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If you really loved me,
you would say it on
my Facebook Wall,
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- Over the past decade, technology has impacted
the way hospitality businesses of all sizes
operate.

- Hospitality and tourism Is one of the industries
that Is most affected by digital development

* Travelers find information in various ways,
iIncluding magazines, social media, peer
reviews, search, advertisement, corporate
websites



Internet Is the #1
source for travel
research & inspiration



How do travelers for travel information?

Familiy, Friends or Colleagues

Information brochures

Internet
Magazine and Newspapers is the

#1 source of

Travel agents travel
information.
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Source: https://www.trainingaid.org/news/infographic-use-analytics-take-advantage-online-travel-trends



. Travelers love to dream
about their next vacation

0%

Travelers who brainstormed ’
or started thinking about a
trip online in 2011*

SHARING

THE :

FIVE "
STAGES —
OF 'RAVEL E‘\ EXPERIENCING BOOKING

Source: http://www.bluemagnetinteractive.com/blog/2012/02/27/how-to-target-customers-in-the-5-stages-of-travel/



Understanding the Path to Purchase and the triggers affecting each stage
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The world of hotel web marketing
and distribution
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DIGITAL MARKETING TRIFECTA

EARNED, OWNED & PAID MEDIA

Propel sharing & engagement

with paid promotion ADVERTISING

SHARING PAY PER CLICK
MENTIONS DISPLAY ADS
SHARES RETARGETING
REPOSTS PAID INFLUENCERS
REVIEWS EARNED PAID PAID CONTENT PROMOTION
MEDIA MEDIA SOCIAL MEDIA ADS
)

SEO & brand content
drive earned media
(sharing) & traffic

Leverage owned, earned,
and paid media

for a comprehensive
marketing strateqgy

WEB PROPERTIES |
WEBSITE I
MOBILE SITE Gain more exposure to
BLOG SITE web properties with 5EO
SOCIAL MEDIA CHANNELS and PPC

source : https://www.titan-seo.com/newsarticles/trifecta.htmlhttps://www.titan-seo.com/newsarticles/trifecta.html



https://www.titan-seo.com/newsarticles/trifecta.htmlhttps:/www.titan-seo.com/newsarticles/trifecta.html

The Smart Insights RACE Planning System for

Digital Marke ting

Build an agile, strategic
approach to digital marketing

Competition is fierce online. To win you
Nneed to Plan, Manage and Optimize
digital channels against defined targets,
SMART KPIs and a focused investment in
content marketing. digital media and
experiences. We believe an integrated
digital strategy is essential to define new
Segmentation, Targeting and Positioning for
your online value propositions.

BUYER sTAGE: EXPLORATION

Search engines, social networks, content, allow sharing to

Publishers and blogs

your content hub...

Be worth finding via clear
customer journeys and a
content hub that is relevant,
inspirational, useful and

creates leads.

Your web site, blog.
cCommunity and
INnteractive tools

BUYER sTaGE: PURCHASE

Captilalise on marketing
investment using CRO, marketing
automation and remarketing to

ensure contextual relevance

drives conversion.

Thrilled customers are key to social
media marketing, social proof, repeat
sales and referral. Start your marketing
here!
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Source: http://www.smartinsights.com/digital-marketing-strategy/race-a-practical-framework-to-improve-your-digital-marketing/

Publish and promote your

other outposts, networks and
influencers. Draw people to

BUYER sTAGE: DECISION MAKING

Key Measures:
= Unique visitors
m Value per visit

m Fans/Followers

Key Measures:

= |eads/Lead
conversion rate

=m Time on site

m Shares/comments/
likes

Key Measures:

m Sales (on and
offline-influence)

m Revenue/Profit

m Average Order Value

Key Measures:
Repeat Purchase
(Lifetime Value)
Satisfaction and
Loyalty
Advocacy

Smart
= @ Iinsights




Create Brand Ambassadors/Advocates




THE REST...



