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100% travel 200+ travel
experts

70 million
visitors to 

clients’ websites

7+ year
average client 
relationship

$33 million+ 
in industry 

participation

By the
numbers



Meet our
clients



Focus on
research



WHITE PAPERS



Massive technology shift
2017

EMPOWERING ALWAYS ON LIFESTYLE

o Mobile takes over
o Channel explosion
o Complex planning landscape





May, 2015
Mobile Minded



CONSTANT 
CONNECTIVITY

Smartphone usage is 
reaching 100% of under 
25s population in some 
markets, like Scandinavia.

SMARTPHONE 
PENETRATION 
IN THE US

COMSCORE GLOBAL 
MOBILE REPORT 2015

18-34
35-54
55+



We check our phones

150 times a day

of smartphone users always have their 
smartphone at their side, day, and night

87 %
say they check their phone within 
15 minutes of waking up in the morning

68 %

CONSTANT 
CONNECTIVITY



MASSIVE 
DIGITAL CONTENT 
CONSUMPTION

SHARE OF CATEGORY DIGITAL 
TIME IS SPENT ON IN THE US

COMSCORE GLOBAL 
MOBILE REPORT 2015



2017 Traveler
Millennials

This is the most 
connected 
generation ever  

71% use a 
smartphone to 

plan travel



Before booking: 140 travel website

The hyper 
informed

traveler



Complex Path to Purchase

DMO/OTA Cross Shop Sessions



The hyper 
informed

traveler
54%

58%

60%

19%

36%

63%36%

2016: Shifts in Media Usage



Digital Reach Through the Lifecycle



Evolution of Tourism Marketing



Content Marketing



“80% of all trip planning 
begins in the search bar.”

Google, 2014



Content Creation
Compared with 2016, do you expect 
your organization to produce more, the 
same amount, or less original content in 
2017?

Content marketing
trends

2017 B2C Content Marketing Trends—North America: Content Marketing Institute/MarketingProfs



'We want to 
become world's 
largest publisher 
of travel content’

David Beebe
Marriott International Creative and Content 
Marketing Chief



Travelers are
explorers, not 
tourists



Content
that inspires travel

Things To Do Content

80% of Visitors who were influenced 
to visit researched activities and 
attractions

80%

Conversion Study of 13 DMOs



SFTravel.com



Content
that inspires 
travel

Women Rule

Women made up >65% of website 
users who were influenced to visit 
the destination 65%

Conversion Study of 13 DMOs

SEEK OUT:
Things to Do Content: Top Lists, Family Activities, 
Neighborhood Content & Deals

Images: Couples, Family, People in Photos, UGC/Social



Experiential Content

App Mobile
Site

Responsive

Site



Take a
science-based 
approach



Hospitality
case study

o Search marketing 
strategy to reach new 
potential guests who are 
researching a specific 
vacation experiences

o Resort experiences + 
keyword research = 
targeted content



Hospitality
case study

o 87 new page 1 search 
rankings

o 10,000+ new visitors

o 1,000,000 UV’s per year
o



Organic search results

0

500

1000

1500

2000

2500

3000

MILES-PGA ResortMILES-Hawks Cay Reunion Salamander Resort Grand Cypress

Google Page Rankings - Florida Resort Comparisons
All Keywords:  Placement for page 1, 2 and 3 for Google Search

Result on Page 1 Result on Page 2 Result on Page 3





Social



Travel-planning

lifecycle



Social 
usage



Social 
usage



Which online sources typically inspire you to start thinking  about  
your leisure trips?

Social networking, video or photo sites (Net) 81% YouTube 35%

Search engines

Travel review sites/apps  

Destination-specific sites/apps  

Daily Deal sites/apps

57%

36%

26%

23%

Google+ 11%



Art and science of social

CONNECT

Find visitors before  
they arrive

ENGAGE
Know your audience  

Sharable content

INFORM
Answer questions  

Add value



Key reminders
social story-
telling

o Emotion is key
o Story-telling is a must
o Content must be portable
o Social content planning

o Listen
o Prepare
o Engage
o Adapt



Visual Content



Image sharing is exploding



Image sharing is exploding



Image sharing is exploding



Visual decision-making is here



Visual decision-making is here



Visual decision-making is here



Hospitality
case study



Image sharing is exploding



Content Marketing



Content Marketing



Content Marketing



Make it Personalized



Consumers
embrace 
personalization

o 85% of consumers know that 
websites track their online 
behavior and understand in 
enables presentation of more 
relevant content

o 75% prefer that retailers use 
their personal information to 
improve experience

o 64% of companies are planning 
to deliver more personalized 
experiences to visitors on 
mobile devices



Personalization
on all levels of web experience

o Unifies customer data across all channels
o Cross-channel historical and real-time behavior targeting
o Real-time segmentation and personalization
o Directly taps into CMS system of the site



Personalizing
Content experiences

o Target by geography
o Target by behavior
o Target by source



Personalization words
Branson case study



Importance of Tourism



Size of Travel & Tourism





Phase 1 implementation

Partner Programs



o Top-tier Sort
o Unlimited 

partners
o Sold on a 12-

month basis
o $695/year

Featured Listings
Targeted and Affordable



Monthly Email
Diverse Options for every Budget Level



Custom Email
100% Share of Voice

1. Users respond 
incredibly well to 
single-focused 
messaging

2. Drives 100% SOV 
and all clicks to your 
site



Native Advertising
Native is the future



1. Ad Units:  Your message will rotate throughout two different native 
designs.

2. Creative:  You simply submit a photo, marketing tag line and body copy 
and our ad server does the rest

3. Sold on a guaranteed impression over time-frame basis
Allows you to control your share of voice

4. Sophisticated targeting 
We can target your message by ad channel (related to content the visitor is looking at), or, we can geo-target 
your ad ROS based on where the user is accessing the site from.  Hotels for instance can show to out-of-
market visitors who are pre-planning.  Attractions/restaurants can target in-market.

5. Tiered-pricing 
We can match your exact budget.  This model allows you to buy a ‘slice of traffic’ – allowing you to test the 
program and be in control of your share of voice (SOV)

Native Advertising

Native Advertising
Native performs 3x higher than display advertising



Native Advertising

Category Targeted 
i.e.: Things to Do

Hyper-Targeted
i.e.: Arts/Culture



Sponsored Content Program



Measurement



Tracking
campaigns

o Campaign tracking codes identify 
each campaign. 

o Use different tracking codes for each 
campaign. 

o Tracking codes allow you to measure 
the results of each campaign 
including engagement and 
conversions. 



Look at
bounce 



Engagement points to quality traffic

App Mobile
Site



Measure quality over quantity

App Mobile
Site



App Mobile
Site



Thursday, January 25
Visit Savannah Offices
101 East Bay Street
2pm

VisitSavannah.com Advertising 
Presentation
Current Advertisers



Hospitality Partners Schedule:

• 8:00-8:30am Continental Breakfast

• 8:30-9:30am Website Presentation

Tuesday, January 30
Doubletree Hotel by Hilton 
Savannah Historic District
411 West Bay Street –
Summit Room

Wednesday, January 31
National Museum of the 
Mighty Eighth Air Force
175 Bourne Avenue, Pooler –
Art Gallery 

Thursday, February 1
Hilton Garden Inn Savannah 
Midtown
5711 Abercorn Street -Salon B 

VisitSavannah.com Advertising 
Presentation



milespartnership.com

Q&A

FREE Tourism Marketing Resources:  
Budurl.com/TourismMarketing

Thank you


