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Hospitality in the region lying just
the other side of Bos-Wash* from
NY C may be acloseto half-billion
dollar industry. Some estimates put
marketing's current share of that
industry’s costs a 30%. Maybe $100
million ayear?

What might happen if hospitdlity in
that region, currently divided up
between states and counties, began
to conceive of itself asasingle
industry, and market itself accord-
ingly?Almost certainly, it could at
least halve its marketing budget,
while probably doing a better job.

Look at thisfrom the point of view
of the typical New Yorker. Is she
better served by each state, county,
inn and B& B promoting itself to
her independently rather than by an
industry-wide reach-out?

Responses will be published
in a subsequent issue. Repond to
tips@shaunjohnstondesign.com

*Bos-Wash is the band of suburban
development that runs as a continuous
corridor from Boston to Washington.
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Revolution in being found online

Directories already send lodgings twice as many visitors as search engines
do. The trend away from search engines and towards directoriesis likely to
be accelerated by Google's new policy of listing “expert” sites ahead of
individual businesses. Instead of jockeying to be high on Google' stop 10 list,
the challenge will be to get featured prominently in online directories.

Does being found online matter? In 2003,
lodgings told us that around 15-30% of their
bookings originated online. They agreed that
being found online mattered, and expected its
importance to continue to grow.

Therulesfor getting found online have just
been turned upside down. Google is so over-
whelmingly dominant in search that a change
in Google means achangein search in general.
It'slikely to affect how and where you'll be
found online from this moment on.

Lunch no longer free
Until now, al you had to do to be found was
add a few keywords to your home page and
get afew other sitesto link to you. That got
you listed in Google. Do this yourself, and it
cost you nothing. In most cases, even if you
did nothing, Google would list you anyway.
If Google continuesto favor directories
over individual lodgings, doing nothing may
now render you invisible. To be found, you'll
need to be listed not in Google but in the
directories that Google lists. That means pay-
ing those directories for alisting.

Pay which directories?

Competition among directories for top spots
in Googleislikely to become an expensive
battle from which just a few winners will
emerge. Until then, you' re faced with a be-
wildering number of choices. Since most
directories charge for listings, it will be
important to choose wisely.

Choosing wisely will mean selecting those
directories that bring you the best return for
your money. A basic resource hereisthe InnStar
rating system (innstar.com) which evaluates
the major national and global directorieslisting
inns and B& Bs.

Just asimportant will be knowing how local
and regional directories perform. Regional
directories can bring you even more business
than the best of the national directories. But
until now there hasn’'t been arating system for
directories by region.

Regional directory indexes

There are now. We' ve just published indexes
ranking regional guides by how many online
visitors they're currently bringing a sampling
of our lodgings (visit our home page for alink
to these indexes). There's one index for the
mid Hudson Valley and the Catskills, and
another for the Berkshires.

Generally, these indexes suggest that county
and town guides perform better than state
directories or guides for broad territories like
the NorthEast. Almost always, though, you'll

continued on next page

Keywords dwindle
in importance

While preparing the indexes of directories
we' ve just published on our website, we made
some other unexpected discoveries.

First, search engines on average accounted
for only about half as many visitsto lodgings
web sites as directories and other websites.
Lodgings that had clearly taken the trouble to
solicit links and to register with directories got
an even smaller proportion of visitsfrom search
engines, aslittle as 15%. With listingsin search
engines now largely a matter of paying for
how high up in their top-ten you want to be,
search engines become simply additional
directories to be evaluated for how well they
perform.

Something else we noticed concerned
keywords. Almost all the traffic they drew
came from the most obvious and basic terms.
After “inn” and “bed and breakfast” and town
and region names, amost no keywords brought
significant numbers of visitors. In the
Berkshires, for example, even “ Tanglewood”
brought no more than 1% of keyword-
associated traffic.

