
Marketing Training
Cotswolds Tourism

Simon Jones
Managing Director

Shannon D’Arcy
Project Manager

Howard Phillis
Paid Media Account Director

Olly Reed
Marketing Director



Today

Morning Session

51.4546° N, 2.5973° W 51.4546° N, 2.5973° W 

● Introductions 
● Trends & State of the Sector
● Q&A
● Digital Workshop 1

● Digital Workshop 2
● Wrap UpAfternoon Session

10:00 - 12:15

12:45 - 14:00

Lunch
12:15 - 12:45

Networking / 
Discussion Time



Introductions
Getting to know each other 

// Marketing Training
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Shannon
Project Manager

Simon
Managing Director

Howard
Paid Media Account Director

Hello.

Name // Organisation // What you do



Context
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We help visitor 
organisations grow

51.4546° N, 2.5973° W 

Tourism // Heritage // Culture // Nature
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Association of Leading 
Visitor Attractions British & Irish 

Association of Zoos & 
Aquariums

Association of Cultural 
Enterprises



Some of the organisations we’re 
proud to support…
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Strategy Marketing
➔ Marketing/Communications 

➔ Growth Planning

➔ Product Development

➔ Revenue Diversification

➔ Fundraising 

➔ Impact Positioning 

➔ Digital Advertising 

➔ Google Grant Management

➔ Content Production  

➔ SEO Designed Articles

➔ Data Acquisition Campaigns 

➔ Paid Search & Paid Social
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Head Marketing for Merlin Entertainment
Sealife London, London Dungeons, etc. 

Strategic Lead Euromax

Commercial Director 

Co-founded Navigate 18 years ago, worked with 
hundreds of visitor organisations

Simon Jones
Managing Director 

100+



Trends & State of 
the Industry
Where we are currently, and where things are going.

// Marketing Training
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// Where we are currently // Where we are heading



Topline
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32 year involvement in the industry > 100+ visitor 
organisations in marketing and technology.

‘Easier’ days are gone, replaced with continually growing 
consumer expectation and choice.

Making it harder than ever to plan and make business 
critical decisions.

We’ve seen a crescendo in the rate of change.



A question
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How was summer 
for you?
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Mixed summer for many - Some 
record breaking, others “sluggish”
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“Classic” tourist hotspots were down 
on last year
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Cost of living crisis and UK weather 
leading to late decisions 
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Record breaking summer for budget 
airlines 
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On average the industry is around 
10/15% down targets but on par 
with 2023
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The new benchmark is 10% below 
2019
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Visitor Patterns
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Free Return Visits
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● Free return visits drove substantial visits, offsetting 
reduced paid admissions.

● Secondary income (food, drinks, retail) from repeat 
visitors helped sustain revenue.

● Value-added incentives soften the impact of lower 
ticket sales.

● Promoting free returns is best for the off-season to 
attract locals, not summer tourists.



International Visitors
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● The American market remained strong, boosting 
some destinations.

● Larger destinations like London struggled due to 
reliance on diverse international tourists.

● Destinations dependent on a wide mix of visitors 
are more vulnerable to fluctuations.

● Chinese market expected to return more strongly 
in 2025.



TV Moments
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● Places featured in popular TV shows saw a surge 
in visitors (e.g., the "Bridgerton effect").

● Media exposure significantly boosts visitor interest 
and foot traffic.

● Tapping into popular culture through TV, film, or 
social media is a powerful tool.

● It’s not easy but it does have significant impact 
and maximise where possible.



Influencers & Instagram
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● Influencers and social media trends drive visitors 
to visually appealing locations.

● “Instagrammable” moments are a powerful tool for 
attracting visitors.

● Curating visually striking spots boosts social 
media engagement and viral marketing.

● Capitalising on these trends can enhance visibility 
and visitor numbers.



Pop Culture Programming
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● Viral trends and pop culture exhibitions (e.g., 
Taylor Swift, Barbie) boosted visitor numbers.

● Attractions featuring familiar branded characters 
saw significant spikes in attendance (Bluey meet 
and greets, Peter Rabbit etc).

● People are drawn to familiarity and well-known 
icons for a guaranteed enjoyable experience.

● Leveraging iconic characters and themes is a 
proven way to maximise summer visitation.



● People are increasingly drawn to experiences 
where they can create memories, and festivals or 
special events are a big pull. 

● Stand-out experiences/ events saw strong 
attendance, providing a unique day out with high 
entertainment value.

