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Digital Lever Report YTD 30 June

• Organic bookings and revenue are down YOY via both the 

Microsite and AH.com

• Paid Search is up by 19.1% in bookings YOY

• Email, Affiliate and Display showing positive growth

• Metasearch is down by 24.2% YOY
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Microsite Analysis
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Users:

• Overall users on our website declined by 10% YOY

• Whilst we saw growth in traffic directed from our Social channels and 

Emails, Direct and Other Traffic declined significantly

• Direct traffic cannot be influenced directly – only via an increase in brand 

recognition and a return or loyal clients/audience to our site – this channel 

shows an affect of having another similarly branded hotel in Sydney since 

late 2017 with a strong Media interest as well as less overall branding in the 

market

• We lost 7% in referral traffic, that I see is an opportunity to grow

• Additionally there is an opportunity to grow organic traffic to make up for 

the loss of other areas, especially targeting new, international audiences 

that have not come in touch with the brand



P.6

Microsite Analysis
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Conversions:

• Overall conversions on our website declined by 11.82% YOY

• No growth was seen through any channels

• However Direct, Social and Email saw the largest decrease, even though 

the users from social and email grew YOY

• This could be affected by offers/products in place that are not relevant or 

attractive enough vs the competitors, even though they are interested in our 

brand content

• Or the diverse booking funnel makes it significantly more difficult to track 

where bookings have originally been generated from
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Microsite Analysis

Type of Conversions:

• Majority of our conversions are rooms bookings being converted on 

AH.com – referrals are down by 11.21% YOY

• TablePlus bookings are down YOY by 41.20%

• Our subscribers were growing by 255% YOY

• Wedding enquiry forms have decreased by 30.95% YOY

• No data was collected for RFP’s, Contact is forms and Social event 

enquiries in 2018

Revenue:

• Overall revenue generated via the Hotel Microsite is down YOY by 14.3%

• Overall revenue generated for SSW via AH.com is down 1.1% YOY whilst 

number of room nights are up YOY by 4.45%
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Microsite Conclusions and objective

Reviewing the different channels of our microsite, there are plenty of opportunities to grow.

Key objective for the remainder of the year will be boosting organic traffic to our Microsite, 

increasing organic revenue generated via AH.com, drive referral traffic via our various longstanding 

and new sponsors and partners as well as third party websites, invest in new engaging product 

content and continue to drive quality PR which will affect our direct traffic.
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Social Media - Analysis

Overall performance

• Whilst Facebook sessions show a significant growth of 65%, conversions are 

down YOY

• Instagram/Instastories and Twitter show a negative growth for both sessions 

and conversions

• Fewer Instastories on our page have shown direct negative results sessions 

and conversions
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Social Media

• Majority of the website traffic from social is contributed to sponsors or unique offers within 

NSW

• In 2016 the hotel’s top landing pages were purely product focused

• In 2017 the Beauty in the Beast campaign was the top landing page with 1,845 sessions

• In 2018 top landing page was the Archibald Prize with 794 sessions

• In 2019, the 3 top landing pages are all pages with key partners: Veuve Clicquot, St.George

Open Air and Mother’s Day with Kailis.

• Partnerships and creating unique collaborative experiences are a key driver in 

generating Social  sessions and conversions on our site.
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Social Media – Content Analysis vs competitors

Key learnings:

• Competitor hotels can rely on user generated 

content as a source of content to publish on feed 

due to luxury/modern offering

• The customers of competitors are digitally active

• Organic video content on Instagram is not a strong 

content piece

• Videos are also very powerful in ad campaigns and 

video ads are highly recommended across a lot of 

Facebook ad specialist sites like Sprout Social and 

Hootsuite. 

• This is where investing in videos is key aligning what 

campaigns are video worthy. 

