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How to Use Google Ads to Promote
Your Business

June 29, 2023

TOURISM : diaital
NOVA SCOTIA® T ’




HOUSEKEEPING

[ 4
=
Post your questions
using the Q&A. Our
presenters or TNS
staff may respond
during or after the

webinar.

TOURISM ‘t
NOVA SCOTIA>

Links and
resources
will be
shared by
email.

Webinar recording
with Closed Caption
available online:
https://tourismns.ca
/webinar-series
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This webinar is offered in partnership
between Tourism Nova Scotia and Digital
Nova Scotia through DigiPort, a one-stop-
shop of interactive services and
educational opportunities to help tourism
businesses develop digital marketing
skills and access professional support to
improve their online presence.

Sign up for Digiport at
https://nsdigiport.ca/

Ilml@'

Digital Support for
Nova Scotia's Tourism Sector

Sign up

Get in touch with our network of digital
marketing strategy experts.



https://nsdigiport.ca/

PRESENTER

Liam Tayler:

- Dedicated professional with over 25 years of experience SOLSUIYII'E)NS

managing all facets of emerging and existing business concepts.

« Specializes in the development of new business ideas, from
concept to execution.

« Demonstrated history of working in the innovative agricultural
industry.

 Skilled in Search Engine Optimization (SEQO), Business Planning,
E-commerce, Entrepreneurship and Strategic Planning.

TOURISM digital

NOVA SCOTIA®® nOva scotia




How to Use
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@ ¥ Ads Google Ads for your Tourism Business

Liam Tayler

Business Evaluator

IT Director - Reprographics 1990s (UK)
Founded eTienda in 2004 — e-commerce portal (Spain)
Founding member Haskapa 2011 — Marketing & Commercial Director (Canada)

jons 2016 — Owner, Business Advisor (Canada)

%%O ) | Google Ads for your Tourism Business £ SMEDBisine Sl
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® 9 Ads Google Ads

« Pay Per Click (PPC) VS Search Engine Optimization (SEQO)
« Google Ads
* Planning Your Ads —

« Keywords

* Audience

« Structure, Campaigns, Groups and Ads
« Landing Pages
 Budget

o BME mmu®
| Google Ads for your Tourism Business
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Google
O Ads

€€ The act of producing content and
optimizing your web presence to
perform well in search engine rankings

Often referred to as "natural”, "organic”,

or "earned" results b))

G- gME < —

g

What is Search Engine Optimization (SEO)

Keyeoord research

website ‘ @ link's

optimization ¢+ buiilding
ranking (11} [ I \-\ f A E‘"ﬁ o;,ifﬁo,,
Zraffic T— Software
mom'z‘or:‘n_g = See | HIME developrent
c:cmz‘enz‘ 4/ t \ \ | ced design
social nez‘wor(' feedéacf
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Google ﬂlﬂl‘m'
& Ads Pros and cons of SEO

PROS AND CONS OF SEO

v X

Cost Effective Takes Time To Rank High
Clicks Are Free Needs Commitment
Sustained Results Needs Continued Monitoring
Stability Time-Consuming

Gets More Clicks Than PPC No Guarantees
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What is PPC

Paid advertising on search engines and social media sites to drive traffic and sales and increase
brand awareness

PPC ad examples

D e e e &

Ads - Shop storage shelbving

See how Adobe

[T =g
— sl makes your B2B 1
| 1 marketing hit harder.
4 L

$205.95 $169.00
Gilobal Indky ULINE

A PR I YN LIV -CORCINNG

Free Business Coaching Session - A Personal Mentor

Rogues! a Froo Coaching Session Today. We Wil Connect You with the Fight
A 10¢ A grobersve Systerm To T

B

Still haveirthundled home and auto? GEICO.
Start saving more AR

Display

~r \_I!gl;dStream
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@ ¥ Ads Pros and cons of PPC
Pros Cons
Quick Results Expensive
Targeting Short term results
Easy to Measure and Track Skeptical Consumers

S el
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® Ads Pros and cons of PPC

PPC RETURNS

$2

FOR EVERY

$1

SPENT, RESULTING IN A

200%

ROI

-smallbizgenius.com

%SME




Google
Ads

§§%SE

SEO & PPC - TOGETHER

SEO

Long term strategy Instant results

Organic, unpaid results Pay Per Click

High quality traffic Ads located top of SERPs

Users trust organic results Highly targeted

Long lasting results Clicks stop when ads stop

ligi
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Go gie bed and breakfast in Lunenburg Nova Scotia X

QA Q Maps (@) Images ¢ Shopping (@ News : More Tools

About 479,000 results (0.46 seconds)

lll »

ttps /iwww.vacationrenter.com/hotels/lunenburg ~

s in Lunenburg, Canada - B&b In Lunenburg

Security Booking, Low Price Guarantee, and Flexible Cancellation. Book Today, Worry Free. The
best hotel deals from the best sites, all in one place. Find your perfect stay. Daily Deals.

