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CHALLENGES

The 3-star house on Lake Garda in
Malcesine (Italy) with its central position,
facilities, and incomparable design offers
the perfect accommodation for a variety of
travellers.

The family-run hotel decided in April 2019
to increase its own direct sales within the
myhotelshop campaign management. The
goal was to establish the hotel website as a
successful sales channel, thus becoming
more and more independent from
booking.com & Co.

As the hotel is a seasonal hotel, open from
the end of April to mid-October, the
challenge was in particular to manage the
online campaigns successfully in the
remaining time.

MEASURES

Before the first online advertisements were placed, our campaign manager analysed the
client's website and booking engine and made initial suggestions for improvement, such
as changing the price ranking or images with regard to content, to ensure an optimal
conversion rate.

In addition, together with the hotel's revenue manager, we had a look at the rate
structure and eliminated price differences compared to the OTA rates in order to create
the perfect basis for the meta search campaigns.

Since PrimalLuna had no experience in the area of meta search marketing, we started
with the meta searches of ‘the first hour’ in spring 2019: a direct link to the price
comparison websites Trivago and Tripadvisor. After the turnover had visibly increased
within the first three-quarters of the year and the success of the online advertisements
was evident, we decided to run further campaigns together with the design hotel.

So in January 2020, we placed two more Google Ads campaigns (generic and brand) and
a Google Hotel Ads campaign to increase direct sales.
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RESULTS

Within the first eight months of campaign management, we were already able to
achieve an ROI (return on investment) of 11 and a cost ratio of only 9% with the two
ads placed on Trivago and Tripadvisor - even though the campaign started in the
middle of the season.

Based on the great results, we added Google to our marketing portfolio in January
2020: and this with impressive effects. With a ROI of 30 and a cost ratio of 4%(!) we
were able to follow up on the initial success and even develop it beyond.

The hotel confirms:

~We are very satisfied with our collaboration with myhotelshop, thanks to
their marketing campaign management we have achieved excellent results
so far. The conversion of direct sales through our hotel's web page has
significantly increased, keeping costs under 6% YTD."

Do you also want to celebrate
such successes with your hotel?

Learn more at
www.rategain.com

Contact us
https://rategain.com/contact-us/
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© The only warranties for Rategain products and services are set forth in the express warranty

statements accompanying such products and services. Nothing herein should be construed as

constituting an additional warranty. Rategain shall not be liable for technical or editorial errors or =
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0000-001AA, May 2021


https://www.instagram.com/rategain/
https://www.linkedin.com/company/rategain/
https://www.facebook.com/RateGain.Company
https://twitter.com/RateGain
http://www.rategain.com/
http://www.rategain.com/
https://rategain.com/contact-us/

