and emotions that users will have along the way.
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https://triptease.com/blog/do-you-suffer-from-travel-booking-angst/
https://triptease.com/blog/stop-thinking-like-a-hotelier/
https://triptease.com/blog/mobile-is-where-the-recovery-is-happening-is-your-booking-experience-ready/

Those changing behaviors offer a
fantastic opportunity to create the right
user experience (UX) for the way your
customers are feeling right now.
Hoteliers who understand how attitudes
and emotions towards travel have
changed, and who use this knowledge
to guide customers through the ‘messy
middle’ of booking a room, will be
best-placed to benefit from the boom in

bookings as travel demand returns.

TRIGGERS

EXPLORATION EVALUATION

EXPERIENCE

« PURCHASE .
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https://www.thinkwithgoogle.com/consumer-insights/consumer-journey/navigating-purchase-behavior-and-decision-making/

The basics of great mobile and
desktop UX

So what actually is user experience (UX) design? In short, it's the process that design
teams use to create products that provide relevant and meaningful experiences for users.
In the context of this guide, the ‘product’ we're talking about is your desktop and mobile

website and booking engine.

UX design looks at the whole experience that a customer goes through when they're using
the product. UX designers are concerned with who the customer is, what goal they’re
trying to achieve, how they’re going about achieving their goal and how they feel while

they're doing it.
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The basics of great mobile and desktop UX

Let’s look again at the concept of the ‘messy middle’ in a purchase journey. Good UX design can help to
remove some of the complexity and overwhelming choice from the customer’s decision making process,

TRIPTEASE

guiding them to make their choice and complete their booking much faster.

“Best hotels in Austin, TX" Touchpoints on the path to

} Visits an OTA

booking for a typical, non-linear

user journey.

User makes
decision to book Google search
a trip
TripAdvisor Visits hotel website Checks hotel location on Books on OTA Reads onllng
then leaves Google Maps newspaper review

Cancels OTA
booking

Sees better mobile Runs a booking engine Clickson a
booking rate search on mobile retargeting advert

User books
on mobile




The three pillars of great user experience

While the exact UX design for a particular website, app or digital experience will vary depending on the specific business, industry and

type of customer involved, there are three things all great user experiences have in common.
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Fast

Pages should load instantly and
the user should be able to interact
with elements on the page as soon

as possible.

Seamless

Navigating through the experience and
completing any required actions should

feel ordered, simple and smooth.

Personalized

No two users are alike but everyone
wants an experience that feels
completely relevant to them, so

personalization is key.



Providing a fast
user experience

A 0.1 second improvement in loading speed on travel websites can increase conversion rates
on mobile by 10.1%. While speed is important across both desktop and mobile, a huge 74%
of smartphone users expect to get immediate information while using their smartphone - so

it's really crucial that your mobile experience feels fast as your user moves through it.

You can check your mobile website loading speed using a free tool like Google Lighthouse or
Google's Test My Site, which will also provide a personalized report to help you improve your
mobile site speed.

If it's your booking engine rather than your website that’s slowing the user experience down,
the Express Mobile Experience could be a useful tool to implement. Express takes the
content from your existing mobile booking engine and optimizes it for mobile, providing a
simple, streamlined booking experience that can be completed up to twice as fast as a
typical mobile booking engine journey. The Express Mobile Experience is part of the
Triptease Convert product. Get in touch with the Triptease team if you'd like to know more

about Express.

GEEKCOOK
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https://triptease.com/blog/how-to-audit-your-most-important-channel/
https://triptease.com/blog/how-to-audit-your-most-important-channel/
https://triptease.com/blog/how-to-audit-your-most-important-channel/
https://www.thinkwithgoogle.com/intl/en-gb/feature/testmysite/
https://triptease.com/en/express/
https://triptease.com/en/contact/

Providing a seamless
user experience

When a user interface is well-designed it can result in more than a 200% improvement in
conversion rate. ‘Well-designed’ can mean different things to different people, but when it
comes to digital experiences - particularly on mobile - there is some basic guidance that will
help ensure the path to conversion feels seamless.

A good place to start is with UX pioneer Peter Morville's seven factors that influence user

experience:
e Useful e Desirable
e Usable e Accessible
e Findable e Valuable

e Credible
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https://www.mckinsey.com/business-functions/mckinsey-design/our-insights/the-business-value-of-design
https://www.mckinsey.com/business-functions/mckinsey-design/our-insights/the-business-value-of-design
http://semanticstudios.com/user_experience_design/

Examples of a useful experience

Does your website present enough information in an easily digestible format, so that users can quickly make
informed choices? For a hotel website that would likely include clear, high resolution images of your hotel, an

easy to see ‘Book now’ button as well as clearly highlighted benefits of booking direct with the hotel.

