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Todayõs Presentation

ÁThe shift in marketing spendé

ÁTraditional to Interactive

ÁWhere do DMOs stack up?

ÁBefore we spend we must Shore up the basicsé

ÁWebsite: Optimized for Strategic Data 

Capture

ÁCRM: Clean, Segment & filter your data to 

find out òWho is your customer?ó



Todayõs Presentation Conõt

Media Buying:

ÁPlanning Tools 

ÁThe Media Plan
ÁWho is your audience

ÁDefining Goals

ÁHow should I spend my online media budget?

ÁDisplay & Search working together

ÅOptimization and Refinement

ÅSummary



The Shifté

When faced with 

budget cuts or the 

need for immediate 

conversions,  marketers 

find that interactive 

tools are less expensive, 

more measurable, and 

better for direct 

response than 

traditional media. 
(Source: Forrester Research, Inc.)

Traditional Interactive







What are DMOs doing to adapt é
As marketing budgets are scrutinized, CVBs are 

moving dollars into quantifiable methods 

ÁIncreasing spend on their Websites

ÁIncreased On -Line Spend

ÁIncreased Target email marketing based 

off users interests

ÁStarting to see DMOs pushing consumers towards 

the virtual visitor guides to cut out on fulfillment 

costs 

Á In some cases Eliminating the Visitor Guide *Gasp!*







The Foundationé

By mastering the basics of your website 

and CRM database you WILL increase 

your ROI on all your marketing efforts ð

specifically your online media buy



DMOs cant afford to miss out 

on consumer data capture 

opportunities!



The Basics - Website

ÁData capture, data capture, data 

capture!

ÁDonõt give anything away

ÁAsk for it

ÁBuild in tactful data captures throughout 

the Website

ÁUtilize Web Analytics to monitor and adjust



Visitor Guide Request

ÁCommonly not asking for the right information or 

not asking for enough

ÁKey things to ask for:  Interests, time of year, 

lodging, how did you hear about us, newsletter 

signup, etc.

ÁThey want your information; let them help you give 

them content they want. 



Form examples


