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Focusing your Efforts

Session 2.
The Digital 
Marketing 
Pyramid

Presenter Notes
Presentation Notes
Welcome to the second in a 3-part session that will walk you through reviewing, planning and implementing your 2025 digital marketing plan.
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6

GOALS & OBJECTIVES

Presenter Notes
Presentation Notes
The overall aim of this 3-part workshop series is to sell more product through your website.  We’ll be doing this by focussing on 4 goals
Consistency of online presence
Growing your customer base
Increasing and leveraging customer loyalty
And increasing your efficiency online

Now, a goal is an achievable outcome that is generally broad and longer term while an objective is shorter term and defines measurable actions. 

Through data analysis we’ll be looking to measurably increase your:
Reach
Engagement
Conversions from visitors to customers
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The Digital Marketing Pyramid

Focusing your efforts

Levels of 
Marketing

Focus on a framework 
which defines what 

stage you are at and 
how to address your 

digital marketing

Understanding 
Your Target Clients
Learn about your clients 

and the best ways to 
interact with them

Optimize 
conversions

How to convert visitors 
to customers using ads, 
email and retargeting
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Presenter Notes
Presentation Notes
In this session we will take the next step in defining your digital marketing strategy “Focusing your Efforts” using the digital marketing Pyramid to generate more client conversions and bookings.
Key Takeaways
Understanding the levels of online marketing to ensure your energies are focused in the right place
Understanding and defining the best ways to engage with your target clients
How to optimize conversions using paid ads, email marketing and retargeting.

This session will guide you through the Digital Marketing Pyramid, a structured approach to increasing online visibility, engagement, and conversions. Whether you run a local tour company, a boutique hotel, or a unique travel experience, this framework will help you reach more visitors and grow sustainably.

We'll cover everything from foundational SEO and website optimization to advanced paid advertising and strategic partnerships. By the end of this session, you'll have actionable insights to implement immediately.

https://mudmile.com/2023/10/the-digital-pyramid/
https://idecution.marketing/digital-marketing-nutritionists-dieticians
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Presenter Notes
Presentation Notes
Digital marketing plays a crucial role in the success of tourism businesses. 

With over 80% of travelers researching their trips online before making bookings, having a strong digital presence is essential.

From SEO and social media to influencer partnerships and paid advertising, a well-executed digital marketing strategy ensures visibility, engagement, and growth. In the following slides, we'll explore a structured approach to improving the goals set out at the beginning of this presentation.
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Presenter Notes
Presentation Notes
At the base of the pyramid, we start with essential elements to online marketing such as your website optimization and SEO—these ensure your business is discoverable online. As we move up, content marketing, social media, and influencer partnerships drive engagement. Finally, at the top, email marketing, retargeting, and paid advertising help convert leads into loyal customers.

This structured method ensures businesses don’t waste resources on ineffective marketing but instead build a sustainable, scalable strategy that grows over time.
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Presenter Notes
Presentation Notes
For all these elements we need to bear the measurable objectives in mind:
Reach
Engagement
Conversions from visitors to customers

First, **increasing online visibility or “reach”** ensures potential visitors can find your tourism business through search engines, social media, and online travel platforms. Once they’ve found you, the next step is to **Engage them** and finally **convert** them to customers by convincing them to book with you.

And remember, engagement doesn’t stop after a booking—**enhancing customer engagement** through storytelling, social media interaction, and email marketing ensures travelers stay excited about their experience. 

Finally, a great customer experience leads to **brand loyalty**, turning past visitors into enthusiastic advocates who return and recommend your business to others.

Each level of the Digital Marketing Pyramid directly supports these goals.
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Presenter Notes
Presentation Notes
At level 1 we have your website:
Your website is the foundation of your digital marketing strategy. It’s often the first impression potential visitors have of your business, so it must be visually appealing, easy to navigate, and optimized for conversions.

We'll review...
First, a **mobile-friendly and fast-loading** website is essential, as most travelers book their experiences on mobile devices. If your site is slow or difficult to navigate, potential visitors may leave before making a reservation.

A strong **branding and storytelling** approach helps differentiate your business from competitors. High-quality images, engaging videos, and well-crafted messaging bring your tourism experiences to life.

