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O yem norosopum?

Performance vs Digital; multichannel marketing

KPI ons 6peHaa B OHManH-MapKeTUHre

oTanbl NNaHUPOBAHUSA CIIOXHOW KaMMaHUM

BHelLHWe JaHHble N nccnegoBaHnS

CermeHTbl, Customer Decision Journeys, TOUKM BO34ENCTBUSA
Bb160p KaHanoB, KOMMYHUKALMOHHbLIX MNaThopMm

JIOHY, MOHUTOPUHT, OLIEHKA Pe3yNbTaToB



Multichannel world
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Performance marketing noaxopn

Cost of Customer Acquisition (CoCa) < LTV
Tnnosble KPI: koHBepcud, CPA, ROI, cpeaHnn Yek, KOnn4ecTBO
MOKYMOK 3a LIMKJT XXU3HW, MYJIbTUKaHabHasa aTpnoyLms

[lyTn BO3aencTBuUS

PPC/SEQ; UX — acquisition
-mail/social — retention

Brand awareness campaigns: online/offline



Digital marketing nogxop

[TOHUMaHWEe LeneBov ayanTopuK (cermenTbl, 3a4a4u, YTO UM Ba)KHO)
BbI6OP KOMMYHUKALMOHHbIX nnaThopm (cant, coobllecTso FB)
Meanmka

[lyTh BO3aencTBUA

Display Ads - acquisition
FB/?7?7 — retention

KPI: Reach, yacToTa nh CTOMMOCTb KOHTaKTa



YTo ynyckaioT 06a nogxona?

|_|yTl/I NMPUHATUNA PeELLEHNA NMOKYTNaTteJiAMn
MHOXXeCTBEHHOCTb TOYEK B3aMOLAENCTBUS, MVYJIbTNKaHaJIbHOCTb

CBsasbiBaHue digital & performance KP|

OcobeHHO akTyanibHO A/15 6peHA0B C CUITbHbIMK OMI1aH-
npofaxxamu/gucTpunoyLinei



McKinsey Customer Decision Journey

Information gathering, shopping

Initial
consideration
set

Moment of
purchase

Trigger

Ongoing exposure




Information gathering, shopping
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Georgia.travel

3ajadva — NnpvBeYeHne TypucToB

— =

[ &= e "'"F"-"-'
cga Georgia [FY3HE YEMIAHATECH KYTATOEXATE SKYPHAT HEHGOPMATHS T[AIEPES  HOHTAKTED - L+
M- -

—

—

OTIELK C CEMBEH ] e CNA-OTIBX H PAIBIEYEHHA

S— =

e e oo 1l L b g e Mnony4ynuTb BU3Y?

MNOAATE IAABKY

e - it



VIcxodHble JaHHble

Main Trends ¥ || Dynamic Reports X

Section of Analysis | Subregion r Year 2015, 2014, 2013, 2012, 2011 Region Europe
Periodicity Quarter v Quarter I Quarter, II Quarter, III Quarter, Subregion Central and Eastern Europe, Morthern Europe, Westm
Indicator Incoming (M) ¥ Month January, February, March, April, Country Albania, Andorra, Armenia, Austria, Azerbaijan, EFE:IarI
Report Format |Tzble, Chart, Indicators Border Type | Air, Sea, Railway, Land
Border Airport Batumi, Airport Thilisi, Airpart Kolkhi (Senaki)
b
14 4t Jofr b bl EH- @
Repgion Sobregion
e | uQ | mQ | NQ | fw | IQ | 1Q |
Southern Europe 4450 7262 14 005 £431 J2 188 2010 8356
Western Europe 5 355 12 537 20 364 5482 47 839 5859 15 185
Incoming Total 468 212 591 392 Q07 773 727 B58 2 695 235 G648 290 966 029
Subregion, Quarter
2 000 000 — —— Central and Eastern Europe
East Mediterranean Europe
— Morthern Europe
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‘Western Evurope
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VIcxodHble JaHHble

Inbound Tourism Survey by Period and Purpose

Unit: Percent Period: I'Wave -01.05.2011 - 30.06.2011

Periodicity: Fariod II Wave - 01.07.2011 - 15.09.2011
ITT Wawve - 16.09.2011 - 30.11.2011
IV Wawve - 01.12.2011 - 29.02.2012
WV Wave - 01.03.2012 - 30.04.2012

