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‒ An award-winning boutique hotel travel brand 

launched in 2003

‒ Publishers of nine hotel coffee-table guides

‒ A collection of 950+ hand-picked hotels and 
stylish self-catering properties worldwide

‒ 900,000 global members of our travel club

(BlackSmith, SilverSmith and GoldSmith)

‒ Online booking service, managed in house 

‒ 24hr in-house travel team

‒ 1m monthly unique visitors and 5 million monthly 
page impressions

‒ 20,000 room nights booked each month

Mr & Mrs Smith was conceived as an authority on 

boutique hotels that people could trust and relate to. 

We don’t do stars or diamonds; we judge hotels by the 

qualities that really mean something to the guest: the 

originality of design, the generosity of the host, the 

attention to detail, and the quirky, individual touches 

that live long in the memory.

It’s not about glitz and gimmicks, it’s about creativity and 

character. All of our hotels have these qualities – that’s 

what makes them ‘Smith’. 

Properties are invited into our collections not because 

they tick boxes, but because they instinctively feel right 

to us and the tastemakers who anonymously review 

them.

It’s because of this honest and personal approach that 

our customers trust us with their precious time away.

ABOUT MR & MRS SMITH
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THE CHALLENGE

Generate more relevant traffic and sales whilst

the market is becoming ever more competitive;
CPCs are inflating;

customers are shopping around
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THE DEATH OF SEO?
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… AND PAID SEARCH?

iProspect Paid Search Trends 2015 Q2

http://www.iprospect.com/en/us/insights/povs/paid-search-trends-2015-q2/
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WHAT DOES IT MEAN FOR...

❖ Customers?

❖ Hoteliers/ brands?

❖ OTAs?

❖ Other market players?

How do we cope with these changes?

How do we move away from keyword centric, reactive marketing?
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PREREQUISITE

❖ Break down channel silos

❖ Unpack consumer journey

❖ Understand attribution
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FACEBOOK - Custom Audience web/ CRM
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METASEARCH
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Google Customer Match??

Complementing Tag-based remarketing and
Audience targeting ?

PAID SEARCH
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REBALANCING OF POWER

❖ Re-thinking customer journey

❖ Re-prioritising marketing mix

❖ Re-targeting, retargeting, retargeting

❖ and more… 
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Thank you!


