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Introduction

Over the past five years, poor economic conditions have 
hindered the overall performance of the hotels industry1.
Household wealth and corporate profit levels have fallen 
globally, meaning business travel budgets were slashed  
and consumers were finding it increasingly difficult  
to finance holidays2. This had the effect of reducing 
domestic and international hotel demand from both the 
consumer and business markets in the two years through 
2010-113. In addition, new competitors such as Airbnb have 
entered the market. Even though industry conditions have 
improved markedly in 2011-12 and 2012-13 it is vital that 
hotels offer a good service to remain competitive, and an 
effective user experience is key to achieving that.

This Qubit benchmark looks at the onsite effectiveness  
and brand awareness of eight of the top global hotels: 
Holiday Inn, Radisson, Hilton Hotels, Marriott International, 
Best Western, Choice Hotels, Accor Hotels and Starwood 
Hotels. The benchmark is divided into two parts, ‘website 
analysis’ and ‘customer acquisition’. 

Our first section ‘Website analysis’ comprises five main 
sections: Find, Choose, Buy, Personalize and Mobile.  
To analyze these sites, we use over 80 industry best  
practice criteria based on both the industry specifically  
and general best practice for websites. After the basic  
user journey is assessed, we look at each hotel’s level  
of personalization for users in our personalize section.  
The final section in the website analysis looks at the mobile  
sites of the hotels, looking at whether one is offered and  
if so, assessing the quality of the mobile version. 

1 IBIS World, 2013
2 IBIS World, 2013
3 IBIS World, 2013
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The final section, ‘Customer acquisition’, assesses the  
hotels’ presence across the five main social platforms,  
and their presence on key industry term search results  
on Google. In this section, we establish how effective  
the online presence and ability to acquire new customers  
is for the hotels included. 

For more information about our framework and our other 
reports, please contact info@qubitproducts.com or visit our 
website www.qubitproducts.com.
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The Qubit benchmark framework 

The Qubit framework has been constructed by our customer 
analytics experts, and can be altered to apply to any website 
that allows you to transact online. A poor online experience,  
be it on desktop or other device, directly causes poor 
conversion rates. This benchmark highlights the key areas 
where the hotels could improve and develop their visitor  
user experience, reducing the risk of customer abandonment. 

Hotel Find (%) Choose (%) Buy (%) Personalize (%) Mobile (%) Final Score (%)

Holiday Inn 50% 48% 43% 23% 55% 44%

Radisson 45% 51% 52% 43% 73% 53%

Hilton Hotels 79% 83% 89% 69% 83% 81%

Marriott  
International

89% 84% 81% 79% 84% 83%

Best Western 46% 44% 50% 33% 81% 51%

Choice Hotels 41% 61% 44% 62% 76% 57%

Accor 80% 75% 82% 74% 81% 78%

Starwood Hotels 71% 78% 78% 68% 43% 68%

Average 63% 66% 65% 56% 72% 64%

Summary of all hotels featured in the benchmark
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Monthly visits on the hotel websites are 
estimates from www.trafficestimate.com. 

Alexa.com traffic rank and growth figures  
of the hotels are calculated on three 
months of aggregated historical data  
from Alexa Toolbar users. 

This benchmark includes eight of the  
global top hotels based on monthly 
pageviews and Alexa rankings. This 
benchmark evaluates each hotels online 
user experience.

Marriott International is the most visited 
hotel in this benchmark. 

Marriott International was estimated  
to have a monthly visit figure of 10,582,000 
– the highest of all hotels assessed in this 
benchmark. They were followed closely  
by Hilton Hotels, who had 234,000  
fewer visits. 
Similarly, it was also Marriott International 

who has the highest global Alexa rank  
at 1,249. This could be due to the high 
quality of their brand and impressive global 
brand recognition. Likewise, Hilton Hotels 
has the second highest Alexa rank at 1,282, 
following very closely behind Marriott 
International. The global Alexa rank follows 
the same pattern as the monthly visits 
which is what you might expect. Starwood 
Hotels and Accor come in next, as they did 
in the monthly website visits, being third 
and fourth respectively. Fifth place went  
to Best Western with a global Alexa rank  
of 9,972. Sixth and seventh place went  
to Choice Hotels and Radisson respectively. 
Holiday Inn is the least visited website,  
with the smallest UK Alexa rank too.  
This suggests it is the least popular website 
with the lowest amount of traffic.
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Website analysis 
 
Marriott International is the top performing hotel.