<>’ Enhanced Clean

This host committed to Airbnb's 5-step
enhanced cleaning process. Learn more

@ Great location

90% of recent guests gave the location a 5-
star rating.

Q Great check-in experience

90% of recent guests gave the check-in
process a 5-star rating.

Clear call-outs of highlights,
with helpful icons

4 4 Very good
° 2,447 reviews v

People often mention

Property 1) Food [ Bar 7
" —

Summarizing reviews

Overview Prices Reviews Location Photos

1] Great dining % Pet-friendly | Great loc

Easy-to-scan, structured information

Grand Room, 1 King Bed, Non Smoking
(Kallang)

549 sq ft

g City view

&% Sleeps 3

lem 1 King Bed

= Free WiFi

v Reserve now, pay later

Fully refundable ®
Before Tue, Mar 23

More details >

Extras

@ Noextras +30
(O Breakfast Buffet +3$148
$330

per night

$1,166 for 3 nights We have 5 left

Includes taxes & fees
Price details v Reserve

Visually highlight the details that
matter most
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Examples of a usable experience

Can your customers arrive on and use the website easily, and complete their desired task quickly? For
example, is it simple to select and change search dates? Is it super clear where things like room details can be
expanded to show more information? And if users have to log in, will their details be pre-populated for them?

TRIPTEASE

X ALREADY
o Buy New NEW TQ ASOS? REGISTERED?
£20.00 =
Sat, Mar 27 - Sun, Mar 28
FREE Delivery in the UK. - SIGN IN WITH EMAIL
Arrives: Saturday, Nov 28 Details
Fastest delivery: Tomorrow EMAIL ADDRESS:
Order within 7 hrs 24 mins Details March 2021
In stock s M T w T F s
) 1 2 : 4 5 6
Rl X7 PASSWORD:
7 8 9 10 11 2 13
‘ Add to Basket ‘
14 15 16 7 18 19 20

{ Z ‘ ° a Remember me

@ Secure transaction 28 29 30 31 —
Save my information for a faster checkout

April 2021
Express checkouts and s M T w T F s
Pay now
one-click payment options 123
4 5 & 7 8 9 10 T —

Done
T —

for frequent users
Calendar style date selection



Examples of a findable experience

If your users can't find your product, they're not going to buy it. Are you appearing in the right metasearch
results when you have the best price and retargeting users who have left your website to ensure they
remember to come back and book?

beacf:fron’r

RESORT

Ads. Compare prices Phuket, Phuket Island, Thailand

Beachfront Resort .
Checkin | Fri, Jun 22 Check out  Sat, Jun 29 2 2

Website Directions Save

45 #xx 1542 Google Reviews @ Booking.com $274 >

Free cancellation

Total per night
# Hotels.com $274 >

o Free cancellation
Check availability Total per night

beach front BOOKNOW —
o

£ Mon, 22 Jun B Mon, 29 Jun A 2 Beachfront Resort $300 >
Free cancellation
Total per night

4 Aug9-10,2021

£100 per night

B Booking.com £799 >
o AgOda $274 > FREE Cancellation!
@ Beachfront Resort - beachfrontresort.com £799 > Free cancgllatlon
Total per night
© Expedia.couk £799 > " — beach front
TripAdvisor.co.uk £800 >
) . . . ’

Don't bid to appear in meta if you don't

[ Hotels.com £802 >

currently have the best rate available Use retargeting adverts to bring

" —— .
customers back to your website

Appear in metasearch when your
customers are searching
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https://triptease.com/blog/metasearch-the-rate-parity-battleground-for-2021/
https://triptease.com/blog/metasearch-the-rate-parity-battleground-for-2021/
https://triptease.com/blog/triptease-launches-retargeting-for-hotels/

Examples of a credible experience

Trust plays a huge role in terms of online security, so make sure your security features and policies are easy
to access. This is more important than ever as a result of Covid-19. Customers will be looking for
reassurance and will want to check your cancellation policies as a priority.

o Rjana All transactions are secure and encrypted by Shopify
1h55 SSL. We never store your credit card information.
06:25 /0720
BER Direct STN
Credit card
v visa @ @
Card number &

