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Travelers are using the most
complex range of media and the
most diverse sources of travel
information than ever before
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Technologies, Resources and Services Used to Plan Leisure Travel
In the past 12 months, which of these have you used to help plan your leisure travel? (Select all that apply)

42,5% used user-generated content 38.2% used social media resources for travel planning

User- User- User- User- Travel Followed Followed  Social photo Micro- Social DMO Mobile Travel- Online
generated  generated  generated  generated  information  a destination  acityor sharing blogging/ hook- website phoneto  related app  mapping

43.7% used print resources

4.9%
Travel- Group Online Audio file/ Opinions Travel- Travel or Newspaper  Commercial (o] Direct Travel Travel-
refated  discount sites videos podeasts of friends, related lifestyle travel guidebook print mail agent related radio
e-mail [Groupon, colleagues, programming  magazine section publication piece program
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Used a mobile phone to plan travel 51.1% 35.8% 19.2%
Accessed Twitter for travel planning info 19.2% 10.2% 1.8%
Used social media to complain about
a travel experience 14.8% 9.8% 3.3%
Downloaded a travel-related app 13.0% 10.4% 7.6%
Used a group discount site 33.6% 21.7% 12.4%
Took a laptop on a leisure trip 52.1% 50.6% 45.6%
Used a DMO website 35.4% 38.6% 32.4%
- L
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“Knowing that someone else has
been there...it gives me different
pieces of evidence that it would be
a good place to go. My friend had
gone to this place and had good
things to say, then a picture showed
up on Facebook and supported this
image | had of the destination.”

“l shared a few photos of the
house | rented and now |
know three people who have
booked the same property”
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Popular Path to Destination Decision

Read articles and

See consume other
Photo via content, click on
Socidal relevant ads of
Source interest
@ @ @ @
Perform Reach out to
a network for
Search tips/advice
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Your Job is Both Harder
and Easier
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Why These Metrics Matter
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“Word of Mouth”
Once Elusive, Is Becoming Measurable

|
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Source: Phil Romans on Flickr
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* sparkloft 05 WE ARE & WHAT WE DO

£ Social Media Social Media
O Strategy Campaigns 1‘

»  App Design and I% Social Ad Buys I l
Q Development !

BY THE NUMBERS:

23 20 80+
Team members Languages spoken Clients
30,000+ 5
Hours spent annually Continents with

on social media : Sparkloft clients

. ).

Community
Management

Training and
Speaking

miles
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WHY METRICS MATTER
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MAKING METRICS MATTER
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Content & Engagement

: ; . " 80,672
Visit South Africa with Carol Whittemore Stevenson and 4 others
Lion's Head surrounded by fog.
. 5,717 |
Photo shared from: EARTH PIX
FROM YOUR PAGE AND POSTS

2,598 69 832

FROM LIKES, COMMENTS & SHARES

1,896 322 0
TOTAL

4,494 391 832
2,285

2,267 18 0
! i -

NEGATIVE FEEDBACK
53 41 .
0 8

b Like B Comment = Share 2,598 Likes 69 Comments 832 Shares

80,672 people saw this post

. miles
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Metrics That Matter Nar Loft .

How To Measure & Achieve Them




Surveys

e 5r~egon Adventurecation - . _ .
LTy —

Your Ultimate )&rjvﬁnfur'ecnﬂoh isin WQ.S}\EHSTOD COU.I’ITH.'

f you're the type of cutdoor adventurer whe can .
appreciate a fine meal and a fine wine, Oregon's
Washingtan County has an adventurecation for y
Paddle the Tualatin River and go zipping through
trees, then explore the wine country that lies just
outside the city limits. When you're ready far urh > = 3 i
advetiturs, head to Portland for soras culinary Click your favorite activity below and enter to win that region’s
hplotaron: adventure-packed itinerary.

The Prize Indudr-ﬁ:

- Guided kaysking trip with the Tualatin Riverkes

+ Zip lining at Tree to Tree Adventure Park

= 2night stay at the MeMenamins Grand Ladge

= 1=night stay at The Governor Hotel

= Dinner at Imperial and $50 towards wine tasting
at Coaper Mountain Winery

« KEEN gear to tackle your adventure

+5 Aighit veushate souriney of Alssba Airline

You're almost done. Pick 3 more favorites below
to reveal your ultimate Oregon Adventurecation itinerary.

