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What's the Right Way to
Measure Atiribution?

A.
B.
C.

Last click
-irst click
Linear/Positional/Time decay

D. All of the above

E.

None of the above
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Multi-Channel Conversion Analysis:

Assisted Conversions

Primary Dimension: MCF Channel Grouping  Default Channel Grouping  Source / Medium  Source Medium  Other Channel Groupings

Secondary dimension +

. . Assisted Conversion Value
MCF Channel Grouping Assisted Conversions Q 4 Q

O 1. Direct . %) .. -
[ 2. oOrganic Search
] 3. Paid Search
[ 4. (0Other) M
] 5 Referral

[l 6. Social Network

I 7. Email
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Last Click or Direct Conversions

0

Last Click or Direct Conversion

Value

a
hsmai

§

Q

advanced |HH | @@

Assisted / Last Click or Direct

Conversions

)

0.78



Multi-Channel Conversion Analysis:
Model Comparison

I Last Interaction - vs . Time Decay
-=nll

Primary Dimension: MCF Channel Grouping  Default Channel Grouping  Source / Medium  Source  Medium  Other

Secondary dimension -

Spend
MCF Channel Grouping

!

3.  Organic Search
4. (Other)

5. Social Network

6.  Email
7. Refemal
8. Display
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Channel Groupings

(for selected time range)

Conversions

]

Last Interaction

¥

Conversions & CPA ~
Time Decay

CPA Q Conversions Q

a
hsmai

Q, advanced

% change in Conversions

(from Last Interaction)

CPA Q Time Decay Q

- 12.57% +

§ ... 4.75%
- 13.08% +
- -7.45%
- 321%
- 2460% +
- -4.22%

$ 0.00%



LAST

SCID

LAST

MCID

LAST

N/A

LAST

SRC
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Another Look at Chapnel MiX

i | l“




Commercial Strategy
Need t@ Evolve

N )
b »



Website Journey
Analysis

2 KPlIs
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‘ i
KPI #1: Get TO the Booking Engine hsmai

Primary Dimension:  Default Channel Grouping Source { Medium  Source  Medium  Other

Secondary dimension ~ | S Default - Q, | advanced H O = & |
Acquisition Behavior Conversions Goal 3: Entered Booking Engine ~
Default Channel Grouping Pages / ) i . . . i . .
) Bounce Rate — Avg. Session Duration Entered Booking Engine (Goal 3 Entered Booking Engine (Goal 3 Entered Booking Engine (Goal
Users 0 4 Newusers 8 Sessions g i} 0 ] Conversion Rate) i} Completions) ) 3 Value) a
LTS o ; Z % T $0.00
O 1. Organic Search I %) 79 % FRS N (WO Tttt . T oo h [ % $0.00
O 2. Direct - R Y T Ok &N LT wramsar 1y R ettt $0.00
O 3. Paid Search [ (' R . TN (e - oo Tl - PR (. $0.00
O 4. Social I (] &) . .k S JU— tor Tt R Moez (oo k& $0.00
O 5. Email ST TR ot [P - . % N Lo T TR R (U $0.00
[0 6 Refers et ) TR SR (ahaae’ % . .6 L (T $0.00
O 7. (Other) T () - 5 T : T % —— T e % T (% $0.00
(] 8. Display T (77 ) IR . —— (" R 3 R I S (W - $0.00
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KPI #2: Get THROUGH the Booking Engine: hsma1
Funnel Visualization

Booking Engine Sale

This Goal was completed in : " sessions | 7% funnel conversion rate

Room Results

IEEEEs———— P "7

(entrance)

T (LT %)
proceeded to Checkout

Ry

Checkout

......

