
More than TripAdvisor

User Generated Reviews, SEO, Analytics and more! 
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Reviews are everywhere!

• Aggregated reviews from several sources
• Yelp
• TripAdvisor
• Google
• Facebook

• Google reviews are first touch, first impression. 
• Hours of operation (instant disqualifier) 

• What people are not saying is just as important. 
• Encourage reviews, leverage both the good and bad. 
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Not just for hotels anymore.

• 96% of TripAdvisor users consider reading 
reviews important when planning trips and 
booking hotels.

• 85% of users agree that a thoughtful response 
to a bad review will improve their impression of 
the hotel — an increase of more than 50% since 
2013.

• And it’s not just hotels: 87% of TripAdvisor 
users consider reviews important when booking 
restaurants; 81% say reviews are important 
when booking attractions.
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*Source: comScore Media Metrix for TripAdvisor Sites, worldwide, February 2016 
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Organic isn’t easy.

SEO & SEM
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Target Audience – Media Sources 
and Travel Decisions

2

Ideas/Inspiration Advice/Ratings
Compare 

Features/Pricing Making Reservations
Family/Friends

45%
Family/Friends

32%
Internet Search Engines

41%
Travel Service Provider 

Websites
28%

Destination Websites 35% Internet Search 
Engines 30%

OTAs
37%

OTAs
25%

Internet Search Engines
34%

Travel Review 
Websites

29%

Travel Service Provider 
Websites

33%

Internet Search Engines
15%

Magazine Articles
31%

OTAs
25%

Hotel/Resort Promotions
31%

Destination Websites
13%

Printed Visitor Guides
28%

Online Visitor Guides
21%

Airline Promotions
26%

Hotel/Resort Promotions
11%

©2015, MMGY Global: Travel Climate Study ‐ Comprehensive analysis of the emerging travel habits, preferences and intentions of Americans.
N=2,550, U.S. Adults (>18 YOA), Annual HHI >$50K (1,200: HHI $125K), 24th Year
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