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Objectives The main objective of the E-Commerce and Digital 

Marketing Toolkit is to guide properties to build 

digital capabilities with the goal of maximising 

online visibility and driving website conversions.

This toolkit outlines fundamental resource and 

budget guidance, as well as various functional 

marketing guidance such as SEO, paid media, 

website content etc
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Corporate SG Team Overview



Global Campaigns 2024 Overview

Agenda template

Q1 2024 Q2 2024 Q3 2024 Q4 2024

Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec

Awareness Campaigns BG30 Global Multi brand Awareness Campaign

Banyan Tree Awareness Campaign

Tactical Campaigns Destination Marketing

Asia Part 1

(Indonesia, Malaysia,

Vietnam, South Korea,

China)

Destination Marketing

Middle East & Europe;

Mexico

Destination Marketing

Asia Part 2

(Thailand, Laos,

Maldives, Japan)

Anniversary

Campaign

BG30

Always on Offers

(Awareness + Conversion) Stay More Pay Less

Advanced Purchase

Strategy:
- This year we will focus on building and increasing awareness for all brands under BG30 Multi brand awareness campaign

- Separate Banyan Tree Awareness Campaign will focus on positioning of the brand
- No separate customer segment campaigns as we move towards more synergized digital media approach. Instead, customer segments will be 

part of the target audiences within digital paid media campaigns for each brand.
- Conversion driven Always On campaigns will be continuing to support the properties throughout the year



Corporate & Properties Synergy
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Areas CORPORATE PROPERTIES

CMS - Provision of robust CMS
- Trainings and training documents provision

- Active learning of CMS for property usage
- Feedback on improvements needed

Website Optimisation - Global pages management
- Group level enhancements
- Property pages approvals
- Website content SOP provision

- Property pages management, as per website content 
SOP
- Property-specific needs
- Timely submission of pages for approval

Property brand.com 
opening/rebranding

- Content framework provision
- One-time set up/migration and training provision in 
the areas of website, Accor, email marketing, GA and 
GMB

- Timely content provision
- Active learning of systems for property usage

TripAdvisor - Governance of accounts hygiene
- Trainings and training documents provision

- Property account management
- User management
- Activation of special offers

Campaigns - Global campaigns: Destination Marketing, 
Anniversary, BG30
- Country level campaigns

- Global campaigns participation
- Local campaigns as per property needs
Eg. Local festivities

Email Marketing - Global database management for global email sends
- Provision of robust email marketing system
- Trainings and training documents provision
- EDM templates optimised across devices

- Review and approval of EDMs via TC and Cendyn

- Active learning of email marketing system for property 
database email sends
- Usage of approved EDM templates
- Feedback on improvements needed

Corporate & Properties Synergy
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Corporate & Properties Synergy

Areas CORPORATE PROPERTIES

Paid Media - In line with campaigns run by corporate
- Branded keywords focus
- Global agency/approved agency list provision
- Functional workshops and trainings provision

- Guidance on paid media execution

- In line with local campaigns run by properties
- Property specific keywords focus
- Media agency run through with corporate, if applicable
- Active participation in workshops and trainings

- Adherence to guidance such as budget

SEO - SEO optimizations on brand levels
- Branded and group keywords focus
- Global agency/approved agency list provision
- Functional workshops and trainings provision

- Guidance on execution such as budget, audit 
frequency etc

- SEO optimizations on property level, following 
corporate brand guidelines
- Property specific keywords focus
- Agency run through with corporate, if applicable

- Active participation in workshops and trainings
- Adherence to guidance such as budget

Social Media - Corporate account management
- Social media management guidance provision

- Property account management
- Adherence to guidance
- Amplification of global campaigns

Google Analytics (GA) / 
Google Tag Manager (GTM)

- Deep dive into group level data by brand
- One-time set up for new properties
- New accounts creations and access granting
- Trainings and training documents provision

- One-time audit and GA4 migration

- Deep dive into property's data
- Adherence to GA guidance for hygiene
- Review and analyze GA data on daily basis
- Submit GTM tracking requests to corporate agency for 

implementation

Google My Business (GMB) - Quarterly optimisations to all properties' GMB 
accounts (hotels and restaurants accounts)

- Setting up of GMB account and grant access to 
corporate
- Updating of hotel information changes, if any

Digital Marketing Dashboards - Set up of dashboards for group level initiatives - Access to dashboard for property performance visibility



Digital Budget Guidance
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Digital Budget 

Guidance

This section provides the detailed guideline for 

digital marketing budget planning for 2024. It will 

highlight critical elements that should be 

considered in the property’s digital marketing 

budget, guideline for budget planning and 

allocation, as well as working with external 

vendors and agencies for marketing.
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Item Purpose Annual Cost Participation

Direct Always-
On Marketing 
(CPC)

To run SEM, MetaSearch, Display Ads, Social Ads and Retargeting Ads 
specific to property. This includes brand/always on offers for conversion 
and generic/ destination/ competitor keywords for prospecting.

45% of marketing 
budget to online
Or USD 3,000 – 4,000 per 
month/property 
approximate costs

Mandatory

Sojern and 
other 
commission 
models (CPA)

Commission costs of digital marketing platforms such as Sojern. Variable Optional

Search Engine 
Optimisation
(SEO)

To run regular SEO audits specific to property at least twice a year, in 
relation to competitive set and destination trends.

5% of marketing 
budget to SEO Or USD 

7,500- 15,000 annually

Mandatory

Website 
Translation

Brand.com is developed and maintained by Global HQ. Properties are 
responsible for updating and editing Property Pages content, including 
images and copies, that adheres to Brand Guidelines. This item is to 
allocate budget for translation fees of English to Chinese (and to Korean 

for BT/AN), and professional copywriting (if needed).

Approximately USD 1,500 
for two languages per 
property annually

Mandatory

Tripadvisor
Business 
Advantage

Annual paid subscription marketing tool on Tripadvisor for additional 
features and marketing activation on property page to drive brand.com 
traffic and increase TA account page visibility

Depending on number of 
rooms (vary USD 2,000 –
6,000)

Optional

Eat2Eat Online table reservation and dining management system for hotel F&B 
outlets.

Minimum USD 2,000 per 
F&B outlet for 1st year 
and USD 1,200 for 
subsequent years

Optional

Digital Budget 2024 Guideline
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Digital Budget 2024 – Guidance by property size
Mandatory Spend

MANDATORY
SPEND

Small
< 50 rooms

Mid
50 – 150 rooms

Large
Above 150 rooms

Paid Media (CPC)
Min $30,000 -$42,000 Min $36,000 -$51,000 Min $45,000 - $75,000

Resorts with ADR of US$500 
and above for BT and US$200 for 

the rest (Consider next 
budget tier)

Resorts with 
ADR of US$500 and above (Consid

er next budget tier)

Urban hotels with 
ADR below US$150 (Consider 

lower budget tier)

SEO Min $7,500
Min $7,500 Min $7,500

Website 
Translations

Approximately $1,500 annually 
for 2 languages (subject to actual 

needs)

Approximately $1,500 annually for 
2 languages (subject to actual 

needs)

Approximately $1,500 annually 
for 2 languages (subject to 

actual needs)

TOTAL Min $39,000 - $51,000 Min $45,000 - $60,000 Min $54,000 - $84,000
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RECOMMENDED
SPEND

Small
< 50 rooms

Mid
50 – 150 rooms

Large
Above 150 rooms

Paid Media (CPC) Min $42,000 Min $51,000 Min $75,000

Resorts with ADR of US$500 
and above for BT and US$200 

for the rest (Consider next 
budget tier)

Resorts with ADR of US$500 
and above (Consider next budg

et tier)

Urban hotels with ADR below 
US$150 (Consider lower 

budget tier)

SEO (Additional 
scope with 
Mediatropy)

$15,000 $15,000 $15,000

Website 
Translations

Approximately $2,500 annually 
for 3 languages (additional 1 

key COR/ local language)

Approximately $2,500 annually 
for 3 languages (additional 1 

key COR/ local language)

Approximately $2,500 annually 
for 3 languages (additional 1 key 

COR/ local language)

TripAdvisor BA $2,500 - $6,000 $2,500- $6,000 $2,500- $6,000

Table 
Management 
System

Min $2,000 per outlet
Estimated: $2,000 for 1 outlet

Min $2,000 per outlet
Estimated: $6,000 for 3 outlets

Min $2,000 per outlet
Estimated: $10,000 for 5 outlets

TOTAL Min $64,000 - $67,500 Min $73,000 - $80,500 Min $97,000 - $108,500

Digital Budget 2024 – Guidance by property size
Recommended Spend



Google Analytics Recommendations
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Google 
Analytics 4
Google Analytics 4 (GA4) is a next-
generation analytics platform that provides a 
more comprehensive and accurate view of 
website and app performance. It's designed 
to be more intuitive, user-friendly, and offer 
enhanced data privacy compared to its 
predecessor, GA3.

GA URL: https://analytics.google.com
GA Login: Your BG email.
*Please make sure you have access to your property's GA.
If you do not have access, use MT platform to log in your request:
https://btg-request.mediatropy.com/login or contact 
Farah Sinjeri farah.sinjeri@groupbanyan.com

https://analytics.google.com
https://btg-request.mediatropy.com/login
mailto:farah.sinjeri@groupbanyan.com
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Migration to GA4: Differences of GA3 vs GA4

Detailed Google Analytics 4 training provided can be found via these links:
GA4 Training Recording
GA4 Training Material

Feature GA3 GA4

Views
GA3 organizes data by "views", which act as 

filters for data analysis.

GA4 does not have the concept of "views". MT 
offers a custom report to address this issue and 
enable you to check specific properties report.

Reports
GA3 has pre-built reports with a limited 

number of customization options.
GA4 has a more flexible reporting interface with 

a wider range of customization options.

Data Structure
GA3 uses a page-based data structure, which 
can be limiting for certain types of analysis.

GA4 uses an event-based data structure, 
providing a more comprehensive understanding of 

user behavior

AI-Powered Insights
GA3 does not have an AI-powered insights 

feature.

GA4 includes an AI-powered Insights panel, 
providing automatic insights and recommendations 

based on data analysis.

Streamlined Interface GA3 has a functional, but complex interface
GA4 has a more streamlined and intuitive 

interface, making it easier for users to access and 
analyze their data.

Historical Data GA3 stores data pretty much forever

GA4 data expires after 14 months. To overcome 
this limitation, we will utilize a Power BI 

Dashboard that enables us to store and access 
all historical data.

https://apc01.safelinks.protection.outlook.com/?url=https%3A%2F%2Fbanyantree.sharepoint.com%2F%3Av%3A%2Fs%2FBrandHQOps%2FEZ3jFvFS9pFPv3vHzHt7AkoBedqYBum-l0bEpM8W1RPncA%3Fe%3DGoeADp&data=05%7C01%7CAngel.Vong%40banyantree.com%7C10a434996bba4ba0bdc908db26bc7f41%7C19a7be7adb694d2abcbed076c5206859%7C0%7C0%7C638146363275446978%7CUnknown%7CTWFpbGZsb3d8eyJWIjoiMC4wLjAwMDAiLCJQIjoiV2luMzIiLCJBTiI6Ik1haWwiLCJXVCI6Mn0%3D%7C3000%7C%7C%7C&sdata=Qmco9LOMn9zTUSDxTt%2BbYi7xQyp1U231eKk2LkcPAsY%3D&reserved=0
https://apc01.safelinks.protection.outlook.com/ap/b-59584e83/?url=https%3A%2F%2Fbanyantree.sharepoint.com%2F%3Ab%3A%2Fs%2FBrandHQOps%2FEZIrBKHF-HtNu4xaatTSkoQB1IiKvPMh8RshxEpZZUY5RA%3Fe%3DMrDmIJ&data=05%7C01%7CAngel.Vong%40banyantree.com%7C10a434996bba4ba0bdc908db26bc7f41%7C19a7be7adb694d2abcbed076c5206859%7C0%7C0%7C638146363275446978%7CUnknown%7CTWFpbGZsb3d8eyJWIjoiMC4wLjAwMDAiLCJQIjoiV2luMzIiLCJBTiI6Ik1haWwiLCJXVCI6Mn0%3D%7C3000%7C%7C%7C&sdata=gOfB4QE5eXZL%2FSzHqhO4gvqavfOr7CA0CwLfFeTTBMM%3D&reserved=0
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Properties Custom Reports Structure on GA4

To help with limited reporting Views in GA4, pre-
defined reports have been created and organized
into collections for each property, including Traffic
& Pages, Demographic & Tech, Events &
Conversions,and Ecommerce Purchases.

Collections:
• Traffic & pages performance
• Demographic & tech performance
• Events & total conversions
• Ecommerce purchase

Properties reports are arranged according to their
respective clusters.
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The GA4 dashboard provides you insights about the traffic and e-commerce performance of Banyan Tree, presented 
in various types of charts including time series, table, scorecard, bar chart, etc. This Dashboard is using USD for 
currency and UTC+8 for the time

GA4 Dashboards

Detailed training materials can be found in the below links:

