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HOUSEKEEPING

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

Links and
resources
will be
shared by
email.

Webinar recording
with Closed Caption
available online:
https://tourismns.ca
/webinar-series




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/



https://nsdigiport.ca/

PRESENTER

Liam Tayler

A dedicated professional with over 20 years of experience managing
all facets of emerging and existing business concepts, Liam
specializes in developing new business ideas from concept to
execution. His skillset includes business and market development,
concept and product development, training and mentoring, and
marketing and promotion.

Apart from his above-mentioned expertise, Liam specializes in
integrating online web strategy with traditional marketing and
business management.




/.
ession 3.

Implementing
the Plan

Focusing your Efforts

SME
SOLUTIONS


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



ot
CREATE AND IMPLEMENT YOUR DIGITAL igiQ
MARKETING PLAN FOR 2025

GOALS & OBJECTIVES

Objectives

Q Reach

Efficiently Increase your
reach

THE OVERARCHING GOAL OF YOUR DIGITAL MARKETING
STRATEGY FOR 2025 IS TO SELL MORE PRODUCT.

Goals a Engagement
Increase engagement with
i our visitors
Con.5|stency of Q Customer Loyalty 4
Online Presence :
a Conversion
o Convert your online visitors
a Customer Growth a Increase efficiency into customers

i
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Presenter Notes
Presentation Notes
The overall aim of this 3-part workshop series has been to sell more product through your website.  We’ve done 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


Implementing the Plan

Focusing your efforts

©

BUYING

JOURNEY

Understand the
customers” buying
journey

SME

CALENDAR
CREATION

Calendar creation with
popular holidays and
with the Buying journey
in mind
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IMPLEMENTATION
AND METRICS

Automate as much as
possible and make sure
your results are
measurable
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Presenter Notes
Presentation Notes
In this final session we’ll be focusing on 3 elements
 - Understand the tourism customer buying journey
  - Align marketing efforts with each stage to build a seasonal marketing calendar
  - Implement tools for execution and most importantly ensuring they can be EVALUATED


Digidl)

Promotion: Customer Decision Journey

AWARENESS

INTEREST

CONSIDERATION

PURCHASE

ADVOCACY

SME
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Presenter Notes
Presentation Notes
Start by considering the core stages of your customer decision journey.

In the marketing world, this often consists of Awareness - Interest – Consideration – Conversion/Purchase – Advocacy.

However, for our purposes of the tourism industry it is interesting to review what Google calls "Micro-Moments"�
References
https://www.resbook.com/why/blog/post/accommodation-marketing-and-the-5-stages-of-travel
https://www.clickassmarketing.com/blog/travel-marketing-overview/
https://www.hotellinksolutions.com/four-stages-of-a-hotel-booker-journey/




__Google’s “Micro-Moments”
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Presenter Notes
Presentation Notes
Here is Google's outline of the "micro-moments" that exist in travel:
I-want-to-get-away moments (which are the dreaming moments)
Time-to-make-a-plan moments (planning moments)
Let's-book-it moments (booking moments)
Can't-wait-to-explore moments (experiencing moments)

But suprisingly google misses a trick with this, so we expand it more so.�
References
https://www.thinkwithgoogle.com/consumer-insights/consumer-trends/micro-moments-travel-customer-journey/ 
https://www.thinkwithgoogle.com/consumer-insights/consumer-trends/get-away-moments-travel-marketing/ 


Digidl)

ages of Customer Booking Journey
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Presenter Notes
Presentation Notes
For the purposes of this presentation and marketing your tourism business online, the customer journey has an additional step.

So we have [CLICK]
�1. Dreaming
A prospective customer starts dreaming about a trip to your destination and gets inspired by the tours and activities they could find and book. [CLICK]
2. Planning/Research
The customer becomes aware of your company when researching tours and activities in your destination.. [CLICK]
3. Booking
The customer chooses your company! You have been able to convince them to book your tour or activity instead of the competition. [CLICK]
4. Experiencing
You provide awesome customer service before, during, and after your tour or activity and exceed your customer's expectations. [CLICK]
5. Sharing
Your customer had such a positive experience that they tell their friends about you. You now have a brand ambassador.

