
 

 

ENHANCING VISIBILITY & 
CONVERSION STRATEGY 
 
The upcoming section details a curated list of 
recommendations grounded in industry best 
practices across website merchandising, SEO, and 
pricing strategy.  
 
Implementing these tactics aims to streamline the 
booking process, reduce user friction, and provide 
greater clarity. Driven by the immediate need to 
address the current deficit and generate new 
revenue streams, the following  
 
Playlist focuses on three primary areas designed to 
deliver maximum commercial impact. 

ROOMS CONTENT & DISTRIBUTION 
 

WEBSITE OFFERS MERCHANDISING 
 

A STRONGER CONTENT STRATEGY 
 

RIGHT SIZING PRICING ACROSS 
PARTNERS & PRODUCTS 

 
THE WORK AROUND 
MOVING PAST THE OTA NO AVAILABILITY SOLD OUT BLOCKER 
To address the persistent visibility issues caused by the "sold out" message from the default search settings for 
two adults, we recommend introducing two new, clearly defined room types accompanied by optimized naming 
conventions. 
 
The ideas below streamline how the property presents its offerings, ensuring guests instantly understand the 
value proposition. By integrating key feature benefits directly into the room type name, the Now Now can create a 
more intuitive, user-friendly booking path.  
 
To maintain visibility and ensure availability, implement occupancy-driven defensive measures. This configuration 
consists of two cabins suitable for two adults. 
 
 

The goal is to boost visibility and make sure the hotel shows up as an option when people are searching and 
making their travel plans. 
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CABIN NAMING & FEATURE CLARITY 
The idea below visualizes a more straightforward and clearly defined, based on the feature upgrade path, while 

introducing the 2x option to enhance visibility in the distribution channel which include 2 Cabin for 2 Adults. 

 

 

 

Find short, long and scannable version of Room Descriptions, Amenities and 
Informational Callout by Clicking Here 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Find short, long and scannable version of Room Descriptions, Amenities and 
Informational Callout by Clicking Here 
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ADDING VALUE TO KEY PRODUCT FEATURES 
 
Directly informed by valuable guest feedback, these updates are designed to align expectations and enrich the 
arrival experience.  
 
Since some visitors may not be familiar with the specific brands curated through the hotel's local partnerships, we 
also recommend utilizing feature sections to highlight the unique background and value of each 
product—specifically what it is best known for.  
 
This approach delivers immediate value to guests who are discovering these items for the first time, while 
reinforcing why existing fans already appreciate them. 
​
Need a bigger version of the recommended room page layout? Click Here 
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BOOKING CONVERSION REQUIRES MORE THAN TRAFFIC 
The Now Now NoHo offers a specialized experience tailored for solo adventurers; however, the very elements that 
define its unique character—efficiently designed sleeper cabins, integrated airflow via open-concept ceilings, 
communal facilities, auditory transparency, stair-only access, and solo-centric occupancy—can occasionally 
prompt guest reservation. 

Leveraging this information as essential merchandising assets on the website can address these nuances 
through contextual and visual storytelling, mitigating traveler indecision before they seek external validation from 
third-party platforms or social channels. 

This strategy mirrors recent industry findings which advocate for identifying specific friction points within the 
reservation path and deploying targeted media—including video, social proof, and descriptive imagery—directly 
where prospective visitors experience hesitation  
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PROACTIVE ALIGNMENT +  
HIGHLIGHTING THE LOCAL CONNECTIONS 
PUT CONTENT IN CONTEXT 

Hotels often have good content, but the content is located away from the point of purchase. 

Guest photos may be on Instagram, explanations may be in the FAQ, reviews may be on TripAdvisor, and video 
may be on TikTok—but the guest making a room decision needs those answers on the room and booking pages. 

