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Research First

Current Online Trends & Statistics 
to Understand Before New 

Program Planning
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Interactive is the Priority
• 82% of US Adult Internet Users turned to the 

Internet for travel planning information in 2006 

• Almost half of online travel planners use 
destination Web sites

• 82% of travelers who plan their trips online 
now also book reservations online

64 million+ Americans purchased or reserved an airline ticket, 
hotel room, rental car or package tour online this past year

Source: Harris Interactive, December 2006 and Travel Industry Association of America’s 2005 report, Travelers' Use of the Internet
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17% of Online Leisure Travel 
Bookers Using DMO Web sites
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Consumers WILL Interact 
with Online Marketing

• Online Travelers RESPOND to Interactive 
Marketing and Advertising
– 47% Registered on a Travel Web Site
– 52% Requested a Travel Guide or File
– 46% Opted in for an eNewsletter
– 21% Registered to Win a Prize

Source: Travel Industry Association of America’s 2005 report, Travelers' Use of the Internet
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Embracing the Echo-Boomers
Our Future (and Current) Online Audience

• 84% of 18-28 Year Olds Use the Internet 
– They Are Your Up and Coming Target Audience

• 19% for Atlanta, 14% for the US

• And Here is What They Are Doing Online:
– 88% Use eMail
– 79% Do Product Research
– 72% Get Their News
– 68% Buy Products Online
– 50% Travel Reservations Online
– 41% Read Blogs
– 38% Bank Online
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Your Own Online Research
atlanta.net Registered Users
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Web Marketing

Top 5 Resolutions for 2007
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Resolution #1:
Embrace Interactive

Now and for the Future
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Why Online?
• The Internet Allows You to Target Your Best Prospects

– Target by zip code, preferences, household income, behavior, 
propensity to purchase and more

– You have your identity and message in front of people when they are 
“Searching for the information or product”

• The Internet Allows Precise Tracking and Measurement 
of Results & ROI
– Online marketing and media brings Traffic to the site (you know how 

many people actually respond to marketing efforts)
– Opt-in Users (inquiries mean qualified prospects; building a data base 

for remarketing)
– Cost per inquiry, Cost per Acquisition, Cost per Conversion can be 

measured
– You know what yields results and what does not
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Online Budget Trends
Online Marketing and Advertising Budgets are 
Increasing:

National Online Spending has increased from 
$8.1 billion  in 2000 to 22.3 billion (projected) in 2009

• 175% increase in 10 years

Many travel organizations (public and private sector) 
are allocating 40% or more of their total marketing 
advertising budget to Interactive 

74% of Senior-Level Marketers are already redirecting 
print budgets to the Internet

Source: American Marketing Association Survey of Senior Marketing Executives, 2005
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Resolution #2:
Search Engine Optimization 

& Marketing (SEOM) 
Is A Key Indicator of Success
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SEOM - The Basics
• Search Engine Optimization & Marketing (SEOM) is like your Savings 

Account – it takes time to establish, but provides the most guaranteed 
results

– It takes Several Weeks to Several Months for Search Engines to Index and 
Rank New URLs

Organic Search 
Results for 

“ Atlanta”

ACVB is #1 on the 
first page of 
Google results   
out of 150 million 
listings
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SEOM - The Basics
• SEOM is an Ongoing Tactic to Increase the Value of the 

Web site via:
– Web site Exposure
– Search Engine Rankings
– Search Engine Referrals
– Overall Web site Traffic 

• SEOM must be an ongoing tactic because:
– Internet Users Change and Modify Their Search Behavior
– New Destination Events/Seasons/Offerings are added to the site
– Search Engines Constantly Modify Their Search Criteria 
– The competition for generating booking leads is fierce and 

everchanging
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The Importance of SEOM
If You’re Not on the First Page… You’re almost invisible

• 62% of search users click on links found on the 1st page of 
search results
• 36% of search engine users believe that the companies with Web 

sites listed at the top of the search results are the top brands

• 90% of users click on links found in the first 3 pages of search
results

• 41% of users alter or abandon their search if they do not find 
good results on the 1st page

Source: The iProspect Search Engine User Behavior Study by JupiterResearch
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SEOM – Recommendations

• Utilize a SEOM Expert of Company to Optimize and 
Continually Market Your Web site to search engines

• Make sure there are multiple components to the tactical 
plan for SEOM - - Listing and Linking tactics, new 
content development, etc.