Last Minute Availability - Last-Minute Hotel Deals - Insane Hotel Deals - Lunenburg

ttps//www.airbnb.ie/

=efienburg Holiday Rentals & Homes - Nova Scotia, Canada |...
Canada Vacation Rentals. Rent Homes from Friendly Local Hosts with Airbnb! Instant Booking.
Superb Locations. 100% Free Registration. 100K+ Cities Worldwide. Best Prices.

View Our Special Offers - View most Popular Rentals - Winter Holidays - Pet Friendly Stays

ttps //www.bluepillow.ca/ ~ L
enburg b&b - B&b Lunenburg .

Hotels, Holiday Homes, Apartments and B&Bs in Lunenburg, Best Price guaranteed!
Find the best accommodation in Lunenburg at the Best Price! B&Bs....
Start Searching - List Your Apartment - About Bluepillow.com - Need Holiday Inspiration?

ttp:/iwww_booking.com/ ~

1 & Breakfasts in Lunenburg - Great Rates, No Booking Fees
Choose from a wide range of properties which Booking.com offers. Search now! Book a B&B in
Lunenburg online. No reservation costs. Great rates. Hostels. Get Instant Confirmation.

%SME

Google
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Ads Where do you see SEO vs PPC

bed and breakfast in Lunenburg Nova Scotia * 8 B Q

https:/Avww.booking.com » ... » B&Bs in Nova Scota

The 10 best B&Bs in Lunenburg, Canada - Booking.com
Most Booked B&Bs in Lunenburg This Month ; Brigantine Inn - 8.0 Very Good 224 B&B
reviews . Smugglers Cove Inn - 8.6 Excellent 351 B&B reviews ; Salt Shaker Deli &

ca» inns-an

Inns and B&Bs - Town of Lunenburg

Places to Stay In Lunenburg  Phones Email
Alicion Bed & Breakfast*  1-877-634-9358 902:634-9358  alicion@eastink ¢
Addingtan Arms BAB * 902-634-4573 aadingtonarms@gmail.com
AshieaHouse B & B * 902-634-T150 info@ashleahouse com

View 19 more rows

People also ask

Is Lunenburg worth seeing?

<

What happened in Lunenburg?

<

What are people from Lunenburg called?

<

How big is Lunenburg? ~

Feedback

Ritps:iwww lunenburginn com

Lunenburg Bed & Breakfast Inn Accommadations b&b ...
We hope you'll feel at home in our beautifully restored, classic Victorian-style bed and
breakfast Inn located on the edge of the World Heritage Site of Old

hitps:/iwww.alicionbb,com

Lunenburg Bed and Breakfast « 5-Star Service * Alicion
Come home 10 the Lunenburg bed and breakfast thal stands ou! above others - Enjoy
S-slar service at a favourite Lunenburg, Nova Scotia bed and breakfast inn.

hips:iwww. sailinn.ca

Bed & Breakfast | Sail Inn Bed & Breakfast | Lunenburg
In the centre of Old Town Lunenburg, The Sail Inn is in an unbeatable location with the
most comfortable rooms in Lunenburg. . A gourmet breakfast, which ..
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\ O Free

Google . . .
O Maintain Accurate Information

A

A I = a O Interact with Customers
Google Business

Profile 2023

O Attract new customers

O Links directly with Google Ads

%SME —
: | Google Ads for your Tourism Business
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O\ o What are Google Ads? "

* Google Ads is the name of Google’s
pay-per-click (PPC) platform

Go gle * The most common type of Google Ads

ad is the search ad

Ads * Advertising through Google provides
opportunities to advertise through

various ad formats

* |t offers niche targeting options that
can help reach the right target
audience

% | Google Ads for your Tourism Business . e
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Google
O Ads

Search Based

Showing Text Ads to users who
are actively searching for the
category that you are advertising

User Intent/Pull

%SME

Advertising on Google

Display Network

Clickable image ads that are
displayed across various sites that
have partnered with Google’s Ad
Network

