Digital Marketing Strategy for a

215t Century Travel Business
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Marketing gets hard
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Let's zoom-in

- Two kids, both already out of the house
- Upper middle class

- Mike likes to be (somewhat) active

Pain points

Sarah & Mike - Holidays in the Whitsundays coming up

y Z e

- From Melbourne - Not sure what to do outside of the hotel

- Middle aged, married - Little time for planning, don’t know who to trust



Disentangling strategy

The 5=1 Approach Constraint

Product Session Catalog
Customer Targeting Customer
Accurac *
Time Location y enters funnel
Message

* Customer journey and ‘preparation stage’ of the customer may, but don’t have to, overlap.



Objectives drive tactics

Objective

QOrganic reach
50,000 across channels

Social proof
8.0% engagement rate

Authority
500 weekly readers

Purchases
25 per day

\

KPI

/

Subscribe/Follow

[

Engage

\

Purchase
(Ultimate Objective)

\ /

A lLeezair’

Strategy: Tactic

Drive sharing
3-4 social posts / week
‘speak the language’

Long-form
1-2 posts / week

Paid search & social
~5 touch points

General Assembly: Digital Marketing, Summer 2017 — Daniel Lohrmann



Align to customer journey A\ Leezair

Journey/Intent KPI Focus Channel
\ /
Inspiration: Unaware Subscribe/Follow Social, Content
RETARGETING
Inspiration: Aware
Engage Social, Search,
9ag Content
Find information
RETARGETING
: Purchase
Find product i . Search, Content
5 touch points to convert \ /
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Road to success
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Progress until now ALeezair

CTR Bounce rate Avg. # pages

Facebook Adwords Bounce rate Avg. # pages

B Untargeted Targeted I Untargeted Targeted I Untargeted Targeted

Only ad KPlIs covered in this review as these have been the focus until now

General Assembly: Digital Marketing, Summer 2017 — Daniel Lohrmann
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