




Insight 1: Do your Brand.com Assessments 
First & Set Clear Marketing Objectives
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Google Analytics 4: Traffics by Channel



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

Full Funnel Strategies: Upper | Mid | Lower Funnel Campaigns
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Awareness Goal vs Conversion Goal
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Spending Strategies – 70 : 20 : 10 Model for Operating Hotels

70% 20% 10%

Spend on ROI Goal Campaign
Spend on Awareness Goal 

Campaign
Spend on New Initiatives

• Video 

• Display Banners

• Paid Social

• Programmatic Ads

• Paid Search

• Remarketing

• Metasearch Ads

• New Markets

• New Languages

• New Ad Types

• New Search Engines

• New Networks



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

Top-Down Media Plan Bottom-Up Media Plan

Google Performance Planner

( What do I get? ) ( How much do I need? )



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

What’s the Right

Spending Volume for

Businesses?
Reference: CMO Survey

8.5% 
of Total Revenue for

B2B 
Products

17.2%   
of Total Revenue for

B2C Products

9.6% 
of Total Revenue for

B2B 
Services

11.6%   
of Total Revenue for

B2C Services



Insight 3: Know Your Audiences & Choose 
the Right Channels 
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Google Analytics 4: Traffics by Country & Language



Insight 3: Know Your Audiences & Choose the Right Channels

None-English International Ad Platforms



Insight 3: Know Your Audiences & Choose the Right Channels

Google Analytics 4: Booking Leadtime by Source



Insight 4: Be Creative & Develop Hook 
Product Contents & Right Offers
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Reference: Deadpool & Wolverine’s Thailand Posters



Insight 4: Be Creative & Develop Hook Product Contents & Right Offers

Stargazing Experiences Jungle Bubble Experience
( Anantara Kihavah Maldives Villas ) ( Anantara Golden Triangle Elephant Camp & Resort )



Insight 4: Be Creative & Develop Hook Product Contents & Right Offers

Bamboo Tattoo Offer SUBSIX Underwater Restaurant
( Anantara Siam Bangkok Hotel ) ( Niyama Private Islands Maldives )



Insight 4: Be Creative & Develop Hook Product Contents & Right Offers

Create an Instagrammable Shot



Insight 5: Generic vs Specific Keywords: 
Choose Keywords that Suit You
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15% 
= New 

Keywords 
Each Day

Google processes over 

3.5 billion 

search queries per day
Reference: Google.com



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

Ahrefs analyzed

1.9 billion 

keywords
Reference: Ahrefs

1/3 of 
keywords 

are at least 
4 words 

long
8% of 

keywords 
are 

questions



High Impressions

Low Impressions

Low Conversion High Conversion

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

Keyword             Clicks           Impressions           CTR               Position



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

5W & 2H Questions:

Who
What
When
Where

Why
How 

How Much

Conversational Keywords



Insight 6: POS & Membership Benefits are 
Matter!



Insight 6: POS & Membership Benefits are Matter!
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