● By hosting festivals or special events that offer 
something new, exciting, and shareable, 
attractions can keep visitors coming back for more 
as they feel they are coming back for a different 
experience. 
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Festival Feeling 
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Shifts in Visitor Demographics
● We need to recognize a decline in the overall number of 

potential visitors, down by approximately 13%.

● Earlier this year, data from ALVA and the V&A indicated 
that older audiences were avoiding attractions. 

● Now, many in this age group are stepping away from 
the tourism space entirely. In their place, there has 
been a 7% increase in the 16 to 35-year-old market.

● Unfortunately, this 7% growth isn’t enough to offset the 
loss of older visitors, which explains why we’re not 
returning to 2019 visitor levels. 
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Shifts in Visitor Demographics
● Consider shifting your marketing efforts toward the 

16 to 34-year-old demographic.

● This group represents a high-potential market for 
growth. 

● They are eager to explore new experiences, willing 
to venture out in any weather, and are highly 
effective at sharing their positive experiences on 
social media platforms.

● AdSmart by Sky an additional channel to consider.



Marketing Tactics
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Track digital activity effectively.

If you understand what is working and 
what isn’t you can be agile with your 
marketing budgets upweight / 
downweight activity quickly

Tracking
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Email data is more than just email marketing, whilst 
this is important you should be getting much more 
value from your databases.  Use data to:

● Reach known audiences through social channels

● Create lookalike audiences

● Audience profiling

● Display advertising

Data



● Capture attention

● Be relevant to 
your audience

● Be clear on what 
you want them to 
do

● Respond to 
market / weather 
conditions
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Creative &
Relevant 
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There is a lot of channels to 
choose from.

Which 
Channels
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There is a lot of channels to 
choose from.

Which 
Channels
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There is a lot of channels to 
choose from.

Which 
Channels



51.4546° N, 2.5973° W 

There is a lot of channels to 
choose from.

(more on this later)

Which 
Channels
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● The more relevant you can be to 
people, the more likely you are to 
drive a response. 

● How many people use 
segmentation tools or solutions, 
such as Morris Hargreaves 
McIntyre?

Audience profiling 
and targeting 



Listen

Visit

Shop

Watch

Understand your audience, their motivations, where 
they are, brands they like, people they are influenced 

by.
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Use data and social profiles 
to create interest groups
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Digital 
segmentation



Data driven mini-personas:

From this you can create 
mini segments.

From these segments we 
are then able to create 
individual personas which 
provides specific 
information for targeting 
across each digital 
channel.
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Older affluent history and education   



Example Meta Targeting Pack          Manager   

Personality:

They are expressive, genial, and 
authority-challenging. Hedonistic and prone to 
melancholy. A confident, trusting, and 
excitement-seeking creative professional. 
They seek adventure and new ideas.

Buying habits:
High mobile use. Influenced by Manchester's 
cultural organisations and events. Subscribes 
to arts/culture email lists for early access. 
Uses social media extensively and is 
influenced by visual, inclusive marketing.

Simon Jones

51.4546° N, 2.5973° W 

Creative Arts sub-segment details
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Whilst people are looking for value this year, this 
doesn’t mean cheap. 

People are prepared to spend for good 
experiences 

Can you offer value - multi entrance pricing over 
key areas.  Visit 5 times over the summer

Value
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Use partnerships to

● Extend reach 

● Capture new data

● Drive additional revenue

Brand 
Partnerships
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And the rest…
● Revenue diversification

● Online distribution

● New experiences

● Seasonal pricing 



Last minute 
bookings are here 
to stay

Summary

Provide added 
value where 
possible

Use technology to 
build your target 
audiences 

Track what you do 
and respond 
accordingly



Q&A
A lot of information, any questions?

// Marketing Training
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TEA BREAK
// Marketing Training
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Workshop 1
Digital Advertising

// Marketing Training
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Seasoned Digital Marketing Professional // 20 years in the 
industry // Deep understanding of digital marketing

Expert in Visitor Marketing // Proven track record of 
enhancing the visibility and appeal of visitor organisations

Strategic Campaign Management // Develop and execute 
marketing strategies

Experienced Trainer and Speaker // Dedicated to educating 
and empowering marketers with practical insights and 
strategies in digital marketing, tailored to the travel and 
tourism sector

Howard Phillis
Paid Media Account Director

20



Overview of Digital 
Advertising Channels
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Awareness

Action

Consideration

● Display 

● Video 

● Paid Social Media 

● Generic Search

● Brand Search

Digital Advertising Channels
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What?
● Visual ads that appear on websites or apps in 

the form of banner or  images.

