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Everyone is worried about direct bookings! All hoteliers 
are trying to find a way to overcome OTAs and recover 
their guests. However, not everyone is paying attention 
to what is really important: the long run. 



The objective of this guide is to take you through 
different tactics you can use to start recovering your 
direct bookings but having at the core that building a 
relationship with the guests is the only way the results 
can be held in the long term. 
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When talking about hotels and accommodation businesses, it is no secret that ensuring a good amount of bookings is 
what keeps the business running.



The ideal path for this is that the user performs a Google search, arrives at your website, and finally makes a booking. This 
is called a direct booking; however, it is not the only one that exists.



By now it is very known that a major channel for bookings is Online Travel Agencies (OTAs). They give the user the 
opportunity to choose a hotel among several, according to price, services, and more. 



OTAs have been growing at a very fast rate during the last couple of years. However, the problem here (and the challenge 
for hoteliers) is that they are also taking a part of the transactions and the guest data, living the hotelier only with a 
person that will sleep in the room. 



When asking the customers whether they prefer a direct booking or do it through OTAs, among the 2,017 respondents 
29% book direct. And normally, these are people between their 30s and 40s.



That is why many hoteliers started to pay attention to the situation and direct bookings numbers rose in certain 
countries. For example, in Germany, the direct bookings market share was 62,9% in 2021, an increase compared to 
previous years, while in Sweden was 50,50% and in France 25,7%. 
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Why are all hoteliers worried?



The first reason is that OTAs won’t be taking a commission, 
meaning your profit is higher. But there are some other 
reasons that you need to consider.



When your visitors make a booking directly on your 
website, you have the opportunity to get their personal 
information and therefore, the chance to nurture the 
relationship during all the stages of the guest journey. 
Nowadays, this is key when it comes to building guest 
loyalty and satisfaction. 



On the other hand, once a booking is made directly on 
your hotel website, there is a higher probability that your 
guest will remember your brand (and it will grow if you 
communicate with them across the entire guest journey). 



The importance of growing your direct bookings
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Knowing all the benefits of direct bookings, it is clear that this is one of the main concerns for hoteliers. In fact, according to 
a study by European Hotel Distribution, on average, more than half of the hotels in the sample (55%) feel pressured by OTAs.


On average, more than half of the hotels in 
the sample (55%) feel pressured by OTAs


The good news is that there are still a lot of terrains to cover in order to win the direct booking war. And, as a hotelier, there 
are different tactics you can apply to start changing those numbers and recover your direct bookings. 



The secret is in recognising which ones you can start implementing and which are ones where some other tools are needed.
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The importance of growing your direct bookings
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Tactics to win the direct booking war



The ultimate tactic: Focus on your guest relationship

The best way to achieve sustainable results is to focus on 
strategies that can be held in time. In this sense, there are 
many tactics you can implement and apply in a short 
period of time to start seeing results. But that can’t be 
your entire plan.



To get the best results, you should also focus on strategies 
that will increase your revenue in the long run. In this 
sense, working on your guest relationship is crucial not 
only to building your brand but also to increasing guest 
loyalty and, as a consequence, growing your direct 
bookings too. 



For guests to choose your hotel instead of booking 
through an OTA they must have a pleasant experience, 
feel taken care of, and not be treated like another number. 
How do you achieve this? By paying attention to every 
stage of the guest journey.
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Communicate with your guests through the right channel, with the right message and at the right time, through every 
stage: from pre-stay to post-stay.



Having the right guest communication strategy can help you boost your results. According to Helpscout, increasing 
customer retention rates (meaning, guest loyalty) by just 5% can increase profits by between 25% and 95%.



Helpscout also mentions that 75% of customers declared to desire a consistent communication experience. Being 
present for your customer helps you to stay at the top of their mind and to make them feel seen and cared for. And 
today, more than 85% of customers want to experience this type of proactive communication and contact from a 
business.



Do you want to learn more about how to create a guest journey? Don’t miss out on our guide: How to personalise a 
guest journey for the 2023 guests. 
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The ultimate tactic: Focus on your guest relationship

https://www.prnewswire.com/news-releases/us-consumers-want-todays-companies-to-be-proactive-in-customer-service-222952311.html
https://www.bookboost.io/post/how-to-personalise-the-guest-journey-for-the-2023-guests
https://www.bookboost.io/post/how-to-personalise-the-guest-journey-for-the-2023-guests


One thing is certain: a big part of your bookings come 
from OTAs. Then, it is logical that the first step has to do 
with engaging these people. 