GA4 Dashboards Training Recording
GA4 Dashboards Manual
GA4 Dashboards Demo Deck

DASHBOARDS LINKS

Banyan Tree
Angsana
Cassia
Dhawa
BT Escape
Garrya
Homm
BT Veya
Folio

https://apc01.safelinks.protection.outlook.com/?url=https%3A%2F%2Fbanyantree.sharepoint.com%2F%3Av%3A%2Fs%2FBrandHQOps%2FEfyAhWcvUxhNvj8_QsfKe4oBBCjdtj30MEzX_IN6hK10yg%3Fe%3D57qAwm&data=05%7C01%7CAngel.Vong%40banyantree.com%7Cc0f9b40dc8214b89231308dba9d72f13%7C19a7be7adb694d2abcbed076c5206859%7C0%7C0%7C638290513912460724%7CUnknown%7CTWFpbGZsb3d8eyJWIjoiMC4wLjAwMDAiLCJQIjoiV2luMzIiLCJBTiI6Ik1haWwiLCJXVCI6Mn0%3D%7C3000%7C%7C%7C&sdata=ytMoEtUTXCNVvZmvOlqQNb8Gp6GVUBqdL13pbo%2BHJ%2FQ%3D&reserved=0
https://apc01.safelinks.protection.outlook.com/ap/b-59584e83/?url=https%3A%2F%2Fbanyantree.sharepoint.com%2F%3Ab%3A%2Fs%2FBrandHQOps%2FEaP6ARru5WJItta2DzvIYQYBEr706gm7q4d1nsiuazPMKA%3Fe%3DUlLV87&data=05%7C01%7CAngel.Vong%40banyantree.com%7Cc0f9b40dc8214b89231308dba9d72f13%7C19a7be7adb694d2abcbed076c5206859%7C0%7C0%7C638290513912460724%7CUnknown%7CTWFpbGZsb3d8eyJWIjoiMC4wLjAwMDAiLCJQIjoiV2luMzIiLCJBTiI6Ik1haWwiLCJXVCI6Mn0%3D%7C3000%7C%7C%7C&sdata=N09uEtsp1I%2BR%2BpHRudGaKZjhMepawSkEyEDepb5bQtU%3D&reserved=0
https://apc01.safelinks.protection.outlook.com/ap/b-59584e83/?url=https%3A%2F%2Fbanyantree.sharepoint.com%2F%3Ab%3A%2Fs%2FBrandHQOps%2FEdU56fFRjglIujzng5qWm_0BVOry0CgAEnvbaX9nulEGHw%3Fe%3DHDVH00&data=05%7C01%7CAngel.Vong%40banyantree.com%7Cc0f9b40dc8214b89231308dba9d72f13%7C19a7be7adb694d2abcbed076c5206859%7C0%7C0%7C638290513912460724%7CUnknown%7CTWFpbGZsb3d8eyJWIjoiMC4wLjAwMDAiLCJQIjoiV2luMzIiLCJBTiI6Ik1haWwiLCJXVCI6Mn0%3D%7C3000%7C%7C%7C&sdata=8GqDPoqDyyMp8FYDO%2F8FDn9AgtA0xaXNW0AkliaX9%2B8%3D&reserved=0
https://apc01.safelinks.protection.outlook.com/?url=https%3A%2F%2Fapp.powerbi.com%2Fview%3Fr%3DeyJrIjoiNWIwMWJlOTQtMmM1YS00NGE4LWE4MjQtNGU1MTY1NjRjZTk3IiwidCI6ImE5NmUxMDE5LTZlNWItNGYxMC1iMGFkLWUzNWVhMDA1MTM3NiIsImMiOjEwfQ%253D%253D&data=05%7C01%7CAngel.Vong%40banyantree.com%7Cc0f9b40dc8214b89231308dba9d72f13%7C19a7be7adb694d2abcbed076c5206859%7C0%7C0%7C638290513912617446%7CUnknown%7CTWFpbGZsb3d8eyJWIjoiMC4wLjAwMDAiLCJQIjoiV2luMzIiLCJBTiI6Ik1haWwiLCJXVCI6Mn0%3D%7C3000%7C%7C%7C&sdata=Yr2O43Rg4HypcRjzQ3WhOHxXhlmVRQyxBF8h983HTkc%3D&reserved=0
https://apc01.safelinks.protection.outlook.com/?url=https%3A%2F%2Fapp.powerbi.com%2Fview%3Fr%3DeyJrIjoiZmJkNzczZWUtMDY3NS00MjhjLWE0NmQtMTE5NDEyNmIyN2RkIiwidCI6ImE5NmUxMDE5LTZlNWItNGYxMC1iMGFkLWUzNWVhMDA1MTM3NiIsImMiOjEwfQ%253D%253D&data=05%7C01%7CAngel.Vong%40banyantree.com%7Cc0f9b40dc8214b89231308dba9d72f13%7C19a7be7adb694d2abcbed076c5206859%7C0%7C0%7C638290513912617446%7CUnknown%7CTWFpbGZsb3d8eyJWIjoiMC4wLjAwMDAiLCJQIjoiV2luMzIiLCJBTiI6Ik1haWwiLCJXVCI6Mn0%3D%7C3000%7C%7C%7C&sdata=ARXc9ro3rY0iRojrx%2BfzPxvGAOf7hBKAlow729%2Fu8oM%3D&reserved=0
https://apc01.safelinks.protection.outlook.com/?url=https%3A%2F%2Fapp.powerbi.com%2Fview%3Fr%3DeyJrIjoiMTA0YzhhOGUtMzRjMS00YWNhLTk1MWMtZmNlNmM2NWRjN2I3IiwidCI6ImE5NmUxMDE5LTZlNWItNGYxMC1iMGFkLWUzNWVhMDA1MTM3NiIsImMiOjEwfQ%253D%253D&data=05%7C01%7CAngel.Vong%40banyantree.com%7Cc0f9b40dc8214b89231308dba9d72f13%7C19a7be7adb694d2abcbed076c5206859%7C0%7C0%7C638290513912617446%7CUnknown%7CTWFpbGZsb3d8eyJWIjoiMC4wLjAwMDAiLCJQIjoiV2luMzIiLCJBTiI6Ik1haWwiLCJXVCI6Mn0%3D%7C3000%7C%7C%7C&sdata=Avgf9IuUPpWkGw4%2F%2BYNwJafbR65cgqMAkTOQtthv0Ew%3D&reserved=0
https://apc01.safelinks.protection.outlook.com/?url=https%3A%2F%2Fapp.powerbi.com%2Fview%3Fr%3DeyJrIjoiYjg2MmU3M2ItYTgyMC00YWE0LTk0ZGMtNjQ2YjUxNGYxODI4IiwidCI6ImE5NmUxMDE5LTZlNWItNGYxMC1iMGFkLWUzNWVhMDA1MTM3NiIsImMiOjEwfQ%253D%253D&data=05%7C01%7CAngel.Vong%40banyantree.com%7Cc0f9b40dc8214b89231308dba9d72f13%7C19a7be7adb694d2abcbed076c5206859%7C0%7C0%7C638290513912617446%7CUnknown%7CTWFpbGZsb3d8eyJWIjoiMC4wLjAwMDAiLCJQIjoiV2luMzIiLCJBTiI6Ik1haWwiLCJXVCI6Mn0%3D%7C3000%7C%7C%7C&sdata=1P1%2FgfkBNelOtcklKEdkszmG%2B2psp09loZvXOlbhbw8%3D&reserved=0
https://apc01.safelinks.protection.outlook.com/?url=https%3A%2F%2Fapp.powerbi.com%2Fview%3Fr%3DeyJrIjoiY2EwN2E3NDMtODBmZS00NjRhLTg1MWQtOTQ1ZDNiZWQxMzc4IiwidCI6ImE5NmUxMDE5LTZlNWItNGYxMC1iMGFkLWUzNWVhMDA1MTM3NiIsImMiOjEwfQ%253D%253D&data=05%7C01%7CAngel.Vong%40banyantree.com%7Cc0f9b40dc8214b89231308dba9d72f13%7C19a7be7adb694d2abcbed076c5206859%7C0%7C0%7C638290513912617446%7CUnknown%7CTWFpbGZsb3d8eyJWIjoiMC4wLjAwMDAiLCJQIjoiV2luMzIiLCJBTiI6Ik1haWwiLCJXVCI6Mn0%3D%7C3000%7C%7C%7C&sdata=BEoXhxnT7s%2FpI3yj79BUzfcmEIathUUyRTKx8GeIp%2Bc%3D&reserved=0
https://apc01.safelinks.protection.outlook.com/?url=https%3A%2F%2Fapp.powerbi.com%2Fview%3Fr%3DeyJrIjoiZjIwMWY1NTktNzAwZC00YTA2LTg2MjItNDM2MWUxMjhhZDg1IiwidCI6ImE5NmUxMDE5LTZlNWItNGYxMC1iMGFkLWUzNWVhMDA1MTM3NiIsImMiOjEwfQ%253D%253D&data=05%7C01%7CAngel.Vong%40banyantree.com%7Cc0f9b40dc8214b89231308dba9d72f13%7C19a7be7adb694d2abcbed076c5206859%7C0%7C0%7C638290513912617446%7CUnknown%7CTWFpbGZsb3d8eyJWIjoiMC4wLjAwMDAiLCJQIjoiV2luMzIiLCJBTiI6Ik1haWwiLCJXVCI6Mn0%3D%7C3000%7C%7C%7C&sdata=QAaa0LTIxLwEw3xRp6rvAUjVssvkEycBZCoL%2FiwKd0U%3D&reserved=0
https://apc01.safelinks.protection.outlook.com/?url=https%3A%2F%2Fapp.powerbi.com%2Fview%3Fr%3DeyJrIjoiZjg2MGE3ZDctY2VhNC00NDNkLTlhNjctMmE2ODk4N2QwYWI1IiwidCI6ImE5NmUxMDE5LTZlNWItNGYxMC1iMGFkLWUzNWVhMDA1MTM3NiIsImMiOjEwfQ%253D%253D&data=05%7C01%7CAngel.Vong%40banyantree.com%7Cc0f9b40dc8214b89231308dba9d72f13%7C19a7be7adb694d2abcbed076c5206859%7C0%7C0%7C638290513912617446%7CUnknown%7CTWFpbGZsb3d8eyJWIjoiMC4wLjAwMDAiLCJQIjoiV2luMzIiLCJBTiI6Ik1haWwiLCJXVCI6Mn0%3D%7C3000%7C%7C%7C&sdata=Agc8tOiBmaksLe88HftoTsDFRAslZn%2FdA6sjPwYQoF0%3D&reserved=0
https://apc01.safelinks.protection.outlook.com/?url=https%3A%2F%2Fapp.powerbi.com%2Fview%3Fr%3DeyJrIjoiOTdkNzBmYjgtY2QxNC00N2Y2LTkwYzMtZDIwZjViZTAzMzI5IiwidCI6ImE5NmUxMDE5LTZlNWItNGYxMC1iMGFkLWUzNWVhMDA1MTM3NiIsImMiOjEwfQ%253D%253D&data=05%7C01%7CAngel.Vong%40banyantree.com%7Cc0f9b40dc8214b89231308dba9d72f13%7C19a7be7adb694d2abcbed076c5206859%7C0%7C0%7C638290513912617446%7CUnknown%7CTWFpbGZsb3d8eyJWIjoiMC4wLjAwMDAiLCJQIjoiV2luMzIiLCJBTiI6Ik1haWwiLCJXVCI6Mn0%3D%7C3000%7C%7C%7C&sdata=jGma4MwRQ4fbgX9uEzJa7CJWZQgCv5TF76BrgrXzkfk%3D&reserved=0
https://apc01.safelinks.protection.outlook.com/?url=https%3A%2F%2Fapp.powerbi.com%2Fview%3Fr%3DeyJrIjoiOWIyMzhlN2EtYWYzYS00MjJhLTgyYTEtMDkwY2RmNTlkZDkxIiwidCI6ImE5NmUxMDE5LTZlNWItNGYxMC1iMGFkLWUzNWVhMDA1MTM3NiIsImMiOjEwfQ%253D%253D&data=05%7C01%7CAngel.Vong%40banyantree.com%7Cc0f9b40dc8214b89231308dba9d72f13%7C19a7be7adb694d2abcbed076c5206859%7C0%7C0%7C638290513912617446%7CUnknown%7CTWFpbGZsb3d8eyJWIjoiMC4wLjAwMDAiLCJQIjoiV2luMzIiLCJBTiI6Ik1haWwiLCJXVCI6Mn0%3D%7C3000%7C%7C%7C&sdata=hx6m1TBrPwfvxvxMLn3Ggm3a1NsTLemFAD8SD6ISBXw%3D&reserved=0
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Refer to Google Analytics checklist for the 
detailed step-by-step guide and checklists 
for:

• GA Property Account setup 
(support from HQ) – GA setup of the 
new property and tracking pixel 
implementation (GTM)

• Campaign management– setting up 
tracking and analysis on GA (UTM 
tracking, reports setup), analyze 
campaign performance on GA

Google Analytics Checklists

GA Checklist:

Google Analytics Checklist

https://groupbanyansharepoint.sharepoint.com/:x:/r/sites/BrandCommercial/_layouts/15/Doc.aspx?sourcedoc=%7B3F917DA5-26BF-44E7-A8CA-BDF5285BD432%7D&file=GA%20Checklist%20-%20Workshop%20(Working%20File).xlsx&action=default&mobileredirect=true
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Setting up the UTM urls for your digital 
marketing campaign will help you to track the 
performance of the campaign on Google 
Analytics. UTM tags are added to your landing 
page url to track the campaigns parameters: 
source and medium of the traffic, campaign 
name and content.

For detailed guide on how to set up UTM 
link refer to UTM building SOP below

Please use the standardised BTG UTM 
Builder linked below to set up your 
campaign's UTM link.
Once created, GA will start to track the 
campaign's performance.

Campaign UTM Builder

UTM Resources:
• UTM links creation SOP (tracking of digital 

campaigns)
• GA4 UTM Guide
• UTM Builder

Once UTM link is setup and campaign is live, navigate to GA to 
view the performance of the campaign:
GA4 Path: Reports– BTG-Traffic & Pages Performance - Choose your 
cluster – Your Property– Traffic source: choose Session Campaign. 
For secondary dimension, add + and add Traffic source – Session 
New BTG Channel Group

https://groupbanyansharepoint.sharepoint.com/:b:/s/BrandCommercial/EWB3wSZ7SPxHvZO2w1qJEWEBaf1ondwgIgVtK8ZN3QWkow?e=1KlYsu
https://groupbanyansharepoint.sharepoint.com/:b:/s/BrandCommercial/EWB3wSZ7SPxHvZO2w1qJEWEBaf1ondwgIgVtK8ZN3QWkow?e=1KlYsu
https://www.semrush.com/blog/utm-tracking-codes-google-analytics/
https://ga-dev-tools.google/ga4/campaign-url-builder/
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Agenda template

We have implemented Google Tag Manager SOP to keep track of 

all current GTM tags and codes implemented to avoid the usage of 
old tags, removal of the existing active tags:

- No third parties are allowed to have direct access to BG GTMs
- All third parties tracking codes to be implemented to each website 

specific master GTM. No third party GTMs are allowed to be 
implemented to the brand websites or booking engine.

- All third parties tracking codes to be implemented by Mediatropy.

- Properties to follow SOP and submit the request with the details of 
tracking code and vendor via Mediatropy request platform.

- Google Tag Manager (GTM) SOP

- Google Tag Manager User Access SOP

For all other GA related resources and SOPs, please refer to this 
folder:

- Google Analytics SOPs

Google Analytics SOPs

https://groupbanyansharepoint.sharepoint.com/:b:/s/BrandCommercial/EVzeUfLJvBFJtC3CO1GZ-SsBQwezBLh5hZQVi-LPbOJc_g?e=tggJTc
https://groupbanyansharepoint.sharepoint.com/:b:/s/BrandCommercial/EW2XxkFzA79GrrsDKKaZu70BPUQYlMVO1Bs6yUlUWb1SWw?e=UblSp1
https://groupbanyansharepoint.sharepoint.com/sites/BrandCommercial/Shared%20Documents/Forms/AllItems.aspx?newTargetListUrl=%2Fsites%2FBrandCommercial%2FShared%20Documents&viewpath=%2Fsites%2FBrandCommercial%2FShared%20Documents%2FForms%2FAllItems%2Easpx&id=%2Fsites%2FBrandCommercial%2FShared%20Documents%2FAWS%2FAWS2022%2FDigital%20AWS%20%2D%2015%20%26%2016%20Sep%202022%2FDigital%20AWS%202022%2DFINAL%20Presentations%2FDigital%20AWS%202022%2DDay%202%20%2816%20Sep%202022%29%2FGoogle%20Analytics%20Basics&viewid=8fe47534%2Dcd4c%2D4501%2Da3e4%2D1d55d3c6893a


Search Engine Optimization 
Recommendations



Search Engine 
Optimization
This section covers recommendations 
for search engine optimization (SEO), 
detailed SEO checklist to audit your 
site to ensure it is fully optimized to 
boost the visibility and ranking of 
property site on search engines like 
Google. Additional resources like SEO 
dashboards are also provided.

Section 5 | SEARCH ENGINE OPTIMIZATION

Why SEO is important



Key factors affecting your website SEO
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During the SEO workshop, below are the key topics discussed with takeaways for each topic:

• Introduction to SEO and the importance of it

• SEO Performance from 2022 and Scope for 2023

• How to achieve global and property synergy on SEO

• SEO Checklists, Tools and Dashboards

• SEO Properties Rate Cards

SEO Advanced Training Summary

Detailed SEO training provided can be found via these 
links:
SEO Advanced Training Recording
SEO Training Material

https://apc01.safelinks.protection.outlook.com/?url=https%3A%2F%2Fbanyantree.sharepoint.com%2F%3Av%3A%2Fs%2FBrandHQOps%2FEddwhmpwzHlKt6-OlhknbB0BNiOKS3GwHDYe4y3i-njx2A%3Fe%3DoyLi1B&data=05%7C01%7CAngel.Vong%40banyantree.com%7C8422d7faeea4497a93c408db67cee760%7C19a7be7adb694d2abcbed076c5206859%7C0%7C0%7C638217910619751834%7CUnknown%7CTWFpbGZsb3d8eyJWIjoiMC4wLjAwMDAiLCJQIjoiV2luMzIiLCJBTiI6Ik1haWwiLCJXVCI6Mn0%3D%7C3000%7C%7C%7C&sdata=TREi8WPLB2W6W501Do4F1I%2BDX8LkBlQd3eo2x9lDwtU%3D&reserved=0
https://apc01.safelinks.protection.outlook.com/ap/b-59584e83/?url=https%3A%2F%2Fbanyantree.sharepoint.com%2F%3Ab%3A%2Fs%2FBrandHQOps%2FEUSs_bbUjcxEg3zZ9j5M4NUBha2lrvuFZciFLUlrNa0iSQ%3Fe%3D3vWZmF&data=05%7C01%7CAngel.Vong%40banyantree.com%7C8422d7faeea4497a93c408db67cee760%7C19a7be7adb694d2abcbed076c5206859%7C0%7C0%7C638217910619751834%7CUnknown%7CTWFpbGZsb3d8eyJWIjoiMC4wLjAwMDAiLCJQIjoiV2luMzIiLCJBTiI6Ik1haWwiLCJXVCI6Mn0%3D%7C3000%7C%7C%7C&sdata=9hS0sPFaZFjmXkPsh2gMvDOChdL%2BQqhlqujhuVLH%2BY4%3D&reserved=0
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By CORPORATE SG OFFICE
Review the website structure to ensure that it follows all listed SEO requirements to ensure high 
visibility on search engines:

Good site structure with all pages accessible and live 
(all broken pages & links removed redirected

Site speed is fast and functioning

Site layout is clear, with readable texts and working 
navigation/links even on mobile devices

Site layout is clear, with readable texts and working 
navigation/links even on mobile devices

All images come with alt text

Sitemap XML created, checked and submitted to 
Google Search Console

Robots txt submitted if there are pages you do 
not want crawled/indexed on your site

Pages with duplicate content have canonical tags 
set for main page

SEO Checklist – Site Structure
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By PROPERTIES
Review your website content and make necessary updates to ensure that it follows all listed SEO requirements to ensure high visibility on 
search engines:

Content research conducted (keyword research, 
content research, news & market trends)

Linking when opportunity is presented (internal, 
external & cross-linking)

Content is more than 300 words

Content is not duplicated from another page of same 
or another website

Good page title & description

Good H1 tag

All images come with good alt image text

Ensure article published date is updated 
constantly for article freshness

SEO Checklist – Site Structure



www.banyantree.com/en/china/sanya/accommodation

SEO Checklist –
Site Structure

On-page Optimization Check list items

Key Elements to optimize on your 
website:

Meta Descriptions
Page title and description

Ensure 150-160 Character Limit. It is important to stay within 
the character limit on the meta descriptionlength to avoid 

having part of your description get cut off by the search 
engine and appear incomplete in the SERP. Staying within 
the meta description length will help to attract consumers 

attention better.