EJ"- rn O"- gon

- Cycle an Oregon Scenic Bikeway
- Jet Boat Hells Canyon

Central Ore gon

- Climb Smith Rock
- Fly Fish the Deschutes River

.+ to Win this Adventure Oregon Coast

- Surf the Oregon Coast
- Golf at Bandon Dunes

Fly Fish the Deschutes River Cyele an Oregon Scenis Bikeway

Southern Oregor

- Hike at Crater Lake
- Whitewater Raft

Gear up with KEEN and get going on Alaska Airlines!

Paddle the Tualatin River With more non-stop flights vo
Paddle tn comfort in the low-profile Portland than any sther Oredons Whashindton Count
KEEN Clearwster CNX sandals. airline, Alaska Airlines egons Washington Lounty
nakes garing io your - Paddle the Tualatin River
Zip Line st Trew to Tree Oregon Ad hm““ peRton - Zip Line at Tree to Tree Adventure Park
ti ever.
Adventure Park Zip Line at Tree to Tree I
Adventure Park e\
Zip from even greater heights in i Willamette ".‘Ah.-a

the KEEN Arroya 1. - Mountain Bike in Qakridge

- Hike at Silver Falls State Park

Mt Hood T rrifory

- Windsurf the Columbia River Gorge
- Shred Mt. Hood

Whitewater Ralt in
Southwrn Oregon
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TRAVEL il Earned Media - A Qualitative Measurement System
|OREGON

+ Set objectives individually for each initiative outlined in your annual plan

N » Evaluate coverage based on qualitative point system to provide insight

into the value of each placement and to inform future planning

s RNl ¢ « Track coverage tfraceable to your direct efforts only, and establish a
E— baseline for future

Mention/ Dedicated

Story Type Roundup Post Judiaann Woo
Multiple Communications
Visuals No One Photo Pho’ros/ Travel Oregon
Videos
Reader Response Nel Positive  Inspired Travel ~ Judiaann@iravel
Relevant oregon.com
Travel O.regon None Mention Men’rlpn and
Mention Link
TOTAL HIGH =10

Metrics That Matter sparkloft - ‘;Qj; . miles
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Integration

~ | Explore Ceorgia
ic. ! Xtober 2C

You could win an amazing Ceorgia vacation and round-trip
flights from Delta with our Geargia Trip Planner! Craft your
custom itinerary for the chance to win 1 of 3 getaways!

Enter here: http | /budurl.com/GATripPlanner

-
(D Georgia TRIP PLANNER

Plan your Geongsa trip and enter to win!

Like - Comment - Share

u GH TOURS INC.
tourgal21

WIN a FREE trip to Savannah, #Georgia
when you use the Georgia Trip Planner!
Click to find out more.
pinterest.com/pin/1503780750...

ILI gy

(P Georgia” TRIP PLANNER

OEEFES

.
B

-
(O Georgia® TRIP PLANNER

Atlant A to Zoo

Treat your kids (and yourself) to a fun-filled
cay at Atlanta's world-class attractions!
Spend the morning “under the sea” with
100,000 fish friends at the Georgla Aquarium.
Walk through Centennial Olympic Park to
quench your thirst at the World of Coca-Cola
before hopping on a MARTA train to see the
resident’s at Zoo Atlanta

Insider tip: Purchase an Atlanta CityPASS to
visit these attractions and more at a
& discounted rata!

Enter to win your Georgia trip!

Cy=r) it In Partnership with e ux
&l On Instagram ADELTA % {3{:&
AR LINES AR e

Connect with us

vostGvE 3@

¥ Follow

Click this pin to enter to WIN a
#Georgia vacation!