© % funnel conversion rate
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KPI #2: Get THROUGH the Booking Engine:
Segmenting Dimensions

a
hsmai

EXPORT  «. SHARE ' EDIT 1 A/B-Test Calculator G‘,_éwsaHTs

Channels B save

™% Got to Booking Engine Results N Sep 1, 2021 - Sep 15, 2021

s Users

Explorer
Summary Site Usage GoalSst1  GoalSet2 GoalSet3 GoalSet4 Ecommerce
Users ~ |VS. Selectametric Day Week Month ﬁ ...
@® Users
— . &
g -
Sep2 Sep3 Sepé Sep5 sepe SepT X Sep@ Sep 10 Sep 11 Sep 12 Sep 13 Sep 14 Sep 15
Primary Dimension: Default Channel Grouping Source / Medium  Spurce  Medium  Othe:
Secondary dimension Default Q, | advanced H ¢ =
Acquisition Behavior Conversions eCommerce v
Default Channel Grouping
Pages / Session Avg. Session Duration E C Rate Tr
Users Q W New Users Q Sessions Q Bounce Rate Q Q g g ﬂ Revenue ﬂ
’ ) B . % Y - % o 8
Got to Booking Engine Results A Tl Awvg for Vie - A A .
O 1. Organic Search ) - - Lok - 7w . - 7 8 -
[l 2. Paid Search —— ) s o . % e R, _% - S_.., -
(]} 3. Direct J— ) [P A N - 5 - - T "k AR s, 7
[H} 4. Social peve %) - - S I T % o § . - 5
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Hotel Digital

Marketing Flywheel

with Impact Points
and KPls

CHGWHEEL
ARKETING—-

CogwheelMarketing.com

Online Competitive Analysis

EXPOSURE

Search Engine Optimization

Online Travel Agendies

CONSIDERATION

Traffic, Bookings, LOS, ADR,
e improvement on each CONSIDERATION
stage of the booking
cycle with a focus on
the right guest at the

right time will increase

‘Year over Year Comparison

CONVERSION
CONVERSION

Review Response Management
eNewsletter / eMail Marketing

RETENTION

Management

How Digital Marketing
can be Measured

Page / Domain Authority
Return on Ad Spend
Engagement
Impressions

Backlinks

Traffic and Click Through Rates

Propensity to Check Rates
Site Flow

Time on Site

Heat Mapping

Conversion Percentage
Rate Parity / Shops
Phone Conversion

Lovalty Sign Ups

Followers via Social

Open & Click Through Rates
Reputation Management
Repeat Guests

Work with Sales and
Revenue Management
to Analyze and Improve



For More
Info

How To Analyze the
Performance of Display Demand Generation Top

3 Most Important Google Analytics Goals for

Hotel Websites

Channel Mix Hotel
Digital Marketing Flywheel Evolve Past ROI

New Way to Look at Marketing Campaigns Hotel

Flywheel Is MetaSearch the Best Investment?



https://www.travelboommarketing.com/blog/how-to-analyze-the-performance-of-display-demand-generation/
https://www.travelboommarketing.com/blog/3-most-important-google-analytics-goals-for-hotel-websites/
https://www.cogwheelmarketing.com/blog/hotel-channel-mix/
https://www.cogwheelmarketing.com/blog/digital-marketing-cycle-not-funnel/
https://www.cogwheelmarketing.com/blog/hotel-marketing-more-than-roi/
https://www.cogwheelmarketing.com/blog/a-new-way-to-look-at-your-hotel-marketing-campaigns/
https://www.cogwheelmarketing.com/wp-content/uploads/2019/02/Infographics_2019_eCommerce_Cogwheel_5.pdf
https://www.cogwheelmarketing.com/blog/why-you-should-not-invest-metasearch/

Podcasts to
Listen

Hospitality Live with Loren
Gray (Stephanie and Melissa
Occasionally Co-Host)

Travel Boom Marketing—
Digital Marketing Podcast

Long Live Lodging — Hotel
Podcast — All Topics



Take Aways




Stephanie Smith E:QC}G WHEEL

Founder & Digital Matriarch —VARKETINC——

stephanie@cogwheelmarketing.com
0 540-239-1052

cogwheelmarketing.com

CogwheelMarketing.com



Melissa Kavanagh

Digital Analytics Senior Manager — Westgate Resorts
(@) melissa_kavanagh@wgresorts.com

m /melissakavanagh
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