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Website Marketing for Tourism Accommodation 
Tuesday 11 June 2013 • 11.00am - 3.30pm 
  

 

11-11.10 am.  Welcome, Introductions & Housekeeping  
  
11.10 to 12.15 pm. Keynote: Online Marketing Best Practices.  
  
12.15 to 1.15 pm.  Lunch & Networking 
  
1.15  to 2.15 pm.  ‘Online Marketing Boot camp Part I ’  
  
2.15 to 2.30 pm.  Short Break 
  
2.30 to 3.15 pm.  ‘Online Marketing Boot camp Part II ’  
  
3.15 – 3.30 pm.  Summary & 10 Takeaways.  Final Q&A.  
  
3.30/4.00 pm. Networking.  



     SEO 360⁰ - The Essentials. 
MARKETING BOOT CAMP OPTIONS 

1. Analytics Introduction 

2. Go Mobile 

3. SEO Basics 

4. Email Essentials 

5. Online Advertising Overview 

6. Web Sites that Work 

7. Social Media Summary 

 

 
 



Marketing 360° 
KEYNOTE PRESENTATION 

 

Chris Adams, GM South Pacific 

Director of Research 



 



Agenda 

1. Don’t Forget the Fundamentals 
2. Overview of Latest Research 
3. Measurement Tool Kit 
4. Online Marketing Essentials x 4 
5. Case Study – New Zealand Properties 
6. Marketing Recommendations 

 



GETTING THE 
BASICS RIGHT 

>> Fundamentals of Tourism Success 





Price vs. Review Comparison  

The Modern Hotel, 
0.0,  $-

Trump International 
Hotel Waikiki Beach, 

12.4,  $321 

The Royal Hawaiian 
Waikiki, 5.6,  $152 The Kahala Hotel & 

Resort, 7.5,  $160 

Halekulani Honolulu 
HI, 7.6,  $241 
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RESEARCH 
SUMMARY 

>> Online Booking 



         Feels Like You? 



5 Stages of Travel - Google 
Source: http://www.thinkwithgoogle.com/insights/featured/five-stages-of-travel/ 





Published, June 2012 
Summary Prepared by Chris Adams. Miles. June 2012.   



Only 39% of ALL Travel is Booked Online 
in Australia & New Zealand 

 



78% of Hotel Bookings Happen Offline 

22% 

78% 

HOTEL BOOKINGS - ONLINE VS. OFFLINE 

Online Hotel Bookings

Offline Hotel Bookings

Source: PhocusWright Australian and New Zealand Travel Overview Fifth Edition. Published June 2012.  



 

Multi Media – Integrated Advertising is Critical 



RESULTS DRIVEN 
MARKETING 

>> Foundations & Tools 



REACH 

Traffic 
Generation 

LOYALTY 

Customer 
Marketing 

ENGAGE 

Content & Calls 
to Action 
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CRM 
Email Programs 
Social Media 
ReTargeting 
 

4x Foundations Hotel Marketing 

SEO 
PPC 
ReTargeting 
PR & Social 
Trad. Media 
 

Editorial 
Rich Media 
Reviews & UGC 
Calls to Action 
 

Direct Bookings  
Channel Mge 
Analytics (Online & Phone) 

Rev. & Yield Mge 
 

 
 



Data-driven marketing 

• Analytics and attribution are core parts of the 
a hotel’s marketing toolbox 

Trackable Phone Numbers Trackable Links 



Essential Measurement ToolBox 

1. Set Up & Use Google Analytics on  
Your Web Site 

 

 

2. Use Campaign Tracking Codes for All 
Online Ads & Links. 

 

 

 

3. Have unique Trackable Phone 
numbers for your web site & all Ads.  

  

Trackable Phone Numbers 

Trackable Links 



Online bookings = 10 % 

Web phone bookings = 30 % 

Print phone bookings = 60 % 

+ billboard advertising value 

360° view of your Direct Business & Media Advertising.  



Measure 

Your 

ContactUs 

Page 

Your 
Booking 

Engine 

Your 

Phone 

Bookings 

Call 

Center 
Bookings 

Your Offline 

Campaigns 



Other Tools 
Reputation Management & Rates Analysis 



Measure Through Trip Planning Process 



Measurements x 3 

Audience 

 

Engagement 

 

Signals of Intent to Travel 
(or Goals – Conversions) 



ONLINE 
MARKETING 
ESSENTIALS 

>> Online Marketing Essentials 



4 Priorities 

1. Integrated Online Marketing 
2. Mobile First 
3. Email Essentials 
4. Build your Billboard Effect (incl. OTAs) 
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4x Foundations of Hotel Marketing 

SEO 
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Direct Bookings  
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MOBILE READY 

>> Online Marketing Essentials I 





The rise of multiscreening 



 





Low-cost mobile option 



EMAIL 
MARKETING 

>> Online Marketing Essentials II 



 Examples      2 



Email Marketing 

SAMPLE 2012 PROGRAMME. 

