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6 Steps to Choose the 
Right Marketing 

Channels

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

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

I N T E L L I G E N C E



Meet Lauren.

bookworm.  morn ing  person .  tour i sm- indus t r y  obsessed .

China India Italy



Audience Participation Time

• Scan th is  QR code and take a  
moment  to  f i l l  ou t  th is  
ANONYMOUS survey.



Let’s see the results.

Q 1 :  h t t p s : / / d i r e c t p o l l . c o m / r ? X D b z P B d J 2 b A X 0 Z E A t R U T c R w O L z z A M v N s R d Q s G g 7 p F h

Q 2 :  h t t p s : / / d i r e c t p o l l . c o m / r ? X D b z P B d J 3 c B Y 1 a F B u S V U d S x P M 0 0 B N w O t S e R t H h 8 q G i

Q 3 :  h t t p s : / / d i r e c t p o l l . c o m / r ? X D b z P B d J 4 d C Z 2 b G C v T W V e T y Q N 1 1 C O x P u T f S u I i 9 r H j

China India Italy

https://directpoll.com/r?XDbzPBdJ2bAX0ZEAtRUTcRwOLzzAMvNsRdQsGg7pFh
https://directpoll.com/r?XDbzPBdJ3cBY1aFBuSVUdSxPM00BNwOtSeRtHh8qGi
https://directpoll.com/r?XDbzPBdJ4dCZ2bGCvTWVeTyQN11COxPuTfSuIi9rHj


What was the point of that exercise?



• 6 Steps to Choose the Right Market ing 
Channels:

– Define your marketing goals
– Establish a budget
– Research your audience
– Build a marketing funnel for each goal and/or 

target audience.
– Craft authentic strategies and messages
– Measure progress 

On the agenda



Step One: 

Define your marketing goals









Step Two: 

Establish a budget for your 
marketing efforts



• This  app l ies  to  bo th  money and t ime

• Be rea l i s t i c

• Pr ior i t i ze

Budget Building



Step Three: 

Research your audience and 
where they spend their time



• Google  Ana ly t i cs

• Past  event / tour  a t tendee database

• Surveys

• State  tour i sm o ff i ce  da ta

• eMai l Market ing  Serv ice  (Mai lCh imp,  Constant  
Contac t ,  e tc . )

• Soc ia l  Med ia  Ins igh ts

– Facebook Creator Studio
– Instagram Insights 

Research tools



• Baby boomers have the largest  spending 
power of  any generat ion.

• They tend to be carefu l  wi th thei r  cash and 
seek out  the best  value for  money.  

• They tend to be very loyal  to thei r  favor i te 
brands.

• Tradi t ional  market ing is  the norm for  th is  
group but  64% of  people aged 50-64 use at  
least  one socia l  media s i te.

• Networks l ike Facebook are s t i l l  an impor tant  
tool  for  communicat ion in th is  age group.

• They tend to watch more te lev is ion than 
younger  generat ions.

Baby Boomers



• Generat ion X is  a tech-savvy group - - - making 
them a per fect  prospect  for  omnichannel  
market ing.

• People in th is  age group use the internet  as a 
research tool  and tend to be skept ical  of  
market ing messages in general .

• They tend to want  authent ic i ty  and c lear -
headed market ing wi thout  any fuzzy logic  or  
lack of  c lar i ty.

• Market ing to Gen X should inc lude c lass ic  
soc ia l  media channels  l ike Facebook and 
YouTube.  

– Create and maintain active pages that offer how-
tos, educational content or even a little nostalgia

Generation X



• Mil lennia ls  are more d is t rust fu l  of  market ing 
messages than any prev ious generat ion and 
value authent ic i ty  and honesty over  f lashy 
adver t is ing.  

• They tend to  pre fer  e th ica l  and communi ty -
focused brands and are  more  l i ke ly  to  spend the i r  
money w i th  a  company when the i r  b rand va lues  
a l ign  w i th  the i r  persona l  idea ls .

• This  group i s  h igh ly  ac t i ve  on  soc ia l  med ia  and i s  
no t  loya l  to  any  par t i cu la r  channe l .

• The Mi l lenn ia l  genera t ion  inc ludes pro l i f i c  on l ine  
shoppers  and they  w i l l  f requent l y  share  the i r  
purchases and exper iences w i th  b rands on soc ia l  
med ia .

Millennials



Step Four: 

Build a marketing funnel for 
each goal and/or target 

audience



Awareness

Interest

Action

• Visitor’s Guide
• Organic social media
• eMail newsletters
• Articles on website
• Video content

• Conversion-focused ad campaigns:
• Seasonal campaigns
• Airport campaign 

• Display advertising (Banners)
• Native advertising (Advertorial)
• Retargeting
• BookDirect tool
• Campaign landing pages

• Connected TV advertising (Hulu, Amazon)
• Video/pre-roll advertising (YouTube)
• Paid social media 
• Print advertising
• Public relations 
• Influencer marketing
• Search engine optimization (SEO)
• Search engine marketing (SEM)



Step Five: 

Craft authentic strategies 
and messages for the 

channels that suit your 
company and customers



• Every p iece of  UGC is  a word-of -mouth rev iew

• UGC conver ts  f ive t imes as many t ravelers 
compared wi th branded photos and v ideos

• 40% of  mi l lennia ls  won' t  book a t ravel  
exper ience wi thout  seeing some sor t  of  UGC

Leverage User-Generated Content



• Create a dedicated hashtag for  photos and use 
i t  to post  to your  own channels regular ly

• Engage wi th people who are post ing about  you

• Reward people for  us ing your  off ic ia l  hashtag 
and post ing photos

• Ask great  quest ions to sol ic i t  photos

• Create photo-ready spots

Ways to Source More UGC for Your 
Brand



• Ask your  audience what  they l ike to see f rom 
you

• Use your  research tools  to ident i fy  what  types 
of  content  are resonat ing 

• Watch your  compet i t ion

• Learn f rom your  favor i te personal  brands

Give the People What They Want



• Ident i fy  your  most  ardent  suppor ters

• Provide incent ives 

• Bui ld personal  re lat ionships wi th them

• Ask for  what  you want

Empower Your Local “Influencers”



Step Six: 

Measure progress and 
results and adjust as 

needed





Let’s Discuss

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



Contact me 
anytime!