For Now Now: 

GUEST HESITATION CONTENT THAT SHOULD APPEAR NEARBY 
“How small is the cabin?” Scaled floor plan, person-in-room photo, dimensions 

“Is it private?” Door-lock demonstration and open-ceiling explanation 

“Will it be noisy?” Honest sound explanation, sleep-kit details, guest review 

“Are shared bathrooms awkward?” Walkthrough video and image of a lockable shower 

“Where does my suitcase go?” Storage demonstration by luggage size 

“Is this safe for a woman traveling alone?” Women+ floor explanation and relevant guest review 

“Is this a hostel?” Clear comparison between hostel, sleeper cabin, and hotel 

“Can two people stay?” Immediate occupancy explanation and Duo Cabin option 

 
BUILD A “KNOW BEFORE YOU BOOK” CONVERSION SEQUENCE 
The most important opportunity is to turn expectation setting into confident merchandising. Rather than 
presenting limitations as scattered disclaimers, create a concise sequence that answers: 

●​ What exactly is a sleeper cabin? 
●​ How private is it? 
●​ What can I hear from nearby cabins? 
●​ How do the shared bathrooms work? 
●​ How much luggage fits? 
●​ Is there air conditioning? 
●​ Is it appropriate for a light sleeper? 
●​ Is it appropriate for a longer stay? 
●​ Is there an elevator? 
●​ Why would I choose this over a hostel or traditional hotel? 

Fear of making the wrong choice is a leading source of booking abandonment.  
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COMPELLING METRICS FOR ENGAGEMENT 
●​ Digital video now accounts for 87% of global web traffic, with typical American adults dedicating nearly 

seven hours daily to this medium. 
 

●​ The human brain interprets visual information 60,000 times more rapidly than written words. Motion 
further amplifies this effect, as research indicates that dynamic imagery stimulates a wider array of neural 
regions. 
 

●​ Because the brain processes visual memory and emotional response in the same localized area, video is 
uniquely capable of fostering deep-seated connections. 
 

●​ Anticipation of novel and distinctive experiences makes excitement the essential sentiment to cultivate 
during the reservation journey. 
 

●​ Properties frequently overlook the "moments that matter," emphasizing static features over the 
experiential value guests seek. Consequently, high-quality storytelling is often relegated to third-party 
platforms rather than being integrated into the brand site. 
 

●​ The industry’s 82% abandonment rate is largely driven by a fear of committing to the wrong choice. 
Strategic video content can mitigate this indecision by proactively addressing traveler concerns. 
 

●​ Narrative-driven sequences—moving logically from the cityscape and neighborhood through the lobby and 
into individual rooms—generate the highest levels of viewer participation. 

 
 

STRATEGIC APPLICATION FOR THE NOW NOW 
1.​ Deploy video assets at critical friction points to resolve guest hesitation during the evaluation phase. 

Consult your operational team to identify the most frequent inquiries and informational gaps. 

2.​ Introduce secondary calls-to-action adjacent to primary booking functions, offering an exploratory path 
for users who require further discovery before finalizing their stay. 

3.​ Conduct a thorough site analysis to pinpoint where prospective visitors stall; then, provide contextual 
content to provide reassurance at those specific decision-making junctions. 

4.​ Leverage a mix of professional production and AI-augmented imagery to build a dynamic visual library 
with a streamlined capital investment. 

5.​ Prioritize immediate action; authentic, smartphone-captured footage can deliver significant commercial 
impact even in the absence of a dedicated production budget. 
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RECOMMENDED ROOM TYPE NAMING SYSTEM 
CURRENT 

NAME 
 

RECOMMENDED 

NAME 
IMMEDIATE GUEST UNDERSTANDING 

ADA Sleeper 
Cabin 

➡ Accessible ​
Solo Sleeper Cabin 

An accessible single cabin 

Cozy Sleeper 
Cabin 

➡ Solo Sleeper Cabin The standard cabin option 

Now or Never 
Sleeper Cabin 

➡ Solo Sleeper Cabin ​
+ More Space 

A larger cabin featuring local art 

New ➡ 2X Solo Sleeper 
Cabins 

Added for defensive measures and workaround for the default 2 
people occupancy search default. This ensures displaying 
availability and would include configuration consisting of two 
cabins suitable for two adults. 

Women + 
Now or Never 
Cabin 

➡ Women+ ​
Solo Sleeper Cabin ​
+ More Space 

A gallery cabin on a Women+ floor 

Women + 
Sleeper Cabin 

➡ Women+ ​
Solo Sleeper Cabin 

A standard cabin on a Women+ floor 

New  2X Women+ ​
Solo Sleeper Cabins 

Added for defensive measures and workaround for the default 2 
people occupancy search default. This ensures displaying 
availability and would include configuration consisting of two cabins 
suitable for two adults. 
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