The idea here is to identify the best way of marketing to your potential customer online at each point of this journey and through which medium, so we will review each of these stages… starting with…


1. Dreaming

i
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Email

Past Guests
Contact Lists
Tour Companies

OG Social Media
Guests should share
0 Showcase artful and Inspiring

photographs
Inspirational videos
Facebook/Google Ads

Local news/Events

Interesting nearby attractions
AIDA
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Presenter Notes
Presentation Notes
The first Stage is Dreaming:
Attracting customers has been part of every marketing effort throughout history. What is different with this process is that you are attracting your ideal customers through quality content that is relative to their life and problems. 
We’ve all had that moment… it is raining and miserable outside and we begin to dream about going somewhere warm, or we are thinking of organising a party and you begin to dream about the location, or you hear something about a location and dream about what to do while you are there!
So how do you capture your potential customers’ attention while in the “dream phase’?
EMAIL MARKETING:   
Reach out to your past guests with a well-timed email campaign.  Put an idea in their head.
SOCIAL MEDIA
Produce high-quality, engaging video content that captures people's attention and encourages sharing
Post content and updates on social media that start conversations with your audience and drive traffic to your website
Encourage past guests to share their experiences on your social media channels.  The end of their experience can be the spark that ignites the start of a future traveler’s trip.  Encouraging your guests to share and interact with your communities online.  
BLOG POSTS:
Research and write blog posts that reflect your customers' top priorities, answer their questions and show your ability to meet their needs
Publish guides or ebooks that showcase your knowledge and explore subjects in more depth than blog posts
AIDA is a great formula to use for blog writing. 
The acronym stands for Attention, Interest, Desire, and Action.

--------
https://olsenmetrix.com/views/attract-engage-delight-repeat-the-key-stages-of-inbound-marketing/



1. Dreaming - Cabot Cape Breton

Inspiring Wanderlust: Cabot Links’ Visual Storytelling

i
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Presenter Notes
Presentation Notes
Lets look at an example of a local tourism-based company and what they did.

Dreaming - What They Did:
Cabot Links captivates potential visitors by sharing stunning photography and engaging stories across platforms like Instagram and Facebook, inspiring travelers throughout the year. This is their website "Hero" image.


1. Dreaming - Cabot Cape Breton

=
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Presenter Notes
Presentation Notes
Cabot Cape Breton Instagram
This is an example of their instagram [CLICK] [CLICK] [CLICK]

These guys do a great job of using emotive images and calls to action…. Although in my opinion mixing the “Planning Stage” and the “Dreaming stage” a little. [CLICK]



1. Dreaming - Cabot Cape Breton

i
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Presenter Notes
Presentation Notes
Cabot Cape Breton Facebook
[CLICK]
[CLICK]
Here they use facebook to reinforce images that are emotive… you can almost taste the lobster!
[CLICK]


2. Planning/Research

SME
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Presenter Notes
Presentation Notes
Next is the Planning/Research Stage:  
This is when people have decided on the destination they want to visit. They start to plan for accommodations, travel, and activities!
This is a crucial stage for travel marketers to establish their presence and capture people with high purchase intent. You have to stand out from your competition. 
The average traveler visits over 20 different travel websites before making a booking
This is where the Marie Kondo Pre-season cleanup is absolutely vital
Search engine optimize your website: Make sure you’ve conducted thorough keyword research to determine what your customers are searching for. 
Optimize your local listings: Nothing helps a traveler orient themselves like local mapping sites such as Google Maps or Bing Maps.  Make sure your hotel’s listing in the local search results is claimed and fully optimized so travelers can find you as they investigate their potential destinations.
PPC Ads: Targeted Google and Meta/Facebook ads.
Clean up your OTA listings: They are a necessary evil.  They don’t always rank your hotel first & they eat away at your rates with their ever-growing commissions.  Still, if you opt out of OTAs you’re missing out at likely one of the first opportunities your hotel/Experience will have at getting in front of the customer.
Help your customers to plan their event/visit: Put as much relevant local information as possible on your website to keep your customer on your page, or to keep them coming back.
Manage your online reputation: Sign up for Google Alerts to monitor online buzz about your hotel, respond to TripAdvisor reviews (good and bad), address comments on your social media channels and just be aware of what users are saying about your experience online in general.�If you don’t speak up for your property then the public will have the final say in your reputation. 

