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Google 

 



Figures 

• 30 000 billions doc 

• 20 billions pages/day 

• 40 000 searches/sec 

• Google+ 250 millions 
users 

• Android 500 millions 
devices 

• 2 billions videos watch 
per day on Youtube 

• 53 861 staff member 

• 50 billions incomes 
2011-2012 

• Profit 10,7 billions 

• 43 billions cash ! 

• N° on advertisement 

• Expedia: 92 Millions ad 

• Priceline: 70 Millions 
(jan-sept 2011) 
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http://www.blog-etourisme.com/acteurs-prives/et-si-google-travel-netait-quun-mythe-le-googlecosyteme-touristique-infographie-4090


Recent touristic dev 

• ITA Software in 2010 

• Zagat in 2011 

• Home Away & Frommer's guide 2012 

• Quicksee (localization and share) 

• Panoramino (pictures share) 



What's new ? 

 

• Google Hotel Finder 

• Google Flight Search 

• Google Glass (augmented reality) 

 



Where to go this week end ? 



Where to go this week end ? 



Listen and answer 



Ecouter et répondre aux recherches 



Ecouter et répondre aux recherches 



Listen and answer 



Listen and answer 



Listen and answer 



Listen and answer 



Hotel search 



Hotel search 



Hotel search 



How to be list in Google Hotel Finder 

• Thru OTA 

• Thru chain (Best Western) 

• Thru booking engine 

• Independent 

 

• Influence rates 

• Influence binding 

 

• Base on Google Local Address 



Find a flight 



Find a flight 



Find a flight 



How a local tourist actor 

could use GFS 

• Predict activity 

• Adapt offers to transport pricing 

• Identify a geographic segment 

• Recommend flight companies 

• Help buying process 



Local activities 



Local searches 



GOOGLE MAPS 



Virtual Pro Visit and street view 



Buy visibility 



Adwords 



 
Habits and buying comportments 

for a hotel stay 
 

 
 

A study by Coach Omnium 
 

 
download it free of charge on www.comitemodernisation.org – 2009 + may 2012 

 

Page de suite 

http://www.comitemodernisation.org/


 

 

Page de suite Where do you get the information 
about a futur stay 



 

 

Page de suite 

Should the hotel run its own website ? 



 

 

Page de suite 

When selecting a hotel, what are you paying attention at ? 



 

 

Page de suite 

Mains drawbacks you find on a hotel website ? 



 

 

Page de suite 

How do you book your room ? 



 

 

Page de suite 

Main criterias for a first time hotel stay 



 

 

Page de suite 

Are you more confident if the hotel is in 
a touristic paper guide ? 





Are reviews useful and honest ? 





 

• 93% of the traveler are searching a hotel on 
the web 

 

• Only 30% of the hotels have a booking engine 

 
France - 2012 



Page de suite 

Visibility 
How a search engine works 

 





Bots, spiders, crawlers 

A software that is crawling (surfing) the web, following every single link 

 

Indexing 

Bots are copying every page into the search engine index (Wahouuuu !) 

 

Treatment 

Pages are un-formating and categorize (plus other secrets treatments) 

 

Page de suite 





Relevant ranking 

• Keyword in the page and localization on that page 

• Keyword density 

• Keyword highlight (bold, underline, italic ..) 

 

Popularity ranking 

Links leading to the a page. A link is a recommendation 

 

Behavior ranking 

How the visitor is surfing the site (length of stay, number of pages 

visited, bounce rate, etc.) 

 

Page de suite 





Etude Mindshare / Nielsen. Aout 2012 

 





Penalty 



Page de suite 

Key elements on a hotel website 





Page de suite How to define keywords 

 List all your keywords 

 Measure demand (Adwords) 

 Measure competition 

 Ration between demand and offer 



Page de suite Long Tail – Chris Anderson 





Domain name 



Page de suite Domain Name 

 Activity + localization (Exact Domain Match) 

 Extension (.fr .com …) 

 Domain name age 

 Own your domain name (not your 
webmaster?) 

 

 



• Email adresse 

 

• myhotel@wanadoo.fr 

• myrestaurant@orange.fr 

• myhotel@gmail.com 

• info@myhotel.com 

 

Even better ! 

• welcome@myhotel.com 
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Page de suite Email address 

 Either important as a phone number 

 Must be on your domain (pro) 

 Multilingual (contact, info, etc.) 

