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o Introduction to THN

o Benchmarking in direct sales -
why?

o In the spotlight — major UK cities

o Concrete steps to boost direct

o Q&A




Introduction to THN




We have created a new category in hotel tech

o . Direct Channel Growth

IT-ll-CIDETELS THN works on top of existing technologies, integrating
NETWORK with them to create a direct growth platform

CRM
Revenue & Reputation Management
— Channel Manager
g Booking Engine
Property Management System



What do we do?

We use data and
apply personalization
to grow your direct
channel



This is THN: Growth for your direct channel

THE 19,000+ 100+

HOTELS :
NETWORK Hotels Countries
An ecosystem of grovyth topls to 170+ +32%
power the direct relationship between
hotel brands and their guests Employees Conversions
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Why Benchmark?



Concerns

What is a good conversion rate?

Are other hotels in my area also
seeing an increase in OTA
disparities?

g@

Am | driving enough traffic to my
website and booking engine?

Where am | losing potential guests in
the booking process?



The big opportunity

98% ) 97%

Leave the

website 1
o)
2% 3%
convert

+50% Direct
% Revenue



In the spotlight — major UK cities



Where is the data coming from?

BenchDirect™ The fi.rst benchmarking olatform for
the direct booking channel

30+ Direct Booking Metrics Competitive Sets

o Website and booking engine traffic

o Rates and disparities Brand

THN Network

o User profile and behavior
o Future demand

o Bookings and pickup

Custom




Website conversion rate

Conversion ( Last year> (Compare To Past) Calendar B Tables }
CStay Dates) CGeoIocation) CDevice) (Source) CTraveI Party) CProperty Type) (Category (stars))

Total Conversion Visitor to BE BE to Booking

% of total unique visitors who landed on the hotel(s) website and ended up booking © Download

Total Conversion (9

Londor I <
I 7.1

Biminghar I ¢ 2%
- =

vork I ¢ 6

pisto e—r

Source: BenchDirect client hotels



Length of Stay

London and Bristol have the longest LOS booked.
Website visitors in Bristol are searching to stay one more night than they actually end up booking for.

Length of Stay

( Last year) (Compare To Past) Calendar f Tables ]

( Stay Dates) (Geolocation) (Device) (Source) (Travel Party) (Froperty Type) (Category (stars))

Bookings Searches

Average number of nights that reservations were made for during the selected browsing dates, regardless of
Destinations o ) @ Download

when those bookings are due

Bookings and Searches (@

London
Manchester
Birmingham
Liverpool
York

Bristol

®

Bookings Searches

3 I S : 4
15 I ' 5
1.4 I 1 ¢
1.5 I 3

Source: BenchDirect client hotels



OTA disparities

More than 25% of the searches on the direct website of Manchester or Birmingham hotels have a
cheaper price somewhere else. The disparity amount in Manchester the lowest.

Disparities ‘f\/ Last year ,) (Compare To Past ) m Calendar fH Tables ]
( Stay Dates ) ( Geolocation ) ( Device ) ( Source ) (Travel Party) ( Property Type ) ( Category (stars)) ( OTAs )
Frequency Amount
% of times the OTAs' rate was displayed below the hotel(s) rate. Based on all searches (\Destinations o /\) @© Download
Frequency and Amount (9 )
Frequency Amount

London 20.3% [ /5
Manchester 31.2% [ N 7-:
girmingharm 25.6% I N 1 0-3%
Liverpool 207% [ 10.1%
York v.1% NG 1 ¢
Bristol 18.3% [ e 1.4%

Source: BenchDirect client hotels



Leveraging benchmarking data to improve direct
conversion and revenue

Learnin Taking Action
Benchmarking & Getting Conversion &
Analytics Results Personalization

Country: France

Search: 01/12/2018 and 31/12/2018

Source: Google




Boosting Direct



How to improve my Homepage Conversion

— Layer in BE with integrated Email
¥ Capture and 1-click promocode.

]

) GROVE a

NARBERTH

N Targeting return visitors to
B®e booking engine with small discount
with newsletter sign up.

A treat from us

Enjoy 15% off your booking today only by subscribing
to our newsletter.

Giving an extra incentive for visitors

[@ who weren't convinced the first time
round to make a search in the
booking engine.

You'll benefit from our flexible cancellation policy, complimentary
breakfast and free wifi and parking.

In 2 months, 69 emails were
collected from this message and the
hotel saw an 18.6% uplift in
homepage conversion.