6

Green Palm Inn

RT @ExploreGeorgia: Craft a custom
itinerary with our Georgia Trip Planner for
the chance to WIN 1 of 3 (cont)
tl.gd/n_1rpegk4

A4~ ¥ Follow

Jnstagram @ aarobabb

:

#Madison, $Georgia is bome to some amating
#architecturel #expioregeorgla

% | exploregeorgia

beoyle1102 samanthaelizabeth19. breloed18

@ Discover Atlanta i~
Select an itinerary with @ExploreGeorgia's
Georgia Trip Planner for the chance to WIN 1
of 3 amazing prizes! budurl.com/GATrip

- Visit Savannah © a-

Enter to WIN 1 of 3 amazing #Georgia
vacations with @ExploreGeorgia's Georgia
Trip Planner! bit.ly/1cG5ig6

Reoly 13 Reeweet i Favorite @e= More

W Follow
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jaicampbell
"N My hometown

I wpkinteractive
i Yos itis!
batiekrown

My hometown!CIEILI explorageoraia
elizabethspencer
ull That White House is my aunt and uncles old home ;)

homell!

roeswifey
Wow
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ACT NOW!
OPERATORS ARE STANDING BY
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Effective methods of measuring the val

e of social media efforts offen depend on how your
company Is using social media and for what purpose. The following examples provide

methodology and perspective on four key social medio measurement opportunities

Start here, WHAT DO YOU WANT TO TRACK?

INTENT TO TRAVEL

What you'll need: a survey tool (e.g, SurveyMenkey); emall leads
generated as a result of the campaign; questions that will help you gquantify
attributable visitor spend (e.g. Did you complete or plan travel to xyz os a

result of participating in the XYZ promotion?: a small incentive [e.g. a $50
nomic impact da

gift ca 3G
average length of stay per person, ¢

DIRECT BOOKINGS

average spend per person per day

What you'll need: o promotion unique to social media or specific social medi
platforms (e.g. Facebook offer, Twitter perks); online booking that supports promo

codes; stall willing 1o frack in-store offer redemptions; unique phone extensions for

every channel (e.g. Phone.com)

INDIRECT BOOKINGS

what you'll need: o package as powerful as Google Analytics or better;

trackable links (.9, Google URL Builder combined with a tool like bitly o
Budurl); cookies to track users' aclivily over a perod of lime |e.g. 7 days

or 30 days depending on your product), atfribution model fo credit revenue

to various channels (e.g. Time-decay madel which gives more credit to

interactions closest to the time the user converted)

EARNED MEDIA VALUE

Think beyond the traditional ad equivalency model and develop a qualitative

measuremeant system that takes into account the type of story, tier of outlet

visuals, and other value-driven measures based on whather coverage is

consumer-focused, industry related or found on @ relevant blog

Aaron Babble, Vice Presiden! of Business Development & Operalions

Loft

aaron@sparklofimedio.com / 971-246-0774

Loft - <32 miles
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Thank You

Aaron Babbie
Vice President, Business Development & Operations

aaron@sparkloffmedia.com
@sparkloft
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Social Media ROI for Destinations
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“ROI” for a Destination

Direct visitor spending in a
destination directly resulting
from the DMO’s marketing
campaign

marketing destinations
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Research Perspective on
Social Marketing:

e Defined Audience

e Content Pushed Out (DMO-controlled,
versus audience controlled)

= 1 7
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How To Measure & Achieve The T marketing destinations



Social Media ROI for Destintions

e s e

LA LosAngeles - discoverlA.c... Timeline ~ Recent ~ v Liked [ create page |

| Recent
L A Los Angeles — discovert A.com

We hope you're enjoying our content on the #LosAngeles Facebook page. We'd love to get your feedback on how our posts encourage you to

discover Los Angeles. By helping us out, you'l be automatically entered to win a $500 Visa gift card or one of 50 $10 Amazon gift cards. Click

here to begin: http://bitly/19ibQbD
(Photo courtesy of Stephen Lee Carr)

gt
P e
o '}i 4 5

Stephen Gunter and 4 others.

L

TOURISM & CONVENTION (] BOARD

Thanks so much for your help. Please complete the questions below and then click the “Next Page” button to

Uke * Comment - Share B3 | continue.
Sponsored ¥

Adobe® Creative Cloud™

&3 6,838 people ke ths. Top Comments =

:a Giuano Kolossus D. Latorre Gta Vill
Uke * Reply * 322 * September 2 t4am v

As our way of saying thanks, all completed surveys will be entered in our sweepstakes to win a $500 Visa gift card or
one of fifty $10 Amazon.com gift cards.

Please note: This survey makes frequent reference to the Los Angeles area. Please only consider the Los Angeles
area in your responses to these questions and note that the Los Angeles area does NOT Include
Disneyland/Anaheim/Orange County. [Official Rules]

Approximately how long have you liked/been following Los Angeles-Discover LA
on Facebook?