Reference
https://www.tomahawk.co.nz/blog/tourism-digital-marketing




2. Planning — White Point

Facilitating Travel Plans: White Point Beach Resort's Seasonal Packages

SME
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Presentation Notes

White Point Beach Resort assists potential guests in the planning phase by offering seasonal packages [CLICK] and vacation ideas on their website, encouraging early bookings through [CLICK] personalized email campaigns.



3. Booking

Web Design

Boi%\
Reservation Software
°
OpenTable*

e
#2 ResBook HolelRunner
OTAs
9 :
Expedia Be Responsive

Booking.com
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Presenter Notes
Presentation Notes
The next stage is Booking (or conversion)
You have got your customer to make a decision,.. Don’t make them work for it – KISS!�
As consumer travel trends have shown time and time again, simplifying the user’s booking process should be high on your priority list. Many modern users would rather choose to put their credit card information online than speak with someone over the phone. (although there are exceptions see Colin & Justin).
WEB Design
Clearly display prices
Use buttons to advertise/encourage bookings
Make sure your site is responsive – that it works on all devices.
Channel Manager/Reservation software
Use reservation software or Channel Manager
Add any discounts, coupon codes, and add-ons into your system
Send a confirmation email to each guest.
Online Travel Agencies
Make sure you are listed and that your listing is up to date
Be Responsive
It is not just your website that has to be responsive, make sure you respond to all emails, whatsapps and chats in an acceptable time.



3. Booking — Bay Ferries

Seamless Reservations: Bay Ferries’ Targeted Campaigns

*Details

* Save $200 on a round-trip or $100 on a one-way booking with a vehicle.

« Offer valid for standard vehicles (7' high and 20' long) can book online or
by calling 1.877.762.7245.

Offer valid for high vehicles (higher than 7ft and no longer than 20") can
book by calling 1.877.762.7245.

Booking window: March 27 - April 30, 2025,

L ]

L ]

Valid for summer travel: June 19 - September 22, 2025.

Promo Code: SPRING25

SME
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Presenter Notes
Presentation Notes
Bay Ferries streamlines the booking process by running targeted social media and Google Ads during peak planning seasons, offering incentives for early reservations.

Their website has just the right amount of call-to-action buttons in the visible area of the page and brings together some clear packages on scrolling further down. [CLICK]
Their plan to encourage early booking is clearly identified. [CLICK]




4. Experiencing

SME
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COUPON\ Coupons/Discounts

% Encourage customers to visit other locations
Build community with local businesses

I

I

I
~

Information

85% of leisure travelers decide what to do on arriving!
67% of travelers said they felt more loyal with more
informatio

Content Creation

Encourage customers t
share their experienc
Encourage customers to
leave reviews

Influencers”


Presenter Notes
Presentation Notes
Experience
They have finally arrived!!!  Now is the time to ensure their experience is second to none…   Focus on delivering exceptional customer experiences. 

Coupons/Discounts
Consider items such as free add-ons like vouchers and discounts and other visitor servicing items. 
Create links and discounts for other local hospitality providers

Information
What is the first thing you do once you’ve settled in at a hotel/B&B… you ask where the best places are to eat, or what there is to do nearby!...
67% of travelers said they felt more loyal to travel providers when more information is provided during their visit. 

