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For More Information 
 
For more information and background on this topic, see the HSMAI white paper Engaging Online Travel 
Shoppers Through Integrated Marketing, also produced in partnership with Vizergy and authored by Tim 
Peter. 
 
And, plan to attend HSMAI’s upcoming Digital Marketing Strategy Conference where you’ll get the 
answers you need to meet the challenges that lie ahead in 2012. 
 

Digital Marketing Strategy Conference 
February 28, 2012  New York City 

 

In its 10th year, this conference is recognized by industry leaders as the unbiased source for insights on 
the landscape, emerging innovations and best practices, and their implications for attendees. A few of 
the topics that will be addressed include: 

 SOLOMO (SOcial, LOcal, MObile) and the must-dos for hotels and destinations 

 Capturing more direct channel business 

 Managing the M-commerce explosion 

 Using social media as an effective customer engagement channel 

 Attributing success and assigning credit for what's working in digital 
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Trends 
According to eMetrics.org’s The 101 Things You Should Know, “A good analyst is always on the lookout for 
anomalies. What stands out?  What has changed the most?”  Anomalies help marketers dig into their data and 
gain deeper insights into what’s working – or not – among their activities.  
 

Trends identify those anomalies. It takes little expertise to look at a graph such as presented in Figure 3 and ask 
“What happened here?  What did we do differently that caused these results?” 
 

 
Figure 3 - Trended Data 
 

Almost all tools on the market today provide graphical representations of the data for year-over-year, month-
over-month or custom periods. Additionally, some reporting tools highlight trends over multiple periods, such as 
current period year-over-year and year-to-date as seen in Figure 4. 
 

 
Figure 4 - Custom Reporting with Conversion by Segment 




