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I know that helf Iy advertsiic solérs are wasted
The problem is, I don’t know which half!”




' Let's fix this!




Value of advertising:

¢ Brand awareness That you exist
e Top of Mind Awareness (TOMA) Reminder (7x)
e [0 raise the perceived value Bucket list

e Gets customers to do something  Call to action

IMPORTANT

Whatever your ad tells us to look at or do,
that (for example, your website) MUST
Oe good enough to close the sale.




Great adve tising:
m&&‘%ﬂ@‘ 5 >
* Is always specific -

e Creates a call o action

.

Blue Ridge Parkway near Blowing Rock, North Carolina

IMPORTANT

No more generic
‘we have something for everyone”
advertising




MARKETINGBUDGETS

General marketing budget allocations

Internet 35%
PR | Social media 30%
Advertising 20%
Collateral materials ~ 10%
Trade shows, other 5%

100%

Internet:
Online advertising
SEO
Website | updates
E-newsletter
Email marketing
Google images
URL's




What Is being said about you

Digital 35%
PR | Social media ~ 30%
Advertising 20%
Collateral materials ~ 10%
Trade shows, other 5%

100%

PR/SM:;
Word of mouth
Influencers (interet)
Facebook (internet)
YouTube (internet)
Instagram (intermet)
Print publications
Direct mall

Opening the door, reminding people

Digital 35%
PR | Social media ~ 30%
Advertising 20%
Collateral materials ~ 10%
Trade shows, other 5%

100%

Advertising:

Google Ads (Intemet)
Facebook (intermet)
YouTube (intermet)
Print publications
Outdoor (billboards)
Broadcast (TV, radio)
Trade shows, promo




Once we arrive - ensuring a good experience

Digital 35%
PR | Social media  30%
Advertising 20%
Collateral materials ~ 10%
Trade shows, other 5%

100%

N person marketing

Digital 35%
PR | Social media  30%
Advertising 20%
Collateral materials ~ 10%
Trade shows, other 5%

100%

Collateral:

- "“Best of” brochure
Activity/Visitor Guides
Digital versions (Intermnet)
Attractions brochures
Maps of the area
Regional guides
State/provincial guides

Trade shows, other:
Trade shows
Fairs & festival booths
Industry assoc. conferences
Promotional goods
Logo gear
Souvenirs




Marketing priorities

TRADITIONAL

Digital

PR | Social media

Advertising

Collateral materials 102@ $2,500 Traditional
Trade shows, other 5% $7,500 Internet

Budget allocation  25%

Based on an annual marketing budget of $50,000

Traditional Digital

Digital 35% $17,500 $17,500
PR | Social media  30% 15,000 12,500
Advertising 20% 10,000 7,500
Collateral materials ~ 10% 5,000
Trade shows, other 5% 2,500

100% $50,000 $37,500




1Op 8 reasons=or being online

#1 - Research (travel is in the top 10)
#2 - Shopping

#3 - Entertainment
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What's the best reason someone should visit you”?
What activity makes you worth a special trip”

SPECIFICALLY

N BRI - o

.. Ohio’s Shores-&lslands
- Cedar Point
- Put-In-Bay
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Rapid City, Soutl Dakota
- Mount Rushmore
, - Crazy Horse Memorial
2 - Custer State Park
- Devils Tower
- Badlands National Park
- Sturgis
- Deadwood

g} Blowmg Rock North Carollna

nf,,a Population: 1,300 year round, summer: 5,200
4 Elevation: 3,600’ (10° F cooler, half the hurmdity)
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The Blowing Rock

Stunning views around every corner
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Broyhill Park‘in downtown Blowing Rock

&

Tweetsie Railroad | Wild West Theme Park Adventure




Nearby Grandfather Mountain

The incredible Blue Ridge Parkway




Winter in Blowing Rock

¢ |0 the mountains: Less humidity, cooler temperatures
o |t's family friendly: (year round)
e (reat local shops and dozens of eateries

¢ |nCredible scenery

e Fresh air, safe, welcoming




“..nowhere in America are there such conditions
of Scenery, of Climate, of Alluring Views
af Creature Comfort, of Outdoor Sports;
of a:ii the real pleasures
thiat make life worthwhile.”