User Behaviour/Push

| Google Ads for your Tourism Business

E——

g

YouTube

Video Ads that are displayed
either before, during or after the
content that the user is watching

User Behaviour/Push

© SME Business Solutio

e —
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© Ads Search Ads

Showing text ads to users who are actively searching for the product/Category you are advertising

things to do in nova scotia

va Scotia summer getaway
ova Scotia. Canada and discover Your Ocean Piayground. Discover §

Population: 971,395 (2019) sucan
Capital: Halitax Regional Municipaiity
Clubs and Teams: Haifax Mooseheads, Truro Bearcats, MORE

B Relate-ability Top of Page
8 == Matches the search Usually placed

Lunenburg

i B query very closely before organic
s search results

Looster
t Trai - Bay of Fundy & Annapolis Valley - Whale Watching « Hiking

People also ask :

What not to miss in Nova Scotia?

| Google Ads for your Tourism Business CSME Busine gl
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& Ads Search Ads - HOTELS

g

Showing text ads to users who are actively searching for accommodation on Search or Maps

Google bed & breakfast Lunenburg

Bed & Breakfasts | Lunenburg, NS :

3 Sun, May 28 5 Mon, May 20 22~ Top-rated Budget options.

Ashlea House Bed & Breakfast $179
5.0 (55) - 4-star hotel

Little Island
S o

ripAdvi
=

hetps:Jiwww.iripadvisor.ca » Hotols-g182187 <2 Lune... §

THE 10 BEST Lunenburg Bed and Breakfasts of 2023 ...
Best Lunenburg BABs on Tripadvisor: Find traveller reviews, candid photos, and
prices for 24 bed and breakfasts in Lunenburg, Nova Scotia, Canada

Relate-ability Effective

Matches the search  Free listing OR you

query very closely can pay to compete
with the OTAs

© SME Business Solutio
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@ Travel

Google

Q_  bed and breakfast lunenbu.. X

3= Allfilters (1) Expand »

Lunenburg Arms Hotel
4.5 * (115)
4-star hotel - 7 Free Wi-Fi

Brigantine Inn & Suites
4.1 = (63)
3-star hotel - F Free Wi-Fi

1775 Solomon House B&B
5.0 * (3)
+3 Kid-friendly

River Ridge Lodge
4.9 » (58)

4-star hotel - & Breakfast ($)

Salt Shaker Deli & Inn
4.6 * (843)

Fisherman's daughter B&B
4.8 « (50)

4-star hotel

O Free breakfast

More results >

‘gg%@SE

€ Explore

Search Ads - HOTELS

(8 Things to do A Flights l=m Hotels
Rum Runner Inn
Overview Prices Reviews Photos About

Check-in

Fri, Jun 9 < >

Sponsored - Featured options

2

Expedia.ca
Free cancellation until Jun 6 - 2 guests
Save with free membership - Save gg

Booking.com

Free cancellation until Jun 5 - 2 guests

Priceline

Free cancellation until Jun 5 - 2 guests

Tripadvisor.ca

Free cancellation until Jun 5 - 2 guests

options

L e DeRum RunNNEr InN & Official Site

2 quests

Google Ads for your Tourism Business

Check-out

#t Vacation rentals

Mon, Jun 12

2]

Free cancellation only »
O]
$212 Visit site
$212 Visit site
$212 Visit site
$237 Visit site

B

Cli
X Close - +
lana
fbr @ \__/‘
l e Second Peninsula
Provincial Park
®
@) Sec
- Peni
ans Corner
324
Q
™ 206 )
RO s
unesnarg,
.
A3 332
©s14 ]
@ $197 Garden Lots
2
leach Battery! Pmrite
I Breakwater/Lighthouse
Corkums.
Island
» off
& = s

R ManNata | 1 km 1 Tarme of llea

© SME Business

Solution
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@ ¥ Ads Display Ads

Clickable image ads displayed across various sites that have partnered with Google’s Ad Network

AN
e E o Start selling now
B Square .'*‘J with Square

NEWSLETTERS | PODCASTS | VIDEO | E-EDITIONS

News Communities Opinion Business Sports Lifestyles Wheels Obituaries Weather Spor >

Top stories from Nova Scotia

e g
Halifax = ™

Nova Scotia wildfire numbers
already higher than all of 2022

£ bluehost

Yorr WordPress lllustrative Brand Awareness
S SouEREE Usage of Images to Photographic content
[e==] attract attention increases brand recall