You need to show them how easy it is to book from your 
website, but not only that, you can even offer an 
incentive for their next booking. In this way, they will go 
to you instead of the OTA.



The main point to take into consideration here is that you 
need to obtain your OTA bookings’ details, meaning their 
personal information. 
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Turn OTA bookings into your own customers



Turn OTA bookings into your own customers

TIP: You can make this easily happen with Bookboost’s OTA Profiler, the solution designed to convert OTA bookings 
into loyal customers.

For this, you can use valuable tools like Bookboost’s OTA profiler, which will help you organise the data and contact 
them and get all the relevant guest data so you can engage them later. 



Once you have their main information, you can add them to campaigns and journeys that are specifically designed 
with the purpose of turning them into direct bookers.
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Use an exit-intent tool on your website

An exit-intent tool is what will allow you to engage with 
web visitors that were reviewing your page but didn’t 
make a booking. Let’s say someone is scanning your 
website, checking dates and room type, but then decides 
to close the window. The exit-intent tool will be triggered 
at that moment, and it will show a message to the visitor. 



In this way, before they move into another hotel or to an 
OTA, they will see the message you want to send them. 
You can use this space to convince them to book by giving 
them a coupon or another attractive offering.
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TIP: You can use the Bookboost platform so set up an 
exit-tool intent that works exactly like you intend to.



Another target you might be missing to increase 
direct bookings is people that didn’t finish the 
booking in your hotel. 



The abandonment rate varies depending on the 
industry, but according to  FreshRelevance and 
SaleCycle, the average goes from 59.2% to 79.8%. 
According to SaleCycle, the abandonment cart rate is 
around 85,22% for travel.  



With a simple tool, you can track and retarget those 
audiences, reminding them to finish the booking and 
even adding an incentive to make the offer more 
attractive. 
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Re-engage with people that didn’t finish the booking



Re-engage with people that didn’t finish the booking

TIP: You can do this with the different solutions Bookboost offers. Our Web Messenger identifies the user and if no 
reservation was created, it works together with the Guest Journey Scheduler to send a reminder to the user.

How to communicate with them? You can do it through ad campaigns like Google Adwords or social media 
platforms like Facebook, Instagram, or even TikTok. Don’t forget to include the pixel so you can keep track of your 
visitors and their actions.
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Turn visitors into bookings with a web messenger

Did you know that 80% of guests check hotel websites before 
booking on OTAs? To increase direct bookings, take the 
opportunity and engage with them from their first visit. 



When you answer their questions while they are still interested, 
provide them with incentives and give them an easy way to 
make a booking, they will feel more prone to choose your hotel. 
And not only that, there are higher chances they will finish their 
booking while still in the conversation.



With a web messenger, you can start the conversation as soon 
as a user starts going around your website and asking 
questions. You can even use a chatbot to engage with them at 
times when the staff is not around. 
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TIP: With Bookboost’s web messenger you can start engaging 
with your visitors from day 1. At the same time, you can save 
valuable hours of time for your staff by enabling quick replies.



Customers hate complicated things and their attention 
doesn’t last forever. You need to be able to leverage 
those seconds when they are actively looking to make a 
booking by presenting a simple and easy way of doing 
it. The simpler, the better. 



If making a booking on your hotel website is not as easy 
and smooth, they will give up and go to the OTA or to 
another hotel. 



Your booking system must be intuitive and be ready to 
help users instead of making things complicated for 
them. 




Make the booking simple and easy
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Make the booking simple and easy

TIP: You can apply this in an easier way with page-targeted messages from Bookboost Web Messenger. This means 
that on every page, the web messenger can proactively engage with your guests providing answers to the most 
frequent questions or the next steps in the booking. If someone needs information that is not available on the website 
and asks for it, the chatbot will take over and answer, without having to lose the booking for it.

On the other side, this experience must be equally easy on a desktop or a mobile device. According to SaleCycle and 
Fatbit, 63% of travellers said Booking.com gave them a great mobile experience. This shows that trips and bookings 
made directly through mobile are growing, however, desktop is still the preferred platform for this purpose.