Content Is King




Photography

tardeotemprai



Everyone can be a photographer




Mobile technology has
changed travel forever




Mobile Apps
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Bali Steak & Seafood

Hilton Hawaiian Village Waikiki
Beach Resort
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Digital Check-In

Room 429



https://www.youtube.com/watch?v=7C1rU2eWKkQ

Virtual Reality




Street View

Welcome to the Hilton Molino Stucky in Venice! Our staff will be pleased to be at your
disposal and make your stay an unforgettable experience!

Hilton Molino Stucky Venice

| Y

Google
©2017 Google - © Google, Inc.



http://www3.hilton.com/en/hotels/italy/hilton-molino-stucky-venice-VCEHIHI/photo-tours/index.html

Word-of-Mouth




It take 20 years to build trust
and reputation and seconds to
destroy It



Reviews impact travelers’ decision-

0'e)

tripadvisor

making

93%

of travelers
worldwide say online

of properties

worldwide say
reviews are
important
for booking

reviews have an impact
on their booking
decisions

@




Certificate of Excellence
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SOCIAL MEDIA
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ATHENS

Hilton Athens
@hilton.athens
Home

Reviews

Photos

Locations

Videos

Posts

Events

About
Community

Book Now
Instagram

Book a table
TripAdvisor Reviews
YouTube

Twitter

Pinterest
Google+

Contest

of Liked ~ M Following ~ © Recommend

# Status [8l Photo/Video [EX Live Video @ Event, Product +

Reviews

4.5 Y Jdkde 3,186 Revi

g Tell people what you think

Mari Tess
> Ak
The lobby is very nice, our room is very clean and spacious and
we had dinner at the galaxy bar with an amazing view of
acropolis, george our waiter and Elias were very attentive and
really provided us good service.

&

Ronen Eithan
% %% % - August 18, 2017

fid

n/MHMMlL

@  Hilton Athens

Hilton

ATHENS RECS

Tips 124 Photos 1

% Ranked #8 for a rooftop in Athens

@ "Come join us at Galaxy Bar on "Plus the best roof top bar in
on
=" Friday 8th for an amazing Salsa Athens." (6 Tips
Party (9T
@ "Galaxy rooftop bar with m "Try galaxy bar and oasis swimming
on
“ Acropolis view" (3 Tips W@ pooll (6 Tips

Hotel in Athens, Greece

4.5 hkkkd

Community See All
2L Invite your friends to like this Page
31,307 people like this

30,827 people follow this
u

k

Dimitris Zaravoutsis and 392 other
friends like this or have checked in
ee0ed

About See All

* 46 Leoforos Vasilissis Sofias
Athens, Greece 115 28

© Hilton Hotels & Resorts Location

Save Share

9.3/10 [Eaed

() Hilton Athens
Aew@. BagiAioong Zogiag 46

115 28 ARAun ATTivA

hiltonathens  Aotovecize -

@
Hilton

691 Snpootevoel; 9,889 ak6Ahoubol AkolouBeite 421 xprioTeq

Hilton Athens Step into our magical world. www.facebook.com/hilton.athens

ATHENS

Welcome to Hilton Athens
6,402 views 1] [ 1l - =

Hilton Athens
Published on Jun 5 SUBSCRIBE 31

Hilton Athens is more than a hotel - it's a legacy. A favorite among locals and guests alike, our
landmark hotel is a destination itself as the hub for Athens’ business, cultural and social life.




How Does Facebook Choose
What To Show In News Feed?

News Feed =*Ix PXC xTx R

VISIblllt:§ Interest Post Creator Type Recency

Interest Post C reator Type Recency

Interest of the user This post's Performance of past Type of post How new is the post
in the creator performance posts by the content (status, photo,
amongst creator amongst link) user prefers
other users other users
. Y

* This is a simplified equation. Facebook also looks at roughly 100,000
other high-personalized factors when determining what's shown.