COVID-19 confidence

£33 Ryanair policy: We know your plans may
change so we've dropped our flight Name on card
change fees for new bookings made for
travel in September, October and
November. Expiration date (MM / YY)

Read this airline's ticket policy

—————— Sy e ®

Complete transparency and P PayPal
breakdowns of fees is a way trust

" —
can be built with users

Padlock icons to give the user
extra piece of mind just as they are
about to pay

TRIPTEASE

Your trip

CHECK-IN CHECKOUT
21/06/2021 25/06/2021

GUESTS
1guest

£75 x 4 nights @ £300
Service fee (? £51

Total £351

Thisis arare find. Julia'splace )=z
on Airbnb is usually booked. @

 —
Reserve
-

Social proof as a good way to
increase level of trust in the

purchase of intangible goods



Examples of a desirable experience

The best UX allows a user to form an emotional bond with the website or product. More than in any other
industry, hotel websites are selling the promise of a feeling and an experience. Does yours help users to
visualize the amazing time they’ll have when they arrive at the hotel? Does it provide tailored incentives to
delight and inspire every individual customer?

You don't need to Go
go far to find what
matters. Near

TRIPTEASE

Online Experiences
Interactive activities you can do together,
led by expert hosts.

Whitstable
2-hour drive
Practise mindful eating i [ Windermere C
through Zen philosophy w 5.5-hour drive =71 1.
Use your brand and tone of voice Utilize user profiles and data to

to connect with your customers dynamically personalize content



Examples of an accessible experience

Online experiences can be frustrating for people with different levels of ability, so it's important to adhere to
accessibility standards. Accessibility focuses on providing an experience which can be accessed by users of
a full range of abilities — including those who are disabled in some respect such as hearing loss, impaired
vision, motion impaired or learning impaired. You can read some practical guidelines for accessibility here.

Local restaurants are open and

_ delivering with Uber Eats

I 1BA39C [l 000000 Order now
Contrast ratio 6.77:1
Large text AAA
Small text AA
-
Contrasting brand colours help to Ensuring buttons are descriptive,
increase visibility. not just ‘click now' helps those

who rely on screen readers.
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https://www.interaction-design.org/literature/topics/accessibility

Examples of a valuable experience

Finally, your product must deliver value. Luckily for hotels, you'll always have the option to provide better
value than an OTA because you control your rates and direct booking benefits. Make sure these are always
clearly highlighted on your website and tailored to suit each specific customer.

TRIPTEASE

Breakfast on the Rooftop X Road Trip Discount X

Celebrate summer with 15% off our
best available rate AND two vouchers
for our grab n go breakfast on our
rooftop terrace.

Get up to 15% off for residents of
Wyoming, Colorado, Idaho,
Montana, and Utah.

You've found the best Personalized website messages can be used to
price! highlight the value of booking direct to all kinds of
25-26Jun 2021, 2 adults, 1 child customers.
Direct Price £205.33 . Lo
_ Triptease Targeted Messages can be used to highlight
Stay Longer, Play Longer! i Sanibedivh specific content and offers based on the customer’s

* Late check-out

location, check-in date, the length of stay they've
15% off three or four nights

20% off five or six nights 3923319 rﬁé?é’i'i’é.ﬂé‘.i’e"éi'ﬁé’r?é _f°r searched for, booking group size, whether they're
25% off seven nights or more booking in advance or last minute, the website they've
OTA1 £206.29 . , .
; , arrived from, whether they’re on desktop or mobile,
OTA2 £207.00
OTA3 [Neroams | whether they've visited your website before, or even
T — R e e their likelihood to book.


https://triptease.com/en/messages/

Seamless user experiences
on mobile
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With less space to work with, and users interacting with their device in a very different way,
providing seamless experiences on mobile comes with some additional requirements.

1. Minimize content: Design mobile pages in a way that will reduce page-loading times
and cognitive load. That means keeping images small, having a clear visual hierarchy,
removing all clutter, keeping descriptions short (but expandable if needed) and using

colour and contrast to maximize visibility.

2.  Restrict user inputs: Users become frustrated when they have to continuously tap
buttons on mobile, so keep URLs short and pre-fill or minimize data inputs on forms.
This reduces the amount of effort required from your mobile user, making them more

likely to complete their booking.