● Often used to raise awareness or reinforce a 
brand with a wider audience.

● Delivered through platforms like Google Display 
Network, reaching users across millions of 
websites.

● Can target users based on demographics, 
interests, or behaviour.

Display Advertising
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How?
● Choose a display network like Google Display 

Network or a programmatic ad platform.

● Set up a campaign by selecting your target 
audience, ad formats (e.g., fixed size banners 
or responsive ads), and budget.

● Design visually engaging ads with clear 
messaging, aligning them with your campaign 
goals.

● Launch and monitor the performance using 
analytics to track impressions, clicks, and 
conversions.

Display Advertising
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Why?
● Ideal for building brand awareness and 

reaching a broad audience quickly.

● Great for remarketing to users who have 
previously visited your website but didn’t 
convert.

● Effective for visually engaging and creative 
campaigns, especially in industries like travel 
and entertainment.

● Can help increase visibility for products or 
services even before users actively search for 
them.

Display Advertising
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Why Not?
● Can have low click-through rates (CTR) 

compared to other channels like search ads, 
especially if not targeted properly.

● Users may develop "banner blindness" and 
ignore the ads completely.

● Requires strong creative assets—poor design 
or unclear messaging can lead to wasted 
spend.

● Not ideal if you need immediate conversions or 
have a limited budget focused on 
direct-response marketing.

Display Advertising
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What?
● Ads presented in video format on platforms like 

YouTube, Vimeo, and TikTok.

● Can be skippable or non-skippable, with 
placements before, during, or after content.

● Reaches users through specific targeting 
options such as interests, behaviors, or content 
categories.

● Can include various formats, such as 
short-form, long-form, and bumper ads.
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How?
● Choose a video platform, such as YouTube, 

TikTok, or Vimeo’s ad services.

● Set up your campaign by defining your target 
audience, ad format (e.g., skippable, 
non-skippable), and budget.

● Create engaging video content with a clear 
message in the first few seconds to capture 
attention.

● Launch your campaign and measure success 
through metrics like video views, completion 
rates, and conversions.
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Why?
● Ideal for telling compelling stories, showcasing 

experiences, or launching products in a visually 
engaging way.

● Perfect for reaching audiences on 
video-dominant platforms where consumption 
rates are high.

● Great for brands that want to build awareness 
or appeal to users who consume video content 
on platforms like YouTube or TikTok.

● Effective for reaching mobile-first users, 
especially younger demographics who prefer 
video content.
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Why Not?
● High production costs can make this channel 

expensive, especially for high-quality videos.

● Limited in driving direct conversions, as video 
ads tend to focus more on building awareness.

● Requires strong creative assets—poor-quality 
or irrelevant content can lead to users skipping 
or ignoring your ads.

● Not suitable for every sector, particularly if your 
focus is on immediate sales or budget-driven 
direct-response marketing.
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Advertising

What?
● Ads that appear on platforms like Facebook, 

Instagram, Twitter (X), LinkedIn, and Pinterest.

● Includes a variety of formats such as image 
ads, carousel ads, video ads, and stories.

● Targets users based on demographics, 
interests, behaviors, and even custom 
audiences (e.g., email lists).

● Ads can appear in feeds, stories, or other 
prominent locations within the platform.
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Advertising

How?
● Choose a platform based on your audience and 

campaign objectives (e.g., Facebook for broad 
demographics, LinkedIn for professionals).

● Set up a campaign by defining your target 
audience, selecting ad formats, and setting a 
budget.

● Design engaging visuals and write compelling 
copy tailored to the platform’s style and audience.

● Launch the campaign, and monitor performance 
through built-in analytics tools to track 
engagement, reach, and conversions.
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Advertising

Why?
● Perfect for highly targeted advertising, allowing 

precise control over who sees your ads based 
on their behaviors and demographics.

● Great for increasing brand awareness, 
generating leads, and driving traffic to websites 
or specific landing pages.

● Ideal for engaging users in a more interactive 
way, encouraging likes, comments, shares, and 
community building.

● Effective for reaching users where they spend 
the majority of their online time, particularly on 
mobile devices.
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Advertising

Why Not?
● Requires constant attention and optimisation; 

performance can decline quickly without active 
management.

