simpleviewp,




simple y

WACVB Tech Summit 2010

Using Research Tools and Analytics to
Increase Your Interactive Media RO

Greg Evans 0 Director of Account Services
simple view

March 26 t 2010

] o oy s AN e o i S e
Helnina DIVIOS succeed since
wf - L ' N Ml Tl Bl Nl i N Nl il

A S

e



simple A

Todayos Present at

AThe shift in marketing
A Traditional to Interactive
A Where do DMOs stack up?

ABefore we spend we must Shc
A Website: Optimized for Strategic Data

Capture
A CRM: Clean, Segment & filter your data to
find out oWho i s your <cus
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Todayos Present at

Media Buying:
A Planning Tools
A The Media Plan

A Who is your audience
A Defining Goals

A How should | spend my online media budget?
A Display & Search working together

A Optimization and Refinement
A Summary
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The Shi fteé

Traditional Interactive
When faced with

budget cuts or the

need for iImmediate
conversions, marketers
find that interactive

tools are less expensive,
more measurable, and
better for direct
response than
traditional media.

(Source: Forrester Research, Inc.)
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m “"How will you fund increases in your company’s interactive marketing budget?”

We will increase budget for interactive by shifting
money away from traditional marketing

We will increase budget for interactive with no
budget change to traditional marketing

We will increase budget for both interactive
and traditional

We have no plans to increase our interactive
marketing budget

Don't know

14%

7%

8%

Base: 204 marketers
{multiple responses accepted)

“Which of the following traditional marketing budgets will yo

increased interactive marketing?”

Mewspapers

Magazines
Television
Yellow pages
Outdoor

Radio
Telemarketing
Mone of the above

Other

35%

12%

11%

0%

8%

7%

3%

3%

Base: 118 marketers who will fund increases to interactive by
shifting budget away from traditional marketing

Source: March 2009 US Interactive Marketing Forecast Online Survey

order to fund

47730

Source: Forrester Research, Inc.
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“In the next three years, do you think marketing’s effectiveness will increase,
stay the same, or decrease for each of the following?”

) ] ) Increase Stay the same [l Decrease [l Not applicable
Interactive marketing tactics

Created social media

Online video

Search engine optimization (SEQ)
Mobile marketing

Paid placement in social media
Email marketing

Paid search listings

Online classifieds or directory listings
Display ads through ad networks
Display ads through publishers
Traditional marketing tactics
Direct mail

Television

Magazines

Outdoor

Telemarketing

Radio

MNewspapers

Yellow pages :

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

Base: 204 marketers
Source: March 2009 US Interactive Marketing Forecast Online Survey

47730 Source: Forrester Research, Inc.
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What are DMOs doing to adapt &

As marketing budgets are scrutinized, CVBs are
moving dollars into quantifiable methods

AIncreasing spend on their Websites
Alncreased On -Line Spend
AlIncreased Target email marketing based

off users interests

A Starting to see DMOs pushing consumers towards
the virtual visitor guides to cut out on fulfillment
costs

A In some cases Eliminating the Visitor Guide  *Gasp!*
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Retailand  Media High-tech
ravel and |Financial Consumer wholesale and and Business
ospitality | trade entertainment manufacturing services

Search marketing 512,00 52.79
Display advertising 55.50 $4.70
Email marketing 52.30 51.25
Social media 50.40 $0.55
Mobile marketing 50.25 50.30
Total IM budget . . $20.45 $15.73 $9.59 $2.27
Percent of tota
10%
Source: Forrester estimates (in millions)
55668 Source: Forrester Research, Inc.
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“In a typical week, how many hours do you spend doing each of the following?”

2007 2009*
 — 1
Watching TV 379% 360
Internet time
(including [~ g9 I 7%
personal 299 349
and work)
Reading [ 18% I 14%
newspapers 8% 7%
| Percent of ad spending on I Percent of ad spending on
Reading - 6% each media type in ID{]? - sap each media type in 2{]{]9
magazines 705 Percent of total media time 6% Percent of total media time
individuals spend with each ingg.rid uals spend witf'i Eachk
media type in a typical week media type in a typical wee
Listening | 8% [ 129
to the radio 10% 18%

Base: US adults

Source: North American Technographics® Benchmark Survey, 2007
*Source: North American Technographics Benchmark Survey, 2009

47730 Source: Forrester Research, Inc.

Helping DMOs succeed since 1991



simple A

Vd

The Foundati one

By mastering the basics of your website

and CRM database you WILL increase

your ROI on all your marketing efforts 0

specifically your online media buy
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DMOs cant afford to miss out
on consumer data capture
opportunities!
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The Basics - Website

A Data capture, data capture, data
capture!

ADondt give anything
A Ask for it

A Build in tactful data captures throughout
the Website

A Utilize Web Analytics to monitor and adjust

Helping DMOs su
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Visitor Guide Request

A Commonly not asking for the right information or
not asking for enough

A Key things to ask for: Interests, time of year,
lodging, how did you hear about us, newsletter
signup, etc.

A They want your information; let them help you give
them content they want.

Helping DMOs succeed since 1991
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Form examples