3.  Simplify navigation: Most users use one hand to navigate their mobile screen so it’s
important to provide an easy-to-learn, self-evident navigation. Call-to-action buttons
should be 30x30 pixels and navigation menus should be full screen. There should be
clear labelling (including tabs, icons and graphics) and links should be easy to see
and obvious when they've been activated. Prioritize the most-used items at the top of
the screen and stay aware of the ‘hand-reach comfort zones’ of mobile phones.
Finally, it's important to allow only one primary action per screen on mobile, so don't

overload users with multiple options.




If your mobile experience is currently not quite as seamless as it could be, Triptease can help. A fully customizable,
mobile Nudge Message can provide a clear, high-contrast primary action on any page of your website, and can be placed

easily inside the hand-reach comfort zone.

Similarly if your booking engine isn’t fully optimized for mobile, the Express Mobile Experience provides a mobile-friendly

TRIPTEASE

‘skin’ or overlay that takes the content from your existing booking engine and optimizes it for mobile. That means you'll

get all the mobile-specific requirements listed above, with no need to switch booking engines.

LEFT HAND USE COMBINED ZONES RIGHT HAND USE

STRETCHED REACH STRETCHED REACH STRETCHED REACH

NATURAL
REACH

NATURAL NATURAL
REACH REACH

IMAGE SOURCE: INTERACTION DESIGN FOUNDATION - MOBILE USER EXPERIENCE DESIGN


https://www.interaction-design.org/literature/topics/mobile-ux-design?page=2

Providing a personalized
user experience
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Providing a personalized experience begins with knowing what kind of customers are
currently visiting your website and what they’re commonly looking for. This guide to targeting
customers with the right personalized content explains how to use your existing customer
insights to understand which audiences to target and how. Looking to improve
personalization specifically on your booking engine? Take a look at this guide to improving

booking engine personalization instead.

A website and booking engine personalization tool - like Triptease Targeted Messages -
allows you to quickly create tailored offers, messages and content for specific audiences.
You can target based on the visitor’s profile (where they are in the world, what website they've
come from, what device they're on and whether they’re a first time or returning visitor) or by
the type of search they're running (the lead time of their potential booking, the check-in date,
the length of stay, or the size of the group their booking for). There’s even the option to use
Triptease’s industry-leading smart targeting which can send different messages to your

potential customer depending on their likelihood to book.



https://help.triptease.com/en/articles/4765708-how-to-target-customers-with-the-right-personalized-content
https://help.triptease.com/en/articles/4765708-how-to-target-customers-with-the-right-personalized-content
https://help.triptease.com/en/articles/4766104-improving-booking-engine-personalization-with-triptease-tools
https://help.triptease.com/en/articles/4766104-improving-booking-engine-personalization-with-triptease-tools
https://triptease.com/en/messages/

Covid-19 and customer behavior:
The messy middle just got messier

Google's recent 'The Journey Reshaped' report documents the impact of Covid-19 and those
newly emerging customer behaviors on the path to purchase, looking particularly at what
types of behaviours are likely to stick in the future. Even if you felt relatively sure of how to
guide users through a booking on your website previously, there are now a range of new

behaviours you'll likely need to cater for.

1. Pent up demand is at an all time high

What's immediately obvious is the pent up demand that’s waiting to be unleashed as vaccine
programmes continue to roll out across the globe and international travel restrictions begin
to lift. Forty seven percent of consumers have researched accommodation but not yet
booked - and while 60% of those people are not booking because they are ‘worried about
travelling due to the pandemic’, the rest are either ‘still researching’ (32%) or ‘waiting for a
good deal’ (24%).

This should be a huge signal to hoteliers that bookings are out there for the taking if their
websites are catering correctly to those user experience fundamentals mentioned above:
Fast, seamless and personalized journeys that help your customers find what they need and

book on your website.
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https://www.thinkwithgoogle.com/consumer-insights/consumer-journey/covid-decision-journey/
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2. Customers are looking for reassurance and protection

Twenty seven percent of consumers confirmed that they would purchase travel insurance
when booking accomodation during Covid-19, while a massive 49% said they would purchase

travel insurance when booking accomodation in the future.

After more than a year of cancelled trips, booking postponements and requests for refunds it
could be a long time before customers feel comfortable booking a hotel room without first

checking cancellation and refund policies in full.

If you know this is what your customers need to see during their user journey, make sure to
highlight your hotel policies and provide that reassurance straight away. Triptease's Crisis
Management Message, which is fully customisable and appears as soon as a user arrives on

your website, has helped many hotels to achieve this since launching last year.

Clean, safe & free cancellation

We value your safety and security. That's why communal

spaces are deep cleaned regularly, and booking can be

cancelled or rearranged at any time. Click below to read
our Covid-19 guidelines and booking policies.