Less than 1 month

1-6 months

6-12 months

1-2 years

23 years

More than 3 years

Don't know/Unsure

Do you live in Los Angeles County?
Yes
No

Metrics That Matter
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Research Perspective on
Social Marketing:

e Number of Visits to the Destination

e Content’s Influence on:

e Decision to Visit
e Length of Stay in the Destination

e Spending in the Destination
e |Length of Stay

Metrics That Matter \ (| LOft e k:» - mlleS
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DMO Case Study: Social Media ROI

| . . L_Fl _
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DMO Case Study: Social Media ROI

57,000 Facebook Followers 12,000 Twitter Followers

A 4

Identify Incremental Visits (& Trips Extended)—12 Month Period

3,038 trips (1,732 days) 69 trips (616 days)

A 4

Determine the Value of these Trips/Days

$2.8 million $217,000

Metrics That Matter
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Other Economic Effects

| =) 1
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Generating Economic Activity for
Stakeholders—from Visitors

70.1%
Visit an attraction or museum

68.8%
Do more activities
Visit a certain neighborhood or region

Visit a certain restaurant

Attend an event/performance

Stay in a hotel ) o

//

0% 20% 40% 60% 80% 100%

Q: Did posts from the destination on Facebook influence you to do any of the following on your
trip(s) to the destination? (Select all that apply)

232 . mil
- < e
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Generating Economic Activity for
Stakeholders—from Local Residents

d | | |
e

79.2%
Visit an attraction or museum

74.3%
Visit a certain neighborhood or region

Attend an event/performance

Visit a certain restaurant

Stay in a hotel )
v e

/// >4 / 3 4 4 )
0% 20% 40% 60% 80% 100%

Q: Has information the destination posted on Facebook influenced you to do any of the following?
(Select all that apply)

. mil
. -, y
Mgg’éch?elbrgg%ﬁigzﬁhe LOft ] Jb . marketing demenaﬁ



Engaging Local Residents to
Influence VFRs

89.4%
Choose activities and things to do

Make their trip

Extend their stay

Book a hotel

0% 20% 40% 60% 80% 100%

Q: Did you use information you found through the destination on Facebook to influence any friends
and/or relatives to do any of the following? (Select all that apply)

Metrics That Matter Loft . *@1 . miles
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Use of Other DMO Marketing Assets

5%
Visited the official destination website

Watched videos on the YouTube page
Followed on Twitter or visited the Twitter page
Followed on Instagram

Signed up for and/or read the email newsletter

Followed on Pinterest

7 // 55 / A A

0% 20% 40% 60% 80% 100%

Q: In addition to following us on Facebook, which of the following, if any, have you done? (Select all
that apply)

Metrics That Matter Loft . *@1 . miles
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Integrating Social Into
Your Digital Analytics

| _=0) . v
Metrics That Matter LOft - 9 mn!!ﬁﬁ
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Who is this guy?

Gray Lawry

Director of Media & Analytics

Miles
941-342-2362
Gray.Lawry@MilesPartnership.com

San Francisco - Summer 2012

. miles

marketing destinations

DESTINATION AMALYSTS




300,000 60.00%
- 58.00%
250,000
- 56.00%
200,000
- 54.00%
150,000 - 52.00%
- 50.00%
100,000 -
- 48.00%
50,000 -
- 46.00%
0 - - 44.00%

January February March April May June July August  September

How To Measure & Achieve Them
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What we’re used to

E [E=NE=>==|

| L www.denver.org/visitd Q&5 rl =

(— >CH wwew.facebook.com/visild

I
DEIWER

spumored
CityPASS Official
Site

CityPASS

alt wbiea
Save Lp s 50% on the

Ducover the best of Denver, The Mie righ City! el be
shering grest ohots, the most fun things 1o do and
fatnians greesnn,

o226k [3- nm Vouthent M

Gl Tn The Oravge

Abeust - Siggent an Bt

) Post [ Photo [ Video

q fpend
VISIT DINVIR
Imvite Yoiur Friends to Like This Page ee 4
Travelocity £ays that Daover |6 ane of th top 13 Halloween m ﬁ,‘“"ﬂ e, s
destinations in the world! Wae offer this photo Hyatt g - exererce with
downtown as definitive proof, http://denv.co/1 Chase Ramsey Tnvie W) [Em——————
.
ﬁ Jashington Thestarm Davis Invite Retargeting
Works
n Dania Molla Howseind Inwite
— &
L e A
the city's most
i Sarah Woods ) x e
ascinating attr v, ol for ihe " i #
ik High' price of 308 FAZR s Wadkaselay from 108 t om, S420 D8k
e High' ¢ & A ; L Chat (04F) -
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Like | said