In Cloudland, Mayview Park,
Blowing Rock, North Carolina, 1920

WHO ARE YOU MARKETING TO?
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[dentify your primary and secondary markets




Lifestyle (psychographic) markets
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Farﬁily: Hiking | horseback riding | fishing | skiing | actwe not extreme
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Demographic markets
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Families: Millennials, GenXers, Mid-America to upscale, professional

Memorial Park in downtown Blowing Rock




Geographic markets

Daytrippers:
- Within a two-hour drive
Overnight: ® G Clnc;nattl
- A days drive (3 to 5 hours)
North Carolina ?  Louisville® -
Kentucky

Golumbys g v © B i

Richmond

Ohio

Georgia
Tennessee
South Carolina
Virginia

West Virginia

’ Winston .
Salem s Raleigh

Knoxville \
‘ Durham

Charlotte

- Augusta

f Charleston




Locals:
- Within the town
Cottager:

- Seasonal visitors oo
- Seasonal homeowners
= Weekendel’s Eoscoe
[13a2] Seyven Devil: . “' -
Vi TTeH S (=
M.'J.J L. a1 )
Callow £ .; v 4 TheBlowing Fn}:.\Q
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(131) Linville. == _~ iam.a:wch@
Hontezuma

e Blowing Rack target market

¢ \Nomen

¢ | ate:80s and 40s

e Professionals | Middle to higher incomes
e Traditional families w/kids

e | iving In 8 states within a 5-hour drive

e Strong love of outdoor activities

This audience would include:
e (irls weekends out

e Multi-generational visitors

o Celebratory escapes
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Advertising dollars based on annual budget

Annual advertising budgets of $250,000 a year and up
Blowing Rock
1. Google Ad campaigns (keyword, display) $40,000

2. Television (prime time, local news)

3. Influencer (general travel & niche markets)

4. Facebook advertising $10,000
5. Instagram | YouTube

6. Drive time radio

/. Traditional print (niche publications) gggngoo




Annual advertising budgets of $100,000 to $250,000

1. Google Ad campaigns (keyword, display)
2. Influencer (niche markets)

3. Facebook advertising

4., Traditional print (niche publications)

5. Qutdoor (billboards)

Annual advertising budgets of $50,000 to $100,000

1. Google Ad campaigns (keyword, display)
2. Facebook advertising

3. Influencer (niche markets)

4. Traditional print (niche publications)

5. Qutdoor (getting people to stop)




Annual advertising budgets of $10,000
1. Google Ad campaigns (keyword marketing)

2. Facebook advertising
3. Influencer (niche markets)

4. Traditional print (niche publications)

5
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Getting the biggest bang for your buck




GOOGLE ADIVERTISING

$6,000 Budget

Google”? Must we”

By the numbers

93% -
68% -
- Never-scroll past the+first page of search results

75%

70%
89%

Google owns-the search engine market
Online experiences start with a search engine

- Travel inspiration starts with searches
- Travel planning is done via the web
92% -

Bookings are done via the web




Stages to closing the sale

Dreaming 70% on mobile

Organizing  On both mobile and desktop/laptop
Booking 90% on desktop/laptop

Experiencing Both (looking for complementary activities)

Google ad terminology

PPG - Pay Per Click

CPC - Cost Per Click

CTA - Call To Action (what you want the customer to do)

CTR - The number of clicks an ad receives divided by the number of impressions.
Campaigns - Seasonal, type of activity, type of lodging, etc.

Impressions - The display of the ad on a web page

Landing page - The website page you want the potential customer to land on
Ad Position - \Where you are in the list of search results

Bid price - How much you are willing to pay for each PPC

Conversion - The desirable action of the customer

Ad extensions - Contact info, additions to a Google ad




Your top activities MUST be on the
first page of search results.

Even if you have to buy your way there.
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Grow your
business with
Google Ads

ads. google com

Google
office supplies

Ad - whensgon.corr

Contact Us

(=

4 Googledds  Start rmaching mosm peopie

o

.