Learn more
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3. Booking accommodation is a treat and an escape

The pandemic has brought about changed priorities. In 2021, Google's research found out that the key reasons for booking
accommodation are:

TRIPTEASE

1. to "get away" (43%)

2. to "treat themselves" (36%).

This is a really useful insight when planning changes and improvements to the user experience on your website. Thinking back to the
‘desirable’ content that’s required for great UX - are you showing potential customers that your hotel could be their escape? What

packages can you provide that would entice a user who's desperate for a break from their current surroundings?

Similarly, if there's an audience out there who are looking to treat themselves to a hotel break after such a difficult year, what offers
and benefits are you putting front and center to ensure they see the value in booking directly with your hotel? Remember that OTAs
may be able to match your free cancellations and best price, but they’ll never be able to offer your customers exactly the spa credit,

round of golf, room upgrade, cookery lesson or a free welcome drink that will secure their booking on your website.

Discounts on a well X
deserved break...

Need a change of scenery? Get 10%
of week night stays and 20% off

treatments in our luxury spa. Escape the city for less

‘ Book today Get back to nature in style. Book a premium suite &
enjoy free national park access during your stay.



https://www.thinkwithgoogle.com/consumer-insights/consumer-journey/covid-decision-journey/

4. People want to visit their family and friends

Twenty five percent of consumers also cited ‘seeing family and friends’ as a key reason for
booking accommodation in future. Keep this in mind when building content to enhance the
UX of your website. If you want your customers to connect emotionally and purchase directly

from you, show them that your hotel provides the opportunity to reconnect with loved ones.

This can be done using location targeting to show specific messaging to customers in local
cities or states who may be considering a trip to visit relatives or friends they have not been
able to see over the past year. Alternatively, use check-in date targeting to persuade users
who are considering a trip to visit family for a specific holiday like Thanksgiving, Christmas or

Lunar New Year.

Time for a catch up? X

Our beachside apartments are perfect for
group holidays. Get $10 discount per
person when you book direct.

Book your stay

Celebrate New Year together X
Save 15% on the cost of vour Lunar New Year

holiday when you book in advance.
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5. Search is the most used and useful touchpoint on the booking journey

This may be a guide to mobile and desktop UX, but the user experience starts long before your potential customer has reached your
website. If you're not appearing in search results, all your efforts to improve your website UX could be wasted. Looking back to Peter
Morville’s factors that influence user experience - if users can't find your website, they’re not going to book your rooms! Right now this

really matters, as Google's data shows that search is the most consistently used touchpoint for customers booking accommodation.

This is the principal reason why Triptease offers both onsite conversion and traffic acquisition tools. Blessy Townes of The Discovery
Leisure Company, Inc gave a perfect summary of this at the 2019 Direct Booking Summit in Singapore: "You cannot have the acquisition
strategy of a Ferrari with the engagement strategy of a Kia." And that analogy works both ways - what'’s the point of building an incredible

user experience on your website if nobody is getting there?

Triptease Metasearch and Retargeting were
launched specifically to ensure that
hoteliers who were already investing in their

onsite experience using Triptease Convert

41%

Search

are getting the absolute maximum return on
investment by driving as much high quality

traffic as possible to the direct website. The

tools are designed to complement each

L = —— I

other, which is shown in the fact that

Triptease Targeted Messages increase the
» Comparison site
performance of metasearch by 118%. With :

Reviews/ratings

search being the most-used touchpoint for

customers booking accommodation, it's 4%
vital that you consider your metasearch Initial Research Considering Comparing
Inspiration Details/Features Reviews Prices/Rates

presence as part of your updated user

experience.
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https://triptease.com/blog/direct-booking-summit-singapore-learnings/
https://triptease.com/en/meta/
https://triptease.com/en/retargeting/
https://triptease.com/blog/triptease-convert-relaunch/
https://triptease.com/blog/personalization-increases-meta-performance/
https://triptease.com/blog/personalization-increases-meta-performance/
https://www.thinkwithgoogle.com/consumer-insights/consumer-journey/covid-decision-journey/

Looking at the graph on the previous page, another key point to note is that
the use of search peaks at the point when your customer is comparing
prices and rates. This makes sense - they've been through the ‘exploration’
phase of the messy middle (initial inspiration and research) and they're now
at the point of ‘evaluation’ (they know what they want to book and are
looking for the best deal). So they're back to jumping around from website to
website, making sure that they’ve found the best possible price for your
hotel. Again, the UX of your own website can minimize the chances of a user
needing to go elsewhere to find the information required to make their

decision.