Title Tags

Body Content

Ensure content 
research in advance. 
The body content 
should consist of 
minimum 300 words 
and featuring your 
selected keywords

Alt Tags

All images to 
come with 
content matching 
alt text

URL Structure

Section 5 | SEARCH ENGINE OPTIMIZATION



SEO Checklist –Guide on updates in CMS

Page 
Title

Page 
Description

Page Titles & Descriptions Image Alt text

Image 
Alt text



STRICTLY FOR INTERNAL CIRCULATION ONLY

Agenda template

Selected Keywords List for each property

Banyan Tree

Angsana

Cassia

Dhawa

Garrya

Homm

BT Escape

BT Veya

SEO Keywords Strategy
- Each property has 20 keywords in the global scope for their SEO 

optimisation process

- As a part of annual SEO process, properties should review and 
approve the proposed keywords for each year as well as proposed 
page titles and page descriptions based on those keywords. 

- Please ensure to coordinate with local SEO agency for the additional 
scope to ensure that they follow the approved keywords for your 
property to maintain high consistent SEO ranking.

https://docs.google.com/spreadsheets/d/17Z2mMHUf8-lI6xWCQkHJ5QQdkqADsdcwKcsRg-01N8Y/edit
https://docs.google.com/spreadsheets/d/1HgzVIhqje9HjznptiWQgGK6tTELy1gPbIVar1a23aBI/edit
https://docs.google.com/spreadsheets/d/1vWRRTb4aKliA2Y3EOxP89qKUL5i7vUC_MK6Dp7FMiRs/edit?usp=drive_web
https://docs.google.com/spreadsheets/d/1ElA0jbJ5wx0schHVMeliNKNu3-3c5JeokuBliJw5avw/edit
https://docs.google.com/spreadsheets/d/1zK9WMnyCjWCZyZEPX998Pp0FleY-Kw0OSRiEsZw87Mo/edit
https://docs.google.com/spreadsheets/d/1o-HDLjaf5fLyONaMTItlPNZGpnBlnAgKJ9DB16HvsU8/edit
https://docs.google.com/spreadsheets/d/10cxcpQAsMkv0B9XHWuY38uXCPE-GvGan8ueqM8Wwh3Q/edit
https://docs.google.com/spreadsheets/d/16nRdIwb-U7CGzOEFuf7khDoZbmweNa2eVI-gNJGrgK8/edit
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SEO Dashboard is an important tool to view your 
website's organic traffic performance: detailed 
overview of organic search, ranking and traffic 
details; breakdown of top ranking organic branded 
and generic keywords. This information is 
crucial when creating the content for the website to 
ensure you incorporate the top-ranking keywords as 
well helpful with your SEM strategy to bid on top 
trending keywords for your property.

DASHBOARDS LINKS:
All Brands SEO Dashboards

Dashboard Manual

SEO Dashboard

https://datastudio.google.com/u/0/reporting/8c081232-4d82-4960-99bf-6b55e290f384/page/OX8WB
https://groupbanyansharepoint.sharepoint.com/sites/BrandHQOps/Shared%20Documents/Forms/AllItems.aspx?id=%2Fsites%2FBrandHQOps%2FShared%20Documents%2FE%2DCommerce%20%26%20Digital%20Marketing%2FDigital%20Marketing%2FSEO%2FMediatropy%2FSEO%20Dashboards%2FSEO%20Dashboards%20Manual%2Epdf&viewid=33fd7205%2D77ea%2D4272%2Da53b%2D9d489ef213b1&parent=%2Fsites%2FBrandHQOps%2FShared%20Documents%2FE%2DCommerce%20%26%20Digital%20Marketing%2FDigital%20Marketing%2FSEO%2FMediatropy%2FSEO%20Dashboards
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SEO Performance Overview 2023
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SEO Overview 2024
SEO support will be expanded with appointment agency, 
Mediatropy, in 2024 to increase organic visibility of all 
brand websites across the major global search engines

SEO 2024 Corporate Support Scope:

• Technical SEO audit and fixes for all pages on 
all websites

• Keywords research and organic implementations 
for all property websites (At least 20 keywords 
per property)

• On-page optimisation for all pages including 
title tags, meta descriptions, headers, ALT tags, 
content optimisation)

• Content optimization for all corporate landing pages
• International SEO support
• Google My Business support and optimisation for all 

properties
• Social media audit for all properties
• SEO dashboards for all brands

We recommend properties to work on local SEO optimisations in addition 
to default corporate support on property websites to further increase brand 
awareness of your property websites on search engines

For more details of additional SEO scope for the property and quote,
refer to slide 87

In 2024, all brands will enjoy expanded SEO 
support by corporate office
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SEO Overview 2024
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Google My Business Optimisation

Important to review and update GMB as the information for properties 
keep on changing. Helps to ensure that we provide to the customers the 
most relevant and latest updated information, ensure that all contact 
information (contact details, website url) are updated.

Process:
- Quarterly GMB audit and optimisations support to all properties for the 

hotels and all restaurants' accounts
- Properties to ensure to provide access to Mediatropy for agency to 

perform the required optimisations
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Social Media Audit

Social media audit will be provided to all properties 
with the detailed recommended actions for the 
following areas:

- Websites audit to ensure that social media handles 
are all connected to the corresponding property 
specific social media account

- Updates of locations in the bio
- Primary keywords usage in the bio
- Recommended hashtags usage
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SEO Timeline 2024

Annual SEO optimisation calendar provided by HQ to all properties.
Properties to review and approve recommended SEO optimisations for each section accordingly
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SEO & GA Requests Platform

For all SEO and GA related queries and requests, properties to use 
Mediatropy platform to submit the requests for processing.

✓  Launching new campaigns and need support for the tracking, but don’t have any 
vendor to help you.

✓ Encounter any issue in your marketing tags, but don’t have any vendor to help you.
✓ Encounter any issue in GA or GTM that needs to be fixed.

✓ You need to grant or upgrade user access in the GTM.

✓ All SEO related requests: SEO optimizations on the website, keywords and 
headlines, Google My Business optimizations

✓ Inquiries from your vendor that need to be communicated with Mediatropy.

Timeline:
Submit the requests at least 2 weeks in advance on the platform. Mediatropy will take 
minimum 3 or more working days to process the requests.

https://btg-request.mediatropy.com/login

*Login details are sent to the properties emails in separate email.
If you do not have login, please email to: Jessica Tedjakumala from 
Mediatropy: jessica.tedjakumala@mediatropy.com

https://btg-request.mediatropy.com/login
mailto:jessica.tedjakumala@mediatropy.com


Digital Paid Media Recommendations



Digital Paid Media
Promotion of products and services to potential 
customers using paid digital communication 
formats. This includes search engine marketing, 
display advertising, social media marketing, 
metasearch and others.

Section 5 | SEARCH ENGINE OPTIMIZATION
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Digital Paid Media Funnel & Channels 
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Health & wellness
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craftsmanship, trends
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31-55yo
High income earners
Professionals

Indulgers Wellbeing Enthusiasts

30-45yo
Female
Independent
Career-driven

Demographics

BT Veya

Wellness Seekers

Wellbeing, exercise and fitness, 
meditation, creativity
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Digital Paid Media Planning Overview
1. Overall strategy – Start with the identifying the goal of the campaign (awareness vs 

conversion). Based on the campaign focus, plan your marketing funnel accordingly. For 
awareness campaigns allocate higher budget towards awareness channels and focus on 
retargeting campaigns for conversion.

  (Awareness: A-70% -C -30%; Conversion: A-30% -C-70%)

1. Budget – your ads appearance is highly dependent on your daily budget. We recommend to 
monitor the daily campaign performance and adjust the budgets accordingly. You will 
be charged based on CPC (cost per click) - the actual clicks from your ad to the landing page. 
Our overall recommendation is to allocate min 40% of your overall marketing budget 
towards digital paid media.

2. Segmentation - Segment your audience and create campaigns taking into account different 
characteristics of your customers such as gender, age, geographical location, interests and 
even hobbies, allowing for more effective targeting. We recommend to analyze your CRM 
data to identify your customer personas.

3. GEO targeting – analyze your top performing GEO markets and set your ads to target these 
countries. This will help to improveyour campaigns performance due to specific targeting.

4. Channels –we recommend to adopt omni-channel digital marketing strategy, with the focus 
on your property top performing channels. As per the previous analysis, the top channels are 
Google Search (SEM), Metasearch (Google meta & Tripadvisor) and Social ads (Facebook and 
Instagram). Adapt the content per each channel and utilize various ads format for 
maximization of the ads ROI.

ROAS
>7

CTR
1.2% - 3%

Return on Ads Spent 
(Conversion Campaigns)

Click through Rate

CPC
$1 -$3.50

CVR
2.5%-3%

Cost per click (USD) Conversion

KPIs MEASUREMENT

DIGITAL MEDIA BUDGET

45%
Of Overall Marketing Budget 

allocate towards Digital



Digital Paid Media Models
Differences between full funnel (CPC) vs CPA models

FULL FUNNEL/CPC MODEL COMMISSIONS/CPA MODEL

OBJECTIVE • Establish a strong brand presence and increase market share • Maximise ROI by efficiently acquiring customers within a specific 
budget.

GROWTH • Focus on long-term growth by capturing a wider audience and 
expanding customer base.

• Prioritise short-term results by focusing on immediate 
conversion outcomes.

BRANDING • Build and reinforce brand identity throughout the customer 
journey

• Branding takes a secondary role to driving specific conversions or 
actions

AUDIENCE • Target a broad range of potential customers across difference 
demographics and segments

• Focus on high-intent prospects or individuals who have shown 
interest in the desired action

CHANNELS • Implement multi-channel strategies to reach customers at 
different touchpoints.

• Optimise campaigns for specific channels based on historical 
performance data and audience behavior.



Advantages of CPC Model
The CPC model offers several key advantages that make it favorable choice for many advertisers



Roles of Global & Property Campaigns
To ensure overall growth, property level campaigns need to promote their own growth via 
communicating property specific UPS, while global campaigns are focused on overall brand growth



Synergy of Global & Property Campaigns 

Global Campaigns Property Campaigns Synergy Results

• Full funnel across all properties under each 
brand across different campaigns

• Ensuring all brands and properties have the 
direction to grow

• Property to leverage branded 
keywords of their own property

• Property to focus on communicating 
property specific USP

• Property to continuously create 
awareness and drive new traffic to the 
website

• Property to tap further into target 
markets/countries

• Regional uplifting in conversion based on 
additional traffic property drives

• Property to leverage both traffic and 
conversions regional/global campaigns drive

Performance Efficiency
Full funnel synergy across local and regional/global campaigns to maximise the outcome
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During the Digital Paid Media workshop, below are the key topics discussed with takeaways for each topic:

• Introduction to Digital Marketing: key channels overview, trends and digital marketing funnel

• Target Audience overview by brand

• Media Planning: Developing media plans and budgeting

• Synergy between HQ and Properties

• Key digital marketing channels deep dive

• Potential digital media channels opportunities in 2023

• Mediatropy digital media proposal for properties

Digital Paid Media Workshop Summary

Detailed digital paid media training provided can be found via these links:
Digital Paid Media Training Recording
Digital Paid Media Training Deck

https://groupbanyansharepoint.sharepoint.com/:v:/s/BrandHQOps/Ef0fpqsTCwxLqasd1eBGsCQBxPDJcvDjiVZ-DH9c4LrXdg?e=I4V5a8&nav=eyJyZWZlcnJhbEluZm8iOnsicmVmZXJyYWxBcHAiOiJTdHJlYW1XZWJBcHAiLCJyZWZlcnJhbFZpZXciOiJTaGFyZURpYWxvZy1MaW5rIiwicmVmZXJyYWxBcHBQbGF0Zm9ybSI6IldlYiIsInJlZmVycmFsTW9kZSI6InZpZXcifX0%3D
https://groupbanyansharepoint.sharepoint.com/:b:/s/BrandHQOps/ESvBoIiBiF1GiAUTiT6NpAUBt0dtWa9tHWmzTqbRw3jkSw?e=PenlXv


Digital Paid Media Planning Timeline



Digital Paid Media Planning Checklist



Digital Paid Media Setup Checklist



Search Engine
Marketing (SEM)

SEM refers to paid advertising for brands to boost their website ranking and visibility in 
search engine results pages (SERPs). This advertisement is in textual form, appearing on 
the top portion of the SERP. It is also known as Pay-Per-Click (PPC), as businesses running 
these ads are only charged when a user clicks on the ad.

Section 6 | DIGITAL PAID MEDIA: SEM



SEM Planning 



Sitelink Extensions: Depending on the SERP and the device being used, you can 
utilize up to 6 sitelinks per ad for desktop ads and 8 for mobile ads. Max. 25 
characters per extension for desktop ads and 15 characters for mobile ads. 
Suitable for time-sensitive and anciliary (F&B, Spa, Packages etc.) offers that could 
be sold along mainstay offers.

Display URL: Display URL is the URL users will see when viewing your ad. It 
is not necessarily the URL visitors will be taken to after clicking your ad. 
Please use a display URL if actualy campaign URL looks cluttered. Display URLs 
allows user to know exactly where the link will take them.

Callout Extensions: Max. 25 characters in most languages, or 12 characters in 
double-width languages (like Chinese, Japanese, and Korean). Use this to 
emphasize the USPs and value of your offer and product.

The Headline: Max. 30 characters, the headline is the most important element 
as it is typically the first ad element a user will see. Must align the ad headline 
with the keywords in your ad group and landing page to boost ad quality score. 
Each ad may include up to three headlines in an ad.

Description Line 1: Max. 90 characters in first description line to 
promote offerings.
Description Line 2: Max. 90 character parameter allows for advertisers to build 
on their first description line or add a call-to-action for the user.

Destination URL: Not visible to users, the final URL has no character limit 
and represents the URL visitors will be taken to after clicking your ads. 
Note: Please generate UTM to track performance on GA.

Key Elements to Consider

Section 6 | DIGITAL PAID MEDIA: SEM

SEM Planning 



To synergize SEM campaigns efforts between Corporate SG office 
and properties to avoid overbidding each other and/or 
increasing CPC of the keywords, it is recommended to follow the 
guideline for keywords bidding: 

➢ SG Corporate campaigns to bid on brand keywords 
("banyan tree" "angsana hotels" cassia hotels, etc) and 
generic keywords (hotels in Thailand, summer vacation in 
Mexico, etc)

➢ Properties to bid on property and location specific 
keywords ("banyan tree samui" "angsana corfu", etc) and 
variations of generic keywords (double pool villa hotels in 
Thailand, summer vacation with private beaches in 
Mexico etc)

Brand Keywords

HQ PROPERTY

• Banyan Tree Hotels
• Banyan Tree Resorts
• Banyan Tree Promotions
• Banyan Tree Offers

• Banyan Tree Samui
• Banyan Tree Lang Co
• Angsana Corfu
• Banyan Tree Phuket
• Garrya Kyoto

Generic Keywords

HQ PROPERTY

• Hotels in Vietnam
• Hotels in Thailand
• Family resorts
• Luxury hotels
• 5 star hotels
• Top hotels in Japan

<similar>
Include property specific USP

SEM Keywords Bidding Strategy

Detailed list of all keywords that Corporate SG is bidding on can be 
found here

https://docs.google.com/spreadsheets/d/1TbhJAotPvjqIfYmV2IkGscPruBEA2wPv-POZep0YcdE/edit?usp=sharing


1. Keywords strategy – we recommend to focus on branded keywords as they tend to have higher conversion. Optimal split is 70% - branded 
keywords, 30% - generic keywords. Generic keywords tend to have higher competition and thus higher cost per click. Focus on branded 
keywords if you have limited budget.

2. Segmentation - Google Ads allows you to segment your audience and create campaigns taking into account different characteristics such as 
gender, age, geographical location, interests and even hobbies, allowing for more effective targeting

3. GEO targeting – analyze your top performing GEO markets and set your ads to target these countries. This will help to improve your 
campaigns performance due to specific targeting.