● Creative fatigue can set in if ads aren’t 
refreshed regularly, leading to diminishing 
engagement over time.

● May not work well for every sector—if your 
audience doesn’t spend significant time on 
social media, it may not deliver strong results.

● Ad costs can rise quickly due to competitive 
bidding, particularly in popular or niche 
markets.
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Search Advertising

What?
● Ads that appear at the top of search engine 

results when users enter specific keywords or 
phrases.

● Platforms like Google Ads and Bing Ads allow 
businesses to bid on keywords relevant to their 
products or services.

● Typically text-based ads, though they can also 
include extensions like call buttons, sitelinks, or 
location info.

● Paid ads are labeled as sponsored and appear 
above or alongside organic search results.
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Search Advertising

How?
● Choose a search engine advertising platform 

like Google Ads or Bing Ads.

● Set up a campaign by selecting keywords, 
creating ad copy, and defining a budget, bid 
strategy and bid amount for each keyword.

● Write concise, compelling ads with a clear 
call-to-action to capture user interest.

● Monitor and optimize campaigns using 
performance metrics such as click-through rate 
(CTR), cost-per-click (CPC), and conversions.
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Search Advertising

Why?
● Highly effective for capturing users with high 

intent—people searching for specific products, 
services, or solutions.

● Great for driving immediate traffic and leads, 
especially when users are ready to take action 
(e.g., making a purchase or signing up).

● Allows you to target ads to specific geographic 
areas, making it useful for local businesses.

● Gives businesses control over their budget with 
options to set daily limits and bids per click.
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Search Advertising

Why Not?
● Can be expensive, especially for competitive 

keywords with high cost-per-click rates.

● Requires careful keyword research and ongoing 
optimisation to avoid wasting budget on 
irrelevant clicks.

● May not be ideal for sectors with low search 
volume or where awareness building is the 
primary goal.

● Success depends heavily on the quality of ad 
copy, landing pages, and keyword 
targeting—poor optimisation can lead to poor 
results.



Choosing the Right 
Channels
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Identify Campaign Goals:

Are you driving bookings, increasing brand 
awareness, or promoting a special offer? Your 
goals will shape your audience.

Analyse Current Customers:

Review your existing customer base 
(demographics, purchase behaviour, etc.) to find 
trends and insights into who is most likely to 
convert.

Consider the conversion funnel:

Are you looking to reach new customers who are 
unaware of you, convert customers who are 
considering you, or encourage repeat visits from 
previous customers?

Determine Audience
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Align with Campaign Goals: Allocate more 
budget to the channels and tactics that best 
support your primary objectives (e.g., 
awareness, engagement, conversions).

Prioritize High-Performing Channels: Analyze 
past campaigns to identify which platforms (e.g., 
social, search, display) drive the best ROI and 
allocate accordingly.

Test & Adjust: Start with a flexible budget 
across different channels, then reallocate based 
on real-time performance data to maximize 
effectiveness.

Consider Seasonality & Timing: Increase 
budget during peak travel seasons or key 
booking periods to capture higher demand.

Budget Allocation



Targeting Strategies
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Segment by Demographics: Consider factors like age, gender, 
income, and education to define key audience segments.

Example: Promote hands-on activities and interactive exhibits to 
families with young children, while targeting seniors or retirees with 
special discount days

Consider Geographics: Target travelers from specific regions or 
cities, based on where your destination or service appeals most.

Example: Day trippers vs Staycations vs International travellers

Look at Psychographics: Understand your audience’s interests, 
values, lifestyle, and motivations.

Example: Adventure seekers, luxury travelers, or cultural enthusiasts.

Audience Segmentation



Crafting Effective Copy
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● Focus on Benefits, Not Features: Highlight the experience your attraction offers (e.g., 
"Immerse yourself in ancient history" vs. "Guided tour available").

● Use Action-Oriented Language: Include strong calls to action (e.g., "Book your dream 
getaway now" or "Explore the city’s hidden gems").

● Tailor to Your Audience: Speak directly to the desires and motivations of your target 
audience (e.g., adventure seekers, luxury travelers, families).

● Create Urgency: Use limited-time offers or scarcity to encourage immediate action (e.g., 
"Limited spots available – book today!").

● Keep It Clear and Concise: Avoid jargon and keep your message straightforward to 
quickly grab attention and convey the value.

