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Source: Internal Reporting; Facebook Analytics

TRUSTED GLOBAL INFLUENCER

Publishing travel, hotel, and local content for 

20+ years

PROVEN PRODUCT LINE

Storytelling and performance-driven products 

that drive results for hotel partners

LARGE AUDIENCE 

30M members worldwide | 4.5M UK members

4M social media followers | 3.6M on Facebook

7.1M mobile app users

What is Travelzoo?
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Why Work With a Third Party?
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Marketing/brand exposure

Global reach

Revenue
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Spontaneity Rules

93%
would book 

a spontaneous 

offer

Source: Travelzoo UK member survey; survey tool Alchemer; 1-25 January 2022; n=2,214
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One is Not Enough

Source: Travelzoo UK member survey; survey tool Alchemer; 1-25 January 2022; n=2,214

Number of leisure hotel stays in the UK likely to be booked in 2022

43% 1-2 stays

35% 3-4 stays

10% five or more stays

45%
will take 

THREE OR 

MORE

breaks
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Customers Looking to Stay Longer

One 

night

7%

10%

4%

32%

30%

22%

Three 

nights

2020

2021

2022

Source: Travelzoo UK member survey; survey tool Alchemer; 1-25 January 2022; n=2,214



7 | NHMC – 28 April 2022

Long is the New Short!

Source: Internal Analytics

CASE STUDY

BEACH HOTEL, CORNWALL

164
3- or 4-night stays

= 41% of purchases

526
room nights 

booked
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Huge Demand for Off-Peak
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Percentage of members that plan to take a domestic trip each month in 2022

Travelzoo 

members are 

key to off-

peak & other 

need periods

Source: Travelzoo UK member survey; survey tool Alchemer; 1-25 January 2022; n=2,214
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The Off-Peak Peaks 

Source: Internal Analytics

BEACH HOTEL, CORNWALL

£113K+
gross 

revenue

1,270+
room nights 

booked

CASE STUDIES

CITY HOTEL, LONDON

£477K+
gross 

revenue

3,730+
room nights 

booked
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Advocacy Adds Value

59%
would 

leave a 

Tripadvisor

review
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Top 20

Mixing Up Your Marketing

Endorsement 

Page

Social

FLOOP
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Huge Up-Spend Potential

82%
for meals 

at the hotel 

restaurant

¾ 
will spend 

money on 

additional 

services

79%
for drinks 

at the hotel 

bar

Source: Travelzoo UK member survey; survey tool Alchemer; 1-25 January 2022; n=2,214
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Marketing Beyond Our Borders 

Source: Internal Analytics

CITY HOTEL, LONDON

£89K+
gross 

revenue
from the North American 

market alone

706
vouchers 

sold

TOP 5
UK is in the 

Top 5 destinations 
for U.S. and Canada 

members

CASE STUDY
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Top Five Perks

#1  Free parking

What perks or extras do you value most highly when booking a UK hotel? 

Select up to three. 

#3  Free room upgrade

#2  Full English breakfast

#4  Early check-in (before 3pm)

#5  Late checkout (after 12pm)

Source: Travelzoo UK member survey; survey tool Alchemer; 1-25 January 2022; n=2,214
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Pre-Sell Sell Outs

#3  Average LOS of nearly 2.5 nights

#1  Advance selling need period

#2  High volume, pre-arrival upsell

#4  Targeting midweek occupancy

#5  Marketing benefits 
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Last-Minute Marketing

#3 High conversion on room upgrades

#1  Short-term, last-minute need

#4 Targeted direct F&B spend

#2  Increased LOS 1.7 to 2.2 nights
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In Summary… 

Engaged audience

Occupancy benefits

Marketing/brand exposure

Global reach

Revenue



THANK YOU

travelzoo.com

Nick Hurley

Head of Sales, Hotels UK

nhurley@travelzoo.com


