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Travel and Hospitality Marketing and SEO 
 
The travel-and-hospitality industry occupies a unique place in regard to digitization. 
Bookings for flights and hotels, as well as subsequent transactions, are all migrating to a 
fully digital experience, yet a huge part of the customer experience remains connected to 
physical locations and face-to-face interaction. 
 
A full 72% of businesses say improving customer experience is their top priority, according 
to a Forrester survey. As websites, mobile applications, and progressive web applications 
(PWA) increasingly become the main place where customers and prospective customers 
receive the brand experience, there are obvious implications for web owners in the travel 
and hospitality space. 
 
 
Key Digital Trends in Travel and Hospitality 
Like many other service-based industries, travel and hospitality is in the midst of a 
fundamental shift towards digital transformation. As consumers trend away from absolute 
brand loyalty and towards a longer conversion funnel, opportunities arise for SEOs and 
digital marketers in this space to get search visibility with prospective customers. 
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Here are a few of the key digital trends influencing the travel and hospitality industry right 
now: 
 

• Ever-increasing digital market: The market for online travel sales has grown 
consistently since 2014. Total digital travel sales worldwide are forecast to reach 
$817.54 billion by 2020 according to Statista. 

• Growing budgets for digital marketing: Travel and hospitality brands are 
responding to the outsized growth of opportunity in the digital space. A 2017 
survey of hotel professionals by SiteMinder found that 48% planned to allocate 
“high spend” towards digital marketing, including website and SEO. 

• The rise of OTAs: Online travel agencies continue to be a significant presence in the 
space, accounting for 69% of online hotel bookings in 2017 according to Hitwise. 
Brands must develop digital strategies that take this into account when determining 
the best ways to attain search visibility.  

• Influencer marketing and earned media: Similar to trends in retail and ecommerce, 
traditional sources of third-party validation for prospective travelers have lost 
mindshare in favor of influencers like blogs and independent YouTube channels. A 
full 63% percent of travelers are influenced by “consumer opinions posted online” 
according to a study by Rhythm One. 

• Data-driven decision making: As consumers become more data-driven in their 
decision making, so should travel and hospitality brands.  

• User-experience: In a digital sector with such a high amount of both direct and 
indirect competition, developing the best user experience possible on your site, 
progressive web apps, and mobile apps is of the utmost importance.  

• Mobile: Mobile connectivity has become essential, not just in the discovery and 
booking phases, but throughout the entire customer experience. Travelers and 
guests expect to have the ability to check in, check out, and administrate their 
accounts on mobile devices and over 3G or 4G cellular networks. An eye-opening 
study by J.D. Power & Associates found that only 4% of hotel check-ins and 1% of 
checkouts are done through proprietary mobile apps, those interactions are 
associated with higher guest satisfaction. 

• Progressive Web Apps: An outgrowth on the trend towards mobile, PWAs are a 
new approach to mobile connectivity the bridges the gap between mobile apps and 
website. 
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Google Search Query Activity in Hospitality Queries 
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Many of the search engine results pages for travel and hospitality queries on related SEO 
head terms are top-heavy with Pay-Per-Click listings from OTAs as well as direct 
competitors.  
 
Below those paid listings are typically universal elements tuned specifically for travel-
related queries. Notable examples include Local 3-Packs customized for hotel booking 
pricing trends as well as a disintermediated Google Flights widget that allows users to 
make a search for available flights directly from the SERP. 
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Channel Marketing Mix in Travel and Hospitality SEO 
 
Using our proprietary data sets we have looked into the prevalence of Organic channel 
share vs. other marketing channels for travel and hospitality brands. Travel and hospitality 
shows very high proportions of Paid traffic at 24% and 18% and therefore the SEO average 
traffic is on the low side at 42% and 47% respectively.  
 
 
Travel and Hospitality Industry SEO – BrightEdge Benchmark Stats 
Universal search results refer to the results on a SERP that are not the standard direct links 
to websites. Examples of universal results include Images, Videos, News, Places, Carousel, 
Quick Answer, 3-Pack results, and Apps.  
 
 

BrightEdge Data Cube Metrics Avg for eCommerce 
The average Data Cube score for the industry is:   343,864 
The average number of position one listings is: 348 
The average page 1 listings is: 2,444 
The average total universal content results is: 420 
The average number of images is: 111 
The average number of Quick Answers is: 61 

 
 
Travel and Hospitality Industry SEO Click Curve 
 

 1 2 3 4 5 6 7 8 9 10 11 12 13 14 
Mobile 16.8% 11.2% 7.25% 4.6% 3.1% 2.0% 1.5% 1.3% 0.9% 0.6% 0.5% 0.6% 0.8% 1.0% 

Desktop 24.0% 11.0% 7.6% 5.1% 3.3% 2.1% 1.5% 1.3% 1.1% 0.8% 0.7% 0.6% 1.7% 1.5% 

 
These click curves indicate the average performance in various search result positions. These 
numbers help understand and forecast the traffic that should and is coming in from the organic 
search channel 
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How Travel and Hospitality Customers Use BrightEdge 
 
HyperLocal 
Both global-level players with hundreds of franchise properties around the world as well as 
single-location boutique brands have a need for SEO campaigns that are geo-targeted to 
where their properties are. HyperLocal capabilities allow the SEO to design and track those 
targeted campaigns down to level of search engines results in specific localities or 
metropolitan areas. 
 

 
 
 
Recommendations 
Recommendations allows a digital team to not only assign content to writers but guide 
non-expert content creators through the steps of the SEO optimization process in order to 
run a scalable SEO campaign. 
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Keyword Reporting 
Track your brand’s performance across hundreds of keyword groups tailored to whichever 
campaigns you’re running in local optimization, branded terms, service-related terms, and more. 
 

 
 
 
Dashboards 
Build customized reports on the week-to-week and month-to-month progress on key 
campaigns. Tailor those reports to speak to the priorities of any stakeholder or project 
owner. 
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Case Study 
 

Best Western International, Inc. 
Felipe Carreras, director of ecommerce for 
Best Western, shares his story of how he 
and his content team leveraged the 
BrightEdge platform and BrightEdge 
Content Optimizer to scale its content 
marketing strategy to create more than 
16,000 pages of unique content across 
2,056 individual property websites within 
three months with a team of five. 

https://www.brightedge.com/resources/videos/best-western-testimonial  
 
 

  
“In order to scale our efforts, we’ve had to partner with a 
number of strategic partners…one of the most important 
being BrightEdge.” 

-- Felipe Carreras, Director of eCommerce 
Best Western 

 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 
 
 
 
About BrightEdge 
BrightEdge, the global leader in enterprise organic search and content performance, empowers marketers to 
transform online content into business results such as traffic, conversions, and revenue. The BrightEdge S3 
platform is powered by a sophisticated deep learning engine and is the only company capable of web-wide, 
real-time measurement of content engagement across all digital channels, including search, social, and mobile. 
BrightEdge’s 1,700+ customers include global brands as well as 57 of the Fortune 100. The company has eight 
offices worldwide and is headquartered in Foster City, California. 