“ ‘Our concerns not being heard'; Cape
gital access for S20/year. Become a member (3)

© SME Business Solutio
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© Ads YouTube Ads

Clickable Video ads that are displayed across the YouTube platform

. - >
4 Bold Flavours
et
MAHONE BAY Travel Guide | 15
i Things to do in Mahone Bay...
)
Samuel and Audrey - Travel and_. @

= DYoulube ¢ vacation lunenburg

43K views + 2years ago

s & Our Favorites from Prince
Edward Island: What 1o See, D

PRINCE EDWAR

ISLAND 2211 [

Attention Content

Users watch the first 5 Allows for long form
seconds of the video content up to 1 minute
LUNENBURG TRAVEL GUIDE | 18 Things to do in Lunenburg, Nova Scotia, Canada

) : before the optional skip
s T Al - B button is available

° $ @O0

© SME Business Solutio
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@ ¥ Ads Keywords

Googe | ittt K O What would people put into the
Bed & Breakfasts | Lunenburg, NS : seda rCh bar to find yOU?

3 Mon, May 29 22~ Top-rated Budget options Luncury sta

O Are there groups of keywords for
particular services/experiences
you offer?

O Keywords can be “key-phrases”

too
e - O 10-20 keywords for each

service/experience.
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@9 Ads Match Types

Keyword Match Types

APPEARS FOR COULI?I_gATCH

Searches that relate * tennis shoes for men
to your keyword * socks for running

running
shoes

Broad
match

T : Searches that include * men's running shoes
Phras: r"il,lnn"].g the meaning of your » best shoes for running
matc shoes keyword

Searches that are * running shoes
the same meaning » sneakers
as your keyword

Exact [running

shoes]

%SE
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® 9 Ads Keyword Planner

® u

Keyword Planner

Toolsand  Refresh  Help  Notificatio
ettings

1. Brainstorm initial Keywords relating to a
M — 0 product/service

=
waw
Discover new keywords Get search volume and Organise keywords into ad 2 U se a Ke (o) rd Ia nner tOOI
Get keyword ideas that can help you reach people forecasts groups - yW p
interested in your product of service Get search volume and other historical metrics, Save time by automatically organising keywords
plus forecasts for how they could perform into ad groups in your account

O https://www.wordstream.com/keywords

O https://ads.google.com/home/tools/keyword-
bianscroatod oy you planner/

Y Add filter

. s B 3. Refine the list to commercial intent (book,
Find new keyword ideas, get search volumes and create a plan buy, rent. ] EtC-)

4. Group keywords together for each
How to use Keyword Planner @ New feature announcements p rOd u Ct/se rVi Ce
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[ 4 Ads

X 4 Google Ads

Keyword plan

Keyword Planner

Search Appearance Tools and Refresh Help  Noj

Keyword ideas

Forecast
r Keyword plan
Saved keywords

Organise
keywords

Negative
keywords

settings

Q accommodation @ Canada R English ’ 2 Google .‘D May 2022 - Apr 2023
Broaden your search: | -+ hotels = =+ motels ' '+ booking ' '+ travel -+ house =+ transport =+ attractions
mayzuzz Jun aur AUY Sepr ver OV vec Janzuzs reo war Apr
@ Exclude adult ideas X Add filter 337 keyword ideas available - Keyword view ¥ A~
Columns
D ::::‘:;g e()h Y Avg. monthly searches  Three month change YoY change  Competition Ad impression share Top of page hi;;';:; TDP(:L‘;:::: Account Status
Keywords that you provided
[0  accommodation 60,500 /\/\ 8% +22%  Low - CA$1.63 CA$4.72
Keyword ideas
D booking hotel 18,100 /\/_/— +23% +23%  Medium b CAS2.26 CAS6.59
[0  bed and breakfast 33,100 /'\\/_ 0% +22%  Low <1% CA$0.53 CA$1.54  InAccount
O  oguest house near me 720 _/_\W +22% +50%  Low - CAS0.53 CA$243
[0 booking com hotels 1,300 /-/\w +30% +48%  Medium - CA$0.96 CA$373
[0  cheap hotel near me 33,100 _/_V_ 0% +82%  Low = CAS0.74 CAS2.51
D lodging 22200 TN 33% 0% Low - CAS0.26 CAS1.75
O motes 165000 /TN +22% +50%  Low - CAS0.56 CA$1.43
[0 nhotel rooms near me 2400 _/./J\/ 0% #123% | Low - CAS0.69 CAS$3.31
7]  disneyland hotels 18,100 ,/—/\ 18% +23%  Low = CA$0.66 CA$4.04
4 _—
hantt onsinne katal AN nu SN lma: = ragncr Fadyoa

——

‘&;*\‘\;\b\\?\\\\\‘
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® Ads Your Audience

Geographic Based: Ads are displayed on where the customer is.

