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Guest needs during the booking journey



DREAM
Inspiration 

RESEARCH
Information 

BOOK
Affirmation  

- Where do I want to go? 

- What kind of holiday am I interested in? 

- Is this hotel a possibility?

- What hotels fall within my budget at the destination that I’m 
interested in? 

- What amenities are available and what’s most important for me? 

- Does what the hotel say that it offers match what people have 
experienced?

- Is this the best way to book this hotel?

The hotel booking journey



DREAM
Inspiration 

RESEARCH
Information 

BOOK
Affirmation  

- Social media (including paid)

- Internet search (including paid)

- Blogs and content

- Word-of-mouth and non-digital advertising

Hotel website for 
- vibes and atmosphere, Imagery, Policies e.g. cancellation, Hotel 

location and amenities, Room sizes, occupancy, configuration

Metasearch + OTAs for comparison and price

- OTAs 
- Hotel website / booking engine

The old path to purchase



The old Search



The old Search



Search insights for 2025 and beyond 



Source: Gartner & Mews 

● Google's AI summaries keeping 24% of Gen Z on 

results pages

 

● Over 25% of frequent travelers used AI for trip 
planning 

● Perplexity introduced one-click shopping end of ‘24

The AI search revolution



● Voice search dominates local queries: "hotels 

near me"

● Travelers seek experiences with queries like 

"wellness retreat", "food tour"

Search is happening differently



The new Search



The new Search
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The new Search



The new Search



DREAM
Inspiration 

RESEARCH
Information 

BOOK
Affirmation  

- Social media (including paid)

- Internet search (including paid)

- Blogs and content

- Word-of-mouth and non-digital advertising

Hotel website, Social media,  AI/LLM tools for 
- vibes and atmosphere, Imagery, Policies e.g. cancellation, Hotel 

location and amenities, Room sizes, occupancy, configuration

Metasearch + OTAs for comparison and price

- OTAs 
- Hotel website / booking engine

The new path to purchase



Not AI-ready? Watch your hard-won direct 
Traffic and bookings vanish to competitors



Recommendations: GEO
(Think like a guest)



1. Improve SEO and discoverability offsite

2. Improve accessibility 

3. Create a great booking experience for humans guests

Good news! Optimizing for AI engines 
helps both your hotel and your guests by:



DREAM
Inspiration 

RESEARCH
Information 

BOOK
Affirmation  

- Where do I want to go? 

- What kind of holiday am I interested in? 

- Is this hotel a possibility?

- What hotels fall within my budget at the destination that I’m 
interested in? 

- What amenities are available and what’s most important for me? 

- Does what the hotel say that it offers match what people have 
experienced?

- Is this the best way to book this hotel?

Help AI answer guest questions 



Pages should make sense 
when scanned as well as 
when read

1. Follow HTML best practices

2. Use Schema markup for important 

information

3. Label rooms, amenities, offers, and rates 

clearly

Recommendation 1



● Use proper heading structure (H1, H2, H3) 

● Use lists and tables when required

● Make all links descriptive 

Recommendation 1 H1

H2

Follow HTML 
best practices 



● Use proper heading structure (H1, H2, H3) 

● Use lists and tables when required

● Make all links descriptive 

Recommendation 1

Website designerWebsite developer

Follow HTML 
best practices 



● Use proper heading structure (H1, H2, H3) 

● Use lists and tables when required

● Make all links descriptive 

Recommendation 1

Website designerWebsite developer

Follow HTML 
best practices 



● Rooms 

● Pricing

● Amenities 

● Hotel address and location 

● FAQs etc

Recommendation 1

Website developer

Use schema for 
markup purposes   



Recommendation 1

Website designerWebsite developer

Label rooms, amenities, 
offers and rates clearly 

● Don’t be generic 

● Make it easy to distinguish between or 

compare things



Label rooms, amenities, offers and rates clearly 

Website designerWebsite developer

Recommendation 1



Recommendation 2

1. All images should include alt text 

2. Videos should have captions and transcripts

Make sure media can be understood 
without eyes



Recommendation 2

Make sure media can be 
understood without eyes

1. All images should include alt text 

2. Videos should have captions and 

transcripts



1. All images should include alt 

text 

2. Videos should have captions 

and transcripts

Recommendation 2

Make sure media can be 
understood without eyes



Recommendation 2

1. All images should include alt 

text 

2. Videos should have captions 

and transcripts (where relevant)

Make sure media can be 
understood without eyes

https://docs.google.com/file/d/1FcY4FmszqeoO5HzTMRm4EMYTPVRKlsd7/preview


Website designer Content writer

Recommendation 3

Answer questions people 
are asking 
Respond directly to the queries they’re 

asking: 

(You can do this by using FAQs or 

creating dedicated pages)



Website designer Content writer

Recommendation 4

Niche your content 

● Add specific metadata to pages e.g. Rooftop infinity pool

● Create niche-focused pages like;

○ “Family friendly hotels with shuttle to Universal studios”

○ “Remote-work friendly suites in Porto with fast Wi-FI”

○ “Romantic adventure getaways with spa packages”



Website developer Content writer

Recommendation 5

Use trust cues like reviews 
and social proof 
● Showcase guest reviews on your site

●  Update content frequently
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Website developer Content writer

Recommendation 5

Use trust cues like reviews 
and social proof 
● Showcase guest reviews on your site

● Update content frequently



Key takeaways 



For 2025 and beyond 

Optimise for AI or you risk missing out on 2028 tomorrow’s traveler

● Your most frequent travelers are already searching in new ways

● Go beyond SEO, be ready for AI summaries and voice-mode

● Your website’s structure and content is important

● Use your current tools–but keep an eye out for new ones

● Early adopters can get ahead of the visibility challenge



What to focus on this quarter

1. Test it yourself: Ask questions that you expect your 

hotel to show up for

2. Audit your website for structure and clarity

3. Find out what questions guests have asked about 

hotels in your city 

4. Start creating FAQs to address real traveller 

questions



Any 
questions?   

Grab your AI search cheat sheet 

Triptease helps hotels 

increase their direct bookings 

Get in touch: info@triptease.com

mailto:info@triptease.com