Of all the global hotels in this benchmark, Marriott 
International was the hotel that delivered the best 
experience in the user journey section. This hotel  
achieved an average of 83%, compared with Hilton  
Hotels who came in second with an average of 81%. 

‘Find’ 
Find section winner: 
Marriott International (89%)

The user journey begins with the Find section, where 
customers start to look for a hotel that suits them and are 
first presented with a website. In this section of our analysis, 
we assess the visual appeal of each hotel’s website, from the 
layout, to the navigation to the first searches. 

We focus on key elements of an effective Find stage for 
users; for instance, if the layout is uncluttered, navigation  
is easy, and whether the log-in and offers are clearly visible. 
We assess whether credibility is established by hotels on 
their sites, as well as whether key techniques are being 
employed, such as an efficient on-site search engine.

Marriott International triumphed over the other hotels at 
89%, followed by Accor at 80%, Hilton Hotels at 79% and 
Starwood Hotels at 71%. There was a big drop to Holiday Inn 
with 50%, Best Western at 46% and Radisson at 45%. Choice 
Hotels was the least effective hotel assessed, scoring 41%, 
due to its homepage being fairly cluttered with a lot going 
on which causes it to lack credibility. It also did not have 
some key features such as a general search function and 
smooth drop down menus.
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Layout

Every hotel assessed in this benchmark 
ensured that their logo was clearly displayed, 
and the purpose of their website was easily 
understood. Some websites clearly indicated 
their log-in by having it in a decent size and in 
the top right corner however, others such as 
Choice Hotels and Holiday Inn did not. Most 
of the websites made good use of offers. 
Some were particularly effective, including 
‘join and earn a free night’ on the Marriott 
homepage. It was disappointing to see that 
Accor had a special offers box that was blank 
and that Holiday Inn was lacking in offers. 

Most also had very well-formatted 
homepages, with trust and credibility 
established at first glance. It is important 
for websites to have a contact number for 
customer support visible at all times, hotels 
such as Starwood Hotels and Marriott 
International did this very well. Others such  
as Radisson only offered a contact us button 
at the bottom of the homepage and not  
a number, which did not make this clear.

Marriott International displaying a clear log-in and a good search engine
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Accor Hotels suggest they have special offers but it unfortunately it is left blank

Starwood Hotels clearly display a help number to aid visitors
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Hilton Hotels uses drop-down menus for an efficient navigation

Marriott International uses breadcrumbs to aid the user with navigation

Navigation

Breadcrumbs are links back to each previous page the user 
navigated through to get to the current page and they typically 
appear horizontally across the top of a web page, often below 
title bars or headers. The use of breadcrumbs in aiding the 
customer in their search is another useful tool in making 
a user journey more friendly. However, this was not used 
effectively by most of the websites. Only Holiday Inn, Marriott 
International and Accor were successful because you could 
view your journey at the top of the page and easily see your 
click path.

Not all of the websites had drop-down or fly-out menus when 
you hover over a subcategory. This is a shame as it is a useful 
tool to aid navigation and websites such as Choice Hotels and 
Best Western could really benefit from this.
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Search

All of the hotels had a search tool for users  
to find a hotel. However, it was disappointing 
to see that only Hilton Hotels and Radisson 
had a general search for the site – although 
the search on the Radisson website failed 
to work so it was not a useful functionality. 
Marriott International did offer different 
searches for each subcategory which  
is useful for a user looking for a particular 
meeting room or deal. 