Age - by Period

15 - 17 0.4% 1.3% 0.3% 0.6% 0.4% 0. 7%
18 -24 11.6% 13.5% 9.5% 15.7% 11.5% 12.7%
25 -34 31.8% 30.1% 22.5% 24.3% 28.3% 28.8%
35 - 44 25.1% 25.5% 24.6% 28.0% 25.9% 26.0%0
45 - 34 18.5% 20.1%0 22.5% 19.5% 21.0% 20,650
35 - 64 S.0% 7.9% 11.0% 8.6% S.0% 9.0%
65 + 3.2% 1.2% 1.7% 2.7% 3.0% 2.3%
Refused to answer 0.0% 0.0% 0.1% 0.2% 0.0% 0.1%

Total 100.0%a 100.0% 100.0% 100.0% 100.0%a 100.0%



[lopTpeT ayauTopumn

75,4% TYpUCTOB ObISIN B BO3pacTe 25-54 neT, Npu STOM Ob1/11
BblJeNeHbl eLle ABa NepCrneKTMBHbIX CerMeHTa: akTUBHbIE MO04bIE
TYpUCTbI 18-24 neT (12,7%) 1 TypuCTbl B BO3pacTe 44-54 rona (20,6%).
Ayantopna 25-34 net — a4p0 NyTeLUeCTBEHHUKOB, MPUObIBAHOLLMX
aBUaTPaHCNOPTOM (32,3%).

72,4% CcOCTaBUN MY>XUUHbI, 27,6% — YXEHLNHbI.

22,2% — BNepBble nocewatoT Fpysnto («kateropus C»),

a «KNIMEHTbI knacca A» (moceTrBLIVe cTpany 11+ pas) — coctaBunn 28,5%.
Oxkono 20% pecnoHaeHTOB COCTaBWIM TYPUCTbI KaTeropun B, noceTrsLume

CTPpaHy OT 2 4O © Pas.



[lopTpeT ayauTOopumn

[1pOAOIHKUTENBHOCTD BU3WUTA Aana CreaytoLyto KapTUuHY:
33,5% — KpaTKOCPOUYHble NyTeLecTBus (2-5 gHen),
18,2% — cpeHeCcpOYHble nyTellecTBus (6-14 oHen).

49,1% — caMOCTOATENbHbIE MyTeLIEeCTBEHHNKN,

16,3% — NyTeLLEeCTBYHOT C YieHaMW CEMbM,

22,1% — C Apy3baAMM.

OpraHMsoBaHHbIV TYpY3M COCTaBW NMLLL 1% pecrnoHaeHTOB,

HTO MOXKET FTOBOPUTL O HEOCTATOHHOM MPOPabOTaHHOCTW KaHana
NPOAAK Hepes TYPUCTUYECKIME areHTCTRa.

[1o Tnny pasmelleHns 32,2% TypUCTOB pa3MeLLa/ICh B OTENAX U recTxaycax,
14,2% — B anapTamMeHTax.



[lopTpeT ayauTopumn

OCHOBHbI€e Lenu noceLLeHus:

39,5% — Typn3M 1 OTAObIX,

17% — nocelleHne poaCTBEHHWKOB.

8,3% — O13HEC 1 NPOMECCHMOHalbHbIE BU3UTDI,
8% — nocelLleHne apysen,

7% — LLOMMNWHT,

3aHATUA B [py3um:

34,7% — npupoaa 1 oKpykaroLlasa cpeaa,

35,6% — NaccuBHbIN OTAbIX,

34,8% — rpysmnHcKasa KyxHs,

30,5% — ncTopunyeckme MecTa n apxmuTekTypa,
23,4% — BUHO,

19% — LwonnuHr,

12,2% — 3HaMEHNTOE MPY3NHCKOE rOCTENPUUMCTBO.



[lopTpeT ayauTopumn

70% TYypUCTOB OPraHM30BbIBa/IM NOE3AKY CAMOCTOATENTBHO,
16% — opraHuzaLlyemn Noesakn 3aHMManncb Apy3bsa Uv POACTBEHHUKM.

/ / O CpefHWii NAaHNpyeMblil pacxos
Ha OJIHOrO TypMCTa
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think with Google




Inspiration
[ |

Travelers agree that they turn to the web early on
in the travel process

| generally begin researching online before

| decide where or how | want to travel.

