


2019 Marketing Strategy

Digital Marketing
FOR TOURISM



HEY THERE! I’M HANNAH.
NICE TO MEET YOU.

If you have any questions don’t hesitate to send me a note at: 

hbock@alphabetcreative.com



OUTLINE

1. Google My Business

2. Trip Advisor

3. Social Media



In Canada, top sources that 
influence trips are deals and 

reviews.



GOOGLE MY BUSINESS



01     |   92.59% of mobile searches worldwide are
 conducted on Google

WHY YOU SHOULD BE ON GOOGLE MY BUSINESS

02     |  4 out of 5 consumers use search 
  engines to find local information

03     |  50% of local mobile searches 
  resulted in a store visit within a day



GMB LISTING!



CREATING A GOOGLE MY BUSINESS PAGE IN 6 STEPS

1 2 3

4 5 6 Verification :
● By postcard
● By phone
● By email



A GREAT GMB LISTING

PHOTOS

WEBSITE

MORE 
INFO

REVIEWS

SOCIAL



TRIP ADVISOR



01     |   6.13 millions users per month for Tripadvisor
 in Canada in 2017

WHY YOU SHOULD BE ON TRIPADVISOR

02     |  People who usually or always reference TripAdvisor reviews:
77 % before selecting a hotel.
50 % before selecting a restaurant.
44 % before selecting an attraction.

03     |  Guests read 6-12 reviews before booking



TRIP ADVISOR!







CREATING A TRIPADVISOR LISTING

1

2

Fill out a basic form about you. 

Add information about the business.

3 Add a description.

4 Add photos.

5 Submit and await verification.



A GREAT TRIPADVISOR LISTING

PHOTOS

INFO

REVIEWS



A GREAT TRIPADVISOR LISTING

MORE INFO

ABOUT

REVIEWS



SOCIAL MEDIA



There are thousands of social media channels in the 
world, but the landscape continues to be dominated 
by a few giants including:

SOCIAL 
CHANNELS

01     |    Facebook

02    |    Instagram

03    |    Twitter

04    |    LinkedIn

05    |    YouTube

#
#
#
#


FACEBOOK

PROS

● Long videos
● Most popular network
● Robust business pages
● Most sophisticated ad platform
● Detailed analytics

CONS

● Pay to play
● Organic reach continues to decline
● Over saturation

#
#
#
#


INSTAGRAM

PROS

● Organic reach via hashtags
● Highly visual platform
● Highest engagement between audiences 

and brands
● Varied ad options

CONS

● No links in organic posts
● Requires mobile management*

#
#
#
#


YOUTUBE

PROS

● Search functions
● Google rankings
● Longform video
● Longer attention spans *for organic content

CONS

● Sharing is less intuitive
● No control over related content suggestions
● Higher video quality is expected

#
#
#
#


TWITTER

PROS

● Promotes Conversation
● Organic reach
● Traffic generating
● Varied ad options
● Decent analytics

CONS

● Short post lifespan
● High engagement requires more time 

commitment
● Short message length

#
#
#
#


LINKED IN

PROS

● Professional User Base
● Profession-based ad targeting
● Groups promote conversations
● One to one relationship building
● Increase credibility

CONS

● Expensive to advertise
● Limited activity from a large portion of users

#
#
#
#


CHOOSING 
A CHANNEL

When choosing which channels to build a presence on for your 
business, it’s imperative that you know what kind of users are a part 
of the channels – and ensuring that your objectives align with them.

Demographics
Industry + 
Interests

Goals + 
Objectives

#
#
#
#


PAID VS. ORGANIC

1
PAID

Paid is ideal when you are 
trying to grow your audience 
base. 

2 ORGANIC

Organic content is ideal for 
nurturing your audience. 

#
#
#
#


FACEBOOK
AD FORMAT SAMPLES



FACEBOOK – DIGITAL ADS

POST COPY
Max. 125 characters

DISPLAY URL
Max. 30 characters

HEADLINE
Max. 25 characters

LINK DESCRIPTION
Max. 30 characters

CTA BUTTON
Choose from selections (e.g. 
Download, Book Now)

POST IMAGE
Max 20% Text



FACEBOOK – CANVAS, NEWSFEED

POST COPY
Max. 125 characters

HEADLINE
Max. 45 characters

VIDEO THUMB
Thumbnail: Max 20% Text



FACEBOOK – CANVAS, INTERIOR



INSTAGRAM
AD FORMAT SAMPLES



INSTAGRAM – SPONSORED POST

POST COPY
Max. 125 characters

CTA BUTTON
Choose from selections (e.g. 
Download, Book Now)

POST IMAGE
Max 20% Text 
Keep it interesting



THANKS!


