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Popular attractions in Belgium

Attraction Search 
Popularity

YoY
Growth

Overall the popular attractions had a great 
boost in 2010:
Overall the popular attractions had a great 
boost in 2010:p y

Disneyworld 100% 58%
Walibi 66% 0%

Disneyworld en Sea life: >50%

The 2 ‘losers’ can be explained:
Zoo Antwerpen: ‘09 = year of “Kai Mook”

Disneyworld en Sea life: >50%

The 2 ‘losers’ can be explained:
Zoo Antwerpen: ‘09 = year of “Kai Mook”

Plopsaland 37% 14%
Efteling 24% 10%
Planckendael 18% 3%

Zoo Antwerpen: 09  year of Kai Mook  
elephant

Aqualibi: ‘10: closed for renovations

Zoo Antwerpen: 09  year of Kai Mook  
elephant

Aqualibi: ‘10: closed for renovations

Planckendael 18% 3%
Durbuy 17% 6%
Zoo Antwerpen 15% -14%

Typical seasonality for all attractions

Zoo Antwerpen 15% 14%
Bokrijk 9% 2%
Oceade 9% 2%
Beekse Bergen 6% 15%
Sea life 6% 50% Exception: Disneyworld

Phantasialand 6% 14%
Aqualibi 5% -48%
Grottes de Han 5% 24%
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Grottes de Han 5% 24%



Top national hotel destinations in 2010 p

1 Oostende (100%)( )

2 Brussels (61%)

3 Blankenberge (58%)3 Blankenberge (58%)

4 Brugge (52%)

5 Knokke (46%)5 Knokke (46%)

6 Antwerpen (37%)

7 Gent7 Gent (26%)

8 Hasselt (23%)

9 D P

• Top 10 destinations are evenly split between 
sea and major cities9 De Panne (23%)

10 Nieuwpoort (21%)

sea and major cities

• Seasonality for both groups is very different
 Sea almost exclusively summer*Relative popularity vs leader  Sea almost exclusively summer
 Cities: all year long, with peaks in short holidays

Feb. & Nov-Dec

Relative popularity vs. leader
f.e. Brugge(50%) ->  half as popular as Oostende
Numbers are rounded
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* Internal Google data 2010
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Top international hotel destinations & trendingp g

1 Paris (100%)* +7%( )

2 Amsterdam (56%)

3 London (47%)
• Paris is by far the most popular 

destination almost being

+9%

+8%3 London (47%)

Barcelona (34%)

5 Rome (27%)

destination, almost being 
searched for 2x more than 
Amsterdam

8%

-1%

+18%

4
5 Rome (27%)

New York (24%)

7 Maastricht

• The classic top 3 destinations 
have shown a steady growth-2%

+18%

+8%

6
7 Maastricht (13%)

8 Madrid (9%)
• Long flight destinations have lost 

search popularity

+8%

+19%

16%L V9
10 Milan (9%)

-16%Las Vegas (9%)

+4%
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2010 vs 2009*Relative popularity vs leader 2010 vs 2009Relative popularity vs. leader
f.e. Londen(50%) -> half as popular as Paris
Numbers are rounded
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* Internal Google data 2010



Top Belgian hotel destinations for our neighbours

T 3 iti

Top 3 cities
• Brussels (100%)*

Top 3 cities
• Antwerp (100%)
• Bruges (50%)

( )
• Bruges (85%)
• Antwerp (19%)

40%

)
• Ghent (35%)
NL alternative favorite

L (5%)

UK alternative favorite
Ypres (8%)* Relative popularity within country

21% 40% Leuven (5%)

27%

12% Top 3 cities
• Brussels (100%)
• Antwerp (66%)

Top 3 cities
• Brussels (100%)

27% • Antwerp (66%)
• Ostend (32%)
DE alternative favorite

• Bruges (61%)
• Ostend (8%)
FR alternative favorite

Knokke (12%)FR alternative favorite
Liege (5%)

From the 4 neighboring countries, NL has the strongest absolute interest in visiting 
B l i f ll d b F d UK
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Belgium, followed by France and UK.
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* Internal Google data 2010



The web changes very fast , so are your customers



What should you do ?

Be Found

U f l Ad Offer a seamlessUseful Ads Offer a seamless 
experience



Be on the map
Collect feddback and interact with your customersy

Google Places

Customer ratings
P d t d t ilProduct details
Photos



Know your keywords



Travel searches are getting longer

People search in a more specific way, this 
means the keywords are getting moremeans the keywords are getting more 
diverse:

Single word:  ‐10% YoY

3 words : +10% YoY3 words : +10% YoY
4+ words: +78% YoY

2 word‐queries are the most common2 word queries are the most common

An advertiser needs to manage hisAn advertiser needs to manage his 
keywords campaigns accordingly.

Example:p
Flight searches are more and more 
combined with adjectives related to 
price (f.e. cheap):

2008: 8.2%
2009: 11.0%
2010: 13.5%

Thi i i f 65% i 2
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This is an increase of +65% in 2yrs

Internal Google data ’09-’10



Make useful Ads



Good ads help customers make quick decisions 
and conversions



Measure your conversions

Providing Answers to Difficult Questions

Where are my visitors 
coming from?

What keywords did they 
use to get there?

Am I creating 
effective content?

use to get t e e

effective content?

Where are visitors 
abandoning my shopping 

cart? Why?

How can I improve 
site interaction?
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www.google.com/services/smallbusiness



Blend both worlds – offline and online


