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INTRODUCTION
H Hotels & Resorts Management has a collection of 4 hotels 
and resorts internationally including The H Hotel (Dubai), The H 
Resort (Seychelles), CentreVille Hotel & Experiences (Montenegro) 
and Villa Diyafa in (Morocco). With a diverse portfolio, the H 
Hotels & Resorts management team were looking for a partner 
to aid them with website re-design and development services 
for each property. During our initial conversations with the 
client, it soon became clear that the reason for this request 
was to address the issue that there distinct lack of results 
from search and PPC campaigns driven in the form of direct 
bookings and revenue generated through their websites. 

The lack of results were compounded further by Online Travel 
Agencies (OTAs) such as Booking.com and Expedia who’s share 
of room bookings for the group was increasing monthly.  The 
revenue generated by these OTAs comes at a high cost with 
an average of 22% paid out in commissions for every booking 
generated through these websites. Rather than simply re-build 
each website, we recommended an alternate path to the group 
based on analysis of each website in the form of (a) user data, (b) 
user experience, (c)analysis of the booking engine environment 
and user experience on this platform, which was licensed by the 
Hotels from Synexis - a third party booking engine provider that 
ultimately held the keys to conversion, and (d) a search / SEO audit. 

Finally, we suggested that analysis and data should only dictate 
whether they needed to rebuild each website at considerable 
cost - or simply amend their existing websites (to save both time 
and cost) to take into consideration the insights from the audit 
and user experience analysis above. The client agreed that this 
was a far more sensible approach with potential cost and time 
savings on offer and therefore, the objectives, scope of work and 
budgets were agreed as per the following. 



01 OBJECTIVES

THE PROCESS

Overarching Objective:
Lessen the dependency on OTA by each hotel and reduce OTA commissions for each 

of their properties and to create a blueprint for future properties added to the group. 

Other Key Objectives

•• Increasing website UX

•• Increasing organic traffic and decreasing bounce rate

•• Increasing conversion rates

•• Increasing conversion volume

1.	 Installation of tracking tools (heat-mapping, session recordings, analysis tools) 

on websites

2.	 Validation/fixing on tracking / revenue data within Google Analytics to create 

accurate benchmarks

3.	 In-depth analysis of current website behaviour focusing on website 

structure / flow, user experience and website content to identify;

a. Traffic and data validation

b. Conversion obstacles

c. User behaviour (by geography / language)

d. Content weaknesses / gaps

e. Website strengths & opportunities

f. Lead generation possibilities

4.	 Redesign and optimisation of websites on existing framework with the above 

data and insights in mind

5.	 Comparison of performance and data

6.	 Improve and optimise
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RESULTS: DUBAI



THE H HOTEL DUBAI
OVERVIEW

A total of 63 issues were identified that impacted conversion and a number of 

updates were made to the site both structurally and aesthetically to address issues 

that include but are not limited to the following;
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•• Confused and over-extended 

user journey

•• Disjointed conversion path

•• Difficult to understand content

•• Booking engine challenges

•• Alternative stay options

•• Incorrect error messaging



HYPOTHESIS & CHALLENGE  
CONVENTION

With 57% of website traffic typically from visitors who have visited an OTA site 

previously, we recommended shortening the conversion path and instead educate 

visitors why they should book direct and then show them the prices / benefits of 

doing so.
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Current Scenario

Ideal Scenario

VS.



THE H HOTEL DUBAI
3 MONTH COMPARISON
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Reduction in pages per session was a result of visitors finding more relevant 

information faster.

During the redevelopment stage,  

Nexa optimised the website structure 

and website content for SEO purposes, 

which had an instant impact.



KPIs = Increase in Conversion Rates and Increase in Transaction Volumes

Revenue and Average Order Value are market dependent and outside of Nexa’s area 

of impact.



RESULTS: SEYCHELLES



THE H HOTEL SEYCHELLES
OVERVIEW
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KPIs = Increase in Conversion Rates and Increase in Transaction Volumes plus

Revenue and Average Order Value increases

THE H HOTEL SEYCHELLES
3 MONTH COMPARISON
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During the redevelopment stage, Nexa

optimised the website structure and 

website content for SEO purposes, which 

had an instant impact



RESULTS: MONTENEGRO



CENTREVILLE
OVERVIEW
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CENTREVILLE
3 MONTH COMPARISON

During the redevelopment stage, Nexa 

optimised the website structure and 

website content for SEO purposes,  

which had an instant impact.

KPIs = Increase in Conversion Rates and Increase in Transaction Volumes

Revenue and Average Order Value are market dependent and outside of Nexa’s 

area of impact.
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RESULTS: MOROCCO



VILLA DIYAFA
OVERVIEW
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VILLA DIYAFA
3 MONTH COMPARISON
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ADDITIONAL RECOMMENDATIONS
With 3 Months of Data

The following recommendations are now in progress:
Lessen the dependency on OTA by each hotel and reduce OTA commissions for each 

of their properties and to create a blueprint for future properties added to the group. 

Other Key Objectives:

•• Additional language pages based on traffic and conversion data

•• Marketing Automation assessment to convert more visitors into direct bookings

•• Content creation, area / regional guides for data collection and to support 

future marketing automation activities
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Looking for help?
Nexa has worked with independent hotels, small groups and global chains since 
2005, helping them with digital marketing in the form of website design and 
development, direct booking strategies, social media marketing and performance 
marketing.

With offices in New York, Manchester and Dubai our team can help any hotel 
across the world grow better using tried and tested tactics created to drive return 
on investment. 
 
Visit us at www.digitalnexa.com