Business

69%

L ejsure

65%

Base: Total Respondents (Personal n=3500; Business n=1500); Q21: Here are some (more) statements that may or may not
describe your attitudes and opinions related to travel. Please indicate to what extent you agree or disagree with each statement. . .
[IF BUSINESS TRAVELER: Please think of all types of travel, including personal or leisure (non-business related) or business trips.] thin kW|tth Og|e-CO m
(Select ONE for each statement.) Google Confidential and Proprietary
Source: Google Travel Study, June 2014, Ipsos MediaCT



Inspiration

Friends/family and online sources are critical to

travel inspiration

SOURCES OF INSPIRATION (LEISURE TRAVEL)

e [ -
colleagues offline
~ I -
colleagues online
newspapers
Informational -

brochures

Books
Radio . 10%
Travel agents . 10%
Travel groups . 8%
800 or toll-free I 50
number
Other . 6%

Base: Personal Quota (n=3500)
Q6D: Which of the following sources typically inspire you to start thinking about your personal or leisure trips? (Select ALL that apply.)
Source: Google Travel Study, June 2014, Ipsos MediaCT

Use online
sources (net):

65%

Family, friends, or
colleagues (net):

62%

thinkwithgoogle.com

Google Confidential and Proprietary
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Inspiration
[ |

Search engines and YouTube are top online sources
of inspiration

Social networking, video, or photo sites

(Net) p YouTube

Search engines Google+

Travel review sites/apps 42%
Destination-specific sites/apps 31%
Daily Deal sites/apps 27%
Base: Personal quota and use online sources for inspiration (n=2286) thin kwithgoogle.co m

INSPIRET: And, which online sources typically inspire you to start thinking about your personal or leisure trips? (Select ALL that apply.) e .
Source: Google Travel Study, June 2014, Ipsos MediaCT Google Confidential and Proprietary



Inspiration

Online travel videos are influential in early stages

When travel videos are viewed

Leisure Travelers (among those who watched/commented on travel-related video)

65% When thinking about taking a trip
48% When thinking about what type of trip to take
61% When choosing a destination
Base: Watched/commented on travel-related video (Personal n=1239, Business n=860) thi nkwithgoogle.com

Q5: At what points in your travel planning process do you view videos online? (Select ALL that apply.) e .
Source: Google Travel Study, June 2014, Ipsos MediaCT Google Confidential and Proprietary
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Research: digital is key

The internet is the top source for both leisure and
business travel planning

TRAVEL PLANNING SOURCES

=7

Leisure Travelers Business Travelers

==Ege

48% _ Family, friends, or colleagues offline _ 35%
26% _ Family, friends, or colleagues online - 27%
23% - Informational brochures - 26%
18% - Magazines/newspapers - 27%
| 14% - Books .
sourceg (rr]1||er§ 13% - Travel agents 0% Sonullrnc%s (net):
78% 10% - 800 or toll-free number 80%

3
=S

~
X
T |

Travel groups

Radio

Family, friends, or
colleagues (net):

Family, friends, or
colleagues (net):

52% 41%
5% Other
Base: Personal quota (n=3500); Business quota (n=1500) thinkwithgoogle.com

Q7: Which of the following sources do you typically use to plan personal or leisure trips/business trips? (Select ALL that apply.) 10

Source: Google Travel Study, June 2014, Ipsos MediaCT Google Confidential and Proprietary



“Multi-screen” activities @EZE:

Smartphones are used throughout the travel process

v T

Leisure Travelers Business Travelers
Computer/ Computer/
Tablet Smartphone Tablet Smartphone

Used during any phase (Net) 94% 67% 97% 78%
Inspiration

The time when you identified 73% 31% 74% 39%
you wanted or needed to book travel
Research

The time when you actively looked and 88% 27% 86% 36%
researched your trip or travel plans

Purchase/booking 81% 14% 84% 28%

The time when you booked your trip

Experiencing/traveling
Any behavior you may have 57% 50% 67% 54%
participated in during your trip

Post traveling
Any behavior you may have 63% 37% 67% 42%
participated in after you took your trip

Base: Personal quota and use device to access the internet. DEVICEO: Please think about how you typically use the Internet to gather information for your

personal or leisure trips. Which device(s) do you use during each of the following phases? (Select ALL that apply for each phase.) Source: Google Travel . .

Study, June 2014, Ipsos MediaCT thinkwithgoogle.com
Base: Business quota and use device to access the internet. DEVICEQ: Please think about how you typically use the Internet to gather information for your
business trips. Which device(s) do you use during each of the following phases? (Select ALL that apply for each phase.) Source: Google Travel Study, June
2014, Ipsos MediaCT

23
Google Confidential and Proprietary



Cross-device

Smartphones are often used for travel inspiration in
“snacking moments” before planning

USAGE OF SMARTPHONE TO INSPIRE LEISURE TRAVEL

In spare moments, such as when waiting, commuting, etc. 69%

While doing other activities, such as watching TV, eating, etc.