 Segmentation (groups, business provider…) 

 By a short domain name 



Content Management Software 



Page de suite Content management software 

 Substance and form (design, template) 

 Run, manage a website 

 Be independent 

 Animate Point Of Sell (POS) 

 Google friendly 

 







Page de suite Page structure 

 Header 

 Horizontal navigation bar 

 Sidebar => menu 

 Footer 

 Content, Content  

 Structure de page (paragraph, title, etc.) 

 Easy to read, pleasant, nice, etc... 

 

 



Page structure 
 

 

Page de suite 



Page de suite Home Page 

 Most important 

 Content 

 Visitor must not think 

 Show your marketing Mix 

 Target your audience 

 Call to action 

 Booking engine 

 





Easy navigation 

 Clear 

 Understandable  

 Same place 

 Text 

 Ergonomic 

 

 Steve Krug : "Don't make me think" 



Boonking engine 

 Search box on every page 



Booking engine 
 A dedicated page  



Page de suite Essentials pages 

 Home page 

 Rooms (a page per room type) 

 Restauration (breakfast, bar, room service ?) 

 Acces map 

 Rates 

 Contact 

 Booking 

 Legal notice 



Page de suite Recommended pages 

 Equipment 

 Services 

 Leisure 

 Tourism 

 FAQ 

 Review 

 References, mentions 

 

 

 Special offer 

 Photo gallery 

 Staff 

 Tips about destination 

 Stay example 

 



Page de suite Photo and video 

 Fundamental in the buying process 

 Product is a service, intangible 

 Many pictures 

 Mustn't be to positive => perception 

 Should be emotional 

 Guest should project  

 

 



Pictures 

 

 

 

 

 

 

 
©MartinSoler 





Page de suite Une version mobile du site 

 Smartphones more and more used to surf 

 Prospect is qualified and in motion 

 Applications 

 Dedicated web site - responsive design 

 Mobile booking engine 

 Clickable phone number 

 

 



Page de suite All about perception and conversion 

 Be limpid 

 Be honest 

 Secure 

 Ensure 

 Story telling 

 POS Animation 

 Be trustable  

 





Page de suite Blog 

 Engage with the audience, informal 

 Work long tail keywords 

 POS Animation 

 About hotel, events, local touristic site … 

 An article = 300 words + image 

 Link to your corporate website 

 

 





FAQ 

 Send a message 

 Customer Segmentation 

 Informative 

 Explain a weakness 



Version Multilingue 



Page de suite Multilingual version 

 NO multilingual page 

 Why not a dedicated domain name / website 

 A directory per language 

myhotel.com/cn/ or myhotel.com/ru/ 

 Professional translation 

 Translate URL ! 

 



Newsletter 



La newsletter 

 Best loyalty tool 

 Deals about: news, special offer, staff, local 
event, … 

 Need a dedicated page 

 News letter example 

 How big, How much in a year 

 Unsubscribe 

 Ensure privacy 

 





Page de suite 

Technical optimizations 



URL Optimization 



Page de suite Optimize URL 

 URL = Uniform Resource Location 

 Hot spot 

 Place your keyword there (don't stuff) 

 Close URL with .html ou .php 

 Dash (-) is better than underscore (_) 

 



Title optimization 



Page de suite Title optimization 
 Title bar or tab bar 

 Hot spot #2 

 Ad "Official Site" 

 70 characters maximum 

 Important keyword at beginning  

 



Page de suite Title optimization 
 

Not the  
Same ! !  



Meta description 

 Invisible element 

 Webmaster describes page 

 Shows in page results (snippet) 

 Important ! 

 

 

 



 
META DESCRIPTION 





Content, content en content 

 Quality content 

 Unique content 

 Fresh content 

 Trustable content 

 



Page de suite Speed impact 
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Popularity 



Google Services 
 

 

Page de suite 



Page de suite Google Address or Local 





Google Address 
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Google Address 
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It is all about linking ! 



Link building 

 Directories 

 Local website (tourist office, City Hall, …) 

 Content platform 

 Social Network 

 Forum 

 Link exchange 

 Blog comment  



Unique description 

 

 

 

 

 

 

 



Spy on your competitors 

 Paid tool => AHREFS 

 Free tool=> backlinkwatch 



Follow up your work 

 