Marriott International has search engines for different subcategory for additional help

All of the hotels except for Starwood Hotels 
and Resorts have a predictive search facility.  
It was particularly impressive that Accor 
Hotels started predicting after just one letter 
was entered.
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‘Choose’ 
Choose section winner: 
Marriott International 84%

In this second stage, Choose, we focus on the effectiveness 
of the search function and the product pages provided 
by each hotel’s website. It is essential that the search 
functionality is user friendly to prevent visitors from  
becoming frustrated and leaving the site. 

Choice Hotels uses a predictive search function to aid search



13

Global Hotels Benchmark

Search results 
 
Key features such as predictive search and being able to apply 
filters to search results can improve the visitor experience and, 
in turn, customer satisfaction. The search tools that can be 
used when looking for hotels are all fairly effective and utilize 
the option of filters, except for Best Western.

The search on the Best Western site is not particularly  
effective. For example when typing in ‘Paris, France’  
no results appeared when in fact there is a Best Western  
in Paris. For Paris to show on the results it requires you  
to search ‘Paris, Paris, France’ specifically which is very 
impractical and not entirely user–friendly.

It is also useful to have images on the search results page that 
can be clicked on to access the product. Not all of the hotels 
had this, for example, Starwood Hotels and Resorts would 
show enlarged images when clicked on instead of taking you 
to the description page, which would be much more useful.

Radisson allows users to filter search results to view the most relevant first
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Product pages 
 
Multiple images of the rooms and facilities were displayed  
by all hotels, which is very useful for users making a decision 
on where they want to stay. The images that were provided 
were generally good, being of high quality and providing  
a good overview of the hotel. 

The product descriptions provided by the hotels were typically 
informative enough, however, some were unnecessarily long.  
It was very pleasing to see that most of the hotels offered 
a compare function. This is very useful for visitors when 
weighing up their different options. Prominent calls-to-action 
were given by every website (‘book now’ for instance), many 
creating a good sense of urgency through both colour  
and size. 
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A clear summary page is shown by Hilton Hotels

‘Buy’ 
Buy section winner: 
Hilton Hotels 89%

The final stage in a user’s journey is the 
Buy section where the online transaction 
is completed. For this stage of the journey, 
websites can benefit from elements such 
as clear formatting of the summary page 
and all details of the package given to 
the customer. Ensuring the price is clear 
and easy to understand is also important, 
as well as quarantining the checkout to 
prevent distractions. In this section of our 
benchmark, it was Hilton Hotels that proved 
most effective at 89%, followed by Accor 
at 82% and Marriott International at 81%. 
Starwood Hotels scored 78%, Radisson at 
52% and Best Western scored 50%. Choice 
hotels were second last with 44% and 
Holiday Inn came in last place in this  
section, scoring 43%. 

Summary page 
 
Every hotel assessed had a well-formatted 
summary page, ensuring that the information 
displayed was easy to understand. However, 
in some cases such as with the Holiday Inn, 
the price would be stated as an estimated 
price which could be misleading. Not all  
of the hotels show subtotals that are free 
from additional charges – when booking  
a hotel in Paris with Choice Hotels there  
is an additional charge of £7.52 with  
no clarity on what this charge is for.
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Accor Hotels clearly shows users where they are in the checkout  process

Checkout and registration 
 
All of the hotels made sure that only necessary fields were 
included however it was a shame that none of the hotels had 
a ‘find address’ function, a simple but important tool for users 
to make the checkout process smoother. The information 
displayed on the registration pages was kept to a minimum  
by all hotels, making the page easy to understand. Most of the 
hotels, apart from Holiday Inn, which only had one stage, had 
clearly labelled all the stages of the checkout. This aids the 
user in their final step of the process. Most hotels accepted 
the usual methods of payment and had a clear cancellation 
policy available, leaving no room for confusion.
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Best Western clearly shows what stage of checkout the user is on

Holiday Inn offers a wide range of card payments
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‘Personalize’ 
Personalize section winner: 
Marriott International 79%

The next stage of our assessment concerns the level  
of technology used by each hotel, as well as how well  
they are using it. By using the right technology, websites 
can personalize the service provided to different visitors.  
This is a key tool in driving conversions fast and achieving  
a competitive advantage when more and more online  
retailers are turning to personalization. 

