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Insight 1: Do your Brand.com Assessments
M Lﬁg R First & Set Clear Marketing Objectives
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Insight 1: Do your Brand.com Assessments First & Set Clear Marketing Objectives

Users by Session primary channel group (Default channel group) over time Day -
Paid Search

Direct

Organic Search
Unassigned
Referral
Organic Social
Display

Email
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Organic Video

Faid Search Direct Organic Search Unasgignad Referral

Google Analytics 4: Traffics by Channel

Al Analytics
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Insight 1: Do your Brand.com Assessments First & Set Clear Marketing Objectives

% CONSIDERATION
| ] ERES—

CONVERSION

Full Funnel Strategies: Upper | Mid | Lower Funnel Campaigns
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Insight 1: Do your Brand.com Assessments First & Set Clear Marketing Objectives

Country Impressions Clicks CTR Cost Conversions Cor::ir:ion Revenue Bo::::ng ROAS U:;::rfizﬂh
Australia 1215 59 4.86% $60.85 4 6.78% $2,248.32 §561.58 36.92 0
United Kingdom 3169 143 451% $144.92 - 2.80% §1,224.02 $306.01 8.45 0
Thailand 104243 523 0.50% $209.44 2 0.38% $268.19 $134.10 1.28 1

Awareness Goal vs Conversion Goal
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MINOR Insight 2: Budget It Right! & Model Your
HOTELS Media Plan
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Insight 2: Budget It Right! & Model Your Media Plan

Spend on ROI Goal Campaign Spend on Awar.eness Goal
Campaign

* Paid Search * Video * New Markets
* Remarketing * Display Banners * New Languages
* Metasearch Ads * Paid Social * New Ad Types
* Programmatic Ads * New Search Engines

* New Networks

Spending Strategies — 70 : 20 : 10 Model for Operating Hotels
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Insight 2: Budget It Right! & Model Your Media Plan

@ Help improve your plan by shifting spend across campaigns to get an estimated $3.71K higher conversion value for the same spend Improve plan

Get an estimated 18.2K conversion value at 9.63 conversion value per spend for $1.89K

How are forecasts calculated?
Average conversion rate: 0.85% /

30K Forecast

v . .

£ 20K = Conversion value +

[ L ]

g 1ok

g @ Existing settings

0 Planned settings
F16K $24K $32K $4K §48K You haven't made any changes yst
Spend
Metrics +

Spend Conversion value Conv. value / spend Avg. conv. rate

$1.89K 18.2K 9.63 0.85%

Top-Down Media Plan

Bottom-Up Media Plan
(What do | get?)

( How much do | need? )

Google Performance Planner

oogle
Ads
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Insight 2: Budget It Right! & Model Your Media Plan

8.5%

of Total Revenue for

What'’s the Right B2B

Products

Spending Volume for

Businesses? 17.2% 9.6%

of Total Revenue for of Total Revenue for

Reference: CMO Survey

B2C Products B2B
Services
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Insight 3: Know Your Audiences & Choose
M LEJEQ R the Right Channels
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Insight 3: Know Your Audiences & Choose the Right Channels

: : Language - +
Realtime overview @ ~

English
French
N s Thai
ACTIVE USERS INLAST-30MINUTES ACTIVEUSERS IN LAST:S MINUTES Uit
908 186 N S
s pheanche Russian
ACTIVE USERS PER MINUTE ' -
Uk #17 Moscow 8 " St
100 o . German
Algeria Egypt PasISTan
= ) e Chinese
50 S ’
I Nigerta Gohiops Spanish
-30 min -25 min -20 min -15 min -10 min -5 min -1 min
dec o g Italian
v > e Papua Ne
Portuguese

Google Analytics 4: Traffics by Country & Language

Al Analytics

HOSPITALITY SALES & MARKETING ASSOCIATION INTERNATIONAL




Insight 3: Know Your Audiences & Choose the Right Channels

* *: /// ‘&‘ |
i e o = O
] ‘

Bai 5 Ya ndex & NAVER YAHOO!