Additionally, clear **navigation and calls-to-action (CTAs)** guide visitors toward booking, contacting you, or exploring more about your offerings. Finally, integrating with **review platforms like TripAdvisor and Google Reviews** helps build credibility and trust, encouraging more bookings.

A well-optimized website sets the stage for all other digital marketing efforts, making it the most critical element at the base of the pyramid.



© SME Business Solutions 2025Your Digital Marketing Plan – The Digital Marketing Pyramid

Your Website – Mobile Friendly
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68%

32%

Presenter Notes
Presentation Notes
Firstly evaluate the mobile friendly element of your site.

68% of online traffic for travel and hospitality websites in 2023 was from mobile devices, indicating a strong desire for more mobile accessibility and booking options (Statista).

So how do you make sure your website is mobile friendly?  
Well, the easiest way is to go on your own ipad, tablet, iphone etc, navigate to your website and put through a purchase or try to find information.  Alternatively you can use an online test such as https://seranking.com/free-tools/mobile-friendly-test.html 

However, what happens if you find it isn’t working as you expected?  This really depends on the platform, but a simple answer is to get in touch with one of the web developers available through Digiport and ask them to evaluate your site.

Here is an example of a client’s site before and after optimization:
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Your Website – Mobile Friendly

Presenter Notes
Presentation Notes
You can see the site is fairly image heavy, it is a wordpress site and had a pretty low mobile rating using Google’s https://pagespeed.web.dev/

After spending a little time on it, I got the mobile version from 55 to 57% performance and the desktop from 82% to 100% performance. 
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Your Website – Branding & Storytelling
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Presenter Notes
Presentation Notes
A strong **branding and storytelling** approach helps differentiate your business from competitors. High-quality images, engaging videos, and well-crafted messaging bring your tourism experiences to life.

Particularly notable and obviously expected Tourism NS and Nova Scotia.com have done an excellence job of this.
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Your Website – Navigation & CTA
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Presenter Notes
Presentation Notes
Clear **navigation and calls-to-action (CTAs)** guide visitors toward booking, contacting you, or exploring more about your offerings.  Cape Breton Island's Website is particularly good at this.
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Your Website – Navigation & CTA

16

Presenter Notes
Presentation Notes
Here is an example where the CTA is clear.  There are 2 buttons, one in the hero area of the website and one sticky on that stays at the top of the screen when you scroll.
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Your Website – Reviews
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Presenter Notes
Presentation Notes
Finally, integrating with **review platforms like TripAdvisor and Google Reviews** helps build credibility and trust, encouraging more bookings.

This website is the Alicion Bed & Breakfast in Lunenburg and they work on using their reviews to promote a lot!

They even posted on their website a thank you to their clients for their reviews.
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Your Website – SEO

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

‘‘ ‘‘

Presenter Notes
Presentation Notes
People always ask about SEO, and it is key to ensuring your site appears when potential clients are looking for your services.  However, people often forget that although it is free, it is a massive investment in time and should be reviewed frequently.  

SEO is "The act of ....
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Your Website – SEO
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Presenter Notes
Presentation Notes
There are 3 different elements to SEO

On-page SEO refers to efforts made directly to the page you’re trying to optimize, such as improving its content or adding keywords.
Off-page SEO refers to efforts made on other pages of your site, or with other sites, to help your page to rank, such as with backlinking, listings, social promotion and guest posting.
Technical SEO refers to efforts involving the site’s source code, sitemap, speed, security, structured data, and more words that don’t begin with S.

Reference:
https://www.wordstream.com/blog/ws/2022/04/06/on-page-seo
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Your Website – SEO
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Presenter Notes
Presentation Notes
The bases of SEO are your Keywords and a **solid keyword strategy** is essential. By targeting relevant search terms such as 'Top Hikes in Nova Scotia' or 'Best Places to Stay in Halifax,' your business can appear in more search queries from potential tourists.

There are differences in Keyword type

Broad match is the default match type and the one that reaches the widest audience. When using broad match, your ad is eligible to appear whenever a user’s search query includes any word in your key phrase, in any order, as well as any word that relates to your keyword.

Phrase match offers some of the versatility of broad match, but with a higher level of control. Your ad will only appear when a user queries your key phrase using your keywords in the exact order you enter them, but there might be other words either before or after that phrase.