4. Ad copy – Include the commercial value and benefit of the offer you are advertising on SEM. Ads copies with the values indicated in the 
headline tend to convert better. Description copy should include the offer mechanics to increase the search appearance.

5. Budget – your ads appearance is highly depending on the daily budget you set. We recommend to monitor the daily campaign performance 
and adjust the budgets accordingly. You will be charged based on CPC (cost per click) - the actual clicks from your ad to the landing page.

6. KPIs measurement – The campaign ROI largely depends on many external factors, including the promo message, campaign duration, target 
market and budget. As a benchmark, the below performance figures are considered acceptable:

• ROAS  > 6
• CTR: 1.5% - 3%
• CPC: USD 1 – 3.50
• CVR: 2.5% - 4%
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SEM Planning 



Social Ads

Facebook 
Instagram
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Social ads are paid visual content appearing to target users on Facebook and Instagram. 
The content types vary depending on the placement (images or short videos): feed post, 
stories, reels, etc.

Social campaigns are usually CPC based (cost per click) and charged once the user 
clicks on the ad to visit the landing page.



• Social ads should be used for both prospecting and retargeting campaigns, with the variations of the 
content and CTA. (e.g  'Learn More' CTA vs "Book Now"). We recommend using Meta Business Suite to 
plan and track your social campaigns both on Facebook and Instagram and make sure Facebook Pixel is 
implemented on the website.

• Without adequate prospecting, the performance of your retargeting ads will not improve as the pool of 
users gathered on property website for retargeting will not be substantial. As a result, your campaign 
may experience low click-through rates and conversions.

• Budget split between prospecting and retargeting ads varies, depending on campaign objective and 
duration. We recommend putting 60-70% towards prospecting campaign, with the remaining 40-30% 
towards retargeting.

• Target Audience – use customized target audience for each of your campaign and target based on gender, 
age, GEO location, interests, pages they like, behavior on social media. Test different audiences and 
optimize your targeting based on the results.

• Ads formats – we recommend to test different ad formats for each funnel to identify your top preforming 

ones. General recommendation to adapt images and video ad formats to feed posts, FB and IG stories, 
reels, etc.

• KPIs - ROI largely depends on many external factors, including the messaging, campaign duration, target 
market and budget. We recommend to establish separate KPIs for prospecting and social ads:
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Social Ads Planning

PROSPECTING:
• ROAS > 3
• CTR: 0.7% - 0.9%
• CPC: USD 1.5 – 2
• CVR: 0.3% - 1%

RETARGETING:
• ROAS > 7
• CTR: 1% - 1.5%
• CPC: USD 1.5 – 3
• CVR: 1% - 3%



Display advertisements are image or video advertisements that lead users to click 
through to a website to take a specific action such as making a purchase.

Most display advertising campaigns are charged on a cost-per-click (CPC) basis, similar 
to SEM. Every time a user clicks on an ad, the advertiser will get charged an 
amount based on their bidding strategy.
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Display 
Advertising



• Display ads can be used for both prospecting and retargeting campaigns, 
although the message and CTA will differ slightly. (e.g Prospecting ads 
may bear a 'Learn More' CTA to encourage users to learn more about the 
offer/product, while Retargeting Ads may be 'Book Now'.

• Retargeting is where ads are served to users who have already visited 
the website. The aim is to encourage them to return to the website to 
take the same action or an action at a different stage of the marketing 
funnel.

• Without adequate prospecting, the performance of your retargeting ads 
will not improve as the pool of users gathered on property website for 
retargeting will not be substantial. As a result, your campaign may 
experience low click-through rates and conversions.

• Budget split between prospecting and retargeting ads varies, depending 
on campaign objective and duration. We recommend putting 60-70% 
towards prospecting campaign, with the remaining 40-30% towards 
retargeting.

• KPIs - ROI largely depends on many external factors, including 
the messaging, campaign duration, target market and budget. We 
recommend to establish separate KPIs for prospecting and retargeting 
banner ads:

Prospecting 
(60-70%)

Brings qualified new 
leads to property 

website

Retargeting
(40-30%)

Brings users back to 
website and convert 
them to purchasers
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Display Advertising Planning

PROSPECTING:
• ROAS > 1
• CTR: 0.3% - 0.6%
• CPC: USD 1.5 – 2
• CVR: 0.3% - 0.5%

RETARGETING:
• ROAS > 3
• CTR: 0.9% - 1.5%
• CPC: USD 1.5 – 2
• CVR: 0.5% - 0.8%



Digital Advertising Banners Approval SOP 

1. Properties to submit the final drafts of the digital banner ads to Cluster 
Digital team for review and approval – 4 weeks prior launch

2. Cluster digital team to review the banner ads and approve/reject based 
on digital CI and guidelines – within 3 working days

3. Properties to make necessary changes with the agency if required based 
on the cluster team feedback – 2 weeks prior the launch

4. Properties to submit the revised banner ads drafts for final review – 2 
weeks prior the launch

5. Cluster team to review and approve the digital banner ads to the 
properties (copy HQ digital team) -within 3 working days

6. Properties can proceed to go live with the approved banner ads –
minimum 5 working days prior the launch

7. HQ to conduct display banners audit with cluster every 6 months to 
ensure that they follow brand CI guidelines.

Digital Advertising Banners Approval SOP – Clusters Approvals



Incorporate logo and adhere to brand guidelines
Main purpose of digital advertising is to drive awareness for your 
property. Place your hotel logo in a prominent spot and clear manner

Use visually captivating and high-quality images
Choose a stunning imagery of your property view, facade or room 
product that appeals the most to audiences

Present a clear value proposition
The promo message and value proposition is what drive user to click on 
your ad. This message should take up the most prominent spot and space 
in your ad.

Choose a specific and clear Call-to-Action
Use terminologies like 'Book Now', 'Explore More', 'Shop Now' instead of 
'Click Here'

Create multiple formats
There are over 40 display ad formats on Google Display Network. 
Adapting your ads into multiple formats will boost ad impressions and 
visibility. We recommend to focus on top 3-5 top performing ad formats 

(next slides)

Note:
Landing page consistency
Localisation (language/rate)

1

2

3

4

5
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Display Advertising Planning
Key Elements to Consider



Banner Ads sizes standards

300 x 250 ppx
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728 x 90 ppx

Files format: submit .ai or .psd to the digital media agency. They will then upload to html format.
Usually more than one size is designed for higher visibility of the ad. Other sizes can be requested by the agency

300 x 600 ppx

320 x 50 ppx



Brands Digital Advertising Banners Only use brand approved banner designs.
No other brand templates are allowed to be used.



Display Banners Templates

Note: Replace logo with your property one,
use property specific images and property offer

Please use the design templates to adapt to your 
property

Banyan Tree

Banyan Tree Escape

Banyan Tree Veya

Angsana

Cassia

Dhawa

Garrya

Homm

https://groupbanyansharepoint.sharepoint.com/sites/BrandHQOps/Shared%20Documents/Forms/AllItems.aspx?id=%2Fsites%2FBrandHQOps%2FShared%20Documents%2FE%2DCommerce%20%26%20Digital%20Marketing%2FDigital%20Marketing%2FDisplay%20Banners%20SOP%2FBT%20Display%20Banners&viewid=33fd7205%2D77ea%2D4272%2Da53b%2D9d489ef213b1
https://groupbanyansharepoint.sharepoint.com/:f:/r/teams/BTHR/BRANDHQ/Shared%20Documents/Banyan%20Tree%20Escape/1_Identity%20(Logos,%20Guidelines,%20Fonts)/CI%20Guideline%20-%20Digital%20%26%20Marketing%20Collaterals?csf=1&web=1&e=ZJSRV6
https://groupbanyansharepoint.sharepoint.com/:f:/r/teams/BTHR/BRANDHQ/Shared%20Documents/Banyan%20Tree%20Veya/1_Identity%20(CI%20Guide,%20Logos,%20Fonts,%20Stationery)/CI%20Guide%20-%20Downloadable%20Digital%20Marketing%20Collaterals/Online%20Banner?csf=1&web=1&e=jTknhN
https://groupbanyansharepoint.sharepoint.com/:f:/s/BrandHQOps/EpybK5Q8Qp9MrxNRQSyqxAAB7LeUU1ftkTNNB_nFOERslA?e=zVbkB9
https://drive.google.com/drive/folders/1pIZK6tuTXZJiAGvUmweAUdfic7soMlT3?usp=sharing
https://drive.google.com/drive/folders/1pIZK6tuTXZJiAGvUmweAUdfic7soMlT3?usp=sharing
https://groupbanyansharepoint.sharepoint.com/:f:/r/teams/BTHR/BRANDHQ/Shared%20Documents/Garrya/1_Identity%20(CI%20Guide,%20Logos,%20Fonts,%20Stationery)/CI%20Guide%20-%20Digital%20Marketing%20Collaterals/Online%20Banner?csf=1&web=1&e=n4J5n5
https://groupbanyansharepoint.sharepoint.com/:f:/r/teams/BTHR/BRANDHQ/Shared%20Documents/Homm/1_Identity%20(Logos,%20Fonts,%20Stationery,%20Collateral)/CI%20Guide%20-%20Digital%20Marketing%20Collaterals/Web%20Banners/HO?csf=1&web=1&e=AfdQaF


Digital Advertising Guidelines Recap

Banyan Tree Digital Guidelines 

Banyan Tree Escape Digital Guidelines

Banyan Tree Veya Digital Guidelines

Angsana Digital Guidelines

Cassia Digital Guidelines

Dhawa Digital Guidelines

Garrya Digital Guidelines

Homm Digital Guidelines

Refer to brands digital advertising guidelines for more details

https://groupbanyansharepoint.sharepoint.com/sites/BrandHQOps/Shared%20Documents/Branding%20Documents/Banyan%20Tree/1.%20Corporate%20Identity%20(CI)%20Guide/Digital%20Marketing%20Collaterals%20BT%202.0/BT_CI%20Guideline_3%20Digital_Marketing%20Collateral_2022.pdf?CT=1671535554745&OR=ItemsView
https://groupbanyansharepoint.sharepoint.com/:b:/r/teams/BTHR/BRANDHQ/Shared%20Documents/Banyan%20Tree%20Escape/1_Identity%20(Logos,%20Guidelines,%20Fonts)/CI%20Guideline%20-%20Digital%20%26%20Marketing%20Collaterals/BTE_CI%20Guideline_Digital%20%26%20Marketing%20Collaterals.pdf?csf=1&web=1&e=ff7Lhg
https://groupbanyansharepoint.sharepoint.com/teams/BTHR/BRANDHQ/Shared%20Documents/Forms/AllItems.aspx?csf=1&web=1&e=m5GZgr&xsdata=&sdata=Vlg1YkphZ1B0U0Rmd0pFWHNKK0ZpZWRqQXl4T1dRQ1MvTEhVWURTVEVDaz0%3D&ovuser=19a7be7a%2Ddb69%2D4d2a%2Dbcbe%2Dd076c5206859%2CFarah%2ESinjeri%40banyantree%2Ecom&OR=Teams%2DHL&CT=1671592493671&clickparams=eyJBcHBOYW1lIjoiVGVhbXMtRGVza3RvcCIsIkFwcFZlcnNpb24iOiIyOC8yMjExMzAwNDEwMCIsIkhhc0ZlZGVyYXRlZFVzZXIiOmZhbHNlfQ%3D%3D&cid=0b075c0a%2D68a7%2D45e3%2Db4ca%2D194c60c1a192&RootFolder=%2Fteams%2FBTHR%2FBRANDHQ%2FShared%20Documents%2FBanyan%20Tree%20Veya%2F1%5FIdentity%20%28CI%20Guide%2C%20Logos%2C%20Fonts%2C%20Stationery%29%2FCI%20Guide%20%2D%20Downloadable%20Digital%20Marketing%20Collaterals&FolderCTID=0x012000A403C4B7373B46458DB1840E51DCA77D
https://groupbanyansharepoint.sharepoint.com/sites/BrandHQOps/Shared%20Documents/Forms/AllItems.aspx?ga=1&id=%2Fsites%2FBrandHQOps%2FShared%20Documents%2FBranding%20Documents%2FAngsana%2F1%2E%20%20Corporate%20Identity%20%28CI%29%20Guide%2FDownloadable%20Digital%20Marketing%20Collaterals%2FANGSANA%5FCI%20GUIDELINE%5F3%20Digital%20and%20Marketing%20Collateral%2Epdf&parent=%2Fsites%2FBrandHQOps%2FShared%20Documents%2FBranding%20Documents%2FAngsana%2F1%2E%20%20Corporate%20Identity%20%28CI%29%20Guide%2FDownloadable%20Digital%20Marketing%20Collaterals
https://groupbanyansharepoint.sharepoint.com/:b:/s/BrandHQOps/ERJViDqhKpBAhUpxxG2giX8BuubASB-Q9Cjpsdn0y_NZvw?e=BNvyBv
https://groupbanyansharepoint.sharepoint.com/:b:/s/BrandHQOps/EYLUhBEQytVEhd4kGO5-YpMBV56GXVIwYkQk9a5842fKOw?e=gireQC
https://groupbanyansharepoint.sharepoint.com/teams/BTHR/BRANDHQ/Shared%20Documents/Forms/AllItems.aspx?csf=1&web=1&e=lNvyXB&siteid=%7B35D39681%2D8CCA%2D483B%2D9532%2D5E32759C1D53%7D&webid=%7BB64E1EBA%2D9506%2D42DB%2DAB30%2DB5A52B202DE6%7D&uniqueid=%7BE1B3D11F%2D1980%2D42AF%2DB712%2D7103EA45A793%7D&FolderCTID=0x012000A403C4B7373B46458DB1840E51DCA77D&id=%2Fteams%2FBTHR%2FBRANDHQ%2FShared%20Documents%2FNew%20Brands%2FGarrya%2F1%5FIdentity%20%28CI%20Guide%2C%20Logos%2C%20Fonts%2C%20Stationery%29%2FCI%20Guide%20%2D%20Downloadable%20Digital%20Marketing%20Collaterals%2FGarrya%5FCI%20Guideline%5FSEP2022%5F5%20Digital%20and%20Marketing%2Epdf&viewid=d9be7659%2D31a3%2D48b6%2D85db%2D7a5100b8de00&parent=%2Fteams%2FBTHR%2FBRANDHQ%2FShared%20Documents%2FNew%20Brands%2FGarrya%2F1%5FIdentity%20%28CI%20Guide%2C%20Logos%2C%20Fonts%2C%20Stationery%29%2FCI%20Guide%20%2D%20Downloadable%20Digital%20Marketing%20Collaterals
https://groupbanyansharepoint.sharepoint.com/teams/BTHR/BRANDHQ/Shared%20Documents/Forms/AllItems.aspx?csf=1&web=1&e=K1A3lV&siteid=%7B35D39681%2D8CCA%2D483B%2D9532%2D5E32759C1D53%7D&webid=%7BB64E1EBA%2D9506%2D42DB%2DAB30%2DB5A52B202DE6%7D&uniqueid=%7BFAB8AC22%2DF79C%2D4D94%2DAC0D%2D53D2C29D6E57%7D&FolderCTID=0x012000A403C4B7373B46458DB1840E51DCA77D&id=%2Fteams%2FBTHR%2FBRANDHQ%2FShared%20Documents%2FHomm%2F1%5FIdentity%20%28CI%20Guide%2C%20Logos%2C%20Fonts%2C%20Stationery%29%2FCI%20Guide%20%2D%20Digital%20Marketing%20Collaterals%2FHOMM%20CI%20Guideline%5FDigital%20Marketing%5FDec2022%2Epdf&viewid=d9be7659%2D31a3%2D48b6%2D85db%2D7a5100b8de00&parent=%2Fteams%2FBTHR%2FBRANDHQ%2FShared%20Documents%2FHomm%2F1%5FIdentity%20%28CI%20Guide%2C%20Logos%2C%20Fonts%2C%20Stationery%29%2FCI%20Guide%20%2D%20Digital%20Marketing%20Collaterals
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Display Advertising Samples – Good Examples



Overly cluttered with competing 
promotion messaging.

No clear CTA.

Texts and panel overlay on visuals. 
No clear CTA.