• Continually Update, Refresh & Create Content and 
Images

• Create & Update Web Site Promotions and SEO them
– Call Out Key Events, Attractions, News & Initiatives
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Resolution #3:
electronic Customer Relationship 

Marketing (eCRM)…
the BEST Way to Build Your 

Most Valuable Asset
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eCRM - The Basics

• eCRM = 
– Web Content + Branding + Communications
– “Dating the Customer”

• An Online Relationship that Comprises All Points of 
Communication & Interaction between You and Your 
Consumers/Prospects

– Leisure, Meetings, Tours, Travel Agents, Partners
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The Importance of eCRM
41% of all Online Travelers (18.2 Million) Opted-In for an eNewsletter in 2005 
- (TIA)

14 Million online travel bookers claim they have taken a trip they otherwise 
would not have taken based on an emailed travel promotion, discount or 
offer. (TIA)

Source: Travel Industry Association of America
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Travel eMail Marketing is Extremely Effective
Travel eMail Campaigns Averaged a 23.4% CTR in 2006
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eCRM – Recommendations
• Establish an eNewsletter Sign Up on Current Web site

• Set Up an Auto-Responder

• Design a Branded eNewsletter template with SPAM 
compliance (including archive and date stamped data)

• Develop an eNewsletter Editorial and Delivery Calendar

• Use a credible, white-listed Email Service Provider to 
send and manage ISP issues, opt-outs and Can-Spam
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eCRM – eNews Examples

“ Tabbed” eNewsletter

Niche ePostcard
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Resolution #4:
Co-Op Marketing & Advertising…

Collaborate or Die
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The Importance of Co-op
• Source of Revenue Generation for DMO 

– for Interactive Marketing Program
– Current Web site real estate has real value

• Added Value for Web site Users
– relevant content; helps them with branded purchasing

• Provides Multiple Marketing Opportunities for 
DMO Partners & Members 
– Generates Qualified Traffic & Leads to Partners 
– Shows real measurable value of DMO web program
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Co-Op – Recommendations

• Develop an Advertising & Marketing Program to Promote 
Partners, Regional Advertisers & National Sponsors

• Integrate a Tiered, contextually-relevant Ad Model into 
online assets (Advertorial Model - - affordable for all)

• Offer Available Ad Space On:
– Web Site Pages
– eNewsletters
– Outbound eMail Campaigns
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Third Party Intermediaries (TPI) vs. 
Co-op Models

• TPI an option for a booking engine

• Co-op models involving packaging and 
delivery of traffic directly to corporate hotel 
websites
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Resolution #5:
Track Everything…
You Can’t Manage 

What You Don’t Measure
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The Importance of Tracking & 
Reporting

• By Tracking Your Web site and Interactive Marketing 
Performance, You Can:
– Measure Success & ROI 
– Assess Effectiveness of Campaign & Individual Marketing Efforts

• eNewsletters
• Paid Search Marketing
• Online Media
• Interactive Elements

– Track Growth and Progress
• Month over Month
• Year over Year
• Trending*

– Determine New Areas of Focus; make all data actionable
* Don’t sacrifice new metrics for trending… page views and time on a web 

site used to mean something…now it means nothing
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Reporting  – Recommendations

• Bi-monthly monitoring of traffic 
• monthly analysis of key metrics 

– allows updates to SEO tactics, content, relevancy, etc.

• The core of your tracking and reporting program:
– Unique Visitors
– Branding Impressions
– Web site Traffic Comparison
– Content Favorability
– Search Engine Positioning & Ranking
– Top Pages Visited
– Search Engine Referral Summary

– Top Referring Engines

- Top Referring Sites
- Link Popularity 
- Paid Search Engine Results
- Search Engine Placement Analysis
- Internet Advertising Analysis
- Advertiser Click Thrus and CTR
- eNewsletter Metrics 
- Registered users
- Competitive Set Analysis
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Questions & Discussion