By doing quick searches on search engines

By visiting social networking sites
By visiting travel-related
websites for quick visits

Before looking for travel ideas
on computer or tablet

770/ Usage of smartphone for travel inspiration in spare moments,
0 such as when waiting, commuting, etc. by affluent travelers

Base: Personal quota and use smartphone during Inspiration phase (n=707) and Base: Affluent travelers who use smartphone during Inspiration phase

(N=348) . .

INSPIRE2: You mentioned that you typically use your smartphone to access the Internet during the Inspiration phase. Which of the following, if any, describe th| n letth og| e.com
how you use your smartphone when you are seeking inspiration for your personal or leisure trips? Do you typically look for travel ideas on your
smartphone...? (Select ALL that apply.)

Source: Google Travel Study, June 2014, Ipsos MediaCT

27
Google Confidential and Proprietary



Cross-device

Nearly half of those who use their smartphone for leisure travel
inspiration ultimately book through some other method

BOOKING METHODS AFTER USING SMARTPHONE FOR LEISURE TRAVEL INSPIRATION

Online via computer 70%

7~
AN
(S

Online (net)
87%

Online via smartphone

Online via tablet 17%

\

Phone call (net)
pAS L)

By calling on my smartphone 25%

By calling on

0,
another phone 10%

In-person 16%

®  J

48% Ultimately book another way 47% of affluent travelers book another way

Base: Personal quota and use smartphone during Inspiration phase (n=707); Affluent travelers who use smartphone during Inspiration } )

phase (n=348) INSPIRE3: And, when you have used your smartphone to seek inspiration, how have you ultimately booked components thin k\/\/]’[hgo og|e.co m
of those personal or leisure trips? (Select ALL that apply.) NP :
Source: Google Travel Study, June 2014, Ipsos MediaCT Google Confidential and Proprietary
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OcHOoBHas 3aja4ya MapKeTUHra

B MHOrokaHanbHOM MM1pe Hallla 3a4aqa — 4aTb KIMeHTam
naeanbHbln «6eCLLUOBHbIN» OMbIT BO BCEX TOYKAX KOHTaKTa:

Mobile app

Website

Offline Point of Sale
Call center

Post purchase service
Facebook page
3rd-party websites etc.



TnoBas Mojesib BbiGopa CTPaHbl

Yandex
©'©) Google You{ll)

tripadvisor

consideration

] s m Moment /|

i .
set ' ool , Eurchase EXPEdlﬂ
tripadvisor @

airbnb
m@ l
MOR MHPSIMAaIl @@

tripadvisor




By audience

Single traveller
M+F travellers

Family travellers with kids <8y.
Family travellers with kids =8y,
Elderly travellers

By purchase process
Self-planning travellers

Travel package travellers

By general travel frequency
Rare travellers
Frequent travellers

By novelty seeking

3rd -party predifined itinerary travellers
Self-planning explorers

No-planning drifters

CermeHTbI

By familiarity
Familiar travellers
Movelty seekers

By duration
Short-term (escape) travellers
Mid-long term travellers

By timing
Scheduled travellers
Last-minute travellers

By location
Domestic travellers
International nearby travellers
Azerbaijan
Turkey
Armenia
Russia
Ukraine

International faraway travellers

By spendings
Economy travellers
Luxury travellers

By type of activity
Fuzz travellers
Adventure seekers
Hiking & camping
Mountaineering
Rafting & kayaking
Caving
Hunting
Fishing
Paragliding
Eco-tourism
Skiing & snowboarding
Gambling players

Events visitors



BnuaHue Ha aTanax nyTw

Activity consl?cllgfz!ntion ACtiV?
set creation,% evaluation
Consumer-driven Asking peers "Where to go?" offline 56 35
marketing Asking peers "Where to go?" online 32 27
Typing search queries in Google/Yandex
Researching travel websites, groups and forums 56 74
Researching cheap flights destinations
Travel agent recommendations 10 13
Company-driven TVads 39 20
marketing Outdoor ads no data no data
Radio ads 10 7
Magazines/newspapers 30 18
Internet Advertising, including (56% for total): 56 74
PPC in search 61 60
PPC in GDN/YDN (on travel sites) 42 36
Video Ads 42 -
PPC in FB/VK/OK/Mail
FB & VK brand page content 59 26
Email messages no data no data




KPI: Apples to Apples

LIeHHOCTb KOHTaKTOB Pa3IN4aeTCA MeE>XAy MeEANaHOCUTEJTAMM

CTOUT BBECTU KOIPDOULIMEHTbI A1 PAa3HbIX HOCUTENEN
(Youtube TrueView — 5 points, VK view — 0,05 point)