Content Creation
This might not be the best time to push your customers, but subtly encouraging them to share their experience, leave reviews,  use your hashtag etc is always important, even when they’re still with you … 

Use Sail Inn Example of information and complimentary discounts with local restaurants



ot
. Sharing ﬂlﬂlm’

Automated Emails

Build your (customer database)CRM
Post-trip/experience email to remind them to review
Stay in touch with customers and reinforce the relationship

Just Ask q
Front Desk agents

Servers |

100) CSRs
Make it easy to share

Keep social media icons in view to

remind guests, QR code on receipts,
flyers etc

Rewards b
DR /o P
Competitions f
Incentives l
SME
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Presenter Notes
Presentation Notes
Sharing:
So now their experience is over, now is the time to share their thoughts on it and you can encourage them to do this by  Sharing

Tell them where to share: Let guests know where they can share their experiences. Tourism companies should have Facebook, Twitter/X, TripAdvisor and other icons present at the front desk, to alert guests that they can engage with your property and share their opinions through those participating channels. Make it even easier for guests by providing a friendly URL or a QR code that takes guests directly to those sites.  You may even want to have a card in the room near the high-speed internet instructions that mentions your presence on these social media channels. Or on your menu with your free Wifi password
All you have to do is ask: Front desk agents should encourage satisfied guests to share their opinions on the various channels mentioned above. 
Collect contact info: Be sure to collect info from customers who may be interested in dreaming about traveling to your hotel in the future.  Have front desk agents ask for their email address or Twitter handle so that you can plant the seeds of travel in their head and start the cycle all over again.
Reward creative user-generated content: Host a contest at your hotel that seeks to reward the guest who posts the funniest/wackiest/most entertaining photos/story/experience about their experience on a social media channel of your choice.  This not only gets guests to interact with your brand, but it also encourages them to spread the word about the contest and consequently your hotel.  Better prizes can lead to better reach, but sometimes just the satisfaction of winning the competition can go a long way towards spreading the love.


. Sharing - Lunenburg Walking Tours

Encouraging Advocacy: Lunenburg Walking Tours' Review Strategy
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Presenter Notes
Presentation Notes
Post-tour, Lunenburg Walking Tours prompts guests to leave reviews via QR codes linking directly to platforms like TripAdvisor, and shares guest photos (with consent) on their social media channels.
[CLICK]
And it works… 520 reviews with a 4.9 rating.




aring — CR Surf Travel

CR Surf Travel -Tayler - Post Trip Review - Inbax -

=Y Mark Unread < Reply %\ Reply All .~ Forward () Sync [ Report ~ ) Print

CR Surf Travel ~Tayler - Post Trip Review

Greg Gordon <crsurfiravelcompany@gmail.com=

Tac  liamoayler@gmail.com

Hi Liam,

lwanted to sea how your trip went and if you anjoyed the rental vehicle?

If you have & moment, please post a review of our sendces on our Google page -
nttps: g paga’n Col W\ ixbp DREBE raviaw

A revigw on Facebook, aven in just one of the travel groups, helps too - https:/facebook comicraurf/ravinws/
When you are ready to plan your next vacation | will be happy to assist.

~Grag Gordon

CR Surf Travel Company - Yacations by Greg
A Dugans Travel Consultant
phons’whatcapg: +1-T21-830-5.761

Going on a inp? Gel a free quote for travel insurance from Travel Guard and book any tour on VIATOR.
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Presenter Notes
Presentation Notes
Although not a NS business, I thought I’d share this very simple email I received from a company I used in Costa Rica for car rental.




eating Your Calendar

Buyer Persona Calendar

Seasonal Calendar

1.

2.

3. Holiday Calendar
4. Emailing Calendar
5.

PPC Calendar
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Presenter Notes
Presentation Notes
So now we understand our customer's buying journey, now to create your own digital marketing Calendar in line with this

There are 5 steps to creating your digital marketing calendar you need to identify:
Buyer Persona Calendar
Seasonal Calendar
Holiday Calendar
Emailing Calendar
PPC Calendar

And then combine them all


reating Your Calendar - Buyer Journey
e January
e February
e March
o April }

« May

—_

e June

o July
e August

e September }
e QOctober
« November }
« December
SME
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Presenter Notes
Presentation Notes
The first calendar to create is based around your Buyer Persona

So now you have the customer buying journey mapped out, now is the time to evaluate when the different stages of the sequence will occur for YOUR Clients.