Grove Rooms Fernery Artisan Brasserie Sustainability Gallery Pembrokeshire I I I



How to improve Booking Engine Conversion

Exit Message on the BE — Exit Message & Price Comparison in
Did you know your v the Booking Engine

search qualifies for

s B our Dine & Stay offer? Targeted towards:
n ",I p Treat yourself to a festive 3-course dinner ® 1 or 2 adults
' SO s SR e Sy » Stay Dates on a Thursday to
Sunday from November 25t to
January 6t
BOOK THIS OFFER * Excludes users taking advantage of

existing offers

From 69 EUR/person only! n

Present a targeted offer depending
/2 on visitor's search date to improve

Standard double - WiFi . .
b 2 w30 — conversion and uptake of special
- St room
emveniapel offers.
Courtysrd view
Tota price In just 1 month, 15% CTR on the

targeted offer.
30% uplift in BE conversion vs the
previous period when in
combination with the Price
Real-time Price Comparison Comparison.




How to tackle OTA disparities

‘g% Living Suites

+~ Dates

[1 categor
Nights selected 1
Thu 16/03/2023 - Fri 17/03/2023

Studio Apartment
2 Maximum persons: 4
~ More

From

1,170.00 DKK

per apartment/nightly

Guests selected 1
Adults 1

XL Studio Apartment

2 Maximum persons: 2
v More

From

1,410.00 DKK

per apartment/nightly

DKK

v English (British) v X

Edit

Compare Prices v

Book Direct Kr1,112
Kri: 170

+ Always the lowest rate

+ Free Cancellation

+ Early check-in / late @

check-out (12:00)

+ Free Upgrade (D

+ Complimentary Parking

fq?:} Special offer available!
g
Click here to get 5% off

Agoda Kr1,142
Expedia Kr1,170
Hotels.com Kr1,170
Booking.com Kr1,252

Learn more >

B4 E-mail this search
Show rates ‘ =

=

&
%

Price Match on the BE

Users who see price disparities

When a OTA undercuts your rate,
present users with an offer to match
it to improve conversions

After 6 months of usage, the hotel
has converted 9% of users that
were offered a price match offer.



How to increase conversion for mobile

k. k.

[ categories [] categories

Select category Select category

B Thu 29/09/2022 - Fri 30/09/2022 B3 Thu 29/09/2022 - Fri 30/09/2022

Compare

Congratulations! You o ol e

unlocked our mobile City Queen
eXCI'uSive offer L Maximum persons: 2

v More

Enjoy 20% off when you book on mobile
today. Quick, don't miss out!

It's your lucky day!
00 04 48 We've extended our Mobile Exclusive

hours minutes seconds offer - book now and enjoy your 20% off.

Click to apply my discount Apply discount

Layers in the BE on Mobile

First Time and Return visitors

Increase your conversion on this
device rather than your users
coming back on your site at a later
date.

After 1 month of usage, 32% CTR
across both messages and 11
bookings made with the code
applied.



How to Improve Shoulder Nights Occupancy

Layer in the BE L=, Layerin the booking engine

\ — : N * Stay dates include Saturday

g : > ’
: "-.-v‘ . - 7 » B |
L TEND IGE BERNS FEELING
Add Frida§to your r stay untiMonday and
get 25%, ‘off when you stay the weekend.

an and Sunday
* Length of Stay 1 night

»

=) Present a targeted offer depending
on the visitor's search dates to
[ﬂb improve length of stay and uptake
of special offers

Since launching the combination of
campaigns, 22,6% uplift in
l | I Searched Length of Stay.

While improving the Booked
Length of Stay by 46,6% vs the
previous period.



Key takeaways

Use benchmarking to identify quick wins

Segment users so you can offer them a more
personalised online experience

Show hyper-relevant messages at key points of
the booking funnel

Don’t forget to analyze the campaign results to
better understand what works




BenchDirect™

Understand your business like never before

and avoid being left in the dark

| @i
=
EE‘.-“;J Join the

a
network now!
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www.thehotelsnetwork.com

Headquarters in Barcelona with a team around the world

Athens - Austin - Bangkok - Barcelona - Bogotd - Buenos Aires - Frankfurt - Hoi An - Hong Kong - Istanbul

Jakarta - Los Angeles - Manila - Mexico City - Miami - New York - Paris - San Francisco - Singapore - Vancouver