A Price Check Message (available for both desktop and mobile booking
engines, and soon to be embedded content within the Express Mobile
Experience) appears when a user has run a search on your website and you
have the best rate. It displays your price alongside your selected OTAs,
reassuring your customer that they’ve already found the best price. At this
point in the journey, there really couldn’t be a more useful piece of content to

show them.

Finally, when it comes to booking hotels, the second most consistently used
touchpoint throughout the user’s journey was reviews and ratings. Surfacing
these on your website is another way to ensure that your potential
customers get the information they need without having to bounce away to
another location where they may end up making their booking. Triptease
provides review message templates that can be easily customized to

showcase your best customer reviews on both desktop and mobile.

Hotel Canvas
May 21 - May 22, 2021

TRIPTEASE

.
Gdllleo 19 Miles to Sun Beach

Jalan Camplung Tanduk No 103 Sp, Seminyak,
80361, Bali, Indonesia

Select a Room

Filter your search Compare Rooms

You've found the best price!
1- 12 Sep 2021, 2 adults

Our Price GBP 337.58
f

Orbitz.com GBP 340.56
Travelocity GBP 340.21

3 more



6. Availability and customer support issues are pain points

While only 29% of travellers experienced a problem while booking accommodation online, the
specific issues they faced were largely connected to availability or technical and customer

support issues.

There are ways to resolve these kinds of blockers in your desktop and mobile UX. Firstly,
make it really easy for customers to contact you directly if they need to. Seeing as more than
half of customers would rather message than call and 90% rate an immediate response as
important, a high-performing, automated chat product is a useful tool to have as part of your

onsite experience.

When it comes to a lack of availability, if you have other hotels in the area make sure these
alternative options can be easily discovered if there is no availability at one of your
properties. Use a Nudge Message to point towards a hotel group page, or alternatively switch
on Urgency Notifications to alert potential customers to the fact that your rooms are being
searched and booked fast. This will hopefully mean they don’t miss out on the hotel they

wanted to book.

See the rest of our hotels X

Explore our other properties, located
in Europe's most exciting cities.

See more hotels

TRIPTEASE



https://triptease.com/blog/triptease-partners-with-hijiffy/
https://triptease.com/blog/triptease-partners-with-hijiffy/
https://help.triptease.com/en/articles/2456233-what-types-of-notification-messages-are-available-with-triptease-messaging
https://help.triptease.com/en/articles/2456233-what-types-of-notification-messages-are-available-with-triptease-messaging

7. Customers are likely to try a
new brand, particularly if it's a
good deal

Forty one percent of travellers are willing
to try a new brand vs their preferred
brand in future and over half of those will
do so as a result of finding a better price,
value, deal or reward. Targeted
Messages are a valuable tool for
ensuring that each customer sees the
price, deal or reward that will convince
them to book, so spend time
understanding your audience types and
what kind of incentives and deals they're

interested in.

You can also use the ‘new vs returning’
targeting functionality to show a specific

offer to first time visitors to your website.

If new audiences are open to trying a
new brand, this is a great way to capture

their attention and secure their booking

Get 20% off your first stay
with us!

We love to welcome new
customers. As a first time visitor
you'll enjoy a 20% discount on
your stay. Sign up to our
newsletter for more offers.

[] Click here to agree to our terms
and conditions.

El

ﬁQ@) New vs returning

b

Target visitors who are new or have returned to your website

@ New visitor

() Returning visitor

TRIPTEASE



https://help.triptease.com/en/articles/4765708-how-to-target-customers-with-the-right-personalized-content
https://help.triptease.com/en/articles/4765708-how-to-target-customers-with-the-right-personalized-content

Your Covid-19 recovery
UX checklist

Your cancellation policy and safety
information still need to be front and center

Make sure you're offering the get-away treat
your customers are longing for

Build an emotional connection by showing
customers that they can book your hotel to
visit or catch up with family and friends

Increase your presence in search results -
make sure you're appearing with the best
price in metasearch results (and bringing
potential customers back again with
retargeting ads)

Use a Price Check message to stop users
leaving your site when they want to check
they have the best rate

Use a Review template message to
showcase customer reviews on your website

Alleviate availability and customer support
issues using onsite messaging and an
automated chat tool

Grab the attention of new audiences with
bespoke offers and special rates
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UX best
practices

Tips and tricks for maximum
impact on mobile and desktop

By this point you should have a clear
understanding of the basics of mobile
and desktop UX design and how you'll
need to update your existing user
experience to cater to recent changes in
customer behavior. This final section
will share some additional ideas and
recommendations that will elevate your

UX from good to really great.