This brings us back to your buyer persona and their mindset and you should create a calendar around each one of your buyer personas.

Stage 1 is to outline their buyer journey … I would suggest working backwards from their “experience” month.

Let´s take Eco-friendly Eric (One of our buyer personas from Session 1) as an example.   This persona loves the Fall colours, so we can expect him to be experiencing Nova Scotia in September and October [CLICK]

Which means he will be booking typically between June and August [CLICK], and therefore researching and dreaming between January and April [CLICK, CLICK].. eventually sharing his experiences November and maybe December [CLICK}

This will vary by buyer persona and is very much geared around winning new customers,


SME
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June

July
August
September
October
November
December
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reating Your Calendar - Seasonal Calendar

January



Presenter Notes
Presentation Notes

Stage 2 is to define your Seasonal Calendar and gear your posts around the seasons [CLICK] as they change from winter, 

to spring, 

to summer 

to fall and 

back to winter again

Try and think of emotive posts to really get people feeling the season


gL
reating Your Calendar — Holiday/Events Calenglar

¥
—— HAPPY

SME
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Presenter Notes
Presentation Notes

The next stage is to ensure you are aware when all important Holiday/Events occur and incorporate them into your digital marketing strategy... don´t forget local Events that might elicit a response in your customers,.. for example, in Nova Scotia, [CLICK] "Dumping Day" may be something worth posting about.




Digidl)

. /Creating Your Calendar - Emailing Calendar
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Presenter Notes
Presentation Notes
The most important Calendar element for past customers to incorporate is direct mailings.

This doesn't have to be completely separate from other calendars and can use elements of the social media posts and invite them to take part in surveys or contests, make them aware of Unique offers for existing customers, 



Digidl)

ting Your Calendar — PPC Calendar
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Presenter Notes
Presentation Notes
The Final Calendar is the PPC calendar.  I included this last as it is costly and maybe not a part of your digital marketing calendar for the year.

However, when creating this calendar you should follow the same rules as for the Buyer Persona Calendar.  Planning on Investing the most when your clients are in the researching and booking stages of the buyers Cycle.

For a client of mine for example who has a buyer persona ”Retired Ralph & Rita” and a package focused on Snowmobiling Tours, we need to plan the PPC campaigns around a slightly different Buyers journey than the standard. 



Digidl)

4 Creating Your Calendar - PPC Calendar
e January
e February }
e March
* April }
« May

—_

e June
o July

e August —
o September
e October

e November
e December
SME
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Presenter Notes
Presentation Notes
So this is retired Ralph and Rita.. 

They will be experiencing their snowmobiling excursion between Jan to march [CLICK]

Which means they will be booking November/December [CLICK]
Researching September/October [CLICK]
Dreaming June-July [CLICK]
And sharing their experience April-May[CLICK]

It is key to a successful campaign to gear your advertising around these stages.


Digital Marketing Calendar

o
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So now you have your 5 calendars,.. how do you go about consolidating them all into one coherent calendar that you can use to post.  This seems like a daunting task!

Since you have done all the hard work, this is now just a case of plugging in when things should happen.

As the joke goes, ”how do you eat an Elephant?”  “One bite at a time”, so I would take each month at a time… I´m going to show you an example to give you an idea….Starting with January.



Digital Marketing Calendar - January

Buyer Journey - Dreaming

—_—

——/

SME

SOLUTIONS | Your Digital Marketing Plan — Implementing the Plan



Presenter Notes
Presentation Notes
Firstly, let’s understand what stage your buyer personas are at in the buying journey:
Let’s take Eco-friendly Eric, Adventurous Alex and Cultural Claire as examples.  

[CLICK] In January they are most probably all going to be in the Dreaming phase of the buying journey.  So brainstorm some ideas around that element.

