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•  11	
  years	
  in	
  Search	
  &	
  Digital	
  
Marke5ng	
  

•  Lead	
  Growth	
  Marke5ng	
  Efforts	
  at	
  
HotelTonight.	
  Previously	
  at	
  
LendingTree	
  and	
  Dell	
  

•  Current	
  focus	
  areas:	
  SEM,	
  SEO	
  and	
  
ASO	
  strategy	
  and	
  execu5on.	
  
Interna5onal	
  expansion,	
  user	
  
acquisi5on/reengagement,	
  KPI	
  
evolu5on	
  

About	
  Chris	
  

@chriscreel	
  



•  The	
  leading	
  last-­‐minute	
  hotel	
  booking	
  app.	
  Book	
  
a	
  room	
  up	
  to	
  7	
  days	
  out	
  in	
  just	
  3	
  taps	
  and	
  a	
  
swipe.	
  

•  VeWed	
  selec5on	
  of	
  top	
  hotels.	
  

•  Our	
  philosophy:	
  Plan	
  Less,	
  Live	
  More	
  

•  A	
  few	
  use	
  cases:	
  Stayca5on,	
  Flight	
  Cancella5on,	
  
Night	
  Out	
  that	
  turned	
  into	
  an	
  All-­‐Nighter	
  

•  Available	
  for	
  iOS,	
  Android	
  and	
  Windows	
  Phone	
  

•  Silicon	
  Valley	
  based,	
  $80M	
  venture	
  backing	
  

•  Loved	
  by	
  our	
  users!	
  Consistent	
  5	
  star	
  ra5ngs	
  in	
  
App	
  Stores	
  

	
  
	
  
	
  

What	
  is	
  HotelTonight?	
  



How	
  did	
  HotelTonight	
  start?	
  

First	
  Line	
  of	
  Code:	
  
Sept	
  25,	
  2010	
  

Live:	
  
Dec	
  18,	
  2010	
  

§  3	
  ci5es	
  

§  15	
  hotels	
  



Where	
  we	
  are	
  today	
  

13	
  million	
  downloads	
  worldwide	
  

500	
  des5na5ons	
  

15,000	
  hotels	
  	
  

Highest-­‐rated	
  booking	
  app	
  

	
  



Where	
  we	
  are	
  today	
  



Source:	
  Nielsen	
  
	
  
	
  
	
  

Our	
  founders	
  went	
  all	
  in	
  on	
  Apps	
  being	
  the	
  future	
  -­‐-­‐	
  Smart	
  bet!	
  



We	
  benefit	
  by	
  focusing	
  on	
  one	
  
segment	
  of	
  a	
  giant	
  pie,	
  and	
  
making	
  our	
  Product	
  and	
  UX	
  
excep5onal	
  
	
  
	
  
	
  

How	
  we	
  differenOate	
  ourselves	
  

All	
  hotels	
  

The	
  best	
  hotels	
  

The	
  best	
  values,	
  

right	
  now,	
  

for	
  you	
  



A	
  Seamless	
  Booking	
  Experience	
  

1	
   Browse	
   2	
   Book	
   3	
   Stay	
  



Source:	
  Criteo	
  
	
  
	
  
	
  

Mobile	
  maSers!	
  (Duh,	
  but	
  just	
  in	
  case…)	
  



How	
  we	
  are	
  growing	
  

Awareness 

Acquisition 

Booking 

Retention 

PR/Brand/Local Performance Partnerships 

CRM 

§  PR 

§  TV/Radio 

§  Offline campaigns 

§  Viral Marketing 

§  Influencer marketing 

§  Online/offline app 
reviews 

§  Local promos/stunts 
(online and offline) 

§  Contests (photo/video, 
blog posts, etc.) 

§  SMM 

§  SEM 

§  Ad networks 

§  Direct CPI deals 

§  ASO 

§  SEO 

§  App burst 

§  Display 

§  Referral program 

§  Coupons 

§  Retargeting 

§  E-Mail 

§  Push 

§  Push notifications 

§  In-app messages 

§  Partnerships with: 

-  Airline companies 

-  Car rental 
companies 

-  Car sharing 
companies 

-  Taxi companies 

-  Dating apps 

-  Payment systems 

-  etc. 



Mobile	
  Search:	
  A	
  Perfect	
  Match	
  

 

 



Mobile	
  Search	
  MarkeOng:	
  Three	
  Phases	
  

 

 

ASO	
   SEO	
  /	
  App	
  Indexing	
  SEM	
  



SEM	
  



SEM:	
  A	
  no-­‐brainer	
  

 

 



Our	
  budget:	
  
	
  
	
  
	
  

SEM:	
  Challenges	
  
Their	
  budgets:	
  
	
  
	
  
	
  



Our	
  budget:	
  
	
  
	
  
	
  

SEM:	
  Challenges	
  
Their	
  budgets:	
  
	
  
	
  
	
  



But	
  It	
  Is	
  Ge[ng	
  More	
  and	
  More	
  Expensive	
  for	
  Everyone	
  

Google	
  now	
  showing	
  
3	
  results	
  on	
  mobile	
  



•  Outsmart	
  the	
  compe55on	
  with	
  
sophis5cated	
  bidding:	
  

•  Separate	
  your	
  campaigns	
  by	
  OS	
  

•  U5lize	
  LTV	
  metrics,	
  bid	
  differently	
  by	
  
segments	
  (geo,	
  product	
  category)	
  

•  Set	
  up	
  reengagement	
  campaigns	
  to	
  target	
  
people	
  who	
  have	
  your	
  app,	
  with	
  different	
  
messaging	
  

SEM:	
  Tips	
  for	
  a	
  Changing	
  Landscape	
  



Take	
  advantage	
  of	
  formats	
  and	
  
ad	
  extensions	
  
	
  
