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1 Overview — Apex Hotels

Apex Hotels manage and operate 7 modern contemporary (100+rooms per property) Hotels
in Edinburgh, Dundee and London. Apex is due to open 2 new Hotels in London.

Apex Hotels developed a new web site in January 2007. Included within the specification for
the new site was the requirement for translation of web copy in to International languages.
The purpose was to increase revenue from key target markets. Occupancy Marketing and
Lingo24 were engaged by Apex Hotels to introduce ‘localised’ search engine content.

12 months on from the localised optimisation program in 2007, Apex Hotels was beginning
to see strong year-on-year growth in online visitor traffic and revenue from Germany, Spain
and France. This case study highlights the success that has been driven from the long term

translation and internet marketing focus, developed by Occupancy Marketing and Lingo24.
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Results

1.1 Summary

This section provides a breakdown of the growth recorded in each market. The
implementation of search engine optimisation in to the related languages in 2007 has led to
sharp growth in visitor traffic and revenue in each of the countries. New search engine
initiatives such as the set up of paid search campaigns (launched in 2008) have helped to
sustain the year-on-year growth levels.

1.2 Germany

1.2.1 Germany — Visitor Traffic Growth

The comparison below of November 2008 to September 2009 on the same period in 2007-
2008 shows that there has been a 54% visitor traffic rise from Germany. The trend line in
the graph below indicates the rise in traffic over this period. This has been driven primarily
by increased brand exposure in Google from localised optimisation.
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1.2.2 Germany —Revenue

On the same period, online bookings from Germany rose by 122% - see the table below.
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1.3 Spain
1.3.1 Spain — Visitor Traffic Growth

A comparison of November 2008 to September 2009 on the same period last year shows
that there has been an 83% visitor traffic rise.
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1.3.2 Spain —Revenue

On the same period, online bookings from Spain grew by 119%.
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1.4 France

1.4.1 France — Visitor Traffic Growth

A comparison of November 2008 to September 2009 on the same period in 2007-2008
shows that there has been a 71% visitor traffic rise.
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1.4.2 France —Revenue

On the same period, online bookings increased by 156%.
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2 The Translation & Optimisation Process

The stages detailed below were managed by Occupancy Marketing and Lingo24 during the
Apex Hotels translation project.

2.1 Language Selection

Occupancy Marketing analysed the main Euro markets for visitor traffic and revenue to the
Apex Hotels web site. German, French and Spanish were identified as the key languages
from this review.

Recent translations have been carried out in Italian. Plans have also been put in place to
introduce web content versions in Japanese, Chinese and Russian to capture more business
from the emerging markets.

2.2 Content

After identifying the key target markets, Occupancy Marketing helped the client to select
the appropriate landing pages to be included in the translation project. The pages that were
translated were deemed to (a) contain important information for prospective customers
and (b) to contain important keyword opportunities for optimisation purposes.

231 ni ti al ‘*Keyword’ analysis

Keyword suggestions were provided in English form to Lingo24. The terms were then
translated in to the respective languages. Careful attention at this stage was taken to select
phrases that are used by natives to language — not the literal translations.

2.4 Localised Keyword research

The keywords were then provided to Occupancy Marketing for the keyword research phase.
This phase is used to confirm that the translated phrases are used in popular search engines
in the target markets. This stage also highlights additional opportunities (popular ‘English’
terms used by Germans) that can be incorporated in to the optimisation.

2.5 Translations

Following the keyword research phase, the copy was then handed over to Lingo24 for
translation. Native translators undertook the translations, including the pre-agreed terms.

2.6 Web site Optimisation

The translations copy and the Meta tags were then populated on the site by Occupancy
Marketing. Careful consideration was given to optimising the titles and hyper text links.

The pages were coded to the specific languages by the web developer.
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3 Localised Paid Search

Following the introduction of optimised web content, paid search campaigns were launched
in 2008 by Occupancy Marketing in Germany, Spain and France. The translation of the ad
text follows the same process as detailed in section 2.

With Google representing over 65% of the search market in the 3 countries, paid search
focused primarily on the language variations (i.e. Google.fr) of Google. Translated
campaigns in Yahoo and MSN in the 3 countries have also been implemented.

Paid search provides more exposure for keyword searches in local markets. In the case of
Apex Hotels, these campaigns have helped to increase visitor traffic and revenue from
Germany, Spain and Italy.

Due to the lower level of competition, ads are usually 30-50% cheaper to run in non-uk
versions (i.e. Google.de — Germany) than equivalent ads in Google.co.uk. This leads to
higher rates of return on investment from foreign campaigns.
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