[CLICK] Think back to Cabot Links, we are looking to post beautiful, emotive images, something to take them away from the dreariness of Winter. (assuming they are North American).
[CLICK] We are reminiscing about the previous year’s experience, using UGC to help us promote
[CLICK] We are using reviews from last years’ guests


Digital Marketing Calendar - January

Buyer Journey/Seasonal - Dreaming

Post # Type Theme Description

Share a breathtaking winter lighthouse photo from a local photographer (tag them!). Caption:
1Curated  Scenic Inspiration ~ 'Could you imagine waking up to this view? #NovaScotiaDreaming'

Your summer photo of Lunenburg Harbour with caption: ‘Lunenburg in July is something else
2Created  Throwback Travel ~ Who's planning ahead?'

Repost a travel blog titled 'Top Canadian Coastal Towns to Visit in 2025'. Add commentary:
3Curated Listicle Share '‘We're so proud to be on this list!"
4Created  Reel or Carousel Create a short reel of 4 seasons in NS—ending with 'Start dreaming now..."

UGC (User Share a guest's Instagram post of Peggy’s Cove from last summer. Include: "We LOVE seeing your
5Curated Generated Content) Nova Scotia memories. Keep tagging us!'

Travel Planning Post a screenshot of your new downloadable itinerary or blog post teaser: 'Planning your 2025
6Created Tease escape? This guide will make you swoon...!

Local Behind the  Shap a cozy photo of your workspace (fireplace, coffee, view). Caption: 'Planning next season
7Personal Scenes from this little corner of the world

Introduce a team member or local partner with a fun fact or travel tip: 'This is Mike, who's

8Personal Meet the Team kayaked every cove in Mahone Bay..."

Seasonal Article or  Share a winter-themed travel video (not your own): 'This video captures why Nova Scotia is a

9Curated Video year-round beauty.'
Poll: 'If you could visit one Nova Scotia town this summer, where would it be? Mahone Bay
10Created  Poll or Engagement Lunenburg Wolfville Digby"

SME
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Presentation Notes
Using the 5-3-2 rule mentioned in session 2 (5Curated, 3 Created & 2 Personal),. Here are 10 ideas for posts for a NS tourism business for clients in January (or the dreaming phase).  

Remember, something that creates the opportunity to engage with your viewers is important, try to have a specific call to action for each post

You don’t have to do this on your own, there are Digiport Specialists who can help to create these with you!


Digital Marketing Calendar - January
Holidays/Events

SME
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Presentation Notes
Now lets think about Seasonal and specific Holidays/Events to include within this calendar month.
Dry January
Promoting Winter events
New Years’ resolutions
New Year’s Day
Robbie Burns Day




Digital Marketing Calendar - January

Emailing

SME

SOLUTIONS | Your Digital Marketing Plan — Implementing the Plan



Presenter Notes
Presentation Notes
At this point you can start thinking about your mailings, you can draw on your social media posts to create a mailing, but be careful not to overload your customers,… nothing infuriates a client more than being inundated by emails.  Focus on the recipients’ buyer persona and keep to a couple of emails per month with very specific calls to action.

Here is an example of an email from White point, this is from February, but it gives you an idea of how they are promoting their march and Spring events..






Digital Marketing Calendar - January

Digill)

Date Theme/Subject Platform Type Description 5-3-2 Type
PPC Campaign . . o e

January 1, 2025 Launch — Dreaming Google Ads PPC  Launch PPC campaign targeting 'Dreaming' stage with inspirational ad copy.

January 2, 2025 Scenic Inspiration Facebook, Post Shalfe a breathtgqug W|lnter lighthouse photo. Caption: '‘Could you imagine Curated
Instagram waking up to this view?
Facebook, Summer photo of Lunenburg Harbour. Caption: 'Lunenburg in July is something

January 4, 2025 Throwback Travel Instagram Post olse Created

January 6, 2025 Listicle Share Facebook Post  Repost blog: 'Top Canadian Coastal Towns to Visit in 2025'. Curated

January 6, 2025 NG YGeg;issTravel Email Email  Encourage clients to start planning 2025 trips. CTA: Download our free itinerary.

