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PMS and online booking tools

You decide to moder nize
all your procedures

You'll install new software for
managing reservations, you' |l add
room availability and online
booking to your web site, you'll
start marketing yourself in search
engines and online travel dir-
ectories, you'll consider offering
your rooms on online booking
networks.

What’sthe best way of going
about this? There'sthe time
involved in researching each
purchase and service. There's
figuring out how much you can
afford. How much all that will
cost per booking?

Suppose you could get all that
for nothing but commission on all
your bookings? No research, no
upfront cost, no monthly charges,
nothing but 10%, 20%, 30%
commission on ALL bookings.
What' s the maximum rate of
commission you'd pay?

Any ideas? We'll publish them
in a subsequent issue. Repond to
tips@shaunjohnstondesign.com
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What does it cost to get a booking online?
Thelowest price for website visits appears to be 10 cents per visitor.
That's Overture's starting price, and the price of “distressed” visits
resold in thousand-visit lots from abandoned websites.

At the other end of the scale, the top three
advertisers on Overture bidding on the term
“berkshire hotel” pay, per visitor Overture
sendsto their web site, $1.51, $1.50, $1.45.
For “catskill hotel” bidding starts at 70, 69,
and 68 cents, for “hudson valley hotdl” it starts
at 52 cents, 50, and 39. At the town level,
sample top bids are “new paltz hotel” 51, 51,
50 cents; “kingston ny hotel” 30, 30, 30; “great
barrington hotels’ 28, 27, 26.

Don't forget, these are current midwinter
prices. Let's set the maximum per-visit price
for searches by region or town for individual
lodgings at a conservative 50 cents. Our range
for cost per visit to your website from pay-for-
placement search engines is therefore 10-50
cents. If you get bookings at the rate of one
per 100 visitsto your website, at 50 cents per
visit that's a sky-high $50 per booking. On the
other hand, at 10 cents per visit, it'samuch
more reasonable $10 per visitor.

Even for local search terms, the top
advertisers are invariably the Orbitz's and
Expedia’s of thisworld. They tend to push
individual lodgings down the list to oblivion.
But lodgings can’t afford to be too far down.

Web site converting lookersto bookers?

A second element in the cost of online
marketing per booking is how well your web-
site converts visits to bookings. At arate of 3
bookings per 100 visits, your online marketing
cost per booking comes down to $17 when
visits cost 50 cents each, $3.33 if visits cost
10 cents per visit.

So the combination of cost-per-visit and
web-site conversion rate generates arangein
marketing cost per booking of $3.33 to $50.

A third factor in the equation is how well
visits from each source convert to bookings.
Travel directory visitors have areputation for
converting to bookings at a higher rate than
visitors from search engines. Adding thisfactor
into our equation could extend our range for
marketing cost per booking from $2 to $50 or
more. Thisis an enormous range, from
fantastically inexpensive to prohibitively
expensive. Is online marketing nothing but a
lottery?

Fixed-fee directories and organizations
When you pay afixed annual fee, your cost
per visit can fluctuate even more. Our own
regional guide nycgetaways.com can deliver
several thousand visits a year to one lodging,
no more than afew dozen to others, depending
on many factors. A national directory with stiff
annual fees may not deliver any visitors at all
to lodgings in one or another region of the
country.

continued on page 2

Overture’s maximum-bid
inspection tool

What’sthegoingratefor “new paltz hotels’ ?
51 cents, aswe report in our lead story. That's
the price someone’s willing to pay Overture
for each visit to their web site from people
enquiring for that phrase. Runners-up are 51
cents, 50 cents and 27 cents. 18 more bidders
follow at pricesfrom 27 centsdown to 5 cents.
Why this mattersis, Overture’s listings
appear on many prominent search sites around
the web including, until this month, even the
mighty Yahoo which owns Overture, and MSN.
Overture and the also mighty Google between
them dominate the market for advertising
online on a pay-per-clickthrough basis, where

continued on page 2
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What's the price of getting a booking online?

continued from previous page

One way to take advantage of this turbulent market is
tracking these costs and conversion rates, calculating
bookings-per-100-visitors rates for both your web site and
each major source sending you visitors. You can get those
rates from a combination of your web-site log files and
an online booking engine. Webmasters can add tracking
mechanisms to your site letting you connect bookings to
their sources online. For directories charging an annual
fee you need to know both the cost per 100 visits and the
rate at which those visits convert to bookings.

