
2020 Strategic 
Marketing & Communications Plan

Strategic Considerations:
● Successful campaigns will have to adapt to meet the wants and 

needs of our new traveling audience and technologies. 
● Selecting tactics that allow for precise geographic targeting 

allows us to emphasize efforts in areas that are most likely to visit, 
as well as take advantage of existing events and traveling 
seasons.(Note that additional targeting parameters include online 
behavior, selected interests, etc.).

● Events that people historically come to Baton Rouge for (i.e., 
football, shopping, family) offer unique opportunities to convert 
day-trippers into overnight visitors. 

● Projected rise in second-city travel (exploration of lesser known 
destinations) offers unique opportunities for Baton Rouge as it lies 
at the crossroads between New Orleans and Lafayette

● Micro-moments continue to trend as we move into 2020

Audience Insights (brief overview):
● According to Longwoods, 33% of overnight visitors come from 

within the state of Louisiana, and 42% say the main purpose of an 
overnight trip is to visit friends and family

● 76% of millennials said friends’ recommendations were a main 
factor in decision-making.

● 95% of travelers visit travel-related sites after booking
● As event planners transition to experience designers, destination 

selection will be an asset to delivering better meetings/events in 
2020 (Skift)

● 94% of leisure travelers switch between devices as they plan or 
book a trip

● Millennial travelers most likely to take shorter vacations

Target Audience:
● Leisure travelers
● Meeting and Convention Planners
● Group Travel Planners

Top Geo Location:
● In-state (Louisiana) & neighboring parishes
● 6-hour drive market  (Dallas, Houston, Pensacola, Mississippi, 

Alabama)

Seasonality:
● By concentrating efforts into specific periods of time/seasons that 

Visit Baton Rouge already observes and participates in (festival 
season, summertime, hunting and fishing season, hurricane 
season, football season, etc.) we’re able to relate to our audience, 
reach an already captivated crowd and create a more authentic, 
seamless presence within these communities. 

Primary BR Travel Leisure Activities: 
● 1.) shopping 2.) bars/night clubs 3.) casinos and 4,) 

landmarks/historical sites