: [E=REEr
i e
/' ['] Events, Attractions & Dea. %

€« C f | [) www.denver.org/dares @cy » =

VISIT DENVER

The Official
Trawel and Visitor

“Social identity and B e M B
website usability are i '
converging faster 74,

than ever” T

CONNECT WITH FACEBOOK

HUTEL DEALS ¢ Log in with your Facebook accountta save your GUYS b FAMILY 4

TAR personalized list of Denver Dares!

B £ Connectwith Facebook [ELCREELES

Check out the list of Ir custom adventyg

searcH DARES [ | /= YOUR SAVED DARES |+

Getaway Fun Packages

- Me

FAMILY FUN
Fun for all ages! Find the best kid and
family friendly activities in Denver.

OPEN AIR

Denver is a paradise for lovers of all
things outdoors.

WESTERN SPIRIT
Experience the rich history of the Old
West and learn about Denver's past.

. miles
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Non DMO Examples

L C # [1 wwwgogobotcom

e Gogobot

' ; Capture Your Memories
Plan the Perfect Trip Take it on the Go e P

Explore, créats and bodk your drean vacason Gel pers onalized Bps anywhane in he word friends

Asseenin  EheNewllork@imes  TIME  Tadler Ot [OUESEA TRARE

Discover cool places and create
postcards of your favorite moments.

. miles

R0 AR marketing destinations

Metrics That Matter SODAlK LOft

How To Measure & Achieve Them




Non DMO Examples

[ Gray Loy Travel Tips B 5

e Gogobot

Places you've been emes ‘13" covwmes 12"

Followers: 3 Following: 3 I 1 gin
N B A~ (A
gl o e

Miap erm 02013 Goegle INEGH, MapLim - Tarm o sy

i 0 Eaplmr B Scom W Tours View s map

PASSPORT WISH LIST TRIF PLANG AECENTLY ADDED aUinEs

Saattla, Washington San Franclsco, Callfornia Graater Los Angeles, California

*lf\:El AEVIEWS  SPOT LEVEL REVIEWS | SPOT 'LE.’LL REVIEWS & SPOT
Tourmi -] 1 Tourmt L 1 Touwmt o 1

Delray Beach, Florida Atlanta, Georgia Washington, D.C., District of
Columbia

‘uvs\ REVIEWS | SPOT LEVEL REVIEWS | SPOTS LEVEL REVIEWS | SPOTS
Tourmt L] 1 Tourmt L o Touwmt e e
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-

/@ Reviews of Hotels, Flight= %

e Gogobot vis

enr » =
I] Sign in with Facebook  Signin
®®tripadvisor

Register Now! | Bl FREE Mabile App

e 4

Search for a city, hotel, etc Search |
o “Breathtaking scenery...make sure

you go early as it gets busy.”

Review of Pulpit Rock, Ryfylke, Nerway
by FlorenceTravels, London, UK

® Hotels [  Flights

_Vacation Rentals ' Restaurants
| City or hotel name ‘

") Destinations

mm/dd/yyyy mm/ddryyyy | Find hotels

Travelers' top beaches » Top 25 df
. p ——
What travelers are saying about Sarasota ‘ Meet our new ‘
Hotel Reviews Photos | 3234 Forums = 2,158 1rave|mg CoMpanion:
Plan an even better trip with ‘
TripAdvisor and American Express
wrecks Hyatt Regency Sarasota
- Yo 31 reviews “Reliable 4-Star Hotel”
- ® 57 helpfulvotes @@@@0 0ct 21,2013
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e Gogobot
e TripAdvisor

1 4 friends have planned trips on TripAdvisor
T B o
Bl gl )

B tripadvisor
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EEE

e Gogobot @®tripadvisor
_ _ e e e e e e
e TripAdvisor

€« Cc 0 ﬂiwm:wtt;ipadvi;ur:mmf’Fr%ewds

¥

YOUI' friends' activity 535 of your friends have been to
6 78 1,578

Chris Wilke reviewed The Residences at Biltmore Continents Countries Cities

Gray Lawry
Since this week # The Residences at Biltmors e ®
700 Biltmare Aveni il

FEohie Chris sald, “Natworth price”

Travel Map Chris's rating @@C00 . Q 3

Seitings Ve .