Don't forget that the Triptease Team is
always happy to help with suggestions
for ways to improve the user experience
on your hotel website. If you'd like to
review your current mobile and desktop
strategy with one of our team of

experts, get in touch today.

TRIPTEASE



https://triptease.com/en/contact/

One word can change your whole message

Think about the language you're using and how it might make your customer feel. In the example below,
‘Reserve’ implies that they’ll have to go through a reservation process, whereas ‘Get’ focuses purely on the
benefit rather than the process the customer needs to complete.

TRIPTEASE

If you're not sure what kind of impact certain wording will have on your users, try testing two variants of the
same message or offer to see which one has a higher conversion rate. If you're using Triptease Targeted
Messages, you can easily set up a test of two different messages and monitor their performance over time.
You can also use this functionality to test different images, offers or message designs too.

s1gn your message

Design your message

Free ski passes when
you book direct

Customers who book direct on our website don’t
just get the best price- they also get free ski
passes for the duration of their stay

Get your passes

Variant B

Variant A

Variant test:

tent View content tips

Free ski passes when

you book direct

Free ski passes when
you book direct

Free ski passes when
you book direct

ananananananananan Customers who book direct on our website don't
just get the best price- they also get free ski
passes for the duration of their stay

Reserve your passes



Colour contrast will make a call-to-action
stand out

When a user is scanning a page quickly (as they often will be - particularly on mobile devices) it's really
helpful to make the call-to-action (CTA) stand out from the rest of the page.

TRIPTEASE

You can pre-set your branding in the Triptease Platform so that every message you create will be perfectly
branded by default - but when reviewing your website UX you might want to review your brand colours to
ensure that they provide sufficient contrast for important text and CTA buttons.

A colour wheel is a really helpful tool to find the right contrasting colour to ensure your message or
call-to-action stands out. Just pick the colour shown opposite your website’s background colour and use the
Triptease Message Builder to test out how it looks.

Bed & Breakfast Offer X Message background colour and

Get free breakfast when you book message button colour are much too
direct. Only available on our site!

similar, which means the button is not

Book B&B package clearly visible to users.

Bed & Breakfast Offer X Message background colour and

Get free breakfast when you book message button colour come from
direct. Only available on our site!

Book B&B package

opposite sides of the colour wheel,

meaning the CTA stands out visually.




Don’t use ‘ghost buttons’ for your primary
call-to-action

A ‘ghost button’ is a transparent button that will appear the same colour as the background it sits on, but with
a contrasting colour outline and button text. While these are useful for secondary CTAs, they are harder to
spot as they tend to blend in with the overall layout of the page.

For great UX (particularly on mobile) you'd really only have one CTA per webpage. If that’s not possible, a
ghost button is a useful tool if you need to add a second, less important CTA to the page.

®

TRIPTEASE




Show aspirational content
and shortcuts to top offers
at the top of the page

When designing a webpage the term ‘above the fold’ refers to everything
your user can see immediately on the page without scrolling.

Great UX should make everything easy for your customer, so putting the
content they need to see ‘above the fold’ means they don’t have to scroll
or search to find it.

If you have targeted offers that you know will resonate well with
particular types of users make sure they've visible above the fold -
particularly on mobile. You can do this using Triptease Targeted
Messages, by customizing their position to ensure they appear right at
the top of the screen on both desktop and mobile.

Hotel Cam
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Hotel Canvas
Victoria

Early birds get rewards X

§  Book over a month in advance and
save 15%

Triptease Nudge Messages can be
customized to appear in your chosen

location on a mobile or desktop device.

TRIPTEASE




Icons help to highlight that your user has found
what they’re looking for

Icons can help convey the subject of a message instantly. If your customer is looking specifically for
discounts, for example, the icon below adds an additional visual signifier that they’'ve found what they're
looking for.

TRIPTEASE

Equally a gift icon makes it clear they've found some kind of free gift or added extra, while the parking sign is
what a drive-in customer may be looking to see. These are a few examples available in the icon library in the
Triptease Message Builder.

Book direct for free X
parking during your stay

Book on our website for the best
rates and free parking.