g

None-English International Ad Platforms

WeChat
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Insight 3: Know Your Audiences & Choose the Right Channels

Source Lead Time (Days) SOUrCe Lead Time [Days)
1 [ ] l;juuglu_'f.‘l-,-l:i.u-_;u||_--_,--_,- 0 1. W TnpadwsorBusnessLising i} ‘E ;.
2. W GoogleMyBusiness 1 2 W TnpadwsorBusmessListing 15
3 W GoogleMyBusiness 2 3. W TnpadvisorBusinessListing 18
4 GoogleMyBusiness 3 4 TripadsisorBusinessListing 30
5 W GoogleMyBusiness & 5. W TnpadvisorbusnessListing ki

TripacvisorBusnessLis
[ GoogleMyBusiness 5 & npadvisarBusmessListing 46
T GoogleMyBusiness 4 T TrpacvisorBusinessListing 1
8 GoogleMyBusiness 7 8 TnpadwsorBusnessListing 12
] TripadvisorBusnessListing 4
] GoogleMyBusiness 9
10 TripadwisorBusinessListing m
10 GoogleMyBusiness 10

Google Analytics 4: Booking Leadtime by Source
Al Analytics
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Insight 4: Be Creative & Develop Hook
M Lﬁg R Product Contents & Right Offers
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Insight 4: Be Creative & Develop Hook Product Contents & Right Offers

WARNEL STUDKS

WOLVERINE

Jdwiasu
24 nsnmnu

BEAIIPOUL

VORVERT ;
g EML

Reference: Deadpool & Wolverine’s Thailand Posters

— \!lm&._l(sJuJ[L_J,_JSu
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Insight 4: Be Creative & Develop Hook Product Contents & Right Offers

(@ travel DESTINATIONS ~ FOOD &

Chiang Rai, Thailand (CNN) — Elephants don't sleep much. They eat loudly. They pass gas
loudly, too.

These are just some of the insights you'll walk away with after spending the night in one of
the Anantara Golden Triangle Elephant Camp & Resort's fabulous new "Jungle Bubbles" in
Chiang Rai, Thailand.

Stargazing Experiences Jungle Bubble Experience
( Anantara Kihavah Maldives Villas ) ( Anantara Golden Triangle Elephant Camp & Resort )
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Insight 4: Be Creative & Develop Hook Product Contents & Right Offers

THEHOTEL ~ ACCOMMODATION ~ LOY PELAVOYAGES DINING ~OFFERS ~SPA&WELLNESS  VIVIDBANGKOK ~MEETINGS ~WEDDINGS LEISURE GALLERY —CONTACT GHERESDRIGERNIL I S O S DRSS R A EL RS S SURE S O e o

i : s SUBSIX

Experience a quintessential Thai
tradition Simply surreal. Underwater

restaurant in Maldives.

Preserve your conr
bamboo
Bangkok's

to the Ki

Reach Subsix by speedboat and descend a dramatic three-
tier staircase. Italian abstract chandeliers illuminate the
descent like shining coral. In the depths, hide away in the
swooping curves of the clam-inspired bar, tucked into the
soft anemone chairs beneath the soft waves of capiz shells
draped from the ceiling.

With more than 10 years a

before

Dive into Champagne breakfasts, subaquatic lunches,
gourmet dinners and adults-only glow parties illuminating
the night alongside the theatre of the reef.

