29 November, 12:10 pm — 12: m, Session > ‘-
Presented by Lawifence Smith ™




Writing for the Web












Lawrence Smith has run industry workshops across New Zealand with the
Tourism Industry Association (TIANZ) for the last 2 years — providing
online marketing skills to hundreds of tourism SMEs up and down the
country. Lawrence will provide some brief insights on the areas of
strength and weakness he sees in tourism operator’s online marketing
skill sets and suggest some ways in which RTOs could support or empower

their industry






Knowledge and experience online ranges widely, but in general
adoption of new technologies in tourism is not that flash

Budgets are very low

Many businesses have yet to transition away from what “they have
always done”

Enthusiasm and time to implement are limited



So, It's all bad then?



Larger operators have larger budget and many are doing a
reasonable job

Smaller operators are “being themselves”, which works well
in social media

Necessity is the mother of invention, meaning people are
making do with what they have and are being creative.

I’'ve heard of some great examples ...



However, this can lead to a rather disorganised

approach!






Freguent questions about advice.
Who can help me?



Actually, it’s starts with what they are, and why
they are vital.



“I hate Facebook and | am too old.” And then
don't mention Twitter or Google+!



How do | convert my profile page into a
business page?



Some on adwords, almost no one on Facebook.
Fear of change?



But then, amazingly, some have yet to even
install Google Analytics.



If they transact online they need it, and need
how to interpret it.



Can’t understand the customer if they don’t
have one..



They all
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Understandably, it’s challenging for operators
to wrap their head around it.






Many are “technically challenged”

Wide variety of knowledge

Little time (or inclination) to learn

Often no one they can turn to for help

Similarly, little time to implement. Operation comes first.
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Little investment in technology — they need smart phones and iPads
to understand travellers
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Many want to keep doing thing the same way ...
8. They don’t know what is right and wrong

9. Often advice is variable ...

10. Some operators are supporting each other






As an industry how committed are we to helping operators do
a better job online? Is it important?

Are we OK with everyone “having a go” or do we want to
wrap some structure around it and look at a more cohesive
approach across the industry.

It could deliver the country a competitive marketing
advantage ...



It could be called ... “Qualweb”

An industry roadmap

A set of industry resources/guidelines
Best practice examples

A training programme

A helpline to call
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An audit process — can you tell me if this is any good?



But we all know you can lead a horse to water ...



Subscribe to our Blog:
http://blog.cabbagetree.co.nz

Find us on Facebook:
http://www.facebook.com/CabbageTreeCreative

Follow us on Twitter:
http://www.twitter.com/cabbagetree

Or maybe even visit our website!
http://www.cabbagetree.co.nz