Weak value proposition for users 
to take specific action.
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Display Advertising Samples – Bad Examples



Metasearch engines are an online search and aggregator tools whichdraws its results from 
other providers and produces its own combined results list

Users cannot book directly from metasearch engines since it is an aggregated listing. 
Instead, users click through to the destination website for bookings

Some common metasearch tools and platforms are listed above.
Google Hotel Ads are one of the most common metasearch tools within the industry. 
Partners such as Sojern and Triptease are some popular choices for running metasearch ads.
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MetaSearch



Lowest Rate

Lowest Rate
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MetaSearch
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1. Start with the set up of metasearch – the property will need to work with the recommended agency to work on the setup (Sojern or Triptease). 
Metasearch set up requires some advance preparation as the direct integration with the booking engine is required. For any booking engine related 
issues for metasearch, please contact our BE Synxis vendor – Sabre: Tricia Ng Tricia.Ng@sabre.com and SHSCustomerCare@sabre.com.

2. Work with revenue and distribution to fix rate parity issues (if any). The success of metasearch campaigns solely depend on rates on offer. 
Work internally with revenue teams to push out the most attractive room rate to 'undercut' the OTAs. (E.g BAR)

3. Choosing the right channels: We advise to prioritize Google Hotel Ads as it has by far the widest audience reach, across all geographies with the 
exception of China. Other major channels for metasearch are Tripadvisor and Trivago. Being presented on these 3 major channels will give you 90% of 
coverage of all metasearch.

4. Budget models – Metasearch ads can run on CPC (cost per click) or CPA (cost per acquisition) model. With CPC model the property is charged every 
time the customer clicks on meta ad. With CPA model, the property is charged only when the customer completes the booking (average at around 12%). 
To ensure higher visibility and better control of your metasearch ads performance, we recommend to run CPC model ads.

5. KPIs – Metasearch campaigns are usually high in conversion if the rate parity in place. An overall ROAS of 7 – 8 is often regarded as positive 
metasearch campaigns. However, CPC and CPA may defer greatly among the different metasearch channels.

6. Free Listing on Google Hotel Ads– This is a new feature implemented by Google that can be activated for your property with your metasearch agency 
provider. The pre-requisite is that your property should have active meta connection to GHA and have past meta ads campaigns

MetaSearch Planning

Detailed Metasearch training provided can be found via these links:
Metasearch Training Recording
Metasearch Training Deck
Hoteliers Guide to Metasearch 2023

mailto:Tricia.Ng@sabre.com
mailto:SHSCustomerCare@sabre.com
https://groupbanyansharepoint.sharepoint.com/sites/BrandHQOps/_layouts/15/stream.aspx?id=%2Fsites%2FBrandHQOps%2FShared%20Documents%2FE%2DCommerce%20%26%20Digital%20Marketing%2FDigital%20Marketing%2FTriptease%20Metasearch%2FMetasearch%20%26%20Rate%20Parity%20Workshop%2D20230927%5F095753%2DMeeting%20Recording%2Emp4&referrer=StreamWebApp%2EWeb&referrerScenario=AddressBarCopied%2Eview
https://groupbanyansharepoint.sharepoint.com/:b:/s/BrandHQOps/EWIAlCx1TpRAkV9BzHz9KdQBpt0YW6dvKnbj71NIPJvbHg?e=YfTCHu
https://groupbanyansharepoint.sharepoint.com/:b:/s/BrandHQOps/EfKp-96Z93JFu3qRG79P75gB1861TaNWeupTIn-ySx0nRg?e=sO32ph


TripAdvisor Business Advantage (BA) is a subscription service that empowers properties to 
attract, engage and influence potential customers on TripAdvisor.
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TripAdvisor 
Business 
Advantage (BA)



Properties have finalized their decision to 
extend or enroll for Tripadvisor Business 
Advantage Solution for 2024.

The list of the properties with active Tripadvisor 
BA tool is here:

Properties that have Tripadvisor Business 
Advantage subscription to make sure they have 
active login and able to access your Tripadvisor 
Business Page.

For properties considering to join Tripadvisor 
Business Solution, the corporate rate ranges 
from USD $2,000 - $6,000.

Please reach out to Farah 
Sinjeri (farah.sinjeri@groupbanyan.com) if you 
are interested to join TA Business Advantage 
premium subscription.
HQ supports properties with the subscriptions 
extensions every year.
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TripAdvisor Business Advantage Features 

https://groupbanyansharepoint.sharepoint.com/:x:/r/sites/BrandHQOps/_layouts/15/Doc.aspx?sourcedoc=%7BF2A5542D-4C8C-4A8D-B714-D184398EB2AC%7D&file=Banyan%20Tree%20-%20BA%20Renewal%20Proposal%20-%20091123.xlsx&action=default&mobileredirect=true
mailto:farah.sinjeri@groupbanyan.com


A Special Offer is a deal or promotion that you 
can post on your hotel’s TripAdvisor listing as 
part of your Business Advantage subscription.

Hotels can leverage on this Special Offers feature 
to capture users' attention and promote your 
business to prospective guests who land on the 
property listing.
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Detailed TripAdvisor BA training provided can be found via these links:
TripAdvisor BA Training Recording
TripAdvisor BA Training Deck

TripAdvisor (BA) - Special Offers

https://groupbanyansharepoint.sharepoint.com/:v:/s/BrandHQOps/Eas2NtI81RlGq6sK27MKPc4BPNXy27i9Y8OG-QS8iVdjIA?e=JrZUWn&nav=eyJyZWZlcnJhbEluZm8iOnsicmVmZXJyYWxBcHAiOiJTdHJlYW1XZWJBcHAiLCJyZWZlcnJhbFZpZXciOiJTaGFyZURpYWxvZy1MaW5rIiwicmVmZXJyYWxBcHBQbGF0Zm9ybSI6IldlYiIsInJlZmVycmFsTW9kZSI6InZpZXcifX0%3D
https://groupbanyansharepoint.sharepoint.com/:b:/s/BrandHQOps/ESRqvf7x8UdCucGpwlXcngoB23tud8FoQd0WTddur56eTg?e=y1RA9L


There are four recommended categories on how to structure and present your offer using this Special Offer feature

3) Local Offers
• Seasonal offers (Sports 

equipment rental, on-site/offsite 
experiences

• Complimentary resort activities
• Complimentary access to paid 

amenities or services
• Complimentary local events

1) Room Offer
• % discount off room rate
• $ amount off room rate
• Special flat rate
• Room upgrades/top-up upsells
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TripAdvisor (BA) - Special Offers

4) Packages
• A combination of the above 

categories (An experience with 
room rate, F&B and/or local offer)

2) Food & Beverage
• % discount off F&B
• Dining credits (with stay 

component)
• Complimentary entitlements (Free 

bottle of wine, breakfast, minibar)

TripAdvisor Special Offer Pop Up

The Special Offer will appear on the side bar on the left of the property’s listing page, right 
above the meta display. Once clicked, user will see a pop-up window with details of the 
Special Offer (including offer headline, offer description, offer period, offer code) and a CTA 
button that leads to property site.

Sample offers
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TripAdvisor (BA) - Special Offers Planning

1. Regular content update: Hotels using this tool should refresh offer regularly (I.e once every month at least)

2. Driving direct business: Offer landing page must be set up on property website,users should be directed to property website and 
not to other 3rd party platforms or OTAs

3. Clear messaging and attractive callout: Copywriting and CTA should be simple and straightforward. Include clear offer's 
mechanics (indicate % off, or special rate, highlight key benefit).

4. Add brand website landing page url to increase CTR and website clicks and ensure accurate offer parameters are set (duration, 
stay dates, etc)

5. Offers amplification: Hotels can also use this tool amplify global and tactical campaigns driven by Corporate HQ. Offer landing 
page can be either to global offer landing page or property's

6. Select 3 offers that gives customers variety: LOS stays, Stay More, Save More, Advance Purchase to stay on top of competitors and 
OTAs

7. Ensure Evergreen offers are loaded so no blackout period when tactical offers expire
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TripAdvisor (BA) - Sponsored Placements

Sponsored Placements are designed 
to target travelers who are looking for an 
accommodation.
These are separate paid ads and are not part of your 
Tripadvisor Business Advantage subscription or 
metasearch

The ads are targeted to a highly qualified audience that 
are actively searching for places to stay. This tool allows for 
greater visibility for the hotel and acquires more qualified 
traffic to the property's website. Your listing will appear at 
the top of the search listing for the traveler if you match 
the search criteria

Hotels are able to highlight their direct 
rates exclusively within the ad (Note: it's not possible to 
customize the display of the rate & offer as the rates are 
automatically loaded from booking engine, just like for 
metasearch display)

One key advantage of Sponsored Placements is that no ad 
creatives are needed as placements are automatically 
loaded from property’s listing.

How do they work?

• The ad targeting is 
automatically adjusted when 
someone changes their search 
parameters

• Property must match all of 
the traveler's search 
parameters, for the ad to 
appear

• They are positioned at high 
visibility locations within the 
site, such as top of search 
results, local competitors’ 
pages etc. Ads may appear in 
various search results pages 
such as Traveler Ranked, Best 
Value, Distance sorting etc



Section 6 | ADDITIONAL DIGITAL ACTIVATIONS

TripAdvisor (BA) - Sponsored Placements Planning

1. Plan ahead: Activate Sponsored Placements in advance with your account manager to 
target audiences for room bookings for specific periods relevant for your property

2. Allocate separate budget for Tripadvisor Sponsored Campaigns. These are separate 
ad campaigns, and they are not part of your Tripadvisor Business Advantage 
subscription or your Tripadvisor metasearch campaign.

3. Run the campaign with CPC (cost per click) model. Allocate advance budget per 
campaign – you will be charged only once the visitor clicks to the website. Clicks to 
Tripadvisor Account listing are free of charge.

4. Work with the option to display exclusive direct rates that attracts customers 
attention.

5. Similar as for metasearch campaigns, it requires direct connectivity to your booking 
engine to pull and display the rates. Please plan the integration in advance and work 
with your account manager if you would like to activate sponsored campaign on 
Tripadvisor.



Digital Agencies Recommendations



Agency 
Partnerships
With limited resources and capabilities within the 
team, it is imperative that hotels partner with 
external agencies for certain scope of work to 
achieve marketing efficiency and success.

This section highlights the common types of 
agencies, what they do that and how they 
complement the work that hotel marketing team 
does as well as recommended list of the digital 
marketing agencies with the rates and contacts.



STRICTLY FOR INTERNAL CIRCULATION ONLY

Global Digital Paid Media Overview 2024

Digital paid media support will be expanded with appointment agency, Mediatropy, in 2024 to ensure:

• Banyan Group and Banyan Tree Awareness campaigns planning and management to increase the brand awareness for all the 
brands and increase direct website conversions

• Plan biggest tactical campaigns for the year to ensure high REV production for the properties during the key periods: 
Destination Marketing (to increase properties awareness for key destinations and drive the occupancy and REV for 
lower months) and Anniversary Campaign (biggest tactical campaign of the year)

• Continue building awareness for new brands such as Homm, Folio and Banyan Tree Escape and Banyan Tree Veya

• Support properties with Digital marketing workshops to share the insights, best practices and recommendations 
for adaptations to property level digital campaigns

• Expanding digital marketing presence of BG brands to new channels such as Youtube, Facebook/IG reels, TikTok, Tripadvisor

• Support properties with the specially negotiated corporate rates for partnership in digital media with Mediatropy



Agency 
Partnerships
There are 2 main models of 
partnership with external agencies 
and they both offer various 
advantages to hotels with regards 
to purpose, budget control, scope 
of work, resourcing & level of 
support

Budget

Scope of Work

Resource & 
Support

Purpose

Examples

Which Model of Agency Partnership Should I Go For?

Project

Project-based services are paid 
per project

Project-based services often 
tend to rotate personnel, 

depending on available talent

Project-based services focus on 
short-term goals and one-off 

assignments.

Project-based services are 
much more defined

Retainer

Agency retainers have a flat 
monthly fee

Agency retainers cover a wide 
scope of services and 

deliverables

Agency retainers offer 
dedicated personnel for the 

account

Agency retainers are used for 
long-term goals that consider 

ongoing marketing needs

Direct Always-on Marketing
SEO

Typically for monthly recurring 
items and ongoing initiatives

Typically for one-off items and ad-
hoc initiatives

Content Design, Videos
Translation

Model

Note: Hotels can start off with potential agency partner on project basis, 
evaluate fit and then work on a more permanent retainer basis. Section 4 | WORKING WITH AGENCIES



Types of Agency Partnerships

Digital Paid Media Agency
Global Channels

An advertising agency that provides 
digital advertising solutions and 

services. Some of the most common 
campaigns are search engine 

marketing, display ads, retargeting 
ads, social media marketing and online 

lead generation

Work with them for

Direct Always-on Marketing for 
property offers 

Type of Partnership
Retainer

SEO Agency

They are experts in different areas of 
search engine optimization, providing 
a range of services from technical and 
content audit for your property pages, 

developing a tailored SEO strategy, 
and implementing the tactics to drive 
enhance visibility to property pages.

Work with them for

SEO for property pages on brand.com

Type of Partnership
Retainer

Digital Paid Media Agency
Specific GEO channels

An advertising agency that 
provides digital advertising solutions 

and services for specific GEO channels 
like China – Wechat; Sout Korea – 

Naver; Japan – Line; or Russia – 
Yandex., VKontakte, etc.

Work with them for

Direct Always-on Marketing 
for property GEO specific offers

Type of Partnership
Retainer or Project

Translation Agency

An agency that specialises in content 
translations to various languages for 

websites, social media, and other digital 
platforms. Some of the agencies have 
direct integration option to website 

CMS.

Work with them for

Websites and other channels content 
translations

Type of Partnership
Retainer or Project

Section 4 | WORKING WITH AGENCIES



Global SEO Agency
Existing Scope of Work for Properties funded by Banyan Group

Section 4 | WORKING WITH AGENCIES

Mediatropy is full-service global digital marketing agency, providing SEO support and optimizations for Banyan Group's 
all brand websites.

This is the existing scope of work we have with them for properties:

• All brands' websites technical SEO audit and resolving the issues: pages indexation, audit of URLs (expired, errors, 
duplicates, etc)

• Keywords research for all brands websites (and properties) and organic implementation to ensure high ranking for SEO

• On-site optimizations for brand and property websites: meta titles, meta descriptions, alt text optimizations

• GSC & SEO Dashboards setup for brands

• Properties support for SEO related queries and optimizations

• Google My Business properties accounts optimizations

• Social media accounts optimisations for all properties



Global SEO Agency

We recommend properties to exploring 
the following additional scope of 
work on property websites for more 
property keywords and property content 
creation.

For more information on them, you can 
visit their website here

To find out more on how to sign up for 
additional SEO scope for your property , 
contact 
Farah Sinjeri (farah.sinjeri@groupbanya
n.com)

Proposed Scope of Work for Properties & Indicative Rates (Negotiated for Banyan Group)

Section 4 | WORKING WITH AGENCIES

Property can either choose to sign up for 12 months for USD $12,000 or 6 months for USD 6,000.

https://www.mediatropy.com/
mailto:farah.sinjeri@groupbanyan.com
mailto:farah.sinjeri@groupbanyan.com


Global Paid Media Agency

Existing Scope of Work for Properties funded by Banyan Group

Section 4 | WORKING WITH AGENCIES

Mediatropy is a full-service digital marketing agency, appointed for all global digital marketing campaigns for BG. 

This is the existing scope of work we have with them for properties:

• Running global brand and tactical digital media campaigns from HQ site to increase brand awareness and direct websites 
conversions

• Digital marketing campaigns (both brand awareness and tactical) on brand level to ensure equal high visibility and 
exposure to all properties.

• High brand exposure on key digital marketing channels for brands: Google search ads, DV360, Facebook, Instagram.



Global Paid Media Agency

We recommend properties to engage 
with the agency for promoting local 
property-level campaigns to maximize 
the performance.

To find out more on how to sign up with 
Mediatropy for digital paid media for 
your property, contact 
Farah Sinjeri (farah.sinjeri@groupbanya
n.com)

2024 Digital Paid Media Proposal (Negotiated for Banyan Group)

Section 4 | WORKING WITH AGENCIES

mailto:farah.sinjeri@groupbanyan.com
mailto:farah.sinjeri@groupbanyan.com


Global Translation Agencies

For website and other online translations, we recommend to use these two global agencies, appointed by corporate office.

Agency 1: Verztec 
They provides translations for various languages, but they have been globally appointed for South Korean language 
translations for the website. For other languages we recommend to request for sample translations for evaluation.
For more information on them, you can visit their website here

Please reach out to them directly for your translation requests:
Contact person: Elynn Tan elynn.tan@verztec.com

Agency 2: Artisanship / MooYoo
They are a small boutique local agency based in China and have been globally appointed For Chinese translations.
Many of our properties have also been working with them prior to our global appointment.

