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Powerful Trends in Brand Marketing
for Revenue Growth
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Build a strategy around audience intent

BUDGET CALENDAR

INTENT: INFORMATIONAL
CADENCE: ALWAYS ON
CONTENT PURPOSE: INSPIRE,
EDUCATE, INFORM

INTENT: TRANSACTIONAL
CADENCE: ALWAYS ON
CONTENT PURPOSE: CALL TO
ACTION

SUCCESS METRIC

PLATFORM
ENGAGEMENT
(CLICKS,
ENGAGEMENT,
COMMENTS)

FORM COMPLETION
CLICK THROUGH
RATES
DIRECT BOOKINGS

MARKETING

BRAND OUTCOME OUTCOME

BRAND SENTIMENT
BRAND AWARENESS
TOPIC OWNERSHIP
THOUGHT
LEADERSHIP

FOLLOWERS
SUBSCRIBERS
MEMBERSHIPS

# OF
MARKETING
QUALIFIED
LEADS (MQLS)
COST PER LEAD

BRAND MENTION
BRAND PRESENCE

SALES
OUTCOME

MONETIZED
GUEST

ROI
TRANSACTION
CUSTOMER
LIFETIME
VALUE (CLV)
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Reality Is,
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without the support and
means to execute big ideas.




Accor reports 11%

revenue growth in H1

2024. Their success was
driven by a 22% increase

in the luxury and lifestyle
division.

The revenue growth is because
of increase in luxury and lifestyle,

and premium, midscale, and
economy divisions.

Source: Hotel Management Network
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Original audio

accor @ From our headquarters to hotels, we are ready for
#Paris2024. Are you?

Aussi bien aux sidéges que dans nos hdtels, nous sommes
préts pour Paris 2024. Et vous ?

theballetbarrecompany This is incredible, | can't work out
how you've done it. Just brilliant.

w34 like

larysakalyta Wow!

2 likes Reply

rudylong_17 Amazing! I'm happy to work for this company.
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jamgal2010 Very cool!
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fia.furlan Amazing!!!
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Short-term versus long -term
thinking in brand - building:
Process is more important
than structure.
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Brand marketing is
the strategy of
cultural influence

HOTEL BRAND
MANAGEMENT

PROJECT

MANAGEMENT OF
SOURCING, MARKETING,
MAINTENANCE CREATIVE AND

AND STORE EXPERIENCE

IMPROVEMENT OF PROJECTS

MARKETING TOOLS
AND RESOURCES
OPERATIONS
MANAGEMENT
AND
ORGANIZATION OF
BRAND RESOURCES
AND REFERENCE
MATERIALS
PHOTOSTUDIO
DIGITAL
CREATIVE
SAMPLE
COORDINATOR

aeave  CREATIVE

DIRECTION
AND GRAPHIC

DESIGN
EDITORIAL

COPY
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EMAIL &
DIRECT MAIL
PROMOTIONS APP
ENGAGEMENT
COMMERCIAL
LovALlY PLANNING
BRAND
STRATEGY
SOGES CONTENT
MEDIA
STRATEGY
CULTURAL
MARKETING
INFLUENCE
e STRATEGY
COLLABORA
TIONS &
PARTNERSHI

PS

Source: Ana Andjelic

RETAIL DESIGN

PROPERTY
EXPERIENCE

VISUAL
MERCHANDISING

CUSTOMER DATA

MEDIA eerrormance

MEDIA

BRAND MEDIA




Case study: Collaborations

Hotel brand: Marriott

11 million Cathay members globally will
be connected with an unparalleled
portfolio of nearly 8,800 hotels and
resorts globally, which span over 30
leading brands from Marriott Bonvoy.
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