Want 3 lean how to create 3 Google Ads campaign in 2021 from start to finksh?

i thiss vicheo, | 3how you exactly how 1o do Just that along with some tips snd tricks to help you

Google Ads Tutorial (Made In 2021 for 2021) - Step-By-Step for Beginners
162506 viws + Ju ' ol 40K
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Grow your

v/ 1st Google Ads '

Google Ads Tutorial 2021 with Step by Step Adwords Wakthrough *
% Travis Marziand ©
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$6,000 budget / 180 days = $33 per day

$6,000 budget / 270* days = $22 per day

* Six months

The goal: To be on the first page organically
Then you can start purchasing display advertising
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Save time
with Auto ads

Focus on creating M—éﬁ?
great content S e
-S|

Google AdSense

POP-UP DIGITALDISPLAY ADS

Welbsite specific




Pop-up or website display ads

¢ Tied to magazines & other publications

e [rip Advisor and other peer review websites
e Part of state/provincial websites

¢ |ndustry specific websites

RIDE ON
RELIABILITY

Over 4,440 certified deslars
in North America.




f7¢) Feel that vacation feeling again  (Eita)

@ Tripadvisor @D O rvien Dtrps Q) Aerts o

Explore Blowing Rock

= Vocation e} ThingstoDo &3 Restouronts 38 Trowel Forums (3 More
Rentols

WitRiGeogle AdSense you can target your audience
VERY specifically




FACEBOOK ARWERTISING

$4,000"Oudget

Facebook advertising steps
1. Area of interest ~ Travel | Food | Sports | Shopping | Outdoors

2. Intent & behavior  Lifestyle and demographics
3. Location Geographic areas you want to reach

4. Video | Link, etc.  Close the sale* Or the next step

* More videos are watched on Facebook than on YouTube!



Business.Facebook.com/adsmanager

gating: Every Option Explained!
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Wes McDowell




ADS:
SHALL

BUSINESS [
2021 |

Facebook Ads Tutorial for Small Biz 2021 - How to Create Facebook Ads For
Beginners (COMPLETE GUIDE)

20

Facebook Ads in 2021: My NEWEST Secret Strategies & Pro-Tips!
7 mcae 80

262 views

How to Write Facebook Ads That Convert Like CRAZY

TK viows * Z yeare 390

® vrconeio

f yeu want to know how te wiite Facebook ads that comvert in 20

Wes Breaks Down the Best Facebook Ads . Steal These Ideas!

o

™ A0t generaily the kisc of person who woold enccarage you 10 go out and steal something. But Asten— Looking at what

nd, t will show you all my best sacreta, pro

tips
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READ MORE
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Homepages. Wanna See? Website in 10 mins - Simpl. Business Wabsite on Fiverr Website Yourself — the .. Makeovars: 3 Simple.. Here's What You Actually..
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Facebook Ads: Tips & Tricks P PLAY ALL

I'VE EVER SEEN!

Facebook Ads in 2021: My Wes Breaks Down the Best Facebook Lookalike How to Write Facebook Ads Facebook Ads Tutorial for Apple vs. Facebook Ads:

NEWEST Secret Strategies ... Facebook Ads . Steal... Audiences: the Gold... That Convert Like CRAZY Small Biz 2021 - How to... How to Save Your Ads fro_.
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Short & Sweet P» PLAY ALL

tips for online suc
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ol & Wes McDowell ©

onths oqe ¥

es McDowoll @ w

4 months ago 873 vi

s + 4 manthe ago




Crwate Now Campagn
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$4,000 budget / 120 days = $33 per day
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L ookalike audiences

These are the people who you already know:
Your database of visitors | Your email marketing list | Lodging guest lists | Friends, followers

They take your audience and magnify it:
People with the same interests, same geographic area, lifestyle, demographics, etc.

Email List 2> Facebook Custom
Audience + Lookalikes
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How To Create a Custom Audience with Email Lists on Facebook Ads *
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Create a Custom Audience on Facebook Ade: How to Uplcsd Email Lists to Facebook Ads
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Dylan Pearson

Are you looking to upload email lists from websites such as aweber, masichamp, and klaywo




a Roger Brooks

& Friends

| Pages

Groups

Y Marketplace

> | "A’a'.ch

&= Events
*

'(D Mermories

v See More

Your Shortcuts

Roger Brooks Int'l: Destination
Development Association

@ Friday Harbor Class of '71

o Grand Design Solitude Owners
[
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@ Immersive Van Gogh Exhibit Phoenix

olors, the brushstrokes, the drama!

