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I~ Capabilities & Benchmarking

The Essentials

Have a Plan —a SMART Plan
Resource the Plan (SS, Staff, Focus)
Balance of domestic vs. international
Data Driven Organisation

Your Destination’s best story teller.
Facilitate a conversation, build a community
Speed & flexibility
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ffg;ﬁ Capabilities & Benchmarking

The Essentials

Overview of the Capabilities Building Program

Have a Plan —a SMART Plan.

Resource the Plan.

Balance of domestic vs. international

Data Driven Organisation

Your Destination’s best story teller.

Facilitate a conversation, build a community
Speed & Flexibility
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Objectives of Program

Develop ‘best practice’ online marketing skills.
Practical, specific, hands on training & support.
Help maximise ROI from online marketing SS.
~ocus on relevant challenges & opportunities.

A e

Develop analytics, research & reporting skills.

!!!I'i;i
-

Regional Tourism
Organisations
New Zealand



__# RTONZ Online Marketing Program
2 Capabilities & Benchmarking

Program Steps

1. Baseline measurement March — April 2011
2. RTO input (online survey) March 2011

3. 2 Workshop & 1-2 Webinars March to June

4. Mid Point Evaluation July 2011

5. 1 Workshop & 1-2 Webinars July to Dec. 2011

6. Final Performance Measurement sy christmas 2011

RTONZ
Program Managq§p!
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Be n c h m a r kl n g E Capabilities & Benchmarking

Benchmark in your web site and social media performance against all

RTOs, RTOs of the same size and an international peer group of
destinations.
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How SOCIAL
s Your DMO?

Social Media Tourism Rankings

- featuring
*Confidentiality: individual Google Analytics mﬁ RTO’s of New Zealand &
results are kept confidential to each RTO and j DMO's of North America

only overall averages & results published.
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Capabilities & Benchmarking

g RTONZ Online Marketing Program

How SOCIAL
s yYour DMO?

Social Media Tourism Rankings

. featuring
RTONZ \ RTO’s of New Zealand &
M DMO’s of North America
Regional Tourism April 2011
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Benchmark

RTOs: 41.9%
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Surveyed RTOs on Priorities

Essential
Marketing Focused Webinar and Workshop Topics /Important
(n=)

Facebook in Depth 17
Social Media Measurement KPls, sentiment analysis, reporting - 17
Online Analytics, Measurement and KPls - 16
Social Media Advanced - 16
Campaign Tracking and Reporting - 16
Online Video - best practices - 16
Search Engine Marketing (SEM) and Online Advertising - 15
Content Creation and Management - 15

[N
ol

Search Engine Optimization Program Ma
Mobile Web Sites, Apps and SMS text solutions



RTONZ Online Marketing Program
Capabilities & Benchmarking

Priorities contd.

Essential /
Technically Focused Webinar and Workshop Topics important
(n=17)
Google Analytics - advanced session on Google Analytics 7
Social Media - technical issues on Facebook and other social media - 17
Mobile Web Sites, Apps and SMS text messaging options - 16
Search Engine Optimization - technical session on support - 12

Customer Relationship Management Database Solutions - 12
Booking engines - options in integrating solutions into DMO sites - 11
Technology Management -planning, documentation, bug testing etc -

Content Management Systems - development options -

Which Development Platform? Open source vs. proprietary l
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RTO Renewed

The Essentials
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The Essentials

Have a Plan —a SMART Plan
Resource the Plan (SS, Staff, Focus)
Balance of domestic vs. international
Data Driven Organisation

Your Destination’s best story teller.
Facilitate a conversation, build a community
Speed & flexibility
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Have a Plan
A SMARTPlan

RTONZ
Program Managqqo.
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Have a Plan
Survey of 17 RTOs, March 2011

1. Complete Marketing Plan

2. Complete Online Marketing Plan

3. Complete Online Campaign Plan

#| RTONZ Online Marketing Program
S| Capabilities & Benchmarking

53%

0%
RTONZ
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Have a S.M.A.RTPlan

S
M
A
R
T

__# RTONZ Online Marketing Program
2 Capabilities & Benchmarking

Specific
Measurable
Agreed Upon
Responsibilities

Timeline ﬁ
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Resource the Plan
$$, Staff, Focus

RTONZ
Program Managqqo.
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Resources & Budgeting
% of Marketing Budget Allocated Online

100% | -
0%
80% +

70% 0

60% 1 1 A) -
50%

20%
30%

20%

o L | | |

RTOs New US DMOs Tourism New Montreal
Zealand Zealand
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Domestic vs.