	
  
	
  
	
  

SEM:	
  Tips	
  for	
  a	
  Changing	
  Landscape	
  

Follow	
  the	
  signals	
  of	
  mobile	
  specific	
  queries	
  /	
  
Google	
  Autosuggest	
  



	
  
	
  

Mobile	
  SEM:	
  Deep	
  Linking	
  



Mobile	
  SEM:	
  Deep	
  Linking	
  

§  SEM with deep-links:  
Example 
Keyword: “hotel app for Paris” 
Deeplink:  /marketid=559 

-> opens app in Paris after install 

§  Facebook with deep-links: 
Example 
Post with promo-code 
Deeplink: /code=MBLT15 

-> open app with promo-code 
    pre-populated in app 



ASO	
  



•  Defined	
  as	
  “Everything	
  that	
  helps	
  your	
  
app	
  be	
  visible	
  in	
  app	
  stores”	
  	
  

•  An	
  Ongoing	
  Process	
  –	
  Do	
  the	
  leg	
  work	
  
during	
  your	
  app	
  updates	
  (ranking	
  spike	
  
and	
  Feature	
  likelihood	
  with	
  app	
  releases)	
  

•  Dependent	
  on	
  external	
  factors	
  like	
  App	
  
Ranking	
  –	
  Always	
  focus	
  on	
  Customer	
  
Experience!	
  

App	
  Store	
  OpOmizaOon	
  



•  Focus	
  on	
  keywords	
  with	
  opportunity,	
  
and	
  concentrate	
  on	
  phrases	
  

•  Use	
  high	
  quality	
  images	
  that	
  highlight	
  
app	
  features.	
  Use	
  video	
  too!	
  

•  Write	
  an	
  engaging	
  descrip5on	
  that	
  uses	
  
keywords	
  in	
  a	
  natural	
  manner	
  .	
  Your	
  first	
  
sentence	
  is	
  most	
  important	
  

•  Realize	
  differences	
  in	
  App	
  and	
  Play	
  Store	
  

App	
  Store	
  OpOmizaOon:	
  Pro	
  Tips	
  



•  Great	
  tools	
  exist	
  to	
  track	
  your:	
  

•  Compe5tors	
  
	
  	
  	
  	
  	
  -­‐mine	
  new	
  keyword	
  ideas	
  

•  Reviews	
  
	
  	
  	
  	
  	
  	
  -­‐show	
  your	
  product	
  team	
  what	
  
people	
  are	
  saying	
  about	
  your	
  app	
  

•  Category	
  Rankings	
  
	
  	
  	
  	
  	
  -­‐track	
  your	
  performance	
  over	
  5me	
  

App	
  Store	
  OpOmizaOon:	
  Tracking	
  Tips	
  



•  Only	
  on	
  Google	
  Play	
  /	
  Android	
  

•  Lack	
  control	
  measures	
  

•  Lack	
  repor5ng	
  

•  Only	
  one	
  slot	
  –	
  can	
  go	
  to	
  your	
  
compe5tors!	
  

	
  
	
  

App	
  Store	
  OpOmizaOon:	
  Ads	
  



SEO	
  /	
  App	
  Indexing	
  



•  Direct	
  users	
  to	
  specific	
  pages	
  within	
  your	
  app	
  

•  Has	
  been	
  available	
  for	
  ~2	
  years	
  on	
  Android	
  –	
  
now	
  on	
  iOS9	
  –	
  the	
  game	
  changer!	
  

•  Apple	
  will	
  index	
  results	
  from	
  your	
  app,	
  even	
  
when	
  it	
  is	
  not	
  installed	
  

•  Spotlight	
  Search/Safari	
  now	
  showing	
  In	
  App	
  
results	
  

•  Smart	
  App	
  Banners	
  >	
  Inters55al	
  Apps	
  /	
  
Forced	
  App	
  Opens	
  

Mobile	
  SEO:	
  App	
  Indexing	
  



Smart	
  App	
  Banners	
  >	
  Inters55al	
  Apps	
  /	
  
Forced	
  App	
  Opens	
  

Mobile	
  SEO:	
  App	
  Indexing	
  



App	
  Indexing:	
  My	
  POV	
  (So	
  Far!)	
  



•  Needs	
  improvement,	
  but	
  an	
  
amazing	
  new	
  fron5er	
  in	
  
Search	
  

•  Submit	
  to	
  both	
  Google	
  and	
  
Apple	
  

•  Write	
  relevant	
  descrip5ons	
  
and	
  add	
  appropriate	
  photos	
  

App	
  Indexing:	
  My	
  POV	
  (So	
  Far!)	
  



SEM	
  
q  U5lize	
  extensions	
  and	
  advanced	
  KPIs,	
  to	
  offset	
  rising	
  costs	
  
q  Look	
  into	
  Deep	
  Linking	
  for	
  improved	
  conversion	
  
	
  
ASO	
  
q  Enter	
  keywords	
  with	
  high	
  rank	
  poten5al	
  
q  Share	
  review	
  insights	
  to	
  product	
  folks	
  
	
  
SEO/App	
  Indexing	
  
q  Submit	
  your	
  app	
  to	
  Google/Apple!	
  
	
  
	
  
	
  

Summary:	
  5	
  Tips	
  to	
  Remember	
  



Download	
  the	
  HotelTonight	
  app	
  and	
  use	
  promo	
  code	
  CHRISCREEL	
  for	
  $25	
  
off	
  your	
  first	
  booking!	
  Happy	
  Traveling!	
  

	
  
	
  
	
  

THANK	
  YOU!	
  