Please reach out to them directly for your translation requests:
Contact person: Doris Lei Lin: dorisleilin@vahoo.com
Put in copy list: Vivian.zhang@banyantree.com

Section 4 | WORKING WITH AGENCIES

https://www.verztec.com/index.php/us/
mailto:elynn.tan@verztec.com
mailto:dorisleilin@vahoo.com
mailto:Vivian.zhang@banyantree.com


STRICTLY FOR INTERNAL CIRCULATION ONLY

Function GEO Recommended Agency Website Agency Contacts BG Contact

SEO

Global Mediatropy
https://www.mediatro
py.com

Andrew Hoy
andrew.hoy@mediatropy.com
Jude Quiroz
jude.quiroz@mediatropy.com

Farah Sinjeri
Farah.sinjeri@groupbanyan.c
om

China
Please reach out to your local China focused SEO 
agencies –evaluate the agencies based on their 
services, performance results and pricing

- - -

Digital Paid 
Media

(SEM, Display, 
Social)

Global
Mediatropy
With CPC model – recommended for better 
control the ads visibility and performance

https://www.mediatro
py.com

Jasmine Lim
jasmine.lim@mediatropy.com

Farah Sinjeri
Farah.sinjeri@groupbanyan.c
om

China
Wechat – HoneyBird (XMN)
Fliggy – Cloud Well

https://www.xiangmin
iao.com/

http://www.cloudwell.
cn/

Eva Ye (XMN)
eva.ye@xiangminiao.net

Ivy Chen (CloudWell)
ivychen0916@cloudwell.cn

Angel Vong
Angel.vong@groupbanyan.co
m

Other GEO

Please reach out to your local GEO specific 
focused digital agencies –evaluate the agencies 
based on their services, performance results 
and pricing.

- - -

Recommended Agencies & Contacts

https://www.mediatropy.com
https://www.mediatropy.com
mailto:andrew.hoy@mediatropy.com
mailto:jude.quiroz@mediatropy.com
mailto:Farah.sinjeri@groupbanyan.com
mailto:Farah.sinjeri@groupbanyan.com
https://www.mediatropy.com
https://www.mediatropy.com
mailto:jasmine.lim@mediatropy.com
mailto:Farah.sinjeri@groupbanyan.com
mailto:Farah.sinjeri@groupbanyan.com
https://www.xiangminiao.com/
https://www.xiangminiao.com/
http://www.cloudwell.cn/
http://www.cloudwell.cn/
mailto:eva.ye@xiangminiao.net
mailto:ivychen0916@cloudwell.cn
mailto:Angel.vong@groupbanyan.com
mailto:Angel.vong@groupbanyan.com


STRICTLY FOR INTERNAL CIRCULATION ONLY

Function GEO Recommended Agency Website Agency Contacts BG Contact

Metasearch Global

Triptease or Sojern

Note: Triptease also offers rate parity tools to control 
rate parity for your property and metasearch 
campaigns.

Sojern:
www.sojern.com

Triptease
www.triptease.com

Sojern
Jason Chia
jason.chia@sojern.com

Triptease
Fandy Gunawan
Fandy.gunawan@triptease.com

Farah Sinjeri
Farah.sinjeri@groupbanyan.com

Translations

Chinese Artisanship/Mooyoo -
Doris Lei Lin
dorisleilin@vahoo.com

Angel Vong
Angel.vong@groupbanyan.com

South 
Korean

Verztec

https://www.verztec.
com

Elynn Tan
elynn.tan@verztec.com

Johanna Hoe
johanna.hoe@verztec.comOther 

languages

Verztec - Recommended as preferred agency choice 
and advantage of direct integration with website CMS. 
Please request for sample translations for other 
languages to evaluate the quality of the translation.

Recommended Agencies & Contacts

http://www.sojern.com
http://www.triptease.com
mailto:jason.chia@sojern.com
mailto:Fandy.gunawan@triptease.com
mailto:Farah.sinjeri@groupbanyan.com
mailto:dorisleilin@vahoo.com
mailto:Angel.vong@groupbanyan.com
https://www.verztec.com
https://www.verztec.com
mailto:elynn.tan@verztec.com
mailto:johanna.hoe@verztec.com


STRICTLY FOR INTERNAL CIRCULATION ONLY

Function GEO Recommended Agency Website Agency Contacts BG Contact

Tripadvisor
(incl. Business Advantage 

Subscription)
Global Tripadvisor

Tripadvisor
www.tripadvisor.com

TA Business Advantage
https://www.tripadvisor.com/T
ripAdvisorInsights/businessadv
antage

Julia Brilliant

jbrilliant@tripadvisor.com

Danielle Pagano
dpagano@tripadvisor.com

Farah Sinjeri
Farah.sinjeri@groupbanyan.com

Recommended Agencies & Contacts

http://www.tripadvisor.com
https://www.tripadvisor.com/TripAdvisorInsights/businessadvantage
https://www.tripadvisor.com/TripAdvisorInsights/businessadvantage
https://www.tripadvisor.com/TripAdvisorInsights/businessadvantage
mailto:jbrilliant@tripadvisor.com
mailto:dpagano@tripadvisor.com
mailto:Farah.sinjeri@groupbanyan.com


Website Content 



Brand.com Content Management by Brands

Brand URL CMS Type Details

Banyan Tree https://www.banyantree.com/ Drupal CMS

Properties are granted with CMS account access 
to edit, update and add content and Global HQ to 

review and publish the pages.

Angsana (+ Heritage Collection) https://www.angsana.com/ Drupal CMS

Cassia https://www.cassia.com/ Drupal CMS

Dhawa https://www.dhawa.com/ Drupal CMS

Garrya https://www.garrya.com/en Drupal CMS

Banyan Tree Veya https://veya.banyantree.com/en Drupal CMS

Banyan Tree Escape https://escape.banyantree.com/ Drupal CMS
All pages are managed by Global HQ directly. 

Property should reach out to E-Commerce team for 
site updates.

Homm https://www.hommhotels.com/ Webflow CMS

Folio https://www.foliohotels.com/ Webflow CMS
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*Brand.com that shares the same CMS templates mean that the operation manual is the same. However, some branding-related components might differ.

https://www.banyantree.com/
https://www.angsana.com/
https://www.cassia.com/
https://www.dhawa.com/
https://www.garrya.com/en
https://veya.banyantree.com/en
https://escape.banyantree.com/
https://www.hommhotels.com/
https://www.foliohotels.com/


Brand.com Content Management R&R

Global Pages Property Pages Booking Engine

Including hotels mega menu and Spa outlet 
pages

All subpages nesting under a specific 
property, URL structure always contain 

www.(brand).com/(destination)/(property-

name)

Reservation site where booking is paid and 
completed, URL always begin in either 

reservations.(brand).com OR be.synxis.com

BT, BTV, AN, CA, DH, GR only All Brands

Global HQ E-Commerce Team Update and manage all content

• Review and publish new 
pages or updated pages 
done by property

• Unpublish pages

No access to modify any 
content

Property Team
For Spa outlet pages, submit 

modifications required to HQ

• Edit existing pages
• Add new pages
• Submit content publish/ 

unpublish request to HQ
• CANNOT unpublish pages

Submit any updates on Booking 
Engine to Commercial Services 

Support team

Commercial Services Support 
Team

N/A Assist properties with updates



Trainings & Manuals for Website

Link to Material Applicable Brands Description

CMS Training Recording

Website CMS Refresher Training BT, AN, CA, DH This is a refresher training covering key topics for daily 
operations, ideal for beginners to intermediate users.Website CMS Refresher Training GR, BT Veya

Cassia Revamp-CMS Training CA (or BT, AN, DH) This is a full-scaled training for onboarding first-time CMS 
users. As BT, AN, CA, DH shares the same CMS, both trainings 
are ideal for beginners.Dhawa Revamp-CMS Training DH (or BT, AN, CA)

CMS Manual

BT AN CA DH Properties CMS Manual V2.0
BT, AN, CA, DH

Bible for all CMS operations, including components and 
pages

CMS Manual - GR, VE GR, BT Veya

Website Content Guide

BT,AN,CA,DH Website Content Guide BT, AN, CA, DH Guidelines for website content SOP, such as refresh 
frequency, copy and images general guidelines – important 
for audits.Garrya Website Content Guide GR, BT Veya

https://groupbanyansharepoint.sharepoint.com/:v:/s/BrandHQOps/EcgPMNK-gfRFsNS5O3qx4e0BaeJj2oMUi2fG1WPm9IUkGg?e=i5WKAD
https://groupbanyansharepoint.sharepoint.com/:v:/s/BrandHQOps/EURgDk_tW1FGlmtkJR4K0bgBNbef-XLmhBynr4ez4vR0vQ?e=HozA9f
https://groupbanyansharepoint.sharepoint.com/:v:/s/BrandHQOps/EQW9qotL1xVGq-StG5ih6iMBRgeOeNuHDdJCbQQXEwFxKA?e=W2zefi
https://groupbanyansharepoint.sharepoint.com/:v:/s/BrandHQOps/EV_TLjhisHtIrtpVLWrVIScB4aR45gy7izId3u2of7k0ag?e=Lc17cc
https://groupbanyansharepoint.sharepoint.com/:b:/r/teams/BTHR/BRANDHQ/SiteAssets/SitePages/E-Commerce%20%26%20Digital%20Marketing%20(For%20Properties)/Training%20Materials/BT%20AN%20CA%20DH%20Properties%20CMS%20Manual%20V2.0.pdf?csf=1&web=1&e=FItI4Q
https://groupbanyansharepoint.sharepoint.com/:u:/s/BrandHQOps/ESSPF-0caRhEoItWkp7ilCIB1KDrEKafJWKLeMixLnPpPg?e=6jb6E7
https://groupbanyansharepoint.sharepoint.com/:u:/s/BrandHQOps/ER3qPVrhlJpJlMNchYcynOgBcfC1TPHiTvR2IhdT9f49ew?e=rmPuuE
https://groupbanyansharepoint.sharepoint.com/:u:/s/BrandHQOps/ESxJ7osvcSRBvJaJ_A5-9GIB7xsz3Tq617ALHv6ZMBUWFQ?e=rw58tY


Website Content SOP

Why? How? Measurement of Success

• Driving direct bookings 
online via brand.com is a 
group-wide strategy going 
forward.

• To achieve this, ensuring 
your property content on 
the website to be accurate, 
fresh and up to brand 
standard is of 
utmost priority.

• Global HQ E-Commerce 
Team has issued Website 
Content Guide as a guidance 
for optimizing website 
content.

• Access Website Content 
Guide here:

• BT,AN,CA,DH Website 
Content Guide.url

• Garrya Website Content 
Guide.url

• Bi-annual Content audit

• Goal: 95/100 (in line with 
OTAs)

https://groupbanyansharepoint.sharepoint.com/:u:/s/BrandHQOps/ER3qPVrhlJpJlMNchYcynOgBcfC1TPHiTvR2IhdT9f49ew?e=k8q77C
https://groupbanyansharepoint.sharepoint.com/:u:/s/BrandHQOps/ER3qPVrhlJpJlMNchYcynOgBcfC1TPHiTvR2IhdT9f49ew?e=k8q77C
https://groupbanyansharepoint.sharepoint.com/:u:/s/BrandHQOps/ESxJ7osvcSRBvJaJ_A5-9GIB7xsz3Tq617ALHv6ZMBUWFQ?e=efSXsg
https://groupbanyansharepoint.sharepoint.com/:u:/s/BrandHQOps/ESxJ7osvcSRBvJaJ_A5-9GIB7xsz3Tq617ALHv6ZMBUWFQ?e=efSXsg


Website Content SOP – Summary

Properties are responsible to... Global HQ is responsible to...

• Do regular refreshes of pages

• Timely update of operational changes and 
announcements

• Additional content such as experience, spa 
packages, gallery photos

• Local offers and always-on offers (such as 
SMPL, AP)

• Translations

• Provide detailed guidelines on 
adding content to property pages for Global 
campaigns

• Ensure properties follow the guidelines



Website Content Audit

*Audit scoresheet will be shared with properties including GM.

Goal: 95/100
(in line with OTAs)

Properties are responsible for... Global HQ is responsible for...

• Absolute adherence to the Website Content 
Guide

• Ensure all property pages are updated in a 
timely manner with content that is up 
to brand standard

• After receiving audit score, take the required 
actions to improve/ upkeep 
the performance

• Conductors of the content audit
• Audit scores will be given based on the 

content completion, accuracy, and refresh 
frequency



Website Audit Schedule 2024 by Brand

Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec

Banyan Tree Audit 1 Audit 2

BT Veya Audit 1 Audit 2

Angsana Audit 1 Audit 2

Cassia Audit 1 Audit 2

Dhawa Audit 1 Audit 2

Garrya Audit 1 Audit 2

*For BT Escape, Folio, Homm, separate audit will be completed and properties are responsible for ensuring the information on the 
pages are updated. If not, they must reach out to E-Commerce team for update promptly.



Translation Process SOP
As global brands that faces worldwide audiences, it is 
crucial to cater and localize certain languages for a 
better site experience.

Refer to P.196-200 of
BT AN CA DH Properties CMS Manual 
V2.0.pdf for details of:
- Translation workflow
- Translation vendor
- Vendor rate cards

https://groupbanyansharepoint.sharepoint.com/:b:/r/teams/BTHR/BRANDHQ/SiteAssets/SitePages/E-Commerce%20%26%20Digital%20Marketing%20(For%20Properties)/Training%20Materials/BT%20AN%20CA%20DH%20Properties%20CMS%20Manual%20V2.0.pdf?csf=1&web=1&e=lNfsGO
https://groupbanyansharepoint.sharepoint.com/:b:/r/teams/BTHR/BRANDHQ/SiteAssets/SitePages/E-Commerce%20%26%20Digital%20Marketing%20(For%20Properties)/Training%20Materials/BT%20AN%20CA%20DH%20Properties%20CMS%20Manual%20V2.0.pdf?csf=1&web=1&e=lNfsGO
https://groupbanyansharepoint.sharepoint.com/:b:/r/teams/BTHR/BRANDHQ/SiteAssets/SitePages/E-Commerce%20%26%20Digital%20Marketing%20(For%20Properties)/Training%20Materials/BT%20AN%20CA%20DH%20Properties%20CMS%20Manual%20V2.0.pdf?csf=1&web=1&e=lNfsGO


Third Party Banners
Applicable to any property which is using or planning to use any 
third party vendors (such as Triptease, The Hotels Network, etc) 

Refer to P.187 of
BT AN CA DH Properties CMS Manual 
V2.0.pdf for details of:
- How to add a popup banner to a 

page

Starting July 2023, third party banners from external vendors will no longer be allowed to 
display on Brands.com.

The use of third party banners will be restricted to Synxis Booking Engine pages only and 
subjected to brand guidelines.

Failure to comply will result in the removal of the banners without any prior warning.

Any property which wishes to highlight any news or offer may continue to do so via the 
pop-ups or any alternative features on Brands.com.

Correct applications of banners:

Use of available pop-up banner in Brand.com Use of external pop-up banner in Synxis booking engine Use of external pop-up banner in Brand.com

✘

https://groupbanyansharepoint.sharepoint.com/:b:/r/teams/BTHR/BRANDHQ/SiteAssets/SitePages/E-Commerce%20%26%20Digital%20Marketing%20(For%20Properties)/Training%20Materials/BT%20AN%20CA%20DH%20Properties%20CMS%20Manual%20V2.0.pdf?csf=1&web=1&e=lNfsGO
https://groupbanyansharepoint.sharepoint.com/:b:/r/teams/BTHR/BRANDHQ/SiteAssets/SitePages/E-Commerce%20%26%20Digital%20Marketing%20(For%20Properties)/Training%20Materials/BT%20AN%20CA%20DH%20Properties%20CMS%20Manual%20V2.0.pdf?csf=1&web=1&e=lNfsGO
https://groupbanyansharepoint.sharepoint.com/:b:/r/teams/BTHR/BRANDHQ/SiteAssets/SitePages/E-Commerce%20%26%20Digital%20Marketing%20(For%20Properties)/Training%20Materials/BT%20AN%20CA%20DH%20Properties%20CMS%20Manual%20V2.0.pdf?csf=1&web=1&e=lNfsGO


Website CMS User Security



Website CMS User Security

Why? How? Measurement of Success

• Data protection – prevent 
unauthorized content access 
and data breach

• Content integrity – ensure 
accuracy and reliability of 
the information

• Reputation – helps build 
trust with users, customers 
and stakeholders

• Use of strong password - at 
least 15 alphanumeric 
characters

o Tip: A sentence can 
make a very strong 
password

o Example: 
"I@mfromsingap0re"

• Enable 2Factor 
Authentication – 2FA Guide:

o 2FA Document

• 0 CMS Security Breach

https://groupbanyansharepoint.sharepoint.com/:b:/s/BrandHQOps/ETfR9ekTeX5JnWzPAHu5KWAB0SyAha_6ojR5oqXi8UjBCw?e=w1Y4Pe


Global Table Management Solution



A total of 22 properties expressed their interests to seek an online table 
reservation system for their hotel restaurants after Digital AWS 2022.