International
The Right Balance

RTONZ
Program Managqqo.

@) milesmedia




___# RTONZ Online Marketing Program
2 Capabilities & Benchmarking

Balance

Smart balance of domestic vs. international marketing

Domestic International

3,

A
N

$22.4 billion

58% 2%

Regional Tourism
Organisations

Source: Tourism Sattelite Accounts 2010, Dept of Statistics. New Zealand
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Domestic Visitors

Source of Information (Domestic Visitors)

80%
70%
50%
40%
30% —
20%
o e —
10% %\—
0% == === —
YE Mar 07 YE Mar 08 YE Mar 09 YE Mar 10
Other Internet/Web Sites 48% 52% 55% 62%
Advice From Family Or Friends 40% 40% 39% 39%
Guide Or Travel Books 31% 35% 33% 29%
s (-S| TE/Other Visitor Info Centre 14% 14% 17% 17%
| agazines Or Newspapers 11% 9% 14% 11%
Advice From A Travel Agent 7% 5% 8% 6%
s WWW. Newzealand.com 4% 3% 4% 2%
w— RTO Website 15% 16% 17% 16%

Other 10% 8% 7% 5%
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Domestic Visitors

Sources of Information Planning a New Zealand holiday.
Source: Regional Visitor Monitor 2007-2010

62%

Other Internet/Website

48%

RTO Website

RTONZ

18% M

Regional Tourism
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Data Driven
Organisation

Tools, Skills, Decisions

RTONZ
Program Managqqo.

@) milesmedia




“Active Considerers”
Use of Internet: 79%-89%

} Tools used in the last six months to plan trips away....

Talkked to family, friends

Online reviews of accommodation
Online reviews of destinations or actlivities
Online ravel itineraries or blogs

Travel guidebook

Newspaper tfravel section

Travel or lifestyle magazine

Other

to experience new things|
urban atmosphere. Word of mouth, face-to-face contact with travel agents and teley| The areas where New Zealand is perceived to perform the least well against our
about a destination had the most impact on choic competitors are in having a vibrant and exciting urban environment, being a place to
be indulged and pampered, and being a popular destination. These are areas that could
be highlighted through marketing activity to help build New Zealand’s competitive

What are New Zealand’s brand strengths? position.

Competitor Destinations . .

Within our target market in China, New Zealand’s main compet How do they plan and purchase international travel?

France, Australia, Switzerland, Canada and the US. These are a i
destinations. Our target market in the US uses a range of online channels for planning their

international holidays, including general travel websites, online travel articles, and
travel agent and airline websites. Travel agents” brochures, television travel shows,
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Insights

Figure 10:
Influences on Destination Selection

Personal wish to
visit the destination

Price of hotel/lodging
Climate
Prior experience

(enjoyed a previous trip there)

Cultural attractions
(e.q., museums, historical landmark)

Appeal of hotellodging amenities

H US.

PhoCus Wiight's

Fit with travel dates M France

DESTINATION UNKNOWN:

How U.S. and European Travelers el

Germany

H UK.

Price of airline ticket

Available activities

DeClde Whel‘e tO GO (e.g., snorkeling, skiing, gaming)

Recommendation by
friends/family

Affordability of
dining and shopping
As i depch anddysis of travdans who shat i descsaations Rhiten & Researdhod by

Special event, such as
adepeadmaly, lackediog inwight inm the mlaction procen Catdy Sha i
e camination of the Ectonr mBeenciog here chalinn T e a concert or spon'NQ event

Other

0% 10% 20% 30% 40% 50% 60% 70%

Question: What influenced you to select your specific destination(s) for this particular trip? Select all that apply.

Base: Travelers who have selected a destination independently: U.S. travelers (N=1,567), French travelers (N=507), German travelers (N=477),
U.K. travelers (N=510)

Sources: U.S. data from PhoCusWright's Consumer Travel Report Second Edition; European data from PhoCusWright's European Consumer

Travel Report ©2010 PhoCusWright Inc. All Rights Reserved.

New Zealand
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Data Driven

Obama the warrior
The Misgoverning Argentina

ECONOIMIiSt || e economicshittfronWestta st

Gemﬂcanymodlﬁed crops blossom
TEAUAS T TN SN 5080 The rightto eatcats anddogs

The data deluge

AND HOW TO HANDLE IT: A 14-PAGE SPECIAL REPORT

UNBOXED

When There’s No Such Thing as Too Much Information

l v Ly
~
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DATA DRIVEN MARKETING

Analytics solutions allow critical information

RTONZ Online Marketing Program
Capabilities & Benchmarking

to be mined for smart marketing decisions

and for constantly improving and refining every part of the marketing mix.