Exact match is the most specific and restrictive of the keyword match types. In previous years, with this match type, users would only see your ad when they typed your exact keyword phrase by itself. For example, if your keyword phrase was “black cocktail dress,” your ad would only be eligible to show up when a user searched for “black cocktail dress” (those words in that exact order) and not for “cocktail dress,” “black dress” or “expensive black cocktail dress.”



© SME Business Solutions 2025Your Digital Marketing Plan – The Digital Marketing Pyramid 21

Your Website – SEO - Keywords

• Research

• Prioritization

• Optimization

• Monitoring

Presenter Notes
Presentation Notes
Identifying the best keywords for SEO in your business involves four key steps: Research, Prioritization, Optimization, and Monitoring. Here’s how you can approach it:

1. Research: Finding Relevant Keywords
2. Prioritization: Choosing the Right Keywords
3. Optimization: Implementing Keywords Effectively
4. Monitoring: Tracking & Refining Over Time
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Your Website – SEO – Keyword Research
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1. Brainstorm
2. Competitors
3. Reviews and questions on 

OTA & Forums
4. Google Tools

• Keyword Planner
• Search Console
• Review autocomplete 

and “people also ask”

Presenter Notes
Presentation Notes
So what are the best ways to researching & identifying Keywords and phrases relevant to your business.

Brainstorm Seed Keywords – Think about the core terms related to your business, products, and services. Example: For a tourism business in Nova Scotia, seed keywords might be “Nova Scotia tours,” “whale watching,” or “Lunenburg activities.”
Analyze Competitors – Use tools like Ahrefs, SEMrush, or Ubersuggest to see what keywords competitors rank for.
Use Google Tools –
Google Keyword Planner (for search volume and competition)
Google Search Console (for current rankings)
Google Autocomplete & “People Also Ask” (for related searches)
Check Forums & Social Media – Look at TripAdvisor, Reddit, Facebook Groups, and blog comments to see how your audience phrases their questions.
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Your Website – SEO – Keywords Prioritize
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Presenter Notes
Presentation Notes
The Second step is Prioritization: Choosing the Right Keywords�
Filter your keyword list based on three main factors:
Search Volume – How many people search for this keyword monthly?
Competition & Difficulty – Is it easy or hard to rank for? (Long-tail keywords often have lower competition. 3-5 words typically)
Search Intent – What is the intent behind the search? (Transactional = ready to buy, Informational = looking for details, Navigational = searching for a specific brand.) this will be important later on.
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Your Website – SEO – Keywords Focus

• High-intent keywords 

• Long-tail keywords

• Local keywords  

“best whale watching tours Nova Scotia” 

“family-friendly activities in Lunenburg” 

“Lunenburg seafood restaurant with ocean view” 

Presenter Notes
Presentation Notes
Focus on a mix of:
High-intent keywords (e.g., “best whale watching tours Nova Scotia” = ready-to-book users)
Long-tail keywords (e.g., “family-friendly activities in Lunenburg” = easier to rank for)
Local keywords (e.g., “Lunenburg seafood restaurant with ocean view” = location-based SEO)
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Your Website – SEO – Keywords Optimizing

WEBSITE

• TEXT

CONTENT 
STRATEGY

OFF-PAGE 
SEO

• CODE

• TITLES

• BLOG POSTS
• LOCATION
• FAQ
• GUIDES

• GUEST BLOGS
• BACKLINKS 

FROM 
DIRECTORIES

• SOCIAL MEDIA 
& YOUTUBE

Presenter Notes
Presentation Notes
Step 3 is the Optimization phase: Implementing Keywords Effectively

Now, strategically place keywords in your content.
Website Optimization:
Page Titles & Meta Descriptions
Headings (H1, H2, H3)
URL structure
Image alt text
Internal linking (use keywords in anchor text)
Content Strategy:
Blog posts answering common customer questions
Location-based landing pages
FAQs and Guides (e.g., “Ultimate Travel Guide to Nova Scotia”)
Off-Page SEO:
Guest blogging
Backlinks from local tourism directories
Social media & YouTube video optimization
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Your Website – SEO – Keywords Tracking

