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01
BOOKING INSIGHTS  



AVERAGE DAILY RATE

High… but not 
at its highest 
yet 

Average Daily Rate
Evolution of the ADR of hotel online bookings 
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AVERAGE LENGTH OF STAY

Still below pre-
pandemic level

Direct vs. Indirect distribution: 
Evolution of the LOS of the hotel online bookings  

nights

nights
nights

nights
nights



AVERAGE TRANSACTION 
PRICE 

A Steady Climb

Average Transaction Price
Evolution of the ATP per hotel online booking



-$5.00

$45.00

$95.00

$145.00

$195.00 Bangkok Hua Hin Krabi Phuket Koh Samui Pattaya

GOPPAR by key city (Thailand) 



Room Performance
12 month rolling 

52.0%

28.0%

3.3% 1.9% 1.5%

56.0%

17%

4.2% 2.6% 1.9%

BUSINESS MIX % ROOM REV

Phuket
Rest of…

12-month ADR:

Samui THB 8,570

Krabi THB 6,541

Phuket THB 5,260

BKK THB 4,566

Phuket

Rest of Thailand



02
DISTRIBUTION 

MIX and AI in digital 
Marketing 



Evolution of the hotel ONLINE BOOKING revenues 
2019 = Index 100 

PANDEMIC

DIGITAL REVENUE
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From slow 
recovery to 
record-
breaking

+ 38,2%



CHANNEL SHARE

Direct is 
Number 1

Share of online distribution in 2023
Direct Vs. Indirect



OTA 
dependency 
varies by Hotel 
category

CHANNEL SHARE BY HOTEL 
CATEGORY 

Share of online distribution in 2023
Direct Vs. Indirect

2 stars 3 stars 4 stars 5 stars 

Direct Indirect



Still too high 
CANCELLATION RATE

Cancellation of hotel online bookings
In Volume (x) and in Value (€]



40%   of 
Booking.com 
revenue is 
cancelled  

CANCELLATION RATE BY 
CHANNEL

Cancellation rate (in Revenue)
by channel



Revenue Evolution by Ad Channels: 
2019-2023

2019

2023

50

100

150

200

X 1.2

Display

X 1.6

Search

X 1.7

Metasearch

Metasearch 
is generating 
69% more 
direct 
revenues
than in 2019



Metasearch 
remains 
the #1 direct 
booking 
provider 

39% of the ad-driven bookings (in value) 
are generated by metasearch

39.2%

33.6%

27.1%Display
/Social ads

Paid Search

Metasearch 20% 10.2% 5.3% 2.7% 0.5%

Google Hotel Ads Google Free 
Booking Link

Tripadvisor

Trivago

Kayak

27.9%

Bing Ad 

5.7%

Google Ad

27.1%

Display / Social ads



GOOGLE PERFORMANCE MAX STARTED IN 2021



ONE CAMPAIGN,
7 CHANNELS



01
PMax
replacing
manual
campaigns -40%

40%

-20%

20%
x5

x10

x15

-60%

60%

-80%

80%

-100%

100%X14

+17%

-34%

-72%

Impressions Bookings % Conv ROAS*

ROAS*= Return On Ad Spend



1

2

3 X3.26

-40%

40%

-20%

20%

-60%

60%

-80%

80%

-100%

100%

+15%

-11%

+7.5%

02
Combination 
of PMax
and manual
campaigns

Impressions Bookings % Conv ROAS

4



03
PLANNING

Budget 2025 



Direct Booking Share of 
Online Revenue
in 2023



Low 
Distribution 
Costs come 
with Exclusive 
Rate on the 
Hotel’s website

86%
of hotels in this segment have 

non-competitive rates 
on their website

92%
of hotels in this segment 
offer an exclusive rate 

on their website

20

5

15

10

14.5%

5.2%

7.1%

1st quartile
25% of the hotels

2nd quartile 
25% of the hotels

3th quartile
25% of the hotels

# cost of 
distribution in %

# hotels

4th quartile 
25% of the hotels

Average 
distribution cost



True cost of Direct Bookings

Split Paid / Unpaid

66%
Non Paid

33%
Paid



True cost of Direct Bookings

Split Paid / Unpaid

66%
Non Paid

33%
Paid

% Distribution Cost
(per source)

1.5%

7.1%



True cost of Direct Bookings

Split Paid / Unpaid

66%
Non Paid

33%
Paid

% Distribution Cost
(per source)

1.5%

7.1%

% Av. direct 
distribution cost

3.3%



How much should you put aside for Digital Marketing?

×
Target Direct Booking Revenue

Distribution Cost * 

3

Add in Time/Agency Cost

* This should range between 5.2% to 14.5% depending on factors like pricing strategy

+



Questions?

Leon Chan, Head of Sales, APAC
D-EDGE

lchan@d-edge.com

mailto:lchan@d-edge.com


Thank you !
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