PBesnthers  + Wanttoga  Ratethis hotel C} ARICHRY

llessages
Reom i
ANGRI 9

SavodTring Kent Hayes reviewed The Oasis Cafe U3 ? Qe s

[ Friends’ activity e e AtHontieBiER: o ams iR AT

Oasis Cafe

v y ] " @ View larger map | View your own map
Kent said, “My favorite place to eatin Sarasota’

Kent's rating @@@@®
Your friends on TripAdvisor
; i 79
7 Been there + Wantto go Rate this restaurant
Reviews

[ =]
ﬂ Dillon David Dray reviewed Ami Ami Restaurant . @ m; m ﬁ
21 deys aga i 15 /

Ami Ami Restaurant 3 e 2
W i Road, iinsl, Mauf, HI -i 1
Q5 Dillon said, “Pork Belly” _ P ]
Dillon’s rating @@@®0 3
HET A GR
. [T i
PBeenthere  + Wanttogo  Ratethis restaurant « » 1-1801535
Jacques Gregoire reviewed Trade Winds Cruise Lines Contributors
1 manth ago
Trade Winds Cruise Lines Frens Revgws
3 Dillon Davig Dray 5
IR 2
L Jacques_sald‘ Fun time - Q & helpful votes * -
L Jacgues's rating @@@&®0
- Jovanna Gomez Margan
|+ 17
f Q 18 helpful votes *
P Beenthers + Wantto go Rate this attraction
Katie Blake g
W
) X . @ 2 nelpful votes
@724  Katie Blake reviewed Ausiralian Centre for the Moving Image x
St

- v
EERELCE cparkloft - -£97- miles
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e Gogobot
. T ri pAd Vi S O r :'::13: v?hc:ﬁ::z:aen to Travelers' Choice Destinations

New York City, NY - Matt Orr and 47 friends have been

S BrlaelEANE -

» Been there +" Wantto go
Paris, France - Andrea Paver Kaine and 20 friends have been
= W 3 o5
el QY AR -
s L3 d
) Been there + Wantto go

London, United Kingdom - Kyle Doney and 30 friends have been

g N R 3 i 2R B
e =T & GRE -

@ Been there v Wantto go
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e Gogobot

y TripAdvisor Alzheimer's
. R h UK

e Dementia Lab semarssmes

Welcome to

Every day in the UK, 820,000 people with dementia face symptoms like
memory loss, confusion and personality change. Find out how research is
giving us the answers to our greatest medical challenge.

f Connect with Facebook

| don't have/want to use Facebook

Skip Intro
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Integrations can unlock
( Log in with Facebook -Google Crome (I leco . i

https://www.facebook.com/dialog/oauth?redirect_uri=http%3A%

Friends

Hometown
Current City
Photos

G en d er TripAdvisor will receive the following info: your
public profile, friend list, email address, work
history, status updates, education history,
events, hometown, current city, photos and
Ag — likes and your friends' work historles, status
updates, education histories, events,
hometowns, current cities, photos and likes.

App Terms * Privacy Policy Cancel m
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How traditional analytics fit In

Google Analytics

« C fi B hitps//www.googlecom/analytics/web/?hl=en#report/sodal-overiew/a5649841w1090B087p1 1401143/%3F

| 25 Overview - Google Analyt %

r.hideSoaalEdu™ '\f".llo-;.,' ?:? »