Since then, HQ Ecommerce team went through a selection process and have 
selected the most suitable global vendor which can provide solutions and services 
that best serve our hotel restaurants’ online reservation needs.

The selection process consisted of:

1. Shortlisting vendors (global companies with hospitality background)
2. Forming focus group with selected properties
3. Organizing demo sessions and gathering feedback from the vendors and 

properties
4. Vendor comparison

Project Overview



Recommended vendor:

SevenRooms, ResDiary, TableCheck and Eat2Eat were shortlisted as potential vendors due to their global reach and 

portfolio.

When the selection exercise was completed, eat2eat was selected as our global vendor based on the following reasons:

Cost: Eat2eat has the lowest quotation among the vendors. From properties’ point-of-view, having lower cost ranks the 
highest in terms of importance.

Lower barrier of entry: Lower annual fees would mean lower barrier of entry for the properties as well.

Proven vendor: Technical support and after-sales service would be key to our properties’ satisfaction with the solution. 
BT BKK gave positive feedback on eat2eat service. To quote them: Even though they do not have physical offices in 
selected locations, their team is available 24/7 and their response time and action are very fast (they usually respond / 
act within a few hours).

Survey result: eat2eat is the preferred vendor so far based on initial responses from the focus group.



Once fully integrated with Eat2Eat, guests will be 
able to make online reservations from Brand.com 
and property’s owned channels.

Properties will be able to manage the reservations 
and customer profiles via restaurants’ POS 
systems.

Benefits



About eat2eat

Booking Stage

Integration with Drupal

Integration with TripAdvisor

Customizable booking platform 

Pre-book / Purchase special menu or seasonal 

promotions

Confirmation notification via email

Real-time reservation

Input comments/requests

Place deposits

Set min. and max. number of guests

Reminder email/sms prior to visit

Eat2eat’s HQ is located in Singapore and claims to be the largest independent 
supplier of dining reservation technology worldwide. Eat2eat provides the 
following features at various stages which would fulfil our properties’ needs: 

Setup Stage

Service Availability (where our properties are located)

Integration with Opera Simphony

Integration with Agilysys

Integration with Infrasys

Individual hotel training

Customizable Access matrix (Roles and Users Right)

Unlimited users / profiles

Accounting (Invoice to individual hotel)

Integration with localized Payment gateways

4 Language availability

Integration with SMS providers

Post-Booking Stage

Seating management (Floorplan & List layout)

Events management (Block-out)

Customer profiling (Details, History, Preferences, 

etc)

24/7 online technical support

Downloadable reports & online dashboard

Data ownership

All devices supported

Integration with Google Analytics



Cost

Fees Global Contract On your own

POS Integration fee (one-time) USD 500 USD 500

Social media integration (one-time) USD 299 USD 299

Monthly fee(s) USD 99 USD 159

First Year Fee USD 1,987 USD 2,707

Subsequent Years USD 1,188 USD 1,908

Optional Add-on Fees Eat2eat

SMS Integration fee (one-time) USD 750

SMS (pay-as-you-go) Per service provider

Cendyn Integration fee (one-time) TBC

Cendyn Annual fee TBC

TripAdvisor USD 1 / reservation

Payment Gateway Per service provider / Location

With our negotiated global fees, properties enjoy ~40% cost savings on annual fees!



User Journey

Visits Brand.com or 
Social media channels

Redirected to eat2eat 
booking widget to make 

a booking

Receives Booking 
Confirmation

Visits RestaurantGuest

Access POS system with 
eat2eat integration

Access guest profile
Manage seating 
arrangements

Post-Visits (Reporting)Property

Bookings are processed in real time

Restaurants can 
contact guests prior 
their visits

Restaurants can 
update booking status 
or key in new guest 
deta ils

Cancellation 
/ No-show

Walk-In Guests



Guest User Journey

Visits Brand.com or Social 
media channels

Redirected to eat2eat 
booking widget to make a 

booking

Receives Booking 
Confirmation

Visits RestaurantGuest



Property User Journey

Access POS system 
with eat2eat 
integration

Access guest 
profile

Manage seating 
arrangements

Post-Visits 
(Reporting)

Property

When guest confirms booking When guest visits restaurant



Timeline
From Project Initiation to Go-Live, the timeline required for the entire process should take 
1.5 - 2 months. Both vendor and properties are expected to provide the necessary assets in 
a timely manner.  Typical Timeline Breakdown below.

Activity Ownership To complete within

Initiate project Property -

Send contract Eat2eat 1 business day

Sign contract Property 5 business day

Send Invoice Eat2eat 2 business day

Clear Invoice Property 5 business day

Share Setup link Eat2eat 3 business day

Complete restaurant(s) setup Property 5 business day

System setup and configuration Eat2eat
10 business daySocial media reservation link setup Eat2eat

Deployment on cloud Eat2eat

Online training Eat2eat / Property 3 business day

User Acceptance Testing Property 3 business day

Data preparation Property 5 business day

Import data into system Eat2eat 5 business day

Go-Live Eat2eat / Property 1 business day

POS integration Eat2eat / Property 10 business day



Pre-Initiation Checklist Before initiating the project with Eat2eat, there is a preparation 
checklist to complete to ensure a smooth sign up process.

✓ Identify a Property Lead
✓ Identify a signatory to sign off the contract
✓ Identify dining outlet(s) and their respective managers
✓ Is Social Media integration required? If yes, identify the 

channel(s) you wish to add reservation links into
✓ Is Affiliated website(s) integration required? If yes, identify the 

website(s) you wish to add reservation links into
✓ Is POS integration required? If yes, identify the name of current 

POS system
✓ Is SMS integration required? If yes, identify the name of SMS 

vendor you wish to work with
✓ Is Payment Gateway integration required? If yes, identify the 

name of the Payment Gateway vendor you wish to work with

Refer to P.13 of Section 2 in BTG Table 
Management System Manual for 
details of:

- Pre-Initiation

https://groupbanyansharepoint.sharepoint.com/teams/BTHR/BRANDHQ/SiteAssets/Forms/AllItems.aspx?id=%2Fteams%2FBTHR%2FBRANDHQ%2FSiteAssets%2FSitePages%2FE%2DCommerce%20%26%20Digital%20Marketing%20%28For%20Properties%29%2FProject%20Nomnom%2FBTG%20Table%20Management%20System%20Manual%2Epdf&parent=%2Fteams%2FBTHR%2FBRANDHQ%2FSiteAssets%2FSitePages%2FE%2DCommerce%20%26%20Digital%20Marketing%20%28For%20Properties%29%2FProject%20Nomnom&p=true&ga=1
https://groupbanyansharepoint.sharepoint.com/teams/BTHR/BRANDHQ/SiteAssets/Forms/AllItems.aspx?id=%2Fteams%2FBTHR%2FBRANDHQ%2FSiteAssets%2FSitePages%2FE%2DCommerce%20%26%20Digital%20Marketing%20%28For%20Properties%29%2FProject%20Nomnom%2FBTG%20Table%20Management%20System%20Manual%2Epdf&parent=%2Fteams%2FBTHR%2FBRANDHQ%2FSiteAssets%2FSitePages%2FE%2DCommerce%20%26%20Digital%20Marketing%20%28For%20Properties%29%2FProject%20Nomnom&p=true&ga=1


Initiation Once you have completed the pre-initiation preparation checklist, you 
may reach out to the vendor.

Send an email to the vendor in the following format:

To: Jo.Watering@eat2eat.com
Cc: chetan.kuchekar@eat2eat.com; brian.hindson@eat2eat.com; eCommerce@banyantree.com + Other property 
internal stakeholders as required
Subject: {Brand} {Property} - Eat2eat sign up (E.g. Banyan Tree Phuket – Eat2eat sign up)
Body:
Dear Jo,

Please find sign up details for our property below:

Name of property:
Property address:

Name and Designation of Project Lead:
Name and Designation of Signatory:
Name of Dining Outlet(s):
Social Media integration required: Yes / No
Social Media channels (if required): Facebook / Instagram / Googlemap
Affiliate websites integration required: Yes / No
Affiliate websites (if required): TripAdvisor / OpenRice / Michelin Guide / Zomato
POS integration required: Yes / No
Name of POS system (if required):
SMS integration required: Yes / No
Name of SMS vendor (if required):
Payment Gateway vendor required: Yes / No
Name of Payment Gateway vendor (if required):

Refer to P.15 of Section 3 in BTG Table 
Management System Manual for 
details of:

- Initiation

mailto:Jo.Watering@eat2eat.com
mailto:chetan.kuchekar@eat2eat.com
mailto:brian.hindson@eat2eat.com
mailto:eCommerce@banyantree.com
https://groupbanyansharepoint.sharepoint.com/teams/BTHR/BRANDHQ/SiteAssets/Forms/AllItems.aspx?id=%2Fteams%2FBTHR%2FBRANDHQ%2FSiteAssets%2FSitePages%2FE%2DCommerce%20%26%20Digital%20Marketing%20%28For%20Properties%29%2FProject%20Nomnom%2FBTG%20Table%20Management%20System%20Manual%2Epdf&parent=%2Fteams%2FBTHR%2FBRANDHQ%2FSiteAssets%2FSitePages%2FE%2DCommerce%20%26%20Digital%20Marketing%20%28For%20Properties%29%2FProject%20Nomnom&p=true&ga=1
https://groupbanyansharepoint.sharepoint.com/teams/BTHR/BRANDHQ/SiteAssets/Forms/AllItems.aspx?id=%2Fteams%2FBTHR%2FBRANDHQ%2FSiteAssets%2FSitePages%2FE%2DCommerce%20%26%20Digital%20Marketing%20%28For%20Properties%29%2FProject%20Nomnom%2FBTG%20Table%20Management%20System%20Manual%2Epdf&parent=%2Fteams%2FBTHR%2FBRANDHQ%2FSiteAssets%2FSitePages%2FE%2DCommerce%20%26%20Digital%20Marketing%20%28For%20Properties%29%2FProject%20Nomnom&p=true&ga=1


For more information

Please refer to the Sharepoint folder here.

In the folder, you will be able to find documents which would be able to 
answer most of your questions:

BTG Table Management System Manual
Eat2eat sales deck
Recorded demo session
Sample reports

https://groupbanyansharepoint.sharepoint.com/teams/BTHR/BRANDHQ/SiteAssets/Forms/AllItems.aspx?e=5%3Ae89f213015e44e4cb32631149c27a40c&at=9&cid=e4f9d5bb%2Dab7e%2D4115%2Db19e%2Dabb57d581882&FolderCTID=0x01200054BDFF84E6AEEF4C98D3CBF78ED0D575&id=%2Fteams%2FBTHR%2FBRANDHQ%2FSiteAssets%2FSitePages%2FE%2DCommerce%20%26%20Digital%20Marketing%20%28For%20Properties%29%2FProject%20Nomnom&viewid=2ebb1136%2D3116%2D4c09%2Dac50%2D5e69bef73f60
https://groupbanyansharepoint.sharepoint.com/:b:/t/BTHR/BRANDHQ/EYCA65tJmddDvPkzxgIJWmoBlyDp6Q9-urqmy5Zr2d1DRQ?e=IlS2Qj
https://groupbanyansharepoint.sharepoint.com/:b:/t/BTHR/BRANDHQ/ERADK_T373NOrSUUxrtQ5GIB3BmFH5Og0zqvGms3wJnjUw?e=NN5V9q
https://groupbanyansharepoint.sharepoint.com/:v:/t/BTHR/BRANDHQ/ESQ8Xxbrl99Jo6_-LIF51FkBwc8J9bfXNBQHMaLyFXt_0A?e=ODPxjv
https://groupbanyansharepoint.sharepoint.com/:f:/r/teams/BTHR/BRANDHQ/SiteAssets/SitePages/E-Commerce%20%26%20Digital%20Marketing%20(For%20Properties)/Project%20Nomnom/Sample%20Reports?csf=1&web=1&e=WRczO9


Digital Marketing & E-Commerce Resources



STRICTLY FOR INTERNAL CIRCULATION ONLY

Agenda template

TOPIC DETAILS DATE RECORDING MATERIALS

1 Google Analytics 4 (GA4) workshop
Workshop by MediaTropy on GA4 migration details and 

orientation on the new GA4 interface
March & June GA4 Training Recording GA4 Training Material

2
Advanced Search Engine 

Optmisation (SEO) workshop

Workshop by MediaTropy on how to improve organic search 

engine rankings
May

SEO Advanced Training 
Recording SEO Training Material

3
Dhawa Content Management 

System (CMS) training

New CMS navigation and how to manage property sites for 

new website launch and post-launch maintenance
July

Dhawa Revamp-CMS 

Training-20230727.mp4
DH CMS Training.pptx

4 Advanced Paid Media workshop

Workshop by MediaTropy on how to maximise paid media 

campaigns at property level and synergize with corporate 

paid media campaigns

August
Digital Paid Media Training 
Recording

Digital Paid Media Training 

Deck

2023 Trainings & Workshops Summary

https://apc01.safelinks.protection.outlook.com/?url=https%3A%2F%2Fbanyantree.sharepoint.com%2F%3Av%3A%2Fs%2FBrandHQOps%2FEZ3jFvFS9pFPv3vHzHt7AkoBedqYBum-l0bEpM8W1RPncA%3Fe%3DGoeADp&data=05%7C01%7CAngel.Vong%40banyantree.com%7C10a434996bba4ba0bdc908db26bc7f41%7C19a7be7adb694d2abcbed076c5206859%7C0%7C0%7C638146363275446978%7CUnknown%7CTWFpbGZsb3d8eyJWIjoiMC4wLjAwMDAiLCJQIjoiV2luMzIiLCJBTiI6Ik1haWwiLCJXVCI6Mn0%3D%7C3000%7C%7C%7C&sdata=Qmco9LOMn9zTUSDxTt%2BbYi7xQyp1U231eKk2LkcPAsY%3D&reserved=0
https://apc01.safelinks.protection.outlook.com/ap/b-59584e83/?url=https%3A%2F%2Fbanyantree.sharepoint.com%2F%3Ab%3A%2Fs%2FBrandHQOps%2FEZIrBKHF-HtNu4xaatTSkoQB1IiKvPMh8RshxEpZZUY5RA%3Fe%3DMrDmIJ&data=05%7C01%7CAngel.Vong%40banyantree.com%7C10a434996bba4ba0bdc908db26bc7f41%7C19a7be7adb694d2abcbed076c5206859%7C0%7C0%7C638146363275446978%7CUnknown%7CTWFpbGZsb3d8eyJWIjoiMC4wLjAwMDAiLCJQIjoiV2luMzIiLCJBTiI6Ik1haWwiLCJXVCI6Mn0%3D%7C3000%7C%7C%7C&sdata=gOfB4QE5eXZL%2FSzHqhO4gvqavfOr7CA0CwLfFeTTBMM%3D&reserved=0
https://apc01.safelinks.protection.outlook.com/?url=https%3A%2F%2Fbanyantree.sharepoint.com%2F%3Av%3A%2Fs%2FBrandHQOps%2FEddwhmpwzHlKt6-OlhknbB0BNiOKS3GwHDYe4y3i-njx2A%3Fe%3DoyLi1B&data=05%7C01%7CAngel.Vong%40banyantree.com%7C8422d7faeea4497a93c408db67cee760%7C19a7be7adb694d2abcbed076c5206859%7C0%7C0%7C638217910619751834%7CUnknown%7CTWFpbGZsb3d8eyJWIjoiMC4wLjAwMDAiLCJQIjoiV2luMzIiLCJBTiI6Ik1haWwiLCJXVCI6Mn0%3D%7C3000%7C%7C%7C&sdata=TREi8WPLB2W6W501Do4F1I%2BDX8LkBlQd3eo2x9lDwtU%3D&reserved=0
https://apc01.safelinks.protection.outlook.com/?url=https%3A%2F%2Fbanyantree.sharepoint.com%2F%3Av%3A%2Fs%2FBrandHQOps%2FEddwhmpwzHlKt6-OlhknbB0BNiOKS3GwHDYe4y3i-njx2A%3Fe%3DoyLi1B&data=05%7C01%7CAngel.Vong%40banyantree.com%7C8422d7faeea4497a93c408db67cee760%7C19a7be7adb694d2abcbed076c5206859%7C0%7C0%7C638217910619751834%7CUnknown%7CTWFpbGZsb3d8eyJWIjoiMC4wLjAwMDAiLCJQIjoiV2luMzIiLCJBTiI6Ik1haWwiLCJXVCI6Mn0%3D%7C3000%7C%7C%7C&sdata=TREi8WPLB2W6W501Do4F1I%2BDX8LkBlQd3eo2x9lDwtU%3D&reserved=0
https://apc01.safelinks.protection.outlook.com/ap/b-59584e83/?url=https%3A%2F%2Fbanyantree.sharepoint.com%2F%3Ab%3A%2Fs%2FBrandHQOps%2FEUSs_bbUjcxEg3zZ9j5M4NUBha2lrvuFZciFLUlrNa0iSQ%3Fe%3D3vWZmF&data=05%7C01%7CAngel.Vong%40banyantree.com%7C8422d7faeea4497a93c408db67cee760%7C19a7be7adb694d2abcbed076c5206859%7C0%7C0%7C638217910619751834%7CUnknown%7CTWFpbGZsb3d8eyJWIjoiMC4wLjAwMDAiLCJQIjoiV2luMzIiLCJBTiI6Ik1haWwiLCJXVCI6Mn0%3D%7C3000%7C%7C%7C&sdata=9hS0sPFaZFjmXkPsh2gMvDOChdL%2BQqhlqujhuVLH%2BY4%3D&reserved=0
https://groupbanyansharepoint.sharepoint.com/:v:/s/BrandHQOps/EV_TLjhisHtIrtpVLWrVIScB4aR45gy7izId3u2of7k0ag?e=ihyalb
https://groupbanyansharepoint.sharepoint.com/:v:/s/BrandHQOps/EV_TLjhisHtIrtpVLWrVIScB4aR45gy7izId3u2of7k0ag?e=ihyalb
https://groupbanyansharepoint.sharepoint.com/:p:/s/BrandHQOps/ETEnuGrckiZGs49p0E_RSdoBfCq4LV-QgHz-Tu2WJzeITg?e=aDZDru
https://groupbanyansharepoint.sharepoint.com/:v:/s/BrandHQOps/Ef0fpqsTCwxLqasd1eBGsCQBxPDJcvDjiVZ-DH9c4LrXdg?e=I4V5a8&nav=eyJyZWZlcnJhbEluZm8iOnsicmVmZXJyYWxBcHAiOiJTdHJlYW1XZWJBcHAiLCJyZWZlcnJhbFZpZXciOiJTaGFyZURpYWxvZy1MaW5rIiwicmVmZXJyYWxBcHBQbGF0Zm9ybSI6IldlYiIsInJlZmVycmFsTW9kZSI6InZpZXcifX0%3D
https://groupbanyansharepoint.sharepoint.com/:v:/s/BrandHQOps/Ef0fpqsTCwxLqasd1eBGsCQBxPDJcvDjiVZ-DH9c4LrXdg?e=I4V5a8&nav=eyJyZWZlcnJhbEluZm8iOnsicmVmZXJyYWxBcHAiOiJTdHJlYW1XZWJBcHAiLCJyZWZlcnJhbFZpZXciOiJTaGFyZURpYWxvZy1MaW5rIiwicmVmZXJyYWxBcHBQbGF0Zm9ybSI6IldlYiIsInJlZmVycmFsTW9kZSI6InZpZXcifX0%3D
https://groupbanyansharepoint.sharepoint.com/:b:/s/BrandHQOps/ESvBoIiBiF1GiAUTiT6NpAUBt0dtWa9tHWmzTqbRw3jkSw?e=PenlXv
https://groupbanyansharepoint.sharepoint.com/:b:/s/BrandHQOps/ESvBoIiBiF1GiAUTiT6NpAUBt0dtWa9tHWmzTqbRw3jkSw?e=PenlXv