January 8, 2025 Reel or Carousel Instagram Post  Short reel of NS in all 4 seasons, ending with 'Start dreaming now..." Created

January 10, 2025 UGC Share Facebook, Post Guest s‘Insltagram post from Peggy’s Cove. Caption: ‘We LOVE your Nova Scotia Curated
Instagram memories!

January 12, 2025 Traveflleljsgnmg Facebook Post  Tease itinerary: 'Planning your 2025 escape? This guide will make you swoon..."  Created

January 14, 2025 Localslzzzgld the Instagram  Post Cozy vyorkspace photo. Caption: 'Planning from this little corner of the world Personal
Facebook, s . .

January 16, 2025 Meet the Team Instagram Post  Introduce team member Mike: 'He's kayaked every cove in Mahone Bay... Personal

January 18, 2025 Seasongl Article or Facebook Post Wlnter—lthemed travel video. Caption: 'This captures why NS is a year-round Curated

Video beauty.

January 20, 2025 Poll or Engagement Instagram Post  Poll: 'Which NS town would you visit this summer? Created

January 22, 2025 Dry January Instagram Post  Promote mindful travel: wellness retreats, coastal walks. Hashtag: #DryJanuaryNS Created

January 22, 2025 Winter Inspiration Email Email Mid-winter boost. CTA: Book now for summer and get early access perks.

January 24, 2025 Robbie Burns Night Facebook Post Share celebration of Scottish heritage in NS. Include local event, quote or recipe. Curated

SME
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Presenter Notes
Presentation Notes
From these 5 calendar elements we can create your digital marketing calendar for January

Firstly, the PPC Campaign around the buyer journey [CLICK]

Then, the marketing elements for your buyer persona in their “Dreaming” Phase using the 5-3-2 rule
5 Curated Posts [CLICK]
3 Created Posts [CLICK]
2 Personal Posts [CLICK]

Then 2 posts around Holidays/events and finally 

2 emails encouraging calls to action.

Now this might seem a little daunting.. But remember you have the Digiport experts to help you and there is AI to help and I can give you some prompts to help you create this.





atGPT - Create post ideas

 Have your buyer persona defined
 Know which platforms they use

 Have your buyer journey defined

SME
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Presenter Notes
Presentation Notes
Using ChatGPT as an example, AI can help, but you still have to do some work using the worksheets I have provided over the 3 sessions:

Before starting:
Have your buyer persona defined
Know which platforms they use
Have your buyer journey defined



atGPT - Create post ideas

Prompt:
“Act as a digital marketing manager for the business {INSERT WEBSITE}.

Create a January calendar of social media posts following the 5-3-2 rule to
appeal to the buyer persona {INSERT BUYER PERSONA PROFILE} at the
{BUYER JOURNEY PHASE} phase of the customer buying journey focusing on

Facebook and Instagram”

SME
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Presenter Notes
Presentation Notes
Since the focus of this workshop is to create frameworks, not to teach AI, I will only touch on this briefly, but suffice to say, it is incredibly powerful and useful to create ideas.

However, I must warn you, it is not perfect and will need to be refined and checked!!

So here is an example of a prompt that you could use to generate ideas for your social media posts.

Here is an excerpt of what was created for Bayview Pines Country Inn



Date
Jan 2

Jan 4

Jan 7/

Jan 9
Jan 11
Jan 14

Jan 16
Jan 18
Jan 21
Jan 25

Jan 28

Digill)

atGPT - Create post ideas

Post Idea 5-3-2 Rule
Winter Charm of Lunenburg — Photo carousel of heritage buildings with historic facts Curated

Local Legend Spotlight — Short post on a folk tale or historical figure from Mahone Bay Curated
Why Stay at Bayview Pines in Winter? — Highlight cozy views, proximity to culture, and

breakfast Created
UNESCO World Heritage Explained — What makes Lunenburg special? (1-min reel or

carousel) Curated
Cultural Calendar: What's On This Winter — Local events (exhibits, markets, etc.) Curated

Meet the Hosts — Casual photo or reel introducing the hosts with favorite local spots  Personal
Winter Offer or Booking Reminder — Encourage dreaming, suggest booking early for

spring Created
Nova Scotian Craftsmanship — Feature local artist or cultural artisan Curated
Bayview Pines Through Guests' Eyes — Share guest testimonial or quote + scenic photo Created
Taste of Tradition — Spotlight on local winter dish or drink, with historical context Curated
Snowy Mornings at Bayview Pines — Behind-the-scenes photo of the property or

sunrise Personal

SME
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Presenter Notes
Presentation Notes
You can obviously fine tune or extrapolate on this to create your digital marketing calendar for each of the 5 calendars I defined earlier.