GEQ TARGETING




Google
O Ads

Your Audience

g

Audience-Targeting: Based on who the user is and their interests

Interest/Lifestyle

Ads are displayed on the basis of
the type of websites the user has
browsed.

Demographic

Ads are displayed as per user’s
Age, gender, income, children etc.

Similar Users

Ads are displayed on the basis of
either retargeting or on a lookalike
audience type




Google n|ﬂ|‘m'

® Ads Your Audience

Consumer-based: Your Audience is in the market for your product or category

In-market Audience Afflnlty Audience
Users that are currently in the Users that show a long term interest in a
market for a particular product. particular category can be targeted

= —H'L-'-:_:-‘::::E;:—:h:‘i‘i:l:\\:"\k\ =
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@ ¥ Ads Google’s “Micro-Moments”

_J®

A
o
/

v
@ | °

[-want-to-get-away
moments

Time-to-make-a-plan Let's-book-it
moments moments Pnts

(dreaming (dreaming moments) (planning moments) (booking moments) moments)
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Ads Google Ads Structure

1 per business

Multiple per account
Search, Display, etc. |
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@ ® Ads Campaigns

—  Product/Product

Category
A specific Product or Service you provide

Aty

Create a campaign around whether your
customer is “Dreaming”, “Planning”, or
“Booking”

Location

Physical Location of Service
_ or
%SME < - Location of your Customer




Google
® 9 Ads Campaign Objectives

4 Google Ads | New campaign

Choose your objective

Select an gl egyour experience to the goals and settings that will work best for your campaign

gl X
Sales Leads Website traffic
Drive sales online, in app, by phone Get leads and other conversions by Get the right people to visit your
or in store encouraging customers to take website

action

o: Q

Brand awareness and reach App promotion Local store visits and
Reach a broad audience and build Get more installs, engagement and promotions
awareness pre-registration for your app Drive visits to local shops, including

restaurants and dealerships

g

+
Product and brand
consideration

Encourage people to explore your
products or services

@

Create a campaign without a
goal's guidance
Choose a campaign type first,

without a recommendation based
on your objective.

BaCk
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® 9 Ads Ad Group — Example 1

Bob’s Bistro — Google Ads Account
Eat-in Service Campaign Takeout Service Campaign

Eat-in Non- Takeout Takeout Non-
Vegetarian ad Vegetarian ad Vegetarian ad

group group group

Eat-in Vegetarian
ad group

Eat-in ZciHlL Takeout UL

. Non- . Non-
Vegetarian . Vegetarian .
Vegetarian Vegetarian
Keywords

Keywords AP Keywords
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® 9 Ads Ad Group — Example 2

Brenda’s Bed & Breakfast— Google Ads Account
Queen Room Campaign Family Room Campaign

Queen Room Queen Room Family room Family room
w/Jacuzzi Tub ad w/Sea View ad w/kitchenette ad w/Sea View ad

group group group group

Queen Queen . Family
Room Room w/sea Family room

wlJacuzzi . w/kitchenette FOOH Ll
Tub VIS Keywords view
Keywords Keywords
Keywords
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Ad Group — Example 3

Bob & Brenda’s Boisterous Boat Rides — Google Ads Account

Whale Watching Campaign Couples Cruise Campaign

Romantic Whale Wine Tasting

Educational Swim/snorkel .
experience sunset

Whale Watching LT e cruise

Couples cruise

Educational Whale Swim/Snorkel DL TR,

Whale : Cruise experience
Watching Watching sunset

for Couples Keywords cruise
Keywords Keywords
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Ad S < > Addafinal URL

Final URL &
https://www.example.com

Required

Display path @

0/15

Headlines 0/15 @ View ideas

New headline

Required
New headline

Required
New headline

New headline

New headline

New headline

+ HEADLIN

Descriptions 0/4 @ View ideas

New description

Required

0/30

0/30

0/30

0/30

0/30

0/30

0/30

0/90

| | .‘l
O Add more headlines View ideas Ig I

@ Ad strength ® O Include popular keywords in your headlines View ideas

Incomplete O Make your headlines more unique View ideas

O Make your descriptions more unique View ideas

Preview D |}

Ad - www.example.com/

Headline 1 | Headline 2 | Headline 3

Description 1. Description 2.