Given how small a part search engines
now play in lodgings marketing, and how
placement in them depends primarily on how
much you pay, planting ingenious keywords
on your home page may no longer be worth
the effort.
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continued from previous page
need to probe further to find out if adirectory islikely to
work for you. Their future performance may also depend
on how they’re affected by Google's new policy.
Because each national directory tends to favor some
regions over others, we've also analyzed traffic data for
close to two dozen regional properties, to come up with
an index for how global and national directories perform
locally. You could take thisinformation into account along
with the InnStar ratings in considering which directories
to belisted in.

Making your marketing dollars count
If you do decideto invest in listings in directories, how
will you know if that money iswell spent?

The best way is probably an old-fashioned comparison
of how much each one costs you with how much business
it bringsin. If it performswell, perhaps you should pay
for an enhanced listing. If it performs poorly, perhaps you
should redirect your investment to some other directory
that might perform better.

Thelarger change—needing to track

It's possible that Google's change in policy marks aturning
point for even the smallest B& B. If being found online
has become essential, if it hinges on paying for listings
in directories, and if the cost of those listingsrisesto
become a significant cost of doing business, then tracking
where bookings come from could also become essential .

The easiest way to track how bookings performisto
compare how many visits they deliver to your web site.
But website visits aren’t bookings—for example, visits
from search engines are said to lead to fewer bookings
than visits from directories. It would be better to track the
sources of bookings themselves.

For that, an online booking system that tracks each
booking to its online source would be best. This, and not
just the bookings it may bring you, is perhaps the best
reason for adopting online booking. Such a system may
cost you lessthan it savesyou in fees for under-performing
directory listings.

Traffic analysis: Geobytes.com

Ever wonder where visitors to your website come from?
A $30 annual subscription to Geobytes will tell you. After
you put asmall piece of html code on your home page,
by logging into Geobytes you can see who' svisited your
site within the past hour, where they live, and which site
they came from.

Geobytes will also give you both atable and anice
graphic display of your traffic by day over whatever range
you specify (the default is the previous 30 days), by
country, region, or by city. Click on any bar and you see
abreakdown of that item by the next finest level of data.

There are glitches. Some service providers are opaque
to Geobytes' |ocation-detecting prowess. AOL can't be
broken down further, nor can Hudson Valley’ s RoadRunner,
which registers as emanating from Albany. If you're
patient, however, you can extract some very useful
information. For example, 75% of the traffic to our guide
WWW.nycgetaways.com appears to come from the NY C-
Metro area, one-quarter from the boroughs of the city
itself. This agrees well with figures we got by analyzing
our correspondents’ locations from their zip and area
codes.

New York City-metro responsible for 3% of www?

Don't hold usto it, that's only arough guess. But the true
figure can’t be far from that.

What isn't aguessisthat 30% of worl dwide Web traffic
is USA-based. The question then becomes, how much of
that is due to activity in the NY C-area?

Here's another item of data: on a map of the world at
Google HQ showing search activity visitors report
prominent spikes at three | ocations—Tokyo, San Franciso,
and New York City. Given that SF and NY C each have
such prominence, how much of UStraffic is each of them
likely to be responsible for? We guess, at least 10%. That
gives NY C 3% of world traffic, an estimate that other
web afficionados we' ve spoken to have found plausible.

Supposing that's true, what does it mean for usin
NY C'’s hinterland?

First, however remote from us the Web appears, it is

part of everyday life for individuals within a couple of
hours drive in our primary market to the south.

Our 3% figure also impliesthat, if your web site were
being visited at random, 3 of every 100 visits would be
from New Yorkers. Given the smarts of search engines,
the actual proportion islikely to be much higher than that.
Get yourself 1000 more visits amonth, that's likely to
include at least 30 New Yorkers. How much isthat worth?

BookingCenter 5 released

BookingCenter has released version 5 of itsinhouse
property management software. Following trends in the
travel marketplace, primary enhancements involve
communications between the inhouse modules and
BookingCenter’s central reservation system.
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