STRICTLY FOR INTERNAL CIRCULATION ONLY

Agenda template

TOPIC DETAILS DATE RECORDING MATERIALS

5
Google Analytics 4 (GA4) Dashboard 

workshop

Workshop by MediaTropy on how to effectively use the new 

GA4 dashboard post-migration to GA4
August

GA4 Dashboards Training 
Recording

GA4 Dashboards Manual
GA4 Dashboards Demo Deck

6 Triptease workshop
Workshop by Tripease on how to maximise MetaSearch

campaigns at property level
September

Metasearch Training 
Recording

Metasearch Training Deck

Hoteliers Guide 
to Metasearch 2023

7 Cassia CMS training
New CMS navigation and how to manage property for new 

website launch and post-launch maintenance
September

Cassia Revamp-CMS 

Training-20230914.mp4

Cassia CMS Training 

(Properties)-2023-sharing 

version.pptx

8 Accor refresher training
Accor system navigation for all brands on how to manage Accor 

booking engine set up for properties
October

Accor Photo Library and 

AH Desk Training -

Meeting Recording.mp4

Accor Photo Library and AH 

Desk Orientation.pptx

2023 Trainings & Workshops Summary
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https://apc01.safelinks.protection.outlook.com/ap/b-59584e83/?url=https%3A%2F%2Fbanyantree.sharepoint.com%2F%3Ab%3A%2Fs%2FBrandHQOps%2FEaP6ARru5WJItta2DzvIYQYBEr706gm7q4d1nsiuazPMKA%3Fe%3DUlLV87&data=05%7C01%7CAngel.Vong%40banyantree.com%7Cc0f9b40dc8214b89231308dba9d72f13%7C19a7be7adb694d2abcbed076c5206859%7C0%7C0%7C638290513912460724%7CUnknown%7CTWFpbGZsb3d8eyJWIjoiMC4wLjAwMDAiLCJQIjoiV2luMzIiLCJBTiI6Ik1haWwiLCJXVCI6Mn0%3D%7C3000%7C%7C%7C&sdata=N09uEtsp1I%2BR%2BpHRudGaKZjhMepawSkEyEDepb5bQtU%3D&reserved=0
https://apc01.safelinks.protection.outlook.com/ap/b-59584e83/?url=https%3A%2F%2Fbanyantree.sharepoint.com%2F%3Ab%3A%2Fs%2FBrandHQOps%2FEdU56fFRjglIujzng5qWm_0BVOry0CgAEnvbaX9nulEGHw%3Fe%3DHDVH00&data=05%7C01%7CAngel.Vong%40banyantree.com%7Cc0f9b40dc8214b89231308dba9d72f13%7C19a7be7adb694d2abcbed076c5206859%7C0%7C0%7C638290513912460724%7CUnknown%7CTWFpbGZsb3d8eyJWIjoiMC4wLjAwMDAiLCJQIjoiV2luMzIiLCJBTiI6Ik1haWwiLCJXVCI6Mn0%3D%7C3000%7C%7C%7C&sdata=8GqDPoqDyyMp8FYDO%2F8FDn9AgtA0xaXNW0AkliaX9%2B8%3D&reserved=0
https://groupbanyansharepoint.sharepoint.com/sites/BrandHQOps/_layouts/15/stream.aspx?id=%2Fsites%2FBrandHQOps%2FShared%20Documents%2FE%2DCommerce%20%26%20Digital%20Marketing%2FDigital%20Marketing%2FTriptease%20Metasearch%2FMetasearch%20%26%20Rate%20Parity%20Workshop%2D20230927%5F095753%2DMeeting%20Recording%2Emp4&referrer=StreamWebApp%2EWeb&referrerScenario=AddressBarCopied%2Eview
https://groupbanyansharepoint.sharepoint.com/sites/BrandHQOps/_layouts/15/stream.aspx?id=%2Fsites%2FBrandHQOps%2FShared%20Documents%2FE%2DCommerce%20%26%20Digital%20Marketing%2FDigital%20Marketing%2FTriptease%20Metasearch%2FMetasearch%20%26%20Rate%20Parity%20Workshop%2D20230927%5F095753%2DMeeting%20Recording%2Emp4&referrer=StreamWebApp%2EWeb&referrerScenario=AddressBarCopied%2Eview
https://groupbanyansharepoint.sharepoint.com/:b:/s/BrandHQOps/EWIAlCx1TpRAkV9BzHz9KdQBpt0YW6dvKnbj71NIPJvbHg?e=YfTCHu
https://groupbanyansharepoint.sharepoint.com/:b:/s/BrandHQOps/EfKp-96Z93JFu3qRG79P75gB1861TaNWeupTIn-ySx0nRg?e=sO32ph
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https://groupbanyansharepoint.sharepoint.com/:v:/s/BrandHQOps/EQW9qotL1xVGq-StG5ih6iMBRgeOeNuHDdJCbQQXEwFxKA?e=mqdPY1
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https://groupbanyansharepoint.sharepoint.com/:p:/s/BrandHQOps/EZF-p8shsLFGv4nzoIx-QrUBh50yoPCgbqRjCcytoghqdg?e=TVBbG0
https://groupbanyansharepoint.sharepoint.com/:p:/s/BrandHQOps/EZF-p8shsLFGv4nzoIx-QrUBh50yoPCgbqRjCcytoghqdg?e=TVBbG0
https://groupbanyansharepoint.sharepoint.com/:p:/s/BrandHQOps/EZF-p8shsLFGv4nzoIx-QrUBh50yoPCgbqRjCcytoghqdg?e=TVBbG0
https://groupbanyansharepoint.sharepoint.com/:v:/s/BrandHQOps/EaH8s_i3dWRMl6FBWdrVJNgBXLcNTganNWevQpzvkN32SA?e=hMEE8y
https://groupbanyansharepoint.sharepoint.com/:v:/s/BrandHQOps/EaH8s_i3dWRMl6FBWdrVJNgBXLcNTganNWevQpzvkN32SA?e=hMEE8y
https://groupbanyansharepoint.sharepoint.com/:v:/s/BrandHQOps/EaH8s_i3dWRMl6FBWdrVJNgBXLcNTganNWevQpzvkN32SA?e=hMEE8y
https://groupbanyansharepoint.sharepoint.com/:p:/s/BrandHQOps/EWvPXttyObNPu_aRkdQlxN0Bn5Xo37gjCld_B_8PF5eG9w?e=7zOHCj
https://groupbanyansharepoint.sharepoint.com/:p:/s/BrandHQOps/EWvPXttyObNPu_aRkdQlxN0Bn5Xo37gjCld_B_8PF5eG9w?e=7zOHCj
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TOPIC DETAILS DATE RECORDING MATERIALS

9 CMS refresher training
CMS navigation for all brands on how to manage property 

sites
November

1. Website CMS Refresher 

Training (BT_AN_CA_DH)-

20231121.mp4

2. Website CMS Refresher 

Training (GR_VE)-

20231128.mp4

1.CMS Refresher Training 

2023 - for BT,AN,CA,DH -

sharing version.pdf

2. CMS Refresher Training 

2023 - for GR,VE - sharing 

version.pdf

10
TripAdvisor Business Advantage 

(BA) workshop

TripAdvisor BA account navigation for all brands on how to 

maximise property pages
November

TripAdvisor BA Training 
Recording

TripAdvisor BA Training 

Deck

11
E-Commerce & Digital Marketing 

Toolkit workshop

Key E-Commerce & Digital Marketing recommendations for 

properties for 2024
January tbc tbc

2023 Trainings & Workshops Summary

https://groupbanyansharepoint.sharepoint.com/:v:/s/BrandHQOps/EcgPMNK-gfRFsNS5O3qx4e0BaeJj2oMUi2fG1WPm9IUkGg?e=dPj01J
https://groupbanyansharepoint.sharepoint.com/:v:/s/BrandHQOps/EcgPMNK-gfRFsNS5O3qx4e0BaeJj2oMUi2fG1WPm9IUkGg?e=dPj01J
https://groupbanyansharepoint.sharepoint.com/:v:/s/BrandHQOps/EcgPMNK-gfRFsNS5O3qx4e0BaeJj2oMUi2fG1WPm9IUkGg?e=dPj01J
https://groupbanyansharepoint.sharepoint.com/:v:/s/BrandHQOps/EURgDk_tW1FGlmtkJR4K0bgBNbef-XLmhBynr4ez4vR0vQ?e=JKfAoV
https://groupbanyansharepoint.sharepoint.com/:v:/s/BrandHQOps/EURgDk_tW1FGlmtkJR4K0bgBNbef-XLmhBynr4ez4vR0vQ?e=JKfAoV
https://groupbanyansharepoint.sharepoint.com/:v:/s/BrandHQOps/EURgDk_tW1FGlmtkJR4K0bgBNbef-XLmhBynr4ez4vR0vQ?e=JKfAoV
https://groupbanyansharepoint.sharepoint.com/:b:/s/BrandHQOps/ERIDxLB2QpFLmNHrSEGfVEQBW2Fqu1f7PANaVMdSufZV1g?e=qCXDBI
https://groupbanyansharepoint.sharepoint.com/:b:/s/BrandHQOps/ERIDxLB2QpFLmNHrSEGfVEQBW2Fqu1f7PANaVMdSufZV1g?e=qCXDBI
https://groupbanyansharepoint.sharepoint.com/:b:/s/BrandHQOps/ERIDxLB2QpFLmNHrSEGfVEQBW2Fqu1f7PANaVMdSufZV1g?e=qCXDBI
https://groupbanyansharepoint.sharepoint.com/:b:/s/BrandHQOps/ER1Ez_Q9uB5DiqpU5u6wk8kBKeM2SWqq1NR5JV7URwJ5tg?e=nhtI6v
https://groupbanyansharepoint.sharepoint.com/:b:/s/BrandHQOps/ER1Ez_Q9uB5DiqpU5u6wk8kBKeM2SWqq1NR5JV7URwJ5tg?e=nhtI6v
https://groupbanyansharepoint.sharepoint.com/:b:/s/BrandHQOps/ER1Ez_Q9uB5DiqpU5u6wk8kBKeM2SWqq1NR5JV7URwJ5tg?e=nhtI6v
https://groupbanyansharepoint.sharepoint.com/:v:/s/BrandHQOps/Eas2NtI81RlGq6sK27MKPc4BPNXy27i9Y8OG-QS8iVdjIA?e=JrZUWn&nav=eyJyZWZlcnJhbEluZm8iOnsicmVmZXJyYWxBcHAiOiJTdHJlYW1XZWJBcHAiLCJyZWZlcnJhbFZpZXciOiJTaGFyZURpYWxvZy1MaW5rIiwicmVmZXJyYWxBcHBQbGF0Zm9ybSI6IldlYiIsInJlZmVycmFsTW9kZSI6InZpZXcifX0%3D
https://groupbanyansharepoint.sharepoint.com/:v:/s/BrandHQOps/Eas2NtI81RlGq6sK27MKPc4BPNXy27i9Y8OG-QS8iVdjIA?e=JrZUWn&nav=eyJyZWZlcnJhbEluZm8iOnsicmVmZXJyYWxBcHAiOiJTdHJlYW1XZWJBcHAiLCJyZWZlcnJhbFZpZXciOiJTaGFyZURpYWxvZy1MaW5rIiwicmVmZXJyYWxBcHBQbGF0Zm9ybSI6IldlYiIsInJlZmVycmFsTW9kZSI6InZpZXcifX0%3D
https://groupbanyansharepoint.sharepoint.com/:b:/s/BrandHQOps/ESRqvf7x8UdCucGpwlXcngoB23tud8FoQd0WTddur56eTg?e=y1RA9L
https://groupbanyansharepoint.sharepoint.com/:b:/s/BrandHQOps/ESRqvf7x8UdCucGpwlXcngoB23tud8FoQd0WTddur56eTg?e=y1RA9L
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2024 Trainings Calendar
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Toolkit Chatbot in MS Teams

Ask the chatbot regarding any topic in 

the toolkit.

How to Access?

1.Send email to 
rowel.bughao@groupbanyan.com

2.Email Subject: Digital Marketing 
Toolkit Chatbot Access

ECommerce team will take care of 
adding you to the Digital Marketing 

Q&A Teams chat stream.

mailto:rowel.bughao@groupbanyan.com
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E-Commerce
ecommerce@groupbanyan.com

Kelvin Chen (BT and its sub brands, DH)
kelvin.chen@groupbanyan.com

Angel Vong (AN, CA, HM, GR)
angel.vong@groupbanyan.com

Rowel Bughao(Technical matters)
rowel.bughao@groupbanyan.com

Digital Marketing

Farah Sinjeri
farah.sinjeri@groupbanyan.com

Others

Valerie Chua
valerie.chua@groupbanyan.com

mailto:ecommerce@groupbanyan.com
mailto:kelvin.chen@banyantree.com
mailto:ecommerce@groupbanyan.com
mailto:angel.vong@banyantree.com
mailto:ecommerce@groupbanyan.com
mailto:rowel.bughao@banyantree.com
mailto:ecommerce@groupbanyan.com
mailto:farah.sinjeri@banyantree.com
mailto:ecommerce@groupbanyan.com
mailto:valerie.chua@banyantree.com
mailto:ecommerce@groupbanyan.com
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