This means that your hotel website must be optimised for the different kinds of traffic so you can give all users a good 
experience, independently of the device they are using. 
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Leverage the power of social media

To increase your direct bookings you also need to think 
about your website traffic and your social media presence. 
Today, everything is about who is who and where are they. 
Customers are eager to post photos about their stay and 
to tell their community about how fun and special was the 
place where they stayed. 



However, if a hotel doesn’t have social media or doesn’t 
pay attention to its online presence, there won’t be any 
buzz around it. For millennials and gen Z, this is an 
indicator that the stay can’t be as good as promised. 



Use the power of social media to create a profile that 
invites others to stay there and even better, to make a 
booking. 
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Leverage the power of social media

TIP: You can use the CRM to get relevant data and prepare ads to attract similar audiences through social media. For 
example, the profile of the high spenders (where they came from, what services they were looking for)

Create your own hashtag and invite your guests to use it, repost their content and make advantage of the user-
generated content (UGC) as a way to attract more people. 



If both your website and your social media channels are attractive and provocative, people will be engaged before 
they notice it, and the next logical step will be to make a direct booking instead of going to an OTA.
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Another great tactic to increase your direct bookings is 
looking into your own visitors. How are you engaging with 
them during the post-stay stage? By using your guest data 
to segment your guests and create categories, you can 
create a re-engagement campaign and target only the 
people that haven’t made a booking in a while. 



The best part is that you can target this campaign through 
their preferred channel, with the right message, to have a 
higher success rate. 


Reengage your past guests
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TIP: Bookboost’s Multi-Channel CRM let you create audiences 
based on different guest characteristics, like the last time they 
booked, the type of room they had, and the services they 
ordered. It also allows you to choose different channels, giving 
you higher conversion rates than an email-only CRM.



Eliminate rates leakage

Imagine a traveller is visiting your website and sees a rate that it is not 
updated; and when he checks the OTA’s website, he finds a cheaper 
rate for your hotel. Where do you think he will make a booking? 



If you don’t keep close track of all the rates that are shown online, a 
rate leakage can occur. When this is not fixed on time, it can have a 
huge impact on your direct bookings. Why? Because it will give the 
OTAs the possibility to offer lower rates than you on your own website.



According to Stratos Jets, 72% of mobile bookings are made in the 48 
hours prior to the trip, with searches that include the terms ‘tonight’ 
and ‘today’. This means that at all moments thousands of people are 
looking into making bookings not only for the future but also very 
close trips. You cannot risk showing rates that are not according to 
your real prices.



By avoiding rates leakage you will make sure to always offer a 
competitive price that reflects reality and it will give you a better 
chance to convince your visitors of booking directly instead of going 
to an OTA to find a better price or deal.
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Your team won’t be online all the time, but they can use a 
chatbot on the website to take care of after-hours requests. 
Remember, the user won’t wait for you, so you need to make 
yourself available and easily accessible. With a chatbot, you 
can reduce your response rate, engage with users in a quick 
way and answer their questions in a record time. 



However, this tactic alone won’t be enough to raise more 
direct bookings. You need to look at it as a whole, paying 
attention to the whole guest journey.


Use a chatbot to engage visitors 24/7
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TIP: The advantage of the Bookboost Customer Experience 
Platform is that all the solutions can be deployed from the 
platform, meaning you won’t need any other tools and you 
will have the right data available to empower each area.
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How to be successful in the long run



As mentioned before, something important to keep in 
mind when working on increasing your direct bookings 
is that everything needs to be part of a long-term plan. 



In this sense, the most important element is working 
on your guest loyalty and relationships with guests. This 
will turn your hotel into a local friend, not only inviting 
your old customers to come back but also attracting 
new ones. 



At Bookboost we believe that paying attention to the 
whole picture and the whole guest journey is key to 
improving results, including driving more direct 
bookings. 



We know it can be complicated, as guests' expectations 
change all the time. However, as hoteliers, you should 
constantly adapt to them in order to get good results.
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You’re not sure about where to start? Grab a coffee and have a chat with our 
experts. We will answer your questions and guide you through all the necessary 

steps to build a long-term plan and increase your direct bookings on the way.
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https://www.bookboost.io/book-a-consultation