 

 



 Email Marketing      

 

1.List Acquisition & Management 

2.Engaging (Mobile Friendly) Design 

3.Relevant Content – Calls to Action 
 



 WEBSITE 

>> Online Marketing Essentials III 









 

MAPS 



 

MAPS – REVIEWS/UGC 



 

MAPS – REVIEWS/UGC- RICH MEDIA 





 BUILD YOUR 
BILLBOARD 

EFFEECT 

>> Online Marketing Essentials IV 













Build Your Billboard Effect 

1. Invest in &  Share Great Imagery 
2. Use OTAs – don’t let OTAs Use You 
3. Use Mix of Media & Channels 
4. Focus on Direct 
5. Measure Everything Incl. ROI 
 

 



CASE STUDY 

>> Results 



Case Study: NZ  Properties 
Apartment Hotel, Budget Hotel, Motel 



  Trackable 
Phone 

Numbers 

0800 564 834 

0800567574 



Booking Channel Analysis 

15% 

12% 

43% 

6% 

2% 

22% 

Direct Online Bookings Web Site Phone Bookings

OTA Bookings (Est) Media Advertising

Email Newsletters Other Bookings - incl. Trade & Walk Up



Online Bookings to Properties 

2012 - 2013 

$669,088  
 

 

Source: Sum of Google Analytics visits per property (2013 #s do not include Chatham)  

Direct Online Bookings Average Booking Value of Online Booking: $287 



Phone Calls from Web Site to 3 Hotels 

2012 - 2013 

9,795  
 

 
Source: May 2012 – April 30th 2013. Sum of Google Analytics visits per property   

Phone Calls from Numbers only on Property Web Sites or Booking Pages  

Average Calls from All Web Sites Per Month: 615 

Average Calls from Online Booking Pages Per Month: 276  



Est. Web Site Phone Bookings 

2012 - 2013 

$566,233  
 

 

Source: Estimated Booking value based on 20% of calls and average online booking value. 

Estimated Bookings from Phone Calls from Web Site & Online Booking Pages.  Assumptions:  

• % of calls resulting in bookings: 20% 
• Average Booking value: $287 



Total Combined Direct Bookings 

2012 - 2013 

$1,235,321  
 

 

Source: May 2012 – April 30 2013. 
Estimated Booking value based on online bookings for Year and estimated phone bookings.   

Total Bookings from Web Sites – Direct Online Bookings & Phone 
Bookings from Web Site.  



Average Value Online Bookings 

Direct Online Bookings vs. Online Bookings from 3rd Party 
Online Travel Agencies 

Direct Online Bookings 
2,337 Bookings = $669,088 

$287  
 

3rd Party OTAs (est) 
12,652 Bookings = $1,961,060 

$155   
 

 

Source: Online Bookings April 1st to March 31 years.  OTA actual bookings are known but OTA 
average booking value is estimated based on feedback from client over last 12 months 



Total Online Travel Agency Bookings 

2012 - 2013 

$1,960,000  
 

 

Source: 12,652 Bookings from OTAs.  3rd Party Production Grid for Properties combined, 
May 1st 2012 to April 30th 2013 

Estimated OTA Bookings from all Online Travel Agency partners.  



Average Cost Of Booking 

Direct Online Bookings vs. Online Bookings from 3rd Party 
Online Travel Agencies 

Direct Online Bookings 
Online Mkting Costs & Booking Engine 

Fees 
 

4.5%  
 

3rd Party OTAs 
12,652 Bookings @ 10-25% 

18%   
 

 

Source: Online Bookings April 1st to March 31 years.  



Total Cost Of Bookings 

Direct Online Bookings vs. Online Bookings from 3rd Party 
Online Travel Agencies 

Direct Online Bookings 
Total cost of web site and online 

marketing & booking engine costs of 
2,337 Bookings @ $7 each. Excludes  

staff time for phone bookings. 

 

$43,000 
  

 

3rd Party OTAs 
12,652 Bookings $155 each @ Av. 18% 

Booking Commission 
 
 

$360,231   
 

 

Source: Online Bookings April 1st to March 31 years.  



ROI of Direct Booking Channel 
Investment in Direct Online Related Bookings 
Including Web Site and related online marketing.  

$43,000 
Drives total Online Related Revenue 

$1,235,000 
Generates Gross Profit of: 

$618,000 
 

 
 
 

14:1 

Total web site & direct online marketing spend for 2012-2013. Assumes 2% transaction cost for web site booking 
engine.  Excludes staff time for phone bookings.  



ROI of OTA Channel 
Investment in OTA 3rd Party Related Bookings 
Including Commission at Av. 18%. Total Cost: 

$360,231 
Drives total Online Related Revenue 

$1,960,000 
Generates Gross Profit of: 

$642,000 
 

 
 
 

<2:1 

Total Online Travel Agency 3rd Party Bookings for 2012-2013. Assumes 18% blended average commission based on 
number of bookings by OTA partner.  



Online bookings = 11 % 

Web phone bookings = 30 % 

Print phone bookings = 59 % 

+ billboard advertising value 

JASONS RESULTS: 3 Property Trial 2012 – 2013.  348 Bookings.  



ROI of Jasons Advertising  
Excluding any Branding or Billboard Value 

Investment in 3 x Half or Quarter Pages plus 3 x 
Enhanced Web Listings. Total Cost: 

$9,300 
Drives Est. Advertising Related Booking Rev. 

$77,212 
Generates Gross Profit of: 

$42,422 
 
 

 
 
 

4:1 

Total of 1.539 phone calls on an annual basis from the trackable phone numbers in place since May 2012. Also 40 
Direct or Referral Online Bookings  Assumes 20% of phone calls convert to a booking at an annual value of $222.  



Booking Channel Analysis 

15% 

12% 

43% 

6% 
2% 

22% 

Direct Online Bookings Web Site Phone Bookings

OTA Bookings (Est) Media Advertising

Email Newsletters Other Bookings - incl. Trade
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4x Foundations of Hotel Marketing 
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Summary 

1. Right Message – Right Place 
2. Have a Measurement Tool Kit 
3. Analytics & Trackable Phone #s 
4. Track Signals of Intent & Bookings 
5. Report and Review Regularly 
6. Continually Refine Marketing 

 



Kia Ora & Thank You ! 

CHRIS ADAMS  
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