Presenter Notes
Presentation Notes
4. Monitoring: Tracking & Refining Over Time
Use these tools to track progress:
Google Search Console – Which keywords are driving clicks?
Google Analytics – What traffic is coming from search?
Rank Tracking Tools (like Ahrefs, SEMrush) – Monitor ranking improvements.
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Presenter Notes
Presentation Notes
So moving on to Level 2 – CONTENT

Content marketing is an essential part of digital marketing for tourism businesses. By creating engaging, informative, and visually appealing content, you can attract potential visitors and keep them excited about your offerings.
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CONTENT MARKETING – BLOG POSTS
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Presenter Notes
Presentation Notes
One of the best ways to drive traffic is through **blog posts**. Articles like 'Top 5 Must-See Attractions in Nova Scotia' or 'Best Coastal Hikes in Nova Scotia' can help your website rank in search results and provide valuable information to travelers.

One page that does a great job of this is “River Ridge Lodge” in Martin’s River, you can see here they have a list of blog posts under the “explore” menu.  Going into the “Things to do in Lunenburg” post I also found this drone video of Lunenburg which brings me onto the next Content Marketing Element.
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CONTENT MARKETING – VIDEOS

Presenter Notes
Presentation Notes
Videos and virtual tours offer an immersive experience, helping potential visitors get a feel for the destination before they arrive. A well-produced **video showcasing whale watching, scenic drives, or cultural events** can be a powerful tool to capture interest.

I have gone back to the Alicion B&B in Lunenburg for this example.. Although in all honesty this looks like a video that one of their guests shot, it would be much better to use experts such as those of us who work with Digiport to create well-produced media.  Saying that, User Generated Content is important and we’ll touch on that next.
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CONTENT MARKETING – UGC
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Presenter Notes
Presentation Notes
Encouraging **user-generated content (UGC)**—such as guest photos, testimonials, and travel stories—can build trust and provide authentic insights into what visitors can expect. 

In this example, a client of mine even gives their customers the ability to upload their photos directly on their website (with validation, obviously). 

UGC is especially importand in social media and we’ll touch on that in the next section

I am not going to delve into how to generate UGC too much as on the Digiport website you can find Will Yang’s presentation on ”Empowering Tourism Through User-Generated Content” (Sept 4 2024).

A strong content strategy keeps potential customers engaged and inspired to visit.
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CONTENT MARKETING
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Objectives

Reach
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Engagement
Increase engagement with 
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Conversion
Convert your online visitors 
into customers

SEO-Optimized Blog Posts

User-Generated Content 

Clear Calls to Action (CTAs)

Presenter Notes
Presentation Notes
In review, content marketing is a powerful way to increase reach, engagement, and conversion by delivering valuable and relevant content to your target audience. Here are some quick examples of how content marketing can align with your Objectives.�
1. Increasing Reach
To expand your audience, focus on content that attracts new potential customers:
SEO-Optimized Blog Posts: Target long-tail keywords related to your industry, like “Best Time to Visit Nova Scotia for Whale Watching.”
YouTube & Video Marketing: If you’re planning a YouTube series, optimize it for searchability and use compelling thumbnails and titles.�
2. Boosting Engagement
Once people find your content, encourage them to interact with it:
Interactive Content: Polls, quizzes (e.g., “What Type of Nova Scotia Adventure is Perfect for You?”), and live Q&As.
User-Generated Content (UGC): Encourage past visitors to share their experiences using a branded hashtag.
Behind-the-Scenes Content: Show sneak peeks of your business or the local lifestyle.

3. Driving Conversions
Convert engaged audiences into paying customers or subscribers:
Lead Magnets: Offer downloadable travel guides, discount codes, or itinerary planners in exchange for email sign-ups.
Clear Calls to Action (CTAs): Every blog post, video, or social post should have a CTA, such as “Book Your Adventure Now” or “Subscribe for Exclusive Travel Deals.”
Case Studies & Testimonials: Showcase happy customers who had amazing experiences with your business.
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Presenter Notes
Presentation Notes
So we have the base of your online presence, your website.  We then established what content is valuable to ensure your target market finds what it is looking for and is focussed on your 3 objectives to increase reach, engage your visitors and convert them into clients.