INFO

Blending a unique indigel

and comfort. we invite you

View 360 Virtual Tour

@ Seafood

Bamboo Tattoo Offer SUBSIX Underwater Restaurant
( Anantara Siam Bangkok Hotel ) ( Niyama Private Islands Maldives )
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Insight 4: Be Creative & Develop Hook Product Contents & Right Offers

Create an Instagrammable Shot
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Insight 5: Generic vs Specific Keywords:
M Lﬁg R Choose Keywords that Suit You
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Insight 5: Generic vs Specific Keywords: Choose Keywords that Suit You

Google processes over 0)
15%

3.5 billion = New
Keywords

search queries per day Each Day

Reference: Google.com

’
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Insight 5: Generic vs Specific Keywords: Choose Keywords that Suit You

1/3 of
keywords
Ahrefs analyzed are at least
4 words
° ° |Ong
1.9 billion 8% of
keywords
are
keywords questions

Reference: Ahrefs

’
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Insight 5: Generic vs Specific Keywords: Choose Keywords that Suit You

Keyword Clicks Impressions CTR Position

High Impressions

anantara maldives [ 4,813 17,512 278% 1.4

makdives hotels 22 28,958 1.11% 9.0

Number of results

Low Impressions
< More geneﬂ‘ c morte 'EPQ!:-.R:-}

Low Conversion High Conversion
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Insight 5: Generic vs Specific Keywords: Choose Keywords that Suit You

Search Query

anantara dubai half board whats
included

anantara dubai full board whats
included

what is anantara

qasr al sarab what to do

what is the best resort in maldives
what to do in chiang mai

what to do in hua hin

anantara bazaruto island resort what
todo

anantara hotels whatsapp

anantara is part of what group

Search Query

anantara bazaruto island resort how
to get there

how to get to bazaruto island
how to get to medjumbe island
how to get to bazaruto

how many houses is naladhu private
isalnd made up of

how to get o anantara dhigu
maldives resort

how to get to anantara veli maldives
resort

bangkok shows and events
how many 5 star hotels in sri lanka

anantara kihavah villas maldives how
to get there

Conversational Keywords

HOSPITALITY SALES & MARKETING ASSOCIATION INTERNATIONAL

Search Query =

where is anantara
where is maldives island resort
where is bazaruto island

where to get married in thailand

where is anantara dhigu maldives
resort

where is anantara maldives
where is maldives resort
where to stay in koh samui
where is anantara located

where to stay in bazaruto

5W & 2H Questions:

Who
What
When

Where
Why
How

How Much

hsmaj
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MINOR Insight 6: POS & Membership Benefits are
HOTELS Matter!

HOSPITALITY SALES & MARKETING ASSOCIATION INTERNATIONAL




Insight 6: POS & Membership Benefits are Matter!

Anantara Mai Khao Phuket Villas THB 11,676
5-star hotel - & Eco-certified 1-2 Jul

A&A
ANANTARA

HOTELS - RESORTS - SPAS

ict, Phuket 83110 - 07

888 ¢iua Laiw13, Tambon Mai Khao, Thalang Dis 83

& Website & Directions [ save < Share Book a room

illas with priv s in an upmarket beachfront resort

4.7

Excellent | 1.034 reviews

ng dining, a b spa

8 top things to know - Featured in The best luxury beach hotels and resorts in Phuket «

v
TravelPlusStyle.com -7 more
Check availability
Checkin | Fri, 1 Jul < > Sat, 2 Jul < > 2~
Nightly total ~ Free cancellationonly 19

Ads - Featured options ® F ‘T
% Anantara.com © o site = -

T| 1 —

Best Flexible Rate HB11.886 FoR ARD ===

Traveloka.com THB 12,352 Visit site

Members: Extra 10%

Booking.com THB 13,354 Visit site

@ Tripadvisor.com THB 11,143 Visit site

FANTASTIC DEALS ON FUTURE
All options G E TAWAYS

Anantara.com  ® oficia THB 11,886 Visit site

Beach chills. City thrills, Fast forward to incredible getaways with our rresistible deals. Plan ahead for up to 40% off - the earlier you
book the more you save. O take advantage of one of our stay longer offers and stay in Avani style for less

F{  FindHotel.net THB 11,143 Visit site
Avani DISCOVERY members save up to 10% more and enjoy incredible rewards.

Joining is free and only takes a moment.
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