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E or hotel marketers, Facebook continues to be the most effective
advertising platform for targeting new audiences and driving
brand awareness, according to research from travel industry ad
platform Sojern.

Inits "2019 Report on Travel Advertising for Hotel Marketers," released
in June, Sojern surveyed hotel marketers worldwide across six
segments: international luxury hotel chains, international mid-tier
chains, hotel groups, independent properties, inns and homeshares.
One poll asked how Facebook is most effective in their marketing
strategies. For targeting new audiences, 35% of inns, 32% of hotel
groups and 27% of international luxury and mid-tier chains said
Facebook was most effective.
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In What Ways Do Hotel Marketers Worldwide Think
Facebook Advertising Is Most Effective?
% of respondents, by hotel company type, Nov 2018

[1] Inn (4] International luxury chain
[2] Hotel group (5] Independent
[3] International mid-tier chain [6] Homeshare
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Targeting new audiences 32% 35% 27% 27% 19% 14%
Personalizing messages and 24% 24% 21% 13% 10% 21%
promotional offers

Driving direct bookings 17% 7% 16% 13% 12% 21%
Driving reach and brand awareness 1% 4% 18% 25% 29% -
Showcasing property/travel experience  10% 4% 2% 10% 10% 14%
Retargeting users from site 3% 4% 7% 6% - -
Engaging loyalty members 1% 4% 7% 6% 10% -

Source: Sojern, "The 2019 Report on Travel Advertising for Hotel
Marketers," June 11, 2019
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Facebook was most effective for 29% of independent properties at
driving reach and brand awareness, vs. 25% of international luxury
hotel chains.

Sojern also asked marketers about their social media ad budgets in
2018 vs. 2019. Three-quarters of respondents said they used Facebook
ads in 2018, compared with 63% who said they would this year. This
dip could be attributed to marketers who plan on spending more on
other Facebook ad formats: 43% percent said they used Facebook
dynamic ads for travel in 2018, vs. 54% who said they planned on
using them this year, and 39% said they used Facebook Stories last
year, compared with 46% who planned to do so in 2019.

Social Media Ads that Hotel Marketers Worldwide
Used in 2018 vs. What They Plan to Use in 2019,
Nov 2018

% of respondents

Used in 2018 Plan on using

in 2019
Facebook ads 75% 63%
Instagram ads 53% 54%
Facebook dynamic ads for travel 43% 54%
Facebook Stories 39% A6%
Instagram Stories 39% 44%
Twitter ads 36% 39%
Pinterest ads 21% 32%
Snapchat ads 17% 32%
Source: Sojern, "The 20192 Report on Travel Advertising for Hotel
Marketers,” Jung 11, 2019
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Across all six hotel segments, Facebook ads were the most popular
social channel last year, per Sojern. In another poll on the digital
channels that travel marketers worldwide believe work best for
branding and direct-response advertising, 69% of respondents said
they use Facebook and Instagram for branding, and 58% said they use
these platforms for direct-response ads.

What Digital Channels Do Travel Marketers
Worldwide Believe Work Best for Branding vs. Direct
Response Advertising?

% of respondents, Nov 2018

Branding Direct response
advertising
Facebook and Instagram 69% 58%
Paid search 34% 37%
Video 20% 15%
Mobile 17% 17%
Private marketplace 17% 22%
Programmatic display 14% 15%
Other social 8% 11%
OTA 5% 7%
Metasearch 3% 7%
Note: travel marketers selected top two for brand building and direct

response
Source: Sojern, "State of the Industry: The 2019 Report on Travel
Advertising,” Feb 21, 2019
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Respondents also said they planned on using more video ads on
Facebook and Instagram this year. Digital video and social were growth
areas for travel marketers in general, and that growth of digital video
budgets is driven by social platforms, according to our forecasts.

“We use paid social for our travel clients to drive those lower-funnel
metrics,” said Doug Grumet, senior vice president of media at AMP
Agency, for our "US Travel Digital Ad Spending 2019" report. “Can we
Improve our cost-per-acquisition or our cost-per-lead, whatever it
might be? But then, can we use things like video within Snapchat,
Instagram or Facebook to tell a more expansive story or create a
connotation or perception of an experience? \We see travel brands using
social as more of a full-funnel tactic, as opposed to ‘I'm going to rely

1

upon it solely to drive lower-funnel or solely to drive upper-funnel.

In our report, we noted that growth in the travel industry is slightly
outpacing other verticals due to increased competition and a strong

Facebook Continues to Be Hotel Marketers’ Most Effective Targeting Tool

Marketer
@G arkete ©2019 eMarketer Inc. All rights reserved.



economy. Our latest forecasts show that US travel advertisers will
increase their digital ad spending by 21.4% to $10.86 billion this year.

To get more analysis on how ad dollars are being spent in
the travel industry, eMarketer PRO subscribers can read
our report:

Report by Ross Benes Jul 25, 2019

N _ US TRAVEL
US Travel Digital Ad Spending 2019 DIGITAL AD

SPENDING 2019

A Search-Heavy Vertical Grows

Its Overall Ad Budgets

Not sure if your company subscribes? You can find out here.
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