● Incorporate Social Proof: Use testimonials, reviews, or mentions of awards to build 
trust and credibility (e.g., "Rated the top attraction by travelers worldwide").

Ad Copy Tips



Test & Learn
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Develop a Clear Hypothesis: Formulate a specific, 
testable hypothesis about what you expect to 
achieve with the changes you are making.

Example: "Testing a headline emphasizing value for 
money ('Save 20% on Your Next Adventure!') against 
a headline highlighting features and benefits 
('Explore Stunning Destinations with Expert Guides') 
will show which approach results in higher 
click-through rates."

Test One Element at a Time: Focus on changing a 
single variable in your ad or landing page, such as 
the headline, image, call-to-action (CTA), or color 
scheme. 

Example: Test two different headlines to see which 
generates more clicks or conversions.

A/B Testing
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Ensure Statistical Significance: Ensure that 
your sample size is large enough to yield 
statistically significant results so that the 
differences observed are due to the changes 
rather than random chance.

Example: Use statistical tools or calculators to 
determine the minimum sample size needed 
based on your desired confidence level and 
margin of error.

Divide Your Audience Evenly: Randomly split 
your audience into two or more groups to ensure 
each group is statistically similar. 

Example: Show Version A to 50% of your visitors 
and Version B to the remaining 50%.

A/B Testing
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Measure Meaningful Metrics: Track key 
performance indicators (KPIs) relevant to your 
campaign goals such as CTR, conversion rate, 
bounce rate or engagement levels.

Example: Compare the conversion rates of the 
two versions to determine which performs better.

Document and Analyse Results: Keep detailed 
records of your tests, including what was 
changed, who was targeted, and the outcomes. 

Example: Create a report summarising test 
results, insights, and actionable 
recommendations for future campaigns.

A/B Testing



Measuring Success
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What Success Looks Like
Define Key 
Performance 
Indicators (KPIs)

Identify the metrics 
that align with your 
campaign goals, such 
as reach, 
click-through rate 
(CTR), conversion 
rate, return on 
investment (ROI), 
return on ad spend 
(ROAS) or cost per 
acquisition cost (CPA).

Compare Against 
Benchmarks

Measure your 
campaign’s results 
against industry 
benchmarks or past 
performance to 
determine relative 
success.

Attribution

Understand and 
analyse how different 
touchpoints contribute 
to conversions. Use 
attribution models 
(e.g., first-touch, 
last-touch, 
multi-touch) to 
evaluate the 
effectiveness of 
various channels in 
the customer journey.

Data Sources

Compare different 
data sources (eg 
Google Analytics, ad 
platforms, ticketing 
provider) but measure 
and report 
consistently



● Define your objectives and be single minded

Summary

● Understand your audience

● Test and learn

● Be consistent with your measurement
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Q&A
A lot of information, any questions?

// Marketing Training
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Workshop 2
Digital Content

// Marketing Training
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LUNCH
// Marketing Training
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Assisted hundreds of small businesses in navigating the council's 
business support programs, while also administering COVID-19 
grants.

Supported numerous tech and digital companies in the West of 
England by facilitating access to government support, grants, 
and connections to private investors. Additionally, organised 
large-scale networking events to strengthen industry ties.

Played a key role in shaping and promoting a disruptive 
eCommerce brand, crafting its vision and identity, which led to 
millions in funding and strategic partnerships like professional 
football and rugby clubs. Spearheaded marketing efforts through 
out-of-home (OOH) campaigns and high-profile events.

Managing project strategies and travel and torusim seasonal 
campaigns. Conducted influencer campaigns, newsletter account 
management, and provided creative direction for ad production, 
ensuring cohesive execution across multiple platforms.

Shannon D’Arcy
Project Manager



Content
The channels

Do’s  & Don’ts

Actions

51.4546° N, 2.5973° W 



“Content”
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What does your content say about your brand?
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Educate
Provide valuable information 
or a new perspective on a 
topic. This can help establish 
you as an expert in your field.

Entertain
Make dry topics more 
interesting with personal 
stories, flair, and brand 
personality.

Engage
Give the audience the tools 
and desire to respond. This 
can be done by providing your 
own take on a topic.

Empower
Make the audience feel 
capable and motivated. By 
positioning yourself as a role 
model to advise readers on 
the next steps

If it doesn’t do one of these 
or more, don’t publish it. 
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➔ What do you want them to do?➔ Who do you want to talk to?      ➔ How do you want them to feel?
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➔ What do you want them to do?➔ Who do you want to talk to?      