The online marketing channel can be thought of asa
series of three pipes. Thefirst consists of registering in
search engines and online travel directorieswith linksto
your web site, the second is your web siteitself, the third

- | nternet
Visitors| marketing

is an online booking engine providing your web site with
adisplay of your room availablity and a“book now!”
button letting people make a booking without having to
get up from their computer.

The value of linking your site to abooking engineis
not only convenience for your visitors and the possibility
of getting more bookings, it's being able to track visitors
right through the channel, from where they originated
online through your web site and into the booking engine.
From your online-booking data, your web-site log-files
and your cost of marketing, you can compare how
efficiently all your sources of visits deliver you bookings.
Even though most of your bookings may still come over
the phone, the online channel can serve as a useful guide
through the minefield of Internet marketing.

O OYour web sit@ OOnIine bOOki®Bookings

With feedback from abooking engine you
can track visitors through your online
marketing channel and measure the
effectiveness of your online marketing.

Overture’s maximum-bid inspection tool
continued from previous page

you pay for only actual visitsyou' re sent. Pricesthat apply
to Overture are likely to apply to Google, too. You can
pay less, but not for such high-volume sources of visits.

Directoriesin all top spots

Seewho’swilling to pay haf adollar per New-Paltz-hotel
prospect visiting their web sites—from the top:
tripadvisor.com, orbitz.com, minnewaskal odge.com
www.cheapti ckets.com, lodging.com, priceline.com,
sparrowhawkbandb.com, us.placestostay.com,
hotellocators.com, reservetravel.com, new_paltz.ny.-
usa.hotels-rates.com, search.worldres.com,

hotel squick.com, besthotel snetwork.com, sidestep.com,
search.travelbase.com, secure.hotelmerchant.com,
adventur.com, bookhotel sonline.com, bestlodging.com,
bestlodging.com, onlinetravel network.com.

Only two lodgings appear in thislist. The others are
all online booking services or directories. Thetwo lodgings
pay respectively 50 cents per clickthrough to appear in
third spot, and 24 cents per clickthrough to appear in
position 7. Eleventh spot, normally regarded as below the
“fold” where you won't be noticed in search listings, costs
15 cents per visitor.

On one of the popular bulletin boards for webmasters

someone recentlysuggested that the effectiveness of pay-
per-click advertising was declining, possibly due to
unscrupulous licensees hiring kids to click away on
advertisers' listingsto drive up the number of clicksthey’d
get paid for. When visits cost 2 for $1 it makes sense to
figure out the return on your investment.

Anyone you see on Overture paying less than 10 cents
is grandfathered in from when the minimum bid was 5
cents. 10 centsistoday’s minimum bid.

Can you beat the system?
Clickthroughs on the term “new paltz” start at only 27
cents, but thistime all are sponsored by travel directories.
Maybe the key is, if you can't lick "em, join’em. The
travel directories are after all selling the same thing as
you—room bookings. If these prices pass their strict
return-on-investment cal culations, maybe they should
pass yours.

Procedure for seeing prices of clickthroughs on
Overture: visit www.overture.com. Enter your search term.
Click on the phrase, “View Advertisers max hids’ at top
right. In the smaller window that appears (see figure
previous page), enter the code you' re presented with.
Enter your search terms. Hit “search.” If nothing shows
up, keep clicking. Keep clicking. Eventually, the listings
for your term will appear, with bid prices.
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