But AI isn’t the be all and end all…. You will need eye catching images, emotive copy and specific calls to action, but it is helpful to get you started.



ementing your Calendar
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Presenter Notes
Presentation Notes
So now you have created your calendar or at least have the outline, either on your own, with the help of AI, or a Digiport expert and now you need to implement it.. What is the best way?

You could make each post, send each email etc. manually at a given date and time or you could use a software platform to help you.

There are a lot out there depending on the size of the business, the market etc, but a few of the most common are:
Hootsuite
Sprout
Buffer



plementing your Calendar
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Presenter Notes
Presentation Notes
Personally I like Buffer, it is cheap, simple and straightforward!

It also allows you to create your posts in a simple step-by-step fashion. [CLICK]

As you can see here it has a very clean post generating interface and it even has AI capability to fine tune or give you ideas.

It is also easy to define the stages and individuals you are targeting with “tags” [CLICK]



plementing your Calendar

SOLUTIONS | Your Digital Marketing Plan — Implementing the Plan © SME Business Solutions 2025 “


Presenter Notes
Presentation Notes
However, many platforms are incorporating their own social media calendar system, such as WIX.  As you can see here it has its own AI self-generating post ”bot”, which can give you ideas and can be tailored for promotions, competitions etc!



SOLUTIONS | Your Digital Marketing Plan — Implementing the Plan SME Business Solutions 2025 “


Presenter Notes
Presentation Notes
As we mentioned at the beginning of the workshops, understanding the impact of your marketing efforts is vital to growing your business.

Ensure your PPC campaigns are linked to Analytics, review your website’s clicks and comments on social media, Understand where your bookings are coming from so that when you “KonMari” your digital presence in the run up to next year’s season, you can ensure that all your marketing efforts are increasing your objectives


iIshing Up - Don’t Forget

GOALS & OBJECTIVES

THE OVERARCHING GOAL OF YOUR DIGITAL
MARKETING STRATEGY FOR 2025 IS TO SELL MORE
PRODUCT.

Goals

Consistency of Customer Loyalt
a Online Presence c i

Q Customer Growth Q Increase efficiency

SME
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Objectives

e Reach

Efficiently Increase your
reach

a Engagement

Increase engagement with
your visitors

a Conversion

Convert your online visitors
into customers

© SME Business Solutions 2025 “


Presenter Notes
Presentation Notes
Reach, Engagement and Conversions…

And above all remember Marie Kondo: [CLICK]

“DOES IT BRING JOY?”


To Work!

Workshops

@) Marie Kondo your Digital Presence

‘ Understand & Create Meaningful
Content

‘ Design & Implement your Digital
Marketing Plan
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Presenter Notes
Presentation Notes
And so, to work..

We have covered and created a framework on how to clean up your online presence using the Marie Kondo mentality.

We have reviewed how to create meaningful content where and when using the digital marketing pyramid

and now we have reviewed how to engage with your clients effectively using your customers buying journey to create a digital marketing calendar...

I hope this has helped you....


stions?

Liam Tayler
Business Evaluator

902 298 4193
liam.tayler@smesolutions.ca

SME
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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 See recordings of previous
Application deadline is Wednesday, May 7, 2025, at 4:00 p.m.

webinars and related tip sheets:




STAY CONNECTED WITH TNS

Contact Business Development:
Corporate website:

Consumer website:

TNS News & Resources:
Corporate Twitter:

Corporate LinkedIn:
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