Experience the art of ent
around you on a jaw-dropping

Sogh like

aver before s masterpleces come

ale - set to a soaring scundtrack!... See More

@ Resume Video

Book Now
vangoghphx.com

to

\fan Goah Evhihit The i Book Now

Why You're Seeing This Ad

immersive Van Gogh Exhibit Phoeni
Learn More

0 ix is trying to reach people
an Gogh Exhibit Pho trying to reach people,
ages 18 and older.
o Van Gogh Exhibit Pho... is trying to reach people

mary location is Peoria, Arizona

What You Can Do

Q Hide all

o Make cha‘n-)z-s to your ad pr

s from this advertiser

Hide




VisitScotland @
v Yesterday at 10:20 AM - QO
Looking to reconnect with nature? We've got just the thing!

{4 Please be responsible as you explore - Remember to plan ahead & keep up to
date with the current Scot Gov. guidelines to protect yourself & others

#Res

12 Waterfall Walks to Enjoy in Scotland 47
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Close the sale with a video on Facebook

e Fvoke emotion!

e \Vake it specific: Top 3 Must Do activities
¢ |nclude voice & enthusiasm

e Show people having a good time

e Just two minutes

PRINT ADwR TISING

$2,500 budgat




DDA > Resources > Video Library > Marketing

Designing ‘ WORDS &

Effective Print PHRASES
& Mobile Ads THAT WORK

Presented by Roger Braoks EVERY TIME

Presented by Roger Brooks
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Work to get 50/50 space:
1/2 page display ad + 1/2 page article (editorial)

TEXAS OUTDOORS

The Northern Lights should be
on every bucket list.




Obtain:

Media Kit | Editorial Calendar | Display ad costs

PRINT AUDIENCE I
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Print advertising hints:

e Regional is best: They already know you

e 1/3 page or larger

¢ Right hand page, outside edge

e Frequency is king! 5 to 7 times in one year!
e (Get editorial with the purchase

INFLMENNKCERS
PR offadvertising budget




WHY INSTAGRAM SHOULD BE Leveraging TripAdvisor
YOUR NEW BEST FRIEND Prsented by Roger Broos

ted by Roger Brooks

S nq—‘-s. —

,Influencer M’arketmg

What (or.who)to'Llook For,
Wham@g'ﬂtpectatmns

W S




OWTDOWR
Billboards

\When to use billboards
e [0 promote festivals & major events

e 10 pull people off the highway (First rule of tourism:
Get people to stop)

¢ [0 bulld brand awareness: \What you're about




VWhat to do
Always use a call to action

- 24 hour Rehef

Spotless Restrooms




What to do

No more than eight words:
You have four seconds

Use contrasting colors




National Historic

Oregon Trail
Interpretive Center

VWhat to do
Use vellow on a dark background




BUSINESS & COMMUNITY

¥ DDA
il > Resources
| > Video Library
! > Marketing For Businesses & Downtown

ﬁ




The 70/20/10 Advertising Rule

70% - Proven tools and platforms

20% - Testing hypothesis in areas you're sure of

10% - Experiments and new ideas

The bottom line

e You set the budget

¢ You can change the content at a moments notice
¢ YouU can target a far more specific audience

e You ONLY pay when someone shows interest

e |t is the fastest, easiest way to grow your revenues




The 2021 webinar lineup

The Five Fastest Growing i Make Your Downtown
Tourism Trends E&:glt?féng an Look Amazmg
i Marketing el
Plan

HOOErS: i : .| | Influencer Marketing | [JHEEvEW 1% [he Future oaﬂe:lgns
U FIuriig 2lagas *| | What (or, W)Yo Look For, 421) Conference, Reu
Gl & What 1o Spepd; Expectations.| | Trade Shows
J1) Oz el it i /
i Ly N {' g ~ gl What you need and
k how to attract them

September October November Decelber January

YOUR TOWN

AN AMAZING DESTINATION

The 25:Immutable Rules
_of.Successful Tourism

Totally re-written and updated

Available on amazon.com
Print edition: $39.95
Fbook edition: $9.99




Here's'toramazinghy effective aavertising!

linkedin.com/in/rogerirooksintl
@Roger_Brooks

facebook.com/RogerBrooksintl/

Roger_Brooks_Intl Join us Development

www.DestinationDevelopment.org




