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The PhoCusWright SNAPSHOT, JANUARY 2004

Internet Marketing & Online Hotel

Distribution Channels

Inspired Hospitality

By Yatin Patel

Hello Haruo,

Nice to hear from you. You have our permission to translate and distribute the Snapshot you
reference for the class as described in your email, provided you attribute the Snapshot to
PhoCusWright. Please send us a copy of your translation.

Kind regards, 25, March, 2004

Christopher Schutte VP Sales and Client Services, PhoCusWright



Market Scenario
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Commission

CONSUMERS

Commission

Direct Response vs. Branding
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Marketing Channels
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Highly Contextual, Balance Reach and Contextual Relevancy
L.K Reach Scalability of Revenue
CONTEXTUAL
ADVERTISING
PORTAL TRAVEL CHANNEL
HIGH
v
High Reach,
Not Contextual

C-Factor: CPM, CTR, CPC & CPA

F T A CEREA, N L THT R DD RNE TRy, il 6iX, 2hidr e s
7 N, HAJHIEERS (destination strategy),  —/L R~ T A v MIEERKRT 15 ThH
%, 1,000 impressions %4720 ®a A k (g i CPM). Click-Through Ratio (click ratio
\Zxf9° % impressions 54 CTR), 7 U v 7%= oax |k (FWEaz=—7 - V¥ —
Y7 daxh = Cost Per Click = CPC)., BEER Y7V Da X ( Cost Per
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Landing Pages (fib% i} ~_X—)
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Destination-Based ROI
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A | Unique Visitors on Orlando Pages 1,000
B | Average Media Cost per Targeted $0.50
Visitor
C | Total Media Cost $500 | AXB=C
D | Total Bookings 20
E | Average Size of Booking $300
F | Total Revenue $6,000 | DXE=F
G | Conversion Ratio 2% | D+~A=G
H | Media Cost / Revenue 8.3% | C~F=H
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ORLANDO HOTELS

Starting at Only $29

Lowest Rates Online

Book Online oF Gall 800-Orlando

Product Strategy
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Usability Factor
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Yield Management

FUTA VBT ¥ XNV~DT T K e a7 =3NSV DT, 7r7 4y kv
— VU MR LoD, RIS AR T 2 FENEETH DL, v—F L FET LD
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R EEETDHICHEETHS, OHDC X, ROBE & L ClitgEg 2wl 5 412,
Ror P TORHFWE, Lo —ERAENERDIFEERFTLTND,

A=V RELR=a—FHT, KHBEATHDIERO —OBMEERTHD, KHEV
Blix, MizEEOLEIE, RATHBEBISGE SOV TEATIUET 212E, EEIXAEL 25
Thbd, FTATFROGEIE. HEEN, HEOHITHHEEE TP MR 2o
TWb, ZOBMOFEZLFERIL, 4 ¥ —Fy b3, FailEA & FEREEA OB O
A LIZ, ITOBERCHRT A TREZAREICLTHWDL RIS D, BRRETLV~—
F v ME, FEOEWKIZ, HBETRICEWVESRKAZL DT T, FlEEZENISE5 7+
—2aT7ETr ur—%EFE L,

OHDC & [RERDOHRDIEMIC LV | WHFEOFIE ZHEFR T 52 FNARETH D, RIMHS
NTWDL—=D2DHEIX, Bloled T4 VT 2 — 7 —OfisEHRD 512, AL L
— AT THD, TITIE, BFND LMK EMEFFT 5810, ~—27 7 v 7R
WEINDFITRD,  LonLl, EL oA — FERZEmRT 551213, TRz,
Reffl 2 20 TR O FBMAICEE T 2 ThH D, WURT7+—I 271> T, Flgz ik
RICTHHENHKD, KONDT 7 7 X —NFIET D,