Marketing with Bloggers/Instagrammes
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Corporate Website

Sign In Join I Hilton |
HONORS

My Reservations

D)) HILTON ATHENS Arrival Departure
46 VASSILISSIS SOFIAS AVENUE, ATHENS, 11528, GREECE 04 Dec 2017 05 Dec 2017
Monday
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Hllton TEL: +30-210-7281000 FAX: +30-210-7281111
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TRIPADVISOR TRAVELER RATING "Stay at The Athens Hilton"”

@@@@@ @@@@®@@® vasiliosp165 nul

v
. v
AMENITIES & SERVICES The best hotel in Athens. I'll ain. If there was some Greek
BASED ON 3,824 TRAVELER REVIEWS music at the bar It would be b r. The view is spectacular. Too bad
MARS G DIRECTIONS TripAdvis the lights at the Acropolis are turned off after midnight. | re... Read

ROOMS & SUITES

PLAN AN EVENT e i h

SPECIAL OFFERS ‘I\{:.--I—'. e Llas
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Remarketing

Remarketing lets you show ads to people who've visited
your website or used your mobile app

Visitor Your Website Visitor Leaves Your Ad On

.

Visitor Returns
To Your Site

N—’

Other Sites




Google AdWords

Google Search Network

=evodoyeia Hilton - EKTTTwon pe ammeubeiag Kparnon - hilton.com
www.hilton.com/ ¥

KepdioTe TTepICTOTEPA ME AIYOTEPA WE KPATRON oTo Hilton.com. Ew¢ -5% ...
Awpedv WIFi - mévroug Hilton Honors - Eyyunon KaAUTepnS TIMAG - ETTion...

EIBIKEG TTPOCPOPES Alopyavwaon eKdNAWaCE. ..
Kavrte kpatnon online ... Bpeite {evodoyeio
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Google Display Network

Text ads

"= |mage ads

= Rich media ads
= Video ads

2014 TOYOTA people. Great cars.

RAVA4 rwo e

NATIONALPOST =

A« FNANCIALPOST  NEWS « COMMENT + PERSONALFINANCE  INVESTING « TECH » SPORTS « ARTS « LIFE « HEALTH « HOMES + DRIVING » CLASSIFEDS + JOBS » SUBS(RIBE
CANADA + WORLD « TORONTO « GRAPHICS « HOCKEY « FOOD « STYLE « BOOKS « HOROSCOPES « NPTODAY + CONTESTS « POST POINTS

TOP STORIES: READ THEM ALL WITH DIGITAL ACCESS [NATIONAL POST)

Sona | Williams | Redford | Israel | Ford | Ebola | Ukraine | Subban | iraq | Coyne | Blatchford m

Russian army trucks and armoured vehicles
enter Ukraine at obscure border crossing

As Moscow vied to send a separate

convoy of trucks carrying aid to Ukraine,
Western journalists saw for the first tim|
Russian army vehicles crossing the
border




E-Mail Marketing

r Emalls
Everywhere




SEO

The most cost-effective digital marketing technique

Search engines are among the most popular online planning sources for travelers

TOP 10 ONLINE SOURCES USED IN TRAVEL PLANNING

&

@
m Leisure Travelers i Business Travelers
"

Search engines 60% Hotel sites/apps 60%

Hotel sites/apps Search engines 55%
Online travel agency Airline sites/apps
Airline sites/apps Online travel agency
Map sites/apps Map sites/apps
Travel review sites/apps Car rental sites/apps
Travel search sites/apps Travel review sites/apps
Destination-specific sites/apps Travel search sites/apps
Social networking sites/apps Destination-specific sites/apps

Car rental sites/apps Travel planning sites/apps

Base: Use internet to plan travel (Personal n=2734, Business n=1199) i n
Q10: Which of the following online sources do you typically use to plan personal or leisure trips/business trips? (Select ALL that apply.) thin k‘v"\. I_th g_o Ogl e O il
Seurce: Google Travel Study, June 2014, Ipsos MediaCT Google Confidential and Propristary

Source: Google’s 2014 Traveller’s Road to Decision



http://storage.googleapis.com/think/docs/2014-travelers-road-to-decision_research_studies.pdf
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