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UNLOCK THE BEST: DIRECT BOOKINGS TRUMP ALL!

e Higher Yield: Maximize profits with direct bookings

e No Commissions: Keep 100% of the revenue

e Customer Loyalty to the Brand: Build a loyal customer
base

e Build Long-Term Relationships: Nurture lasting
connections

e Repeat Customers: Encourage guests to come back

e Up-selling: Increase revenue through additional

services

e Lower Cost per Conversion: A lower Cost per Acquisition
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SO MANY TOUCH POINTS: WHY YOU?

Hotel Site C
OTAS “MPetito.g

Trav el SO% %

Sites SO MUCH CHOICE FOR
THE CUSTOMER
NEED TO STAND OUT
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MULTI SOURCE DATA STREAMS AVAILABLE

Lead Time, Occupancy, ABV,

Hotel Data Impression Share, Offers, Room
Types

OTA Data GEO Markets, Room Types,
Offers

Travel Trends, Trigger points,

Industry Data Destination Insights

Google Trends, SEM Rush,
Destination Insights, Ad Platform
Data

Tools/Platforms
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TOOLS : GOOGLE DESTINATION INSIGHTS

Destination Insights with Google

Keep up with the
latest travel trends

Smart business decisions rely on good insights. Keep your finger
on the pulse of ever-changing global travel demand trends with
actionable data, updated daily.

Check out some top insights for your country below, or use the
filters to find the data most relevant to you.

cne

TOOL USED: GOOGLE DESTINATION INSIGHT

Top insights for your selected country

Selecta country: == Thailand -

Top 3 sources of inbound demand
#1 = India
#2 M Germany

#3 EJ2 united Kingdom

@ Jump to chart

+ Inbound destination demand @ Outbound destination demand @ Global trends @

Top city in demand internationally Top city in demand domestically

#1 #1

== Bangkok, TH === Bangkok, TH

[ Jump to chart [ Jump to chart

Top insights for your selected country

Selecta country: @ gingapore o

Top 3 sources of inbound demand
#1 @B Australia
#2 oo India

#3 @ Japan

[@ Jump to chart

v Inbound destination demand @ Outbound destination demand @ Global trends

Top city in demand internationally Top city in demand domestically

#1 #1

Singapore, SG @ singapore, SG

@ Jump to chart @ Jump to chart



CHECK ANY OF YOUR COMPETITORS ADS ON GOOGLE

B Anytime ~ @ ShowninThailand - Allformats ~  anantaracom X

Q Altopies ¥ https:/www.anantara.com

‘eMarketingEye (Private) Limit... eMarketingEye (Private) Limited

eMarketingEye (Private) Limited
Verified

ooneres
A Avwotars

Brio at Anantara Riverside - Savor
ltalian Delights

Recizcover talan ciatsxs. hangmade

Brio
Authantsc aln dining Best of Rovarsete

Minor Hotel Group Limited
Verified Verified

Minor Hotel Group Limited

Minor Hotel Group Limited

vidn Tuwad Tama nfu s1da
Verified

eMarketingEye (Private) Limit...

P
@ Dscowrasn

iyt Farrer Park Singapore - Complete
Your Booking Today

0ok on official ste
2477 Weliness & Secarty
Year-Long 10% Of

Stveytere Promo.

The Ascott Limited

Sponsored

Ascott Makati

www.discoverasr.com/ascott/makati
Award Winning Hotel - Serviced
Apartments in Makati

Eam & redeem ASR points for Your stays. Get 30% off
by linking Your Corporate Email

The Ascott Limited

TOOL USED: GOOGLE ADS TRANSPARENCY CENTER

M Anytime -~ @ ShowninSingapore - Allformats -

Q,  Alltopics ~ Search by advertiser or website name

The Ascott Limited

Legal name: The Ascott Limited

Based in: Singapore

&, Advertiser has verified their identity

Sponsored

® discoverasr.com
www.discoverasr.com/

Serviced Apartments in Manila -
Lowest Rates

Eam & redeem ASR points for Your stays. Get 30% off
by linking Your Corporate Email Have a relaxing stay
unwinding at our swimming pool, fitness corner, and...

somenset

The Ascott Limited Close to Yangtze

River Delta
Explore a range of
apartment types from

Studio executive to 3-
bedroom deluxe

The Ascott Limited

The Ascott Limited



PLATFORM TOOLS : TRAVEL CONTENT CONSUMPTION

Traffic Journey

Top Sources
Out of 27

Google organic * google.com
47.67%

Direct
28.7%

Direct
4.22%

doubleclick.net
2.34%

Google paid * google.com
2.19%

—

Brand.com

Top Destinations
Out of 13

book-secure.com
8.74%

I google.com
L 262%

"
wa.me
2.24%

I facebook.com

1.12%

~ synxis.com

0.88%



RESEARCH REPORTS : TRAVEL CONTENT CONSUMPTION

On average, travelers
view 141 pages of travel
content in the 45 days
prior to booking a trip

30

25

20

4

Resources used for trip inspiration

[

35 25 15

Days prior to purchase

Throughout this early phase, travelers use and draw inspiration from multiple resources.