Now we are going to review the opportunities for Social Media for tourism and how to apply them in your business.
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SOCIAL MEDIA 
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Presenter Notes
Presentation Notes
Social media is a game-changer for tourism businesses in Nova Scotia. It allows businesses to showcase experiences, interact with travelers, and inspire bookings through visually engaging content.

Platforms like **Instagram, Facebook, TikTok, and YouTube** are ideal for travel marketing. High-quality images, reels, and short videos can capture the beauty of Nova Scotia’s landscapes and activities.

BUT, where and what you post has to be relevant to your customers and buyer personas!  AND it has to be in line with your objectives!  

Laura from Bass River asked what social media platforms are most useful, that really depends on your demographic!! 

Here is a chart showing the average demographic for each platform.  There is no point marketing to a 45yr old on Snapchat or tiktok!
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SOCIAL MEDIA - CALENDAR

Presenter Notes
Presentation Notes
To maximize impact, businesses should follow **best practices** such as maintaining a consistent posting schedule like this one (which we’ll begin planning in the next session), using compelling storytelling, and leveraging relevant hashtags to increase discoverability.
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SOCIAL MEDIA – POST TYPES 5:3:2 rule

Presenter Notes
Presentation Notes
So you know who you are promoting to, you know which platforms they use, but now what do you post about?

In order to get the best content marketing mix,  the key thing is not to talk about yourself all the time, every day with every post. Social media is about networking and engaging, so make sure your content stream reflects that. Talking just about yourself and your products will turn people off from your brand.
This is where the 5 – 3 – 2 rule comes into play: With every 10 posts you should mix:
�5 pieces of curated content: This is content from other sources that is relevant to your audience, but it should also be connected to your topics
3 pieces of created content: This is content you have created, that’s relevant to your audience.
2 pieces of personal content: This should be content that gives your brand a human touch. This can be fun and entertaining content or personal statements

https://www.blog2social.com/en/blog/social-media-frequency-guide-how-often-to-post-on-social-media/
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SOCIAL MEDIA – POST TYPES 5:3:2 rule

Day Type Content

Mon Curated Tourism NS video: Sea Kayaking in 
Mahone Bay

Tue Original Blog: 3 Lighthouses to Explore Near 
Lunenburg

Wed Curated Repost: Best Seafood Spots on the 
South Shore

Thu Personal Guide prepping gear at sunrise

Fri Curated Event: Full Moon Paddle – Blue 
Rocks

Sat Original Carousel: Pack List for Sea Kayak 
Adventure

Sun Curated Article: Coastal Wildlife in NS –
Canadian Geographic

Day Type Content

Mon Original Video: Top 3 Scenic Hikes Near 
Lunenburg

Tue Curated Drone footage: Ovens Sea Caves

Wed Curated Repost: Autumn Biking Tours – South 
Shore

Thu Personal Reel: Morning ritual – coffee, tide 
check

Fri Curated Listicle: NS as Canada’s Best Coastal 
Escape

Sat Original Infographic: Adventure by Season in 
Lunenburg

Sun Curated Testimonial with scenic photo

Presenter Notes
Presentation Notes
So using your target demographic for which platform to use, you should be able to plan out your social media posts. 

You don’t have to do this alone!  There are Digiport social media experts available and failing that, you could use AI.

Here is a social media calendar I created with the help of AI for a Lunenburg-based tourism business targeting adventurous 45-55yr olds.

Social media posts are all well and good, but the key is to use them to Engage with your clients.
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SOCIAL MEDIA - ENGAGEMENT
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Presenter Notes
Presentation Notes
And you can engage with your viewers in real time!

**Engagement is key**. Encouraging interaction with your customers through polls, Q&A sessions, contests and live videos helps build an active community around your business. Featuring guest content and responding to comments further enhances trust and loyalty.

We have 5 key strategies
Run Contests and Giveaways: Create excitement and encourage sharing.
Share User-Generated Content: Showcase your audience's creations.
Ask Questions: Encourage conversation and participation.
Educational Posts:  Educational posts, such as how-to guides, industry insights or pro tips, provide value by teaching something new
Behind the scenes: This content offers a glimpse into your brand's culture

Ingrid Deon has a presentation online with Digiport on “Maximizing engagement with social media contests and giveaways”, which I can share.
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SOCIAL MEDIA - ENGAGEMENT

Presenter Notes
Presentation Notes
So what impact will these efforts have on the success of your business?