Book today

Free spa credit when you X
book direct

Book on our website & get $50 credit
to use in our award-winning spa.

Save 10% this weekend X

Have a change of scene this weekend
and save 10% when you book direct.

Book today



Use the right imagery to inspire your guests

Earlier in this guide we focussed on the ‘desirable’ element of good UX design and how important it is for a
customer to connect emotionally with your product. Imagery is one of the most powerful tools you have at

your disposal to help make that connection.

Steer clear of stock imagery and ideally invest in some high quality photographs that work well with your
brand. If you need photos with people in them, try to avoid anything that's clearly staged and opt for natural,

unposed shots that convey the experiences available at your hotel.

X .

Discounts and e  Obviously staged
complimentary extras

Sign up to our loyalty club for a and cliché

5% discount on every booking as

well as free welcome drinks and e  Quite a busy,
priority golf and spa booking

access. cluttered image

[T} Click here to agree to our terms

and conditions.

Email

Discounts and ° A clear, clean
\\ complimentary extras
iy ‘ Sign up to our loyalty club for a Iooking image
lJ 2 5% discount on every booking as
y "c ] well as free welcome drinks and [ Shows what the
= priority golf and spa booking
access. added extra is

( )
[] Click here to agree to our terms
-’ N and conditions.

E - ‘

Dive into summer savings X

Get 3 nights for the price of 2 In our
summer sale and cool off In our
beachfront swimming pool.

Book now

e Clearly a staged stock image

e No views of the hotel

Dive into summer savings X

Get 3 nights for the price of 2 In our
summer sale and cool off In our
beachfront swimming pool.

Book now

e  Clear, inspiring view of the pool

e Users can imagine themselves here

TRIPTEASE




Set a time delay to help customers
notice key messages

TRIPTEASE

In an ideal world there would only ever be one value proposition and one CTA on a webpage - but when you
know a user is likely to bounce to another website, it's sometimes necessary to provide additional information
quickly on that same page while you have their attention.

This is where the timing functionality of Triptease Targeted Messages can be really helpful. Rather than having
a message appear instantly, you can set a short timed delay so that your user has a few seconds to absorb the
information from your main webpage, before you share the additional targeted content you want them to see.

en should it display?

(O On entry of the page (immediately

@ Timed

Configure behaviour

After 3 seconds A

Choose

where your message will appear

3 seconds

5 seconds

10 seconds

20 seconds



Don’t overload the experience
particularly on mobile

Overwhelming a user with too many competing messages when they arrive at your website results is a poor
customer experience. This is why Triptease Messages have been carefully designed to ensure that the most
important message takes priority. There are also options to build content more directly into the layout of your
page - whether that’s by using an In-line Price Check Message or switching on the Express Mobile Experience
to provide a mobile-optimized user interface.

Many | Comemy

London,
S

OV W SIS

TRIPTEASE



https://help.triptease.com/en/articles/1228341-how-are-triptease-messages-prioritized
https://help.triptease.com/en/articles/1228341-how-are-triptease-messages-prioritized

3 hotel UX take-aways

Great UX is fast

e Navigating the ‘messy middle’ of
travel booking takes time. Hotels
can speed this process up with
good UX that guides their users
towards the specific information

they need.

e  Users expect immediate
information - especially on
mobile. Check your mobile
website loading speed using a
free tool like Google Lighthouse

or Google's Test My Site.

Great UX is seamless

e A seamless user experience is:
Useful, usable, findable, credible,
desirable, accessible

and valuable.

e  For seamless UX on mobile you'll
need to minimize content,
reduce user inputs, simplify the
navigation and stay aware of

‘hand-reach comfort zones'.

TRIPTEASE

Great UX is personalized

No two users are the same, but
they all expect the tailored,
personalized experiences they get

on other e-commerce websites.

Create bespoke content and offers
for every guest based on the
behavior and type of trip they're

looking for.

Triptease Convert helps to provide
a fast, seamless, personalized user

experience on mobile and desktop.


https://triptease.com/blog/triptease-convert-relaunch/

About
Triptease

Helping hotels increase
their direct bookings

Get more bookings at a lower cost.

The Triptease platform is built to help
hotels take back control of their
distribution and increase their direct
revenue by identifying a hotel's most
valuable guests and working across the
entire customer journey - from
acquisition to conversion - to make sure

they book directly on your website.

info@triptease.com
USA: +1 888 643 4732
EMEA: +44 (0) 203 950 7688

APAC: +65 6932 2577

Google
Partner
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