Social media

Online travel blog/review site

Destination site

Search engine

Meta travel site

o]

TA

Vacation rental site/app

Page Views

T7%

49%

45%

4%

36%

35%

28%

TOOL USED: EXPEDIA TRAVEL INSIGHTS

On average, travelers
consume 303 minutes of
travel content in the 45
days prior to booking a trip

OTA .

160 min. .

Airline site RNy KX

128 min. . .
Tian -

Meta travel

site

19 min.

Hotel site ot

95 min. .

Car rental site .

55 min.

Travel media  .**
23 min. .

.

¢

Destination site ,*
17 min. '
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TOOL USED: GOOGLE LOOKER STUDIO

Room
Nights

Revenue




PLATFORM TOOLS : AD AUCTION INSIGHT

Display URL domain

You

booking.com

agoda.com
viator.com
trip.com
klook.com

getyourguide.com

J Impression share

72.31%

35.84%

26.62%
<10%
<10%
<10%

<10%

<10%

Others

72%
Hotel Site

26%

Agoda




PLATFORM TOOLS : YOUR WEBSITE CUSTOMER

Device Performance

Sessions Bookings

@ rmobile @ desktop tablet @ mobile @ desktop

| [ e

GEO Performance

United States = Australia
43% 4 6.3%
United Kingdom Belgium Triple Room
12.4% v 2.1% 12.3%
4 France

9

Room Type/Offer Type

% Family Room
Ireland

Deluxe Classic Double

Deluxe Classic Twin
28.1%

Thailand
46.6%

cne



MULTI SOURCE DATA STREAMS AVAILABLE

All these data sources will
lead you to know more -
about your customer than \
anyone else
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USE THE DATA TO TARGET YOUR CUSTOMER : RIGHT TIME & RIGHT MESSAGE

User-specific
Approach

Customer

Combination
Of signals

. .
. .
. .
.

Time

Geo Device

N .
"
N

Remarketing Lists

Exclusive
SignalS
p- 9
l'l
0S Browser
Language Search Query
o IR
e
Ad Format Custom
Messaging
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Expectation

Reality
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MULTI TOUCHPOINTS CUSTOMER JOURNEY

Search Social Mobile

In-store

Display ad
cne



MULTI TOUCHPOINTS CUSTOMER JOURNEY TOOL USED: GOOGLE ANALYTICS > TOP CONVERSION PATHS

N td
[ Direct x4 :Orgamc Search ‘Direct x 6“ o R .
s (RS (G oo s> (FH88) .More than 6.5 % of the boolfln'gs that wer(-.j recorded in last FY has been
- interacted with at least 2 digital touchpoints.
‘.Drgamc Search fDilec\ x2 | Organic Search [Reierra\ Direct x 2 | .Organi: Search [ Direct x2 | ‘.Organic Search w/
[ organic search > | Direct x 9 ) [Pa\d Search > [ organic search > [ pirect x 7 ) [ paid search > [ organic Search > [ Direct x 79
[organic search ; [ Referral » [ pirect x 15) Path Length in SRS Conversion Percentage of total
‘ Organic Search W Organic Search [D”Em = ] Interactions Value M Conversions Conversion Value
1 5,155 $1,923,352.16 33.16%

[organic Search > ((Direct x6 %, (Paid Search » [Direct x 2 *, [ Organic Search , | Direct | 3439%
[Sn(:al Network x 4 ) [Dlrecl > [Social Network x 2 ) :Dlrec'. > [Social Network x 2 ) ‘WD\recl x2Z > Social Network x 3 > LDlrect x2Z 2 2,953 $1,128,361.96 ;::3: |

[Social Network x 5 3, | Direct » [ Social Network x4 3, | Direct | 3 1,888 $657,553.51 1214% [
. 11.76%
Paid Search Direct Paid Search x 2 [ Direct x 4 [organic search Paid Search x 4 Direct x & Paid Search x 3
( >l > L } L 2‘ g ( } L ) M 4 1,377 $467,067.14 8.86% [
S J . . 8.35%
[ Paid Search I Direct » {Pa\d Search x 29 | Organic Search [Pa\d Searchx6 | Direct [ Paid Search x 42 Organic Search
[ Paid Search x 7 2, [ organic Search » [ Paid Search = gﬂ 5 202 $288,328.61 :-:2: =

(Direct x5 6 672 $292,398.82 432%
D 5.23%

Paid Search Direct x 2 [ organic Search Paid Search x 5 > [Direct > [ organic Search Paid Search Organic Search
[ l pALE EED (o > (o9 > 7 496 $185,420.95 319% |
Paid Search » | Organic Search | 3.32%