1. Increased Brand Awareness
Every time someone likes, shares, or comments on your content, more people see it. It’s like the modern version of word-of-mouth marketing. The more engagement your content receives, the more visible your brand becomes.
2. Building Customer Loyalty
Regularly interacting with your audience through engaging content creates a sense of community and belonging. This loyalty is priceless because loyal customers are more likely to support your brand and stay faithful as patrons.
3. Increasing Sales Opportunities
Engaged audiences have a higher chance of becoming customers. Social media can act as a pathway, guiding potential customers from simply being aware of your brand to making actual purchase decisions.
4. Valuable Feedback and Insights
Engagement provides direct insight into what your audience prefers. This feedback is incredibly valuable in tailoring your products or services to better meet customer needs and expectations.

Kate from Dartmouth asked “How would you suggest getting more engagement on social media from an older clientele?“ well, you need to identify what sparks joy/interest for that demographic.  I can use a client of mine, Bayview Pines, whose most engaged post in the last few months was one on making marmalade!!  
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SOCIAL MEDIA - ENGAGEMENT

Presenter Notes
Presentation Notes
People raved about the breakfast in the comments and they got some really nice emotive comments!
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SOCIAL MEDIA – INFLUENCER MARKETING
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Presenter Notes
Presentation Notes
One of the ways to really get traction on your social media is to use Influencers who do all the heavy lifting of creating the content and can leverage their own fan base & followers to promote your business
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SOCIAL MEDIA – INFLUENCER MARKETING
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Presenter Notes
Presentation Notes
**Partnering with tourism-based influencers** allows businesses to reach a wider audience. By collaborating with influencers who align with your brand, you can showcase authentic experiences and inspire potential visitors.

There are a huge amount of influencers here in Nova Scotia and a number have already done a lot of work with Tourism NS such as Davey and Sky, Brent and Sara and Dalene & Pete Heck of “Hecktic Travels” who did an excellent review of their visit to Cape Breton Island in 2023.



With the right influencer partnerships and UGC strategy, tourism businesses can build credibility, increase reach, and inspire more travelers to explore Nova Scotia.
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SOCIAL MEDIA – INFLUENCER MARKETING

1. Stunning Visuals, Expertly Captured
- Influencers know how to showcase the natural beauty of Nova Scotia.

2. Targeted Reach
- Work with influencers who speak directly to your ideal audience (e.g., active 45–55-year-olds).

3. Builds Trust and Authenticity
- Recommendations from influencers feel like advice from a friend.

4. Experience-Driven Storytelling
- They sell the feeling, not just the service—exactly what travelers want.

5. Cost-Effective Promotion
- Micro-influencers often collaborate for hosted stays or experiences.

6. Boosts Visibility and SEO
- Backlinks, tags, and mentions increase your web traffic and credibility.

7. Creates Buzz and FOMO
- Multiple influencer posts can turn your business into a trending destination.

Reach

Engage

Engage

Reach

Engage

Reach

Reach

Presenter Notes
Presentation Notes
There are a number of reasons why using an influencer can be a good investment and align with the objectives of increasing your reach, engaging with your clients and converting visitors to customers.
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Presenter Notes
Presentation Notes
We have now covered your website, your content, how to use social media, we are now narrowing our target even more and focusing on Email Marketing.
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Email Marketing – Lead Generation

Free Local Travel Guide – “The Insider’s Guide to Lunenburg: Top 10 Hidden Gems”

Exclusive Discount – “Sign up and get 10% off your first booking”

Itinerary Ideas – “3 Perfect Days in Lunenburg: Sample Itineraries for Every Style”

Packing Checklist – “Everything You Need for a Perfect Seaside Escape”

Contest - ”Enter your email to win a 2-night stay” or a local gift basket”

Sign up to get:

Presenter Notes
Presentation Notes
Email marketing remains one of the most effective tools for tourism businesses, allowing for direct and personalized communication with potential and returning visitors.

There are 3 stages to a successful Email Marketing Strategy

First, **lead generation** Is essential—collecting email addresses through website pop-ups, social media sign-ups, and special promotions ensures you build a valuable customer base.