Seflings My &ccounl  Sign out

Reporting
QOverview
MY STUFE Add 1o Deshboard  Shortout frtd
48k Dashboards Conversion
Al =
D Shortcuts
! Intalligance Events e % of visits: 100.00%
Overview
STANDARD REPORTS
) RestTime Soclal Value
."-' Audience = 224,735 (500
> Acculsition i i Visits: 432,043
Ovendew o e AN~ N Visits via Social Referral:
10,518
Channe|s HEW
A1l Traffie Pr—— \ Conversions: 224,735
Campaigns Bt o\ Contributed Social
» Koywards . I Conversions: 4,056
Cost Anaiysis 8¢ — oI\ LastInteraction Social
» AdWords i o Conversions: 3,421
- Social
Ovarview
Social Sources Social Network Visits % Visits
Network Refarrals
Social Network ¥ 1. F . T
Data Hub Actiity : 7600 M 72 34%
Landing Pages Pages 2. Tualter 2008 W 19.09%
Trackbacks ok 1. TripAdwsar 431 | 4.10%
Comversions Social Plugins
4. Pinlerast 4 | 1%
Plugins Social Source
Vistors Flow §. tinyURL 78 | 074%
e o T . T ——
-
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How traditional analytics fit in

e Sources "

e Conversions - -
e Pages e

e Social Plugins

webtrends

.25 ADOBE'SITECATALYST'

Google Analytics

- 4 I
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Re-imagining traditional analytics

e Multi-platform
e Custom dimensions & metrics

Metrics That Matter
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Carrier = 10:40 AM

i

DENVER
SELECT YOUR ADVENTURE

Top 10 Dares

Check out these Mile High

favorites — our most popular ’
Dares.

Family Fun
Fun for all ages! Find some of ’

: J the best kid and family
friendly activities in Denver.
Open Air

Denver is a paradise for
lovers of all things outdoors.

® o

facebook.
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“ Log in with Facebook

2013 Denver Tourism & Visitors Bureau
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i0S Simulator - iPhone Retina (3.5-inch) / iOS 7.0 (11A465)
Carrier ¥ 10:50 AM

Take a Denver Dare or
browse our listing and
event sections to plan

your Mile High visit.
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i0S Simulator - iPhone Retina (3.5-inch) / i0S 7.0 (11A465)
Carrier ¥ 11:05 AM |- =

Adventures

Z
DENVER
TOP 10 DARES OF DENVER

Hike With Dinosaurs at Dinosaur Ridge
16831 W. Alameda Pkwy Morrison, CO 80465

Share Save

Dinosaur Ridge just west of Denver is where the
first dinosaur bones were ever discovered.
Today, a trail winds by bones that are still
partially encased in rock, or by giant dinosaur
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v
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[ i0S Simulator - iPhone Retina (3.5-inch) / iOS 7.0 (11A465)

Share on Facebook

Share by Email

Cancel
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What we’ve learned

e |n-market vs. out-of-market usage
e |Local vs. non-local usage
e |n-market usage by non-local users
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In Review
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Key Takeaways

e Successful travel marketing strategy is reliant on customer and general consumer data.
Research and marketing should work together to exploit the goldmine of customer
insights available in analytics and other resources available to track customer behavior

e Social identity and website usability are converging faster than ever and the change
must be embraced

e Fortunately, traditional analytics are adapting to keep up with the change. By taking
advantage of social integrations you can gather better information about your visitors

e Capitalize on the incredible conversion potential of your digital marketing assets by
integrating your social and digital channel strategies to ensure consistency in the user
experience, which enables a smooth flow from inspiration to transaction

e Define the social metrics and ROI that matter to your organization. Strike a balance
between Fan/Follower (audience) growth, engagement (reach) and quantifiable
audience action (bookings, website referrals, etc.)

e Don’t be afraid to talk to your digital customers! Information gathered through surveys
and other methodologies help bridge informational gaps on opinions and behaviors that
cannot be understood through the digital footprint alone.
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Thank You!

Aaron Gray Erin

Babbie Lawry Cummings
aaron@sparkloftmedia.com Gray.Lawry@MilesPartnership.com erin@destinationanalysts.com
@sparkloft @meetmiles @DA _Research

[
F
7 |
o _.»"
AT ANALYSTS

marketing destinations

Metrics That Matter
How To Measure & Achieve Them



	University of Massachusetts Amherst
	ScholarWorks@UMass Amherst
	

	Metrics that Matter How to Measure & Achieve Them
	Arron Babbie
	Gary Lawry
	Erin Francis-Cummings

	Example Title Slide