Any Informahon Source
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INTEGRATED ONLINE MARKETING PROGRAM

E-Mail
Social Media
SEO & Marketing
Linking Strategy Mobile Apps &
SEM & Content
Other Online
Advertising Ofﬂino Advertising,
PR & Promotions
anding Po9® Optimization p’ogra’h
New Content Unitg
Analytics &
Research

A~

\

\
Campaign Y

’A’_-"

O
Conversion 'f,{ " o(\e‘
Metrics \

\ kmg Including Spec\a\c.
| :

Call To Action

~L¢~\4

VISITATION & BOOKINGS

(Influenced by campaign)



Data Driven
Campaigns

Continually test and refine
campaign elements based on
analytics

50%
40%
30%
20%
10%

$4.50
$4.00
$3.50

$3.00

Lowest Landing Page
Bounce Rate

Entry Pages

(R R -2 8 2 2 & 2 L 2 22 3

;-n\ 2
1Y
&
) ¢
it 1 I
8 3

37%

YA

- ! 32% oL/ 26% 24%, 210

Week4 Week6 Week7 Week8 Week9 Week1l

Average Cost Per
Conversion

$4.20 $4.17 $4.01 $3.95

$3.48 $3.31

Week4 Week6 Week7 Week8 Week9 Week11l
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Telling Your Story

Content is King

RTONZ
Program Managqqo.
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Sources:
*Quantcast ° . a .
Competitor Matrix: Content vs. Audience
As of Jan. 2011
Website Audience — Monthly US People*
135,000
120,000 Denver
105,000
90,000
San Diego
75,000
60,000
45,000 San Francisco
Phoen
30,000
Palm Spr Reno/Tahoe
15,000 Pages of Content**
Los Angeles ,
*italic CVBs estimated audience only. 5[000 10’000 1S’OOO 20[000 3 />30’000

See Quantcast.com for detail.




LARGE

CONTENT VS. AUDIENCE MATRIX

WEAKERCONTENT

AUDIENCE

SMALL

AUDIEI\1CE

O

Iconic brands &/or effective
marketing programs
deliver audience despite
modest content.

STRONGER CONTENT

FANITENIT CTAD @,
1 | 1 o \ \ " A —~
L W0 B IR B S B B - T\ I\

Significant site content
drives & retains a strong
audience.

RISINGSTARS

Content drives strong
audience but room to build.

O

Limited content holds
back a site’s audience

POTENTIALSTARS

Content investment not
being leveraged by DMO.

*Important information on the tools, methodology and assumptions used in creating these matrix is on slide 7.
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Conversation &

Community
Facilitate, Empower, Share

RTONZ
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RTONZ Online Marketing Program
Broadcast g

Capabilities & Benchmarking

The good old days

What you

Where and
want to say when you
about want to say
yourself

it

Stories

Maps Advertisement
Photos Website
Videos Publications
Events Email Marketing
Listings Sighage

Regional Tourism
Organisations
New Zealand
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Open Content

Today content
partners

delivery
partners

what what
you you
sSay control
social
user generated media
content content
aggregators RTONZ

Regional Tourism
Organisations
New Zealand
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Speed & Flexibility

Take Risks, Learn to Fail Fast

RTONZ
Program Managqqo.
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The Essentials

Have a Plan —a SMART Plan
Resource the Plan (SS, Staff, Focus)
Balance of domestic vs. international
Data Driven Organisation

Your Destination’s best story teller.
Facilitate a conversation, build a community
Speed & flexibility
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Contact Details

Chris Adams

* Miles Media

« www.MilesMedia.com

e (09) 974 2452

e (022)402 1200

e Chris.Adams@MlilesMedia.com
e Social Media: “KiwiColorado”

N
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RTONZ Online Marketing Program
(| Capabilities & Benchmarking

Facebook Essentials

Paul Webster — Facebook

paulwebster@fb.com

Tom Bates — Contagion & Avenue

tom.bates@contagion.co.nz
Matthew Ravenhall — M & C Saatchi

matthewr@mcsaatchi.co.nz

Tarver Graham — Gladeye
tarver@gladeye.co.nz M
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