75% of visitors are more likely to return to a site that 
recognizes them4. Recent studies have also found a direct  
link between conversion rates and personalization. However, 
on average, two in five companies don’t target any customer 
or visitor segments to create a website experience5. 

In order to effectively personalize, retailers need to have five 
key components in place on their websites. The features 
needed are as follows:

- Analytics. Tools with which to measure behavior  
  on your website. 
- Tag management. Technology to structure and simplify  
   your data collection. 

- Onsite widgets and social plugins. Offer visitors the ability  
   to interact with the company and each other.

- Testing and targeting platforms. Optimize your website  
   and drive a significant, sustainable uplift in conversions  
   by personalizing for individual segments.

4 Janrain, 2013
5 Monetate, 2013
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6 http://www.ghostery.com
7 http://builtwith.com  
8 Econsultancy 2013

Ideally, websites should have all of these technologies  
as they are complementary to each other. To evaluate the 
level of technology adoption on each website, we use the 
online tools Ghostery6 and BuiltWith7 to detect the existence 
of third-party tags. These tools work by categorizing a library 
of third-party technologies on a website, and then flagging 
them whenever you visit the site. We then examine whether 
they are using these technologies to their full potential, 
seeing if they include a recommendation engine and 
targeted messaging during a typical user journey.

In this section, it was Marriott International that performed 
the best at 79% and Accor came in second place with 74%, 
followed by Hilton Hotels at 69%. Every hotel included  
in this benchmark used some form of analytics, from  
Google Analytics to something more advanced, such  
as Coremetrics, and most hotels use a tag management 
system. Most retailers also employed a form of retargeting 
by sending follow up emails after sign up. 

The average for this section was 61%, the lowest  
in this benchmark. This might be due to the fact that  
personalizing for visitors is still evolving, with many retailers 
(across all industries) failing to reach the appropriate level  
of technology to effectively personalize. In fact, around  
two in five companies surveyed describe their website 
experiences as ‘very’ (4%) or ‘somewhat’ (40%) personalized8.

It was very impressive to see that Marriott International  
used a scarcity pointer directing users to the price with  
the message ‘almost sold out’ which creates a strong  
sense of urgency and encourages purchases.

Even though Holiday Inn did not score too highly in this 
section, it still displayed some signs of personalization  
on the website. Holiday Inn used messaging which tells  
the visitor how many rooms were left, a similar method  
to that of Marriott, as it shows product scarcity.
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Holiday Inn uses urgency messaging on hotel rooms

Marriott International uses scarcity pointers to create urgency
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‘Mobile’ 
Mobile section winner: 
Marriott International 84%

In this final stage of the ‘Website analysis’ section, we look  
at the mobile sites provided. We are approaching this section 
from the view of a casual visitor therefore we have not included 
app information. This section provided the highest average  
of 75%, with Marriott International scoring the highest at 84%. 
This hotel cleverly directed you to an app that you could 
navigate to from the mobile site. This is a great tool to increase 
potential subscriptions. The design of the mobile site is 
streamlined, simple and clean with links that are user friendly. 
Hilton Hotels came in at second place with 83%. Starwood 
Hotels was the only hotel that did not have a mobile site, this 
meant that the design was not user friendly for those on  
mobiles and it was difficult to navigate.
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Hotel
Hotel 

Rooms
Hotels

Hotel  
booking sites

Discount hotel 
rates

Holiday Inn - - - - -

Radisson 88 - 80 - -

Hilton Hotels 13 18 17 - 71

Marriott  
International 11 16 16 33 34

Best Western 29 - 30 - 31

Choice Hotels 10 13 11 - 22

Accor 18 - 27 54 -

Starwood Hotels 22 - 32 - -

Customer acquisition

In this second section of our benchmark, we analyze the 
eight hotels based on their presence on five main social 
platforms, as well as their results on five key industry terms’ 
Google search results. In this way, we assess how well the 
hotels are positioned to drive awareness and engagement 
with their brand, before visitors even land on their sites. 
 