IToroBasi a®MEKTUBHOCTb MOXKET ObIThb OnpefeneHa
cToumocTbro 1 000 points

3aTpayveHHbI MapKETUHTOBbIN OHOKET Ha T HOBOIO KJIMEHTA



KPI: Apples to Apples

VIHble NokasaTenu:
[TpocMOTpbI U cToMMOoCTb 1 000 NPOCMOTPOB

“YucTbI oxBaT (Net Reach) — KONMUYECTBO OXBAYEHHbIX
YHUKaSIbHbIX MONb30BaTENEN

Share of voice (MHorga LenecoobpasHo)

*“50+ Marketing Metrics” (Paul W. Farris, David J. Reibstein)



KnioyeBou noka3sartenb CoCa

CTOMMOCTb NpUBeYEHNA KINEHTA —
K/TFOYEBOW BEPXHEYPOBHEBLIN NMOKa3aTe b



MHoOXXecTBO HoOcCuTeneun?

Bpemsa oT BpeMeHn U30nnmpoBaTb OQ1alH, YToObl MOHATH
Kak paboTaroT Te U UHble OHMaMH-KaHanbl.

ECnn HEBO3MOYXHO — UCMOJSTb30BATb UCCneaoBaHUs ANA MOHMaHNS
BKJ1a[a pasninyHbIX HOCUTENEW Ha pa3HbIX aTanax customer decision
journey (no npumepy ThinkWithGoogle).

[na putenna CTouTt 3aaymaTbCs 06 06 beIMHEHNN BCEX AaHHbIX
B eVNHYHO akocucTtemy — ang FMCG-6peHaoB 3TO peako BOSMOYKHO.



KaHasnbl
Georgia.travel

Google (search + GDN)
AHpekc (search + PCH)
Youtube

VK advertising

FB advertising

He 3HaeWb,

rae oTQoxXHY Th?
noeoroE iraye

XoqelWb Ha mope ?
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PocT cnpoca — Google Trends

POCT JUHaAMUKK Cripoca K ['py3nK Kak HanpasieHnHo

NuHamuka nonNynAaApHOCTH

[7] Nowckno nosocTam



ATOoroBbiv pesynbraT

+14% pPOCT TYPUCTOB 13 LUEeNeBoro pervnoHa
1$ VHBECTULUMA B OHNalH -> 295$ UlCTbIX MPAMbBIX HaN0rOBbIX
NOCTYMNEHUIN OT TYPUCTNYECKMX PACX00B

s | aw [ s |
Repion Totml
mQ | oal |

Europe 335 801 235 801 342 200 220 31 X33 JRI 233 1 065 304
IncomingTotal 335 801 335 801 32 370 242 2F0 391 233 351 233 1 065 304
Region, Quarter
400 000 - E — Ewope
300 000 —
=
E 200 000 =
3
100 000
na naQ nQ

L— 2013 L 2014 |- A 2015 |

Wear, Suarier







Pe3lomMme

[laxke Ans CNOXXHOM CBA3KWM «OHTarH + 0diaH» MOXHO
cenaTb BCe CUCTEMHO.



Pe3lomMme

[laxke Ans CNOXXHOM CBA3KWM «OHTarH + 0diaH» MOXHO
cenaTb BCE CUCTEMHO.

McKinsey Customer Decision Journey — npexkpacHaa MoAenb
1A NOCTPOEHNA CTpaTernu.



Pe3lomMme

[laxke Ans CNOXXHOM CBA3KWM «OHTarH + 0diaH» MOXHO
cenaTb BCE CUCTEMHO.

McKinsey Customer Decision Journey — npexkpacHaa MoAenb
1A NOCTPOEHNA CTpaTernu.

Bb160p KaHamoB NOACKaXeT nccnegoBaHve LIA Ha pasHbix aTanax
NPUHATUA peLleHna. Mmnp MHOrokKaHaneH.



Pe3lomMme

[laxke Ans CNOXXHOM CBA3KWM «OHTarH + 0diaH» MOXHO
cenaTb BCE CUCTEMHO.

McKinsey Customer Decision Journey — npexkpacHaa MoAenb
1A NOCTPOEHNA CTpaTernu.

Bb160p KaHamoB NOACKaXeT nccnegoBaHve LIA Ha pasHbix aTanax
NPUHATUA peLleHna. Mmnp MHOrokKaHaneH.

CTOMMOCTb NMPUBIEYEHUS KITMEHTA — KJTKOYEBAS
BEPXHEYPOBHEBAA METPUKA.
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