
N O V E M B E R  8 ,  2 0 2 1

Mixing It Up on 
Marketing: Inspiring 
and Engaging New 

Travelers
L A U R E N  C L E L A N D

D I R E C T O R  O F  D A T A  I N T E L L I G E N C E  &  

D I G I T A L  M A R K E T I N G

L C L E L A N D @ V I S I T S A V A N N A H . C O M



Meet Lauren.

data  nerd .  g i r l  mom (x2) .  p re t t y  d ress  lover.

China India Italy



What research tools 
are you using to 

better understand 
your customers?



• Goog le  Ana ly t ics

• eMai l news le t te r  s ta t is t ics

• Soc ia l  med ia  ins igh ts

• Past  a t tendee database

• Alumni  da tabase

• DMO/CVB data

• Surveys

Research tools already at your 
disposal





Owned media is any online property owned and 
controlled by a brand, such as a blog, website or 

social media channels. The more owned media 
channels a business has, the larger their digital 
footprint, which means more potential reach to 

customers and followers.



What owned media 
do you utilize to 

market your 
business?



What are your 
biggest hurdles when 

it comes to your 
owned media?



• Ru le  o f  5 :  For  every p iece o f  content  you c reate ,  
f ind  AT LEAST 5 d i f f e rent  ways  to  use i t .

– Post an article on your website.
– Share the article on Facebook, LinkedIn, Pinterest, 

etc.
– Include a link to the article in your eNewsletter.
– Create a short video that accompanies the article.
– Create a Facebook or Instagram Story about the 

article.

Work smarter, not harder



• FREE t oo ls  a l l  con ten t  c rea to r s  can  use :

– Photos:
• Free, easy Photoshop version
• Adobe Spark
• Canva

– Video
• iMovie
• Lumen5
• Boomerang

– Infographic
• Google Charts
• Infogram

– Be a copycat! Watch, learn and implement

Creating content for owned media



• Reuse and recyc le  content .

• On ly  2% of  your  on l ine  aud ience sees  any g iven 
pos t .

• Reuse everg reen content  in  the  f u ture .

• Refer  users  to  content  when poss ib le .

– Answer online questions with content.

Recycling isn’t just good for the 
environment



• Schedu le  your  content  in  advance.

– Facebook: built-in scheduling
– Twitter: Twitter Ads
– Instagram: Latergram
– eMail: Constant Contact, Mailchimp, iContact, etc.

Publication



Earned media can be observed in brand mentions 
and media awareness awarded via promotion, 
rather than paid advertising. This can also be 

considered “organic” media. For example, earned 
media may include mentions in online articles, 

television interviews or consumer-generated 
videos.



What earned media 
do you utilize to 

market your 
business?



What are your 
biggest hurdles when 

it comes to your 
earned media?





1. Ask  f o r  rev iews & tes t imon ia ls

1. Post-trip automated emails
2. Dedicated eBlast to past attendees
3. Source them on social media 

2 . Reward pos i t ive  behavior

1. Always respond to the review 
2. Use their review and photo on social media, website 

and/or eMail channels
3. Send them swag – if you have it

Create brand ambassadors



1. Prov ide  va lue  f o r  cus tomers

2. Discuss  cur rent  events

3 . Source more  content  f o r  owned media

4. Communica te  wi th  your  brand ambassadors

5. Promote  o f fe r ings

Foster a community: Facebook groups



Paid media refers to external marketing 
efforts that involve a paid placement, such as 

pay-per-click advertising, branded content and 
display ads.



What paid media do 
you utilize to market 

your business?



What are your 
biggest hurdles when 

it comes to paid 
media?



• Benef i t s :

– Cost-effective
– Micro-targeting
– Personalization
– Remarketing
– Branding
– High quality traffic
– Conversions

Social media advertising





Let’s Discuss

Quest ions ,  concerns ,  success  s tor ies ,  lessons  
learned,  e tc .
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