—_— 2.45%
Paid Search > |_D|rec1 > ‘ Organic Search > “DI!’ECI xFH 8 381 $1 30,083.51 233% I

[ Paid Search x 2 \ Direct x 2 { QOrganic Search [ Paid Search x 3 ( Organic Search [ Paid Search xaﬂ 9 283 374’40539 1.82% I
1.33%

Paid Search x 2 > \;D\rea x2 > ‘.Orgam: Search Paid Search x 3 > [ Organic Search > Paid Search x 7 10 239 $82,620.57 1.49% I
) - i B - 1.48%
[ Paid Search x 2 [ Direct » | Paid Search x 3 Direct x 2 Paid Search Organic Search Direct x 2 Paid Search ‘ Direct

1.24%
[PokBowsh =3 1 193 $56,786.29 ol |

[ Paid Search x2 >, | Direct | Paid Search x , | Direct | 124+ 1,016 $306,496.49 6.53%

5.48%
[ Paid search x 5, | Direct " [ Paid SEarchxf‘
Paid Search = 6 , [ Direct » [ Paid Search » [ Direct x2 ), [ Paid Search x4 >, [ pirect = 2]) e I I’n
L L 4 2 - 1 L




MAP YOUR DIGITAL STRATEGY TO THE CUSTOMER JOURNEY

- @

cn=



Improve performance

Increase the success of ad campaigns,

create personalized offers

Reach customers

Personalize customer

“emmeim  Datta-driven
marketing

“ Increase efficiency

Precisely evaluate the marketing performance,
identify risks and growth areas

Today's customer journey can have
between

20 - 500 touch points depending

on the complexity of customer journey

80% of the Customers are
more likely to purchase a product
of service from a brand that
provides a personalized
experience
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HYPER PERSONALIZATION EXAMPLE | SEARCH CASE STUDY

(g:xrﬁul?;:vrjgrzss) VISITING THE BOOKING ENGINE FINAL BOOKERS
NEW USER USER WHO KNOWS THE BRAND ACTION LOYAL CUSTOMER

| GENERIC KEYWORDS 2 DIRECT/REMARKETING AUDIENCE Z REMARKETING AUDIENCE L BOOKERS/CUSTOM LIST AUDIENCE
User see this for the first time Next time they see this Next time they see this Repeat guests

What do we communicate?

- Destination > Offer Inclusions - Book Direct benefits - lLoyalty Benefits
>  Experiences & Activities >  Discounts -» Aggressive call to actions -» Encourage to book again
- Rates & Offers >  USPs -»  Why Wait? Book Now -» Increase Member Points
-  Limited Time Deals
Find out more Book Now Book Now Book Again
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HYPER PERSONALIZATION PERFORMANCE

CTR INVESTMENT
8% $ 156,131
VISITORS SEARCHING FOR BRAND 26% $1,073,149
WEBSITE REMARKETING 24% $ 158,614
IBE DROP OFF AUDIENCE 35% $18,196

BOOKINGS

606

21,682

6,176

1,069

CONV. RATE

0.50%

1.83%

3.49%

5.20%

REVENUE

$520,968

$ 18,223,726

$ 4,284,857

$ 706,874

CASE STUDY

ROAS

17

27

39
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GOOGLE FEATURED CARESTUDY

écns

Google

Featured Casestudy

Success of Performance Max

for Travel Goals

117%

Increase in
transactions
vs Control

91%

CPA Improvement
vs Control

86%

Increase in
Sales vs Control

76%

Increase ROAS
vs Control

MINOR

HOTELS

Executed for the First Time
in South East Asia

[SEA 1st]
Minor Hotels increases sales 1
by 86% together with ROAS

improvement of 76% with c
Performance Max for Travel ™
Goals campaigns »
Minor Hotels

eMarketingEye Agency

MINOR CTV2



KEY TAKEAWAYS

1. Direct bookings are crucial for a hotel's success, offering higher profitability and
customer loyalty
2. Understanding your customers Utilize data to gain deep insights into guest

preferences, behavior, and needs.

T
3. Datais everywhere, Use these sources to gather valuable information about
your guests. \?
4. Datais a gold mine waiting to be tapped. Recognize its value and leverage it to
make informed decisions and improve your marketing strategies.
5. Personalization is key. Use data-driven insights to tailor your offerings and
marketing messages to individual guests, enhancing their experience and ‘ ‘
loyalty.
6. Targeted marketing campaigns can significantly improve your booking “

conversions. Use data to identify and reach your target audience effectively.

7. Learn from success stories Learn, experiment and learn again

cnz



DOWNLOAD LATEST CASE
STUDIES

1l

THANK YOU!
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