Content challenges for SSW:

• Our customer base aren’t of the same digital age 

and our product shows extreme difficulty with lighting 

and the natural aspect

• Due to difficult lighting and nuances of SSW 

imagery, more modern looking hotels are selected 

by young influencers matching their news feed

• The competitor hotels are also located in a key area 

in Sydney which allows for a continuous flow of 

content with similar backgrounds

• However, our key unique selling point for our feed 

would be our terrace. Our terrace also has it 

difficulties with its attractiveness as well due to the 

age
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Social Media – Conclusion & Key objective

Having just cut ties with a long standing Social agencies, that did not drive the desired outcome, our key focus 

will be to drive engagement utilising our collective audiences. Technically we will be implementing trending 

influencer ad campaigns, video ad campaigns, retargeting and increasing our number of Instastories. 

Recommended will to invest in more quality as we cannot rely on quality user generated content emotive 

content the same way than our competitors. Additionally we will work with micro and nano influencers at a 

higher age category, that will be more beneficial for the hotel product.

*Micro-influencers often have higher engagement rates (5,000 – 25,000 follower base) and there follower base is interested in the influencers content.
*Nano-influencers; these influencers can have as few as 1,000 followers, but their word is gold to their dedicated fans. We can research various Micro, Nano influencers who 
are influential in the age group which visits our site. 
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Open rate

The average open rate has decreased by 11.32% which could be 

a result of:

• Increased variation of subject lines in attempt to find an 

optimum subject line which our audience finds enticing. 

• Inconsistent update of Subscriber lists

• More competition in the market 

Click through rate

This metric has increased by 75.68% which could be due to the 

following factors: 

• Increase focus on image structure/quality & on brand content 

copywriting

• Increase on enticing offers, more demographic focused 

offerings and trendy partnership activations

E-communication - Analysis



PRESENTATION NAME / DATEP.14

0.42%

2.23%

0.00%

0.50%

1.00%

1.50%

2.00%

2.50%

Jan 1 - Jun 22

Conversion Rate

2019 2018

$3,350 

$20,531 

$0

$5,000

$10,000

$15,000

$20,000

$25,000

Total Revenue

Total Revenue

2019 2018

Open Rate/Room revenue generated

The conversion rate and total revenue has decreased 

by 80-85% potentially due to the following factors:

• Our offerings have not been segmented into leisure 

& f&b focused eDM’s.

• Pricing structure

• Customer purchase funnel has changed which 

affects the way we measure our e-news success 

(focus on opening and click through vs revenue 

generation)

• Competitor offerings

E-communication - Analysis
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Users to Microsite

This metric has increased by 246.13% which could be a result of:

• Providing links in Facebook posts

• Attractive offerings promoted on F&B

• Re-focus on copy to entice the audience to ‘Discover more’ or click 

through to landing page

• Increased promotion and mention of current activations for MICE, 

F&B and Leisure

• Increase send out of e-communication (11x YTD)

Assisted conversions

This metric has decreased by 75.33% which could be a result of:

• Pricing structure

• Audience purchase funnel has dramatically changed with users now 

having access to an increased number of 3rd party sites which offer 

discounted offerings. 

• The purchase funnel has also changed where our user may not 

purchase on first touchpoint, the user may need to be re-marketed – up 

to 15x touch points is realistic in this market before a purchase is 

exchanged

E-communication - Analysis
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E-communication – Conclusion & objective

Whilst we increased frequency, design and content on our YTD e-communication and click through rates and website 

referral traffic have increased, conversions and rooms revenue generated has decreased YOY. With competition in the 

market and a change in purchase funnels, it is becoming increasingly difficult to measure the results purely based on 

revenue and conversions. Our key targets for this segment will be to increase open rates/click through rates and 

continuously improving our website referral traffic. 

Having said that SSW is far ahead in frequency of send in comparison to the Accor Network. We now have to be more 

focussed on optimising each send, more frequently updating our databases and actively using effective tools such as 

segmentation and re-targeting.
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Digital Smart Plan
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Digital Smart Plan – Cont.