Getting people to sign up for your mailing list is all about offering them something valuable in exchange for their email. For a tourism company, especially one based in a destination like Lunenburg, Nova Scotia, you’ve got a ton of great angles. Here are strategies that work:
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Email Marketing – Lead Generation

1 Call-to-Action (CTA)

2 Landing Page

3 Thank You Page

4 Kickback Email

Presenter Notes
Presentation Notes
4 Must-Have Components to Include
 There’s a reliable structure built around a lead magnet. Here are the normal components that accompany a lead magnet, I am going to be using NovaScotia.com as my example for this:
Call-to-Action (CTA): This is the statement and button or link that a user clicks to get to your lead magnet. The wording here is important because it has to inspire the user to click. It has to be both compelling (so the user knows what they’ll get from taking the next step) and clear (so the user knows exactly what that next step is).  
Landing Page: After clicking on your CTA, the user will be brought to the landing page. This page will capture the user’s information – there should be a form with fields for the user to fill out. 
Thank You Page: After submitting their information, the user will be auto-directed to the thank you page. This is where they’ll download the resource they were promised.
Kickback Email: This is the first message the user will receive after the above exchanges. This is the beginning of the email campaign that will run to keep the user engaged with your brand.
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Email Marketing – Segmentation

Presenter Notes
Presentation Notes
Once you have your email list, or even as you are getting started you should segment your list ideally according to the buyer personas you identified in the previous presentation´s worksheets.

Such as Luxury Linda, Cultural Claire, Adventurous Alex, Family friendly Frank and Eco-friendly Eric.  This will allow you to send targeted emails to each segment for specific events or offers.

Data shows that opens are 20% higher for targeted emails and the Conversion rate to a sale is 4-6ª% higher for the tourism and travel sector.




2023 Ecommerce Stats and Trends. Salescycle
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Email Marketing - Campaigning

Presenter Notes
Presentation Notes
So now you have your segmented email marketing list.

Now you just have to leverage the information and create emails that are engaging and capture the interest of your recipients!

Such as,….
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Email Marketing - Campaigning

Conversion 
Rates/CTA

Time 
Sensitive 

Promotions

Focused 
Marketing

Presenter Notes
Presentation Notes
Let’s have a look at this email Campaign from American Airlines as they play a significant role in attracting and converting potential travelers into customers. 

1. **Focused Marketing**: This Email Campaign is created for specific marketing campaigns or promotions and for a specific demographic. 
2. **Higher Conversion Rates**: Emails are designed with a clear and specific call to action (CTA) that encourages visitors to take a particular action, such as booking a trip, requesting more information, or signing up for a newsletter.
3. **Seasonal and Time-Sensitive Promotions**: emails are ideal for promoting seasonal or time-sensitive offers. Whether it's a winter holiday package, a summer cruise, or a limited-time discount.

Let’s review this email in the context of the 3 elements I just mentioned, Focused marketing, Higher Conversion rates, Seasonal and time sensitive promotions:
Focused… Beach is mentioned 3 times and the image is of a beach – so this is definitely for people who like beaches!!
Conversion rates:  the call to action is clear
Seasonal promotion: Travel before 31st august 2019

In the final session we’ll be reviewing how to coordinate your mailing strategy with the customer buying journey.
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Presenter Notes
Presentation Notes
We have now covered your website, your content, how to use social media Email Marketing and now onto really focussing in on your customers using paid Cost-per-click advertising programs.

The key to efficient and cost-effective use of CPC is to focus on 3 things, Keywords, Customer Demographic and the Calls to Action
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GOOGLE ADS (SEM) & FACEBOOK ADS (SMM)

Presenter Notes
Presentation Notes
I am going to run through the 2 that are most relevant to tourism; SEM and SMM:
Google Ads (Search CPP or SEM)
Facebook or Meta ads: (SMM)
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WHAT’S THE DIFFERENCE?

Presenter Notes
Presentation Notes
The key difference is that people are actively searching for something with google adwords and with Meta, the adverts are passively presented to people based on their behaviour.

Essentially it is:

USER INTENT

Vs.

USER BEHAVIOUR

Which platform you use and why comes down to your customer demographic.

