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Meta search marketing:
the new revenue frontier

A

In 2014, hoteliers must add meta search marketing to their core marketing activities and budgets, says Max Starkov, CEO of
HeBS Digital. By doing so, they can shift share from the OTAs to the direct online channel - the hotel website - and level the

playing field.

Though meta search has been around since the early 2000s,
today we are witnessing an explosion of meta search in
hospitality, the result of advancements in digital technology
and the convergence of hotel online distribution and online
advertising. Meta search marketing in hospitality is hotel rate
comparison online advertising format that requires real-time
room availability and pricing feed plus campaign/bid/budget
management technology.

The most popular meta search sites and features in the
hospitality space include Google Hotel Finder, Bing hotel
pricing ads, TripAdvisor Meta Search, Kayak.com, Trivago.

com (Europe), WeGo.com (Asia Pacific), and others. The value
proposition provided by these meta sites to travel consumers
is undeniable: By adding real-time availability and pricing

and enabling rate shopping, online hotel planners are now
provided with everything they need to research and book their
hotel stay.

The main question is: Why would any online travel consumer
want to go to an OTA website when they could get all of the
above on Google, TripAdvisor, Bing, Trivago, or a similar meta
search site? This is why | consider meta search the ultimate
“OTA-killer”

Contrary to some perceptions in the industry, meta search is
not a distribution channel, noris it a “set and forget” marketing
initiative. It is an advertising model that typically utilizes

the cost-per-click (CPC) advertising format, in which the

advertiser pays only when someone clicks on their listing and
is taken deep into their booking engine. This format requires
professional campaign management, including daily spend
and bid management, daily reaction to what other advertisers
are doing, monitoring of budget spend on a daily basis and
monitoring of rate parity (that is often abused by the OTAs).

Forinstance, since only the top three positions on TripAdvisor
and the top four on Google Hotel Finder matter, just being
enabled means nothing since OTAs will push the property
down or out of the pricing ad menu. This is why many branded
hotels rarely see themselves in the Google Hotel Finder

meta search pricing menus or among the top three featured
advertisers on in the TripAdvisor Check Rates meta search
menu.

In my view, meta search marketing must become part of
hoteliers’ concerted efforts to shift share from the OTAs to the
direct online channel - the hotel website. By being part of
meta search marketing on websites like Google, TripAdvisor or
Trivago, hoteliers are leveling the playing field with the OTAs
and giving their past guests or referrals from past guests the
chance to book directly with the hotel.

In addition to other fundamentals such as website re-designs,
SEO, SEM, online media and retargeting, email marketing and
social media, meta search marketing is an important tool
hoteliers can use to drive more direct bookings through the
property website. Independent hotels are particularly OTA-
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dependent. Approximately three quarters of online bookings
for independent hotels come from the OTAs and just a quarter
from the hotels’ own websites (STR, HSMAI Foundation).

Meta search marketing generates incremental revenues and
produces excellent ROAS (return-on-ad-spend). HeBS Digital’s
hotel client portfolio has been enjoying robust ROAS rates

of 800% - 2,000% on both the TripAdvisor Meta Search and
Google Hotel Finder meta search program.

Advertising via meta search sites is easy and stress-free if
hoteliers partner with an experienced meta search marketing
firm that has the technology a) to interface with the meta
search algorithms of Google Hotel Finder, TripAdvisor Meta
Search, etc. and b) to manage the meta search campaigns,
daily bids and budgets, conversion tracking and reporting.
One such technology is the MetaSearch Gateway, HeBS
Digital’s one-stop meta search marketing platform that
enables, runs, manages, tracks, and reports on any property’s
meta search marketing campaigns on Google Hotel Finder,
TripAdvisor Meta Search, Kayak.com, Trivago, Bing, and other
sites.

How much should hoteliers budget for meta search
marketing? This advertising format is gaining strength, and
hoteliers must include meta search marketing as a separate
line item in their 2014 digital marketing budgets. For example,
for less than a $1,000/month any hotel could become part of
Google Hotel Finder, TripAdvisor Meta Search, and Bing Meta
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Search. Such cost-effective meta search marketing packages
include the advertising spend, property CRS connectivity

to the MetaSearch Gateway, campaign management, daily
bid and ad spend management, conversion tracking and
reporting.

What is next? Meta search marketing is already branching out
beyond the typical rate comparison sites. Google Dynamic
Text Retargeting Ads offer one such example, available

only to properties participating in the Google Hotel Finder
meta search program. Based on the meta search marketing
concept, here at HeBS Digital we are already working on
several game-changing “hybrid” digital marketing initiatives,
utilizing real-time hotel inventory availability and pricing
fees, such as Dynamic Rate Google AdWords and display
advertising with real-time pricing, email marketing with
dynamic rates, hotel desktop and mobile site dynamic rate
promotions, and more.

In 2014, hoteliers must add meta search marketing to their
core marketing budgets. Not only does meta search marketing
help hoteliers compete against the OTAs and shift share from
the OTAs to the direct online channel, it generates cost-
effective incremental bookings at great ROAS levels. | expect
meta search marketing to explode over the next few years and
encourage hoteliers to participate in this viable marketing
channel.

