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Marketing your website

Geographic variance in Search engine usage

Top search engines & market share Search Engines

Industry Specific (ie Angieslist) Tiabic Aty e

] Keywords & Content Organic Search, Direct,

-} Popularity and importance of website on the internet Referral, paid Search, email)
e , . * SEO success Factors
+] Credibilty - who else is the website reference by?

Is the site updated regularly?
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Mobile & Location Based Services

Mobile internet usage is now
more than from desktop PCs Data on Mobile Internet Usage
How Time is spent on mobile devices

Responsive design - adapting
websites to multiple screen szes

Using analytics to determine layout Mcbile Websites

pages with more traffic go towards Page Layout
the top. i.e. Events, Contacts,

Assessing your business location

Adding details - pictures, Google Maps

hours, website, menu , :
. . ' Location based services
Getting and managing reviews Yelp and Digital Maps

Adding points of interest that are not
privately owned (swimming pools, Community Mapping
tennis courts)
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POST Planning
Method olo gy

Challenges

People Id entifying target audiences [

Marketing Goods and Services

Creating excitement about product

Objectives Prowviding Education about product
Customer Service

Market Analysis

Behind the scenes, Coupons,
Types of Content Previews, feedback, Contests,
Education

Strateqi ' ’
rategies Pictures, ideos, GIFs,

Format of content .
Blegs, Microblogs

Who will produce Content

Facebook

Technologies Instagram
Twatter

Cutting through the dutter -
The basics of Advertising

. _ Using pictures
Creating engaging content
Asking Questions

Measuring Return on
Investment

Measuring engagement rates

What the Iterature tells us about customer
Responding to Customer reviews behavior when reading online reviews

and comments What are some tactics business can use to

respond to customer reviews
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» Gained confidence in emarketing

 Better able to communicate with web
developers

* Were able to improve their websites design
and navigability

— Both desktop and mobile sites
* Improve SEO

» Using Social Media to engage audience in a
two way conversation

— Better able to market events using social media
* Teach members what they learned

« Communicate to stakeholders the impact their
marketing was having
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May 22, 2015 to Jun 21, 2015 compared to May 22, 2014 to Jun 21, 2014)

Number of sessions — +31% Site is easier to find.

site visits More people visiting

Average number of -12% Site is easier to

pages visited per From 2.83 to 2.49 navigate hence people

session get the info with fewer
clicks

Average session length -12% Site is easier to

— time on site 1.8 min to 1.58 min navigate allowing

people to find their
information quicker

Average bounce rate +12% lllustrates users found

-user visits one page the page they were

then exits the site looking for on the first
try and then left to do

Measurable impacts MR ™Guos™ =™



Performance of CVB websites since participating in Extension cohort
- year to year comparison of (May 22, 2015 to Jun 21, 2015
compared to May 22, 2014 to Jun 21, 2014)
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« Receiving more calls for tours, info on trails and other tourism
activities

 Members are asking to place content on CVB website as it is
the most visible site for that region

« Bus tours have increased

* County is starting to make tourism a priority by providing
iIncreased funding and opening a new position focused on
tourism development and promotion.

* Perham also saw increased funding from tourism sales tax
dollars

2 cities saw increased sales tax revenues from tourism
— (up to 30%)
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