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UNLOCK THE BEST: DIRECT BOOKINGS TRUMP ALL!

● Higher Yield: Maximize profits with direct bookings

● No Commissions: Keep 100% of the revenue

● Customer Loyalty to the Brand: Build a loyal customer 

base

● Build Long-Term Relationships: Nurture lasting 

connections

● Repeat Customers: Encourage guests to come back

● Up-selling: Increase revenue through additional 

services

● Lower Cost per Conversion: A lower Cost per Acquisition



Hotel Site
OTAS

NEED TO STAND OUT

SO MUCH CHOICE FOR 

THE CUSTOMER

SO MANY TOUCH POINTS:  WHY YOU?



SECRET WEAPON



You’re Sitting on a Gold 

Mine of Data

YOUR DATA

YOU



Industry Data03

Tools/Platforms04

MULTI SOURCE DATA STREAMS AVAILABLE

OTA Data02

Hotel Data01
Lead Time, Occupancy, ABV,  
Impression Share, Offers, Room 
Types

GEO Markets, Room Types, 
Offers

Travel Trends, Trigger points, 
Destination Insights

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



TOOLS : GOOGLE DESTINATION INSIGHTS TOOL USED: GOOGLE DESTINATION INSIGHT



CHECK ANY OF YOUR COMPETITORS ADS ON GOOGLE TOOL USED: GOOGLE ADS TRANSPARENCY CENTER



PLATFORM TOOLS  : TRAVEL CONTENT CONSUMPTION TOOL USED: SEMRUSH



RESEARCH REPORTS : TRAVEL CONTENT CONSUMPTION
TOOL USED: EXPEDIA TRAVEL INSIGHTS



ANALYSIS : BRAND.COM VS OTAS
TOOL USED: GOOGLE LOOKER STUDIO



PLATFORM TOOLS : AD AUCTION INSIGHT
TOOL USED: GOOGLE AD AUCTION INSIGHT

72% 
Hotel Site 

35% 
Booking.com

26% 
Agoda

<10% 
Others



PLATFORM TOOLS : YOUR WEBSITE CUSTOMER
TOOL USED: GOOGLE  ANALYTICS

Room Type/Offer TypeGEO Performance

Device Performance



MULTI SOURCE DATA STREAMS AVAILABLE

All these data sources will 
lead you to know more 

about your customer than 
anyone else



Customer

Combination
of signals

Exclusive 

signals

Time

Device

Remarketing Lists

Ad Format Custom 
Messaging

Search QueryLanguage

Browser

Geo

User-specific 
Approach

OS

USE THE DATA TO TARGET YOUR CUSTOMER : RIGHT TIME & RIGHT MESSAGE



MULTI TOUCHPOINTS CUSTOMER JOURNEY



MULTI TOUCHPOINTS CUSTOMER JOURNEY



TOOL USED: GOOGLE ANALYTICS > TOP CONVERSION PATHS

More than 65% of the bookings that were recorded in last FY has been 
interacted with at least 2 digital touchpoints.

MULTI TOUCHPOINTS CUSTOMER JOURNEY



DREAMING

RESEARCH 

& 

PLANNING

BOOKING

EXPERIENCE

LOYALTY

MAP YOUR DIGITAL STRATEGY TO THE CUSTOMER JOURNEY



80% of the Customers are 
more likely to purchase a product 

of service  from a brand that 
provides a personalized 

experience

Today's customer journey can have 
between  

20 -500 touch points depending 
on the complexity of customer journey



NEW AUDIENCES
(Generic Keywords) VISITING THE BRAND SITE VISITING THE BOOKING ENGINE FINAL BOOKERS

NEW USER
GENERIC KEYWORDS

User see this for the first time
31 4

ACTION
REMARKETING AUDIENCE

Next time they see this

LOYAL CUSTOMER
BOOKERS/CUSTOM LIST AUDIENCE

Repeat guests

HYPER PERSONALIZATION EXAMPLE | SEARCH CASE STUDY

2
USER WHO KNOWS THE BRAND
DIRECT/REMARKETING AUDIENCE

Next time they see this

➔ Destination
➔ Experiences & Activities
➔ Rates & Offers

➔ Loyalty Benefits
➔ Encourage to book again
➔ Increase  Member Points

➔ Offer Inclusions
➔ Discounts
➔ USPs

➔ Book Direct benefits
➔ Aggressive call to actions
➔ Why Wait? Book Now
➔ Limited Time Deals

What do we communicate?

Find out more Book Now Book Now Book Again



NEW VISITORS ( GENERIC)

WEBSITE REMARKETING

IBE DROP OFF AUDIENCE

CTR INVESTMENT BOOKINGS CONV. RATE REVENUE ROAS

8% $ 156,131 606 0.50% $ 520,968 3

24% $ 158,614 6,176 3.49% $ 4,284,857 27

35% $ 18,196 1,069 5.20% $ 706,874 39

HYPER PERSONALIZATION PERFORMANCE CASE STUDY

VISITORS SEARCHING FOR BRAND 26% $ 1,073,149 21,682 1.83% $ 18,223,726 17



GOOGLE FEATURED CARESTUDY



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.

3. Data is everywhere,  Use these sources to gather valuable information about 

your guests.

4. Data is 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



THANK YOU!

DOWNLOAD LATEST CASE 

STUDIES
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