HeBSdigital

About HeBS Digital

HeBS Digital is a full service digital technology and marketing firm
dedicated to driving revenues through the direct online channel.
Comprehensive products and services include hotel desktop,
mobile and tablet website design, the most advanced CMS in the
industry, SEO, SEM, meta search marketing, social media, mobile
marketing, online media buying, strategy consulting and more.
Adiverse portfolio of hospitality clients: from independent hotels
to major hotel brands, casinos, hotel management companies,
franchisees, restaurants & CVBs benefit from HeBS Digital’s
expertise.

(2 www.hebsdigital.com
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Publication Partners

HFTP, Austin, Texas, USA and Maastricht, The Netherlands, founded in 1952, is the global professional
association for financial and technology personnel working in hotels, clubs and other hospitality-related
businesses. HFTP provides first class educational opportunities, research, and publications to more than
4,800 members globally including, the premiere hospitality technology conference HITEC--founded in
1972. HFTP also awards the only hospitality specific certifications for accounting and technology - the
Certified Hospitality Accountant Executive (CHAE) and the Certified Hospitality Technology Professional
(CHTP) designations. HFTP was founded in the USA as the National Association of Hotel Accountants.

2 www.hftp.org

With an exclusive focus on global hospitality and tourism, Hsyndicate.org (the Hospitality Syndicate)
provides electronic news publication, syndication and distribution on behalf of some 750 organizations
in the hospitality vertical. Hsyndicate helps its members to reach highly targeted audience-segments in
the exploding new-media landscape within hospitality... channels of ever increasing importance which
are difficult to reach through classic wire services like PRnewswire or BusinessWire. With the central idea
‘ONE Industry, ONE Network’, Hsyndicate merges historically fragmented industry intelligence into a single
online information and knowledge resource serving the information-needs of targeted audience-groups
throughout the hospitality, travel & tourism industries... serving professionals relying on Hsyndicate’s
specific and context-relevant intelligence delivered to them when they need it and how they need it.

2 www.hsyndicate.org

Since introducing the world’s first electronic hotel door lock and first electronic in-room safe in 1979, VingCard
Elsafe has installed products in more than 42,000 properties worldwide, securing in excess of 7 million hotel
rooms. Today, their comprehensive product line is comprised of VingCard electronic locking solutions, Elsafe
in-room safes, Orion energy management systems, and PolarBar minibars. VingCard Elsafe leads the industry
in advanced locking technologies, including NFC, RFID/RF-Online and ZigBee-based networking solutions, and
offers the only UL-listed electronic hotel safe on the market. With an extensive worldwide service and support
network, VingCard Elsafe provides continuous support to its clients around the globe. VingCard Elsafe is part of
ASSA ABLOY Hospitality, the world’s leading provider of hotel locking solutions. ASSA ABLOY is a publicly listed
Swedish company traded on the Stockholm Stock Exchange.

2 www.vingcardelsafe.com

We all know that the future will be different, but how will it be different? For companies in the hospitality
industry, Wade & Co. uses scenario generation to get at the answer to that question - in strategic
workshops, team-building exercises, and conference presentations the world over. As a specialist in
business foresight, Wade focuses on visualizing how the future “business landscape” could realistically
change, ushering in new kinds of customers and competitors, creating new opportunities, and affecting
your chances of success. Heading the company is Woody Wade, who is also the founder and publisher of
the Hotel Yearbook.
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ASSA ABLOY

The First Invisible Lock

Essence by VingCard revolutionizes the electronic lock industry by housing all lock components, including the
reader, inside the door and therefore, reaching the maximum minimalistic expression, the true Essence of an
electronic lock.

Essence takes the definitive step in minimal hardware on the door and truly blends with any design requirements,
enhancing the style of your hotel and taking the user-interface experience to a new level.

You cannot see it, but you will experience the true essence of a secure and reliable electronic lock.
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hv VinsCard®

Stay Smart

VingCard Elsafe | P.O.Box 511 | 1522 Moss | Norway R
Phone: +47 69 24 50 00 | info@vcegroup.com | www.vingcardelsafe.com M.: E_ 1&;'%
Provider of: VingCard Locks and Systems | Elsafe Safes | Orion EMS | PolarBar Minibars L v
ASSA ABLOY, the global leader in door opening solutions. Forum E;":?'ﬁ

13,56MHz technology compatible with: | 1SO 14.443 A (MIFARE) | ISO 14.443 B | 1SO 15.693 | Near Field Communication (NFC)
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Hotel Yearbook 2014

In 2014, the Hotel Yearbook will feature a comprehensive outlook for major geo markets as
well as indepth interviews with hotel group executives focusing on key segments including
luxury and lifestyle brands. Additional articles include expert views in the fields of design,
environment, technology, social media, finance, education, business travel and human
resources.

« This edition will be available from 20 December 2013

HYB Special Edition - Digital Marketing 2014

The Hotel Yearbook branches out again with a new Special Edition onthe future of digital
marketing within the global hospitality industry. Authors include some of the industry’s

best known thinkers and doers in various fields such as reputation management, revenue
management, search engine optimization, social media channel management via OTA’s. More
information on this special edition will be made available very soon!

« This edition will be available from 5 February 2014

HYB Special Edition - Hotel Concepts 2014

The Hotel Yearbook branches out again with a new Special Edition on innovative hotel concepts
within the global hospitality industry. Authors include some of the industry’s best known
thinkers and doers in various fields such as architecture, interior design, branding and consumer
marketing. More information on this special edition will be made available very soon!

« This edition will be available from 22 March 2014
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