Reference: 
https://walkwest.com/google-adwords-vs-facebook-ads/ 
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GOOGLE ADS (SEM) & FACEBOOK ADS (SMM)

Presenter Notes
Presentation Notes
Setting up these is a whole other presentation just on its own (if not MANY presentations) and I have included some step-by-step guides for setting these up.  My recommendation would be to talk to Digiport and one of their consultants to make sure that your campaigns are set up correctly, you have the material such as photos and videos and the tracking to evaluate the success. 

But you do need a few things ready before you start.  

I have mentioned this over and over, but you have to know your customer if you are targeting them specifically,.. So you need your buyer personas and their demographic.

Then you need to have your keywords specified for that buyer persona

And finally you need to have an objective!
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GOOGLE ADS (SEM) & FACEBOOK ADS (SMM)

CAMPAIGN

Presenter Notes
Presentation Notes
Objective, which is slightly different for Google and Facebook

Google is quite straightforward, and in most cases targeting sales.  But Facebook has a slightly different format
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GOOGLE ADS (SEM) & FACEBOOK ADS (SMM)

DREAMING

OBJECTIVE

RESULT

• Awareness
• Consideration

• Consideration
• Conversion • Conversion

• Brand Awareness
• Reach
• Traffic
• Engagement
• Video Views

• Messages
• Lead Generation
• Conversions

• Conversions
• Sales

PLANNING BOOKING

Presenter Notes
Presentation Notes
You have 3 options for Campaign Objectives: Awareness, Consideration and Conversion.

Bearing in mind the Tourism Customer buying journey, you could create a campaign for each of the first 3 stages: 
Dreaming
Researching
Booking

Which leads us into what we are going to be discussing in the next Session which will help you to understand your customer´s buying journey and create a marketing plan around that.



Session 3.
Prepare for 
Takeoff
Your Digital Marketing 
Calendar countdown

Presenter Notes
Presentation Notes
Please join us next week for the next step in defining your digital marketing strategy “Focusing your Efforts” using the digital marketing Pyramid to generate more client conversions and bookings.
Key Takeaways for the next session will be
Understanding the levels of online marketing to ensure your energies are focused in the right place
Understanding and defining the best ways to engage with your target clients
How to optimize conversions using paid ads, email marketing and retargeting.
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That’s not all, 
Folks!
Worksheets

Keyword List
Define 10-12 Keywords for each 
buyer persona

Social Media Posts
Make a list of Created & Personal 
Content ideas for your posts

Email Marketing Ideas

What will generate leads for your 
customers, ideas for informative 
articles, offers etc.

56
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Questions?

57

liam.tayler@smesolutions.ca
902 298 4193

Liam Tayler
Business Evaluator

Book a review 
Session

https://nsdigiport.ca/digital-experts/liam-tayler/

Presenter Notes
Presentation Notes
https://pixabay.com/photos/technology-smartphone-telephone-3353701/

https://nsdigiport.ca/digital-experts/liam-tayler/


OPEN PROGRAMS
• Tourism Digital Assistance Program - Communities (TDAP - 

Communities)
       Application deadline is Wednesday, April 30, 2025, at 4:00 p.m.

• Emerging Destinations Program 
       Application deadline is Wednesday, May 7, 2025, at 4:00 p.m.

See recordings of previous 
webinars and related tip sheets:
https://tourismns.ca/webinar-
series



UPCOMING WEBINARS
• Thursday, April 17th at 10:00 a.m.: Marketing 

the Maritimes: Create and Implement Your 
Digital Marketing Plan for 2025, with Liam 
Tayler from SME Solutions

• Session 3 - Prepare for Takeoff: Your Digital 
Marketing Calendar Countdown

See recordings of previous 
webinars and related tip sheets:
https://tourismns.ca/webinar-
series



STAY CONNECTED WITH TNS
Contact Business Development: TNSBusiness@novascotia.ca 
Corporate website: https://tourismns.ca/ 
Consumer website: https://novascotia.com
TNS News & Resources: https://tourismns.ca/news-resources
Corporate Twitter: https://twitter.com/TourismNS 
Corporate LinkedIn: https://www.linkedin.com/company/tourismnovascotia/
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