 
Google Search Results

With five keyterms - hotel, hotel rooms, hotels, hotel 
booking sites and discount hotel rates -  we assessed  
each hotel on their search results presence. When a keyterm 
was typed into Google.com, we looked at where the hotels 
appeared on the first ten pages. The numbers in the table are 
the positions that each website appeared in when googling 
each keyword.

Google US results
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Natural search, also known as ‘organic search’, refers to 
searching for one of our selected keyterms on Google and 
seeing where each hotel ranks. Natural search engine results 
are the most relevant results. When a website optimizes  
its web content to appear in natural search engine results,  
you are telling potential customers that your website content 
provides valuable information about their search topic.  
Across all five keyterms, Marriott International is the only  
hotel to rank for them all, Choice Hotels ranks particularly 
well on the four keyterms that it does appears on. This 
suggests that they are very well optimized and have high 
levels of brand awareness relative to these highly  
competitive terms. Only Choice hotels achieved a ranking on 
the first page which is very impressive as most of the highest 
rankings are websites specializing in hotel deals such as 
hotels.com and priceline.com.

Facebook Twitter Google + Linkedin

Holiday Inn 486,219 46,828 2,643 3,798

Radisson 89,852 5,394 1,766 12,113

Hilton Hotels 1,133,958 107,291 789,471 6,232

Marriott  
International

1,432,326 84,846 - 165,978

Best Western 809,728 55,619 2,549 10,834

Choice Hotels 170,783 18,466 589 16,439

Accor 46,936 20,004 90,596 74,606

Starwood 
Hotels

88,234 99,571 912 122,719

Social presence

In this section, we look at the social presence of the  
hotels across four top social platforms: Facebook, Twitter, 
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In the ‘social presence’ analysis, it was Marriott International 
and Hilton Hotels that achieved first place, between them 
scoring highest over all of the social platforms. They both 
have a wide Facebook presence with over one million likes. 
Hilton Hotels has just over one million twitter followers and 
Marriott International is not far off. 

Google + Linkedin Twitter Facebook

2
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1
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Radisson Hilton Hotels Marriott International Best Western Choice HotelsHoliday Inn

M
ill
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Social presence analysis

LinkedIn and Google+. Having a social presence is essential 
for the hotels’ online brand awareness and user engagement. 
Through appearing on these top four platforms, retailers  
are able to increase their brand awareness, as well as their 
brand loyalty. 
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Conclusion

Throughout this Qubit benchmark we 
have analyzed eight global hotels on both 
their onsite user experience in our ‘website 
analysis’ section and their brand awareness  
in our ‘customer acquisition’ section.

In our first section, we looked at the 
customer journey in the first three stages, 
Find, Choose, Buy, moving on to look at the 
hotels’ ability to tailor their website to their 
users in the two latter sections (Personalize 
and Mobile). Marriott International and 
Hilton Hotels impressed mainly due to how 
user friendly their sites were and the quality 
of their mobile site. Holiday Inn disappointed 
here, with a particularly low score of 23% 
in the personalize section due to a lack of 
advanced technology deployed on their site.

In the second section of this benchmark,  
we looked at ‘customer acquisition’. This 
focused on Google search results and social 
platform presence for each hotel to highlight 
how well they have raised and maintained 
brand awareness for potential and existing 
users.  
 
In this section, Marriott International and 
Hilton Hotels lead with a strong social 
presence which was apparent from their 
overwhelming amount of Twitter followers 
and Facebook likes that the hotels have 
earned probably due to the frequent and 
engaging tweets and posts.