E-CRM Direct Response Marketing X, BAfiIMMEZA L T3, RIS ZHERT 5 512
ROI #8425 Z LA FREICT 5, 1HEESYTZV DX (Cost per Acquisition)
%25 RVERET D, ~—r 747 3AMBBIRAD 8% T, ¥~ —2 7 v 7R
28%., 1E-> THANL 20%1272 5, HLINOOEED, BN~ —rT 4 7 a X Mn
AL, 20T A FPTHOTHNEZT DL T 5L, CPAIMMET L, FIERIEMT 5, L
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A Cost Per Unique Visitor $0.50

B Total Visitors 10,000

C Total Cost $5,000 | AXB=C

D Conversion Ratio 2%

E # Of Reservations 200

F Avg. Size of Reservation $300

G Total Revenue $60,000 | EXF=G

H % Marketing Cost/Revenue 8% | C+~G=H

I CPA $24.00 | FxXH=I
Repeat New
Customers/Year | Reservations

J | 1st time 10% 20 EX10%
K | 2nd time 20% 4 JX20%
L | 3w time 30% 1 LX30%
M | Total New Reservations 25 J+K+L=M
N | Total Reservations 225 E+M=N
O | Total Revenue $67,500 G+MXF=0
P | %Marketing Cost/Revenue 7% C-0=P
Q | CPA $22.20 FXP=Q

R AR T D2FICIY M —H T, BXRTIUTRGRVWEER T 7 7 ¥ —IX

o FEHMeED/NY 2 —387 (Long-Term Customer Value Analysis)

o T uTENlruaRAENLDOI AR (Maximize Up-Sell/Cross-Sell Revenue)

O LEED N AKX <A R L D FE L (Optimize Effectiveness through Customized
Communication)

® R LEBHEMENY 2 —DikxKIbDEK (Achieve Maximum Customer and Prospect
Value)

#->T, CRM 7 7 7 X —MNME I, PIF v o= RE#K O, EHM O ROI
IXIEREREMEZ R L TR, B D TROLERH D




Affiliate Partnerships (Partnership and Strategic Alliances)
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7 BB RN,
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WHIT, WHEORY Y a =T HEN L, EOZOMOTa L e —FfIZRT VT m
27 Naera AWGE (cross-selling) L CTW5, ~—F ¥ FBFEREETWD D LA
2, 774 V= b RERFREEHF TN D,
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DEVELOP

INITIATE

Customer
Development
Process

DELIVER

IDENTIFY

Global Perspective: Inbound / Outbound

ZORIe~—y b A MEL RIRE LB T Lo THREL S TV 5,
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EIRDOWAD L-)UZHENTITLEA 9,
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EL /2o TS,
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VHRHEIT L, BT e SR v R B R D AT, ZL OERT LA Y —
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Summary

ENSCEBEORITEZ LTS, BHHEBAOHRO AL BFEET D, A ¥ —3 v ML,
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HIEY 7 eea~v—AEEMEETHD, AxiE, A T4 0T, BHIT, RN, &
22, B, AT AEZELE TS, L TCZomiZAEL->2H 5,

WD CTHEHERFL, MK, 100%FELMEEOBRBRTRESNTNDILEEIETH D,
OHDC I ZE MM AR DS Lt L, Z OFFIMEZ SIS 37205 LivZeu,
FTE~—T vy FOXAFTIXLNCEVROOND, ZEbbLZRWHODIE, BEEZH®T L
WERT2460, T L THENEFOTa X s VAT LIAD, X—Y v 7777 4R
VHANTHD, ZOLR— N TEROMATLERIT, FEZREICHE DD ORI
ERLHHL TN D,
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HERT 0 X7 NEBNT 27255, EELDE, 207 =L LU —DRiETF ¥
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MDIFIELTWDTEA 9,

WrsT, BHDETVRAZRD L-)VIZHI & EIFA 41, &Ehoary"—YgrLb—hE
T7AYYaryaAiAh, CRMANY o2—, 7uaxtvl) o r, Ju—R)¥P— g%, v
BV EHTDMERS D,

%% Yatin Patel #2371
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XY PR=ZADRITI—EAD, e EVHXADANRY ¥ A NThDH, 1T, Hotel
Distribution Network & Westgate Resorts & ieh A X U T ¢ —EFITNT D84 D
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Y= F—TTTUF—EREBELTWD,
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