This preview shows potential ads assembled using your assets. Not all combinations are shown. Assets can be
shown in any order, so make sure that they make sense individually or in combination, and don't violate our
policies or local law. Some shortening may also occur in some formats. You can make sure certain text appears
in your ad. Learn more
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g

Responsive Ads

HOW RESPONSIVE SEARCH ADS WORK

You provide the assets

Headlines (up to 75) n m
D ] v L [ v [

m m m m Google builds the ad

Based on the searcher, search

Descriptions (up to 4)

m m m m o e

——



Go g[e Responsive Search Ad Cheat Sheet

© Ads

At least 8-10 headlines

And 3 descriptions.
Maximum 15 headlines ]
and 4 descriptions Headlines @

My Happy Clothes @ My happy clothes

Eco-friendly Fashion

Kids Clothing

Natural Fabrics for Kids

20% Off All Onesies

Exclude keywords

3 headlines should Free International Shipping
not include keywords,
but a feature, benefit,

| 'Buy Online Today
or CTA instead.

Designed in Buenos Aires

Up to 3 headlines and up to 2
descriptions CAN show, but won't

always, so don't pin headline 3 or
description 2.

3 g\LgEgStream

DISTINCT headlines

Google will not show
similar variations.

Pin sparingly

Over-restricting can
hurt your performance.

Vary headline lengths

Do not maximize character
count for each headline.

Kids Clothing | 20% Off Summer Season | My o
Happy Clothes
www.myhappyclothes.com/

Stylish and High Quality Children Clothes made with an
ethical approach. My Happy Clothes is a children’s clothing
brand born and bred in Buenos Aires, Argentina.

g




Google n|ﬂ|‘m'
® 9 Ads Why have multiple Ads?

3 3

Unique Keywords
Communicate a unique aspect Focus each ad on different
of your product/service keywords in the Ad group

&

Effective

Google can choose the most
appropriate Ad for the search

Call-to-action

Each Ad can identify a
different call to action
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@ ¥ Ads Landing Pages

Landing pages are where you turn visitors into customers

BEACH VACATIONS $75 OFF FLORIDA $125 OFF INTERNATIONAL
O N SALE 3+ night stay S+ night stay

Use promo code BeachUSA Use promo code Beach
For wevel /V2018 83V2019

O Never use your homepage —
Americal.'lAirIines\\ Hotels Vacation Tyies m

er . Save up to $125 on beach vacations
O Keep it simple < : ‘

O Remove extra navigation

O Match the content to the origin

Why book with us? N BCORIog e
DM MOore bout our guarantee

‘skﬁﬁcﬁ—%ﬁq%\\
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Ads Budgeting

O How does Google Ads fit into my marketing

budget?
O How much are the CPCs (Costs per click) ?

O Make sure your ads can be measured.
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® 9 Ads Review: Steps to create your own Ads

1. Campaign Level

Objective
Choose your Campaign Type
Specify Location & Language

Determine your Budget

2. Ad Group Level .

Set up your keywords

Google
Ads

3. Ad Level

Design your ad

Design Landing Page




Google Ads

Liam Tayler

ﬁ@ S M E Business Evaluator
902 298 4193
S O LU TI O N s N 4 liam.tayler@smesolutions.ca

41




UPCOMING WEBINARS

« No webinars in July and August

«  Webinars will resume in September

See recordings of previous webinars
Sign-up for TNS News & Resources and related tip sheets:
for future webinar
date announcements.

TOURISM digital

NOVA SCOTIA®® nOva scotia



https://tourismns.ca/news-resources

EXPORT Travel Trade Program

Get one-on-one coaching through the EXPORT Application deadline:
Travel Trade Program to develop partnerships ?ﬁpgembe" 30, 2023, or until all spaces are
leada.

with tour operators and travel agents so you
can attract more national and international
customers.

TOURISM digital

NOVA SCOTIA®® nOva scotia




STAY CONNECTED WITH TNS

#s Contact Business Development:
#& Corporate website:

& Consumer website:

# TNS News & Resources:

&2 Corporate Twitter:

#& Corporate LinkedIn:

TOURISM digital

NOVA SCOTIA®® nOva scotia
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