Website analysis

Here, Marriott International took the lead  
with a total average of 83%. This was only  
2% higher than Hilton Hotels, who came  
in next at 81%. Accor scored 78% followed  
by Starwood Hotels with 68%, Choice  
hotels with 57%, Radisson being 53% and  
Best Western at 51%. The lowest performing  
hotel in this benchmark was Holiday Inn  
who scored 44%. 

In the Find section, it was Marriott 
International that demonstrated the best  
on-site effectiveness, scoring 89%, compared 
to Accor in second to place with 80%. The 
least effective was Choice Hotels with 41% 
which is 27% below the average.

In the Choose section, Marriott International 
remains at the top with a score of 84% 
however Hilton Hotels followed closely 
behind at 83%. Best Western came in last 
here, at 44%. In the Personalization section, 
Marriott International continued to impress 
and won first place again with a result of 79% 
and Accor came in second with 74%. 

The Buy section showed that Hilton Hotels 
was still in the running to win, scoring 
the highest at 89%, followed by Marriott 
International at 81%. Holiday Inn came in last 
place with a score of 43%.

Finally, the Mobile section had particularly 
strong results. All of the hotels, except for 
Starwood Hotels which did not have a  
mobile site, had user friendly mobile  
websites, with the leader in this section 
Marriott International, scoring 84%.
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Customer acquisition

In this section of our analysis, we split the 
assessment into two. First, their Google 
search result presence on five key terms: 
‘hotel, ‘hotel rooms’, ‘hotels’, ‘hotel booking 
sites’ and ‘discount hotel rates’, then on their 
social presence across the four most popular 
platforms: Facebook, Twitter, Google+ and 
Linkedin.

Marriott International and Choice Hotels were 
the winners in the Google search section of 
this analysis, ranking on the top ten pages of 
Google for all five keyterms. They ranked at 
11th for ‘hotel and 16th for ‘hotels. Choice 
hotels ranked even higher, 10th for ‘hotel’ and 
11th for ‘hotels’. However, Choice Hotels only 
ranked for four of the five keyterms.

In the ‘social presence’ analysis, it was both 
Hilton Hotels and Marriott International that 
achieved first place, scoring highest in every 
area assessed. They both have a particularly 
wide Facebook presence with over one 
million likes. Hilton Hotels has 789,471 
Google+ followers and Marriott International 
has 165,978 LinkedIn followers which are the 
highest scores for these two social platforms.

And the winner is...

Marriott International was the clear winner 
of the ‘Website analysis’ section, but shared 
first place with Hilton Hotels in the ‘social 
presence’ analysis. However Marriott 
International earnt its title as the overall 
winner when it fought back in the Google 
search section ranking particularly high 
for all five key terms. Hotels such as Hilton 
Hotels and Accor impressed us, but Marriott 
International excelled in all sections of the 
benchmark and deserves first place.
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About Qubit

Qubit helps drive conversions on ecommerce websites.  
We do this by putting marketing and ecommerce teams  
in control of their optimization strategies so that they can 
create relevant and engaging experiences for their visitors,  
in real time. 

Qubit consolidates tag management, visitor analytics, A/B 
testing and personalization and within a single integrated 
platform to remove IT barriers and create one seamless 
workflow. As these technologies work together, huge value 
is placed business agility and collecting detailed data to 
understand every aspect of visitor behavior. 

This new approach to personalization is known as Customer 
Experience Management, and enables businesses to create 
relationships with their visitors in real time and ensure that 
their expectations are met at each stage of the purchase 
lifecycle. 

To date we’ve helped Staples, Topshop, All Saints, Superdry, 
Farfetch and John Lewis improve their conversion rates and 
become more nimble in their marketing and ecommerce 
operations. 

For more information about our products and research, 
please contact info@qubitproducts.com or visit our website 
www.qubitproducts.com. 

Qubit 
Drive conversions, fast.
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