What platform do you find them on? How do you get them to do this? What language are you using?

➔ How do you want them to feel?

Find your community, if it 
doesn’t exist build it!



Website
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Looks good on entrance

Easy to find what you’re looking for

Always evolving based on patterns

It’s a window not a warehouse
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● Health Checks
● Keywords relevant to your industry
● Clear time estimates for each task
● How-to guides

Tools
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Tools
Page Speed Insights
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Tools

● Track authority score
● Track performance against competitors 
● Track your keywords

Page Speed Insights
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Tools
Page Speed Insights
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● Set up
● Get Reports Working
● Check Regularly

Google Analytics 
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● Update EVERYTHING
● Add reviews
● Post like a social platform 

Google My Business 
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● SEO benefits; builds 
authority.
○ “Top 5 Cocktail bars 

in the Cotswolds” 
● Requires regular updates; 

can be time-consuming.

● Quality, not quantity

Blogs



Social Media
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Top Channels
Not including messaging apps

But which is best?

3 billion

2.5 billion

2 billion

1.5 billion

800 million

600 million

500 million

134 million

Who’s your target?
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IT DEPENDS
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Don’t use your organic social feeds like adverts 

Think of the brands/ people you follow

Create a community 

Use your voice, have a unique tone and stand out 

Less is more 

Have a social media policy/ guideline, then react and run with it 

Social Media
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The Future of Commerce is… Social

● Trend #1: Social media = the top mode for 
product discovery

● Trend #2: Influence starts within one’s own 
social network

● Trend #3: Social media has the power to 
collapse the purchase journey



Email

51.4546° N, 2.5973° W 



51.4546° N, 2.5973° W 

● Direct communication; high engagement.

● Requires a good list; segmented by type of 
customer.

● Email regularly. (It’s good if they don’t 
unsubscribe)

● You own this audience.

Why Email?
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● Write compelling email copy

● Break up templates with icons and shapes

● Use action based button copy

● Opmtimise for mobile 

● Develop great subject lines

Email Tips
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● Newsletter signups on your website. 

● Opt-ins when booking.

● In-person at the entrance/ reception.

● On-site when signing up for your Wi-Fi. 

● Consider investing in a data capture 
campaign. 

Email Growth



AI
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Who?
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Quantity produced, but quality prompts & editing 
needed

● Get the brief right
● Let it do the donkey work
● Invest time to enhance the final product

Impact of ChatGPT
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In the style of the head of culture at 
The Guardian, write an article about 
the best ways to save money in the 
Cotswolds. Make it engaging, add 
some recommendations and then a 
summary at the end about going to 
visit Blenheim Palace.  

The prompt is key:
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Developing a Content 
Framework
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● Align content with audience interests 
and seasonal trends.

● Go into the audience insights in each 
social platform and work out your 
audiences;

○ Age, location, gender, interests.

○ Then ask, are these the right 
audience for me? If not, create 
content for the audience, not the 
content you want.

Content Themes
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● Try to create a content calendar (Google 
Sheet/ a Word Doc is fine).

● Plan your content themes out quarterly

● Then aim to create your content the previous 
month. 

Creating Content
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➔ Leverage User-Generated Content (UGC) it adds 
authenticity and variety without heavy production 
costs.

➔ Batch Content Creation: Create a detailed shot list 
for each shoot, capturing both hero images + and 
lifestyle shots.

➔ Encourage Employee Participation: Establish simple 
guidelines (like shot composition and brand tone).

➔ Use Free or Low-Cost Design and Editing Tools: 
Canva even offers templates designed for small 
businesses and discounts for Charities.

➔ Create a Visual Style Guide: Stick to 2-3 core colors 
and a few font types to make the guide easy to follow.

Creating Assets
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➔ Keep It Simple and Clear

➔ Leverage High-Quality Photography

➔ Create a Strong Call-to-Action (CTA)

➔ Use Consistent Branding

➔ Design for Mobile First 

➔ Focus on Emotional Appeal

➔ Experiment with Animation or GIF Ads

➔ Highlight a Unique Selling Point (USP)

Top Tips 
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A weekly meeting/ a morning of marketing content 
creation

REALITY CHECK
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● Email
○ Bi-weekly

● Blogs
○ Weekly

● Social Media
○ Frequency for each platform 
○ 5 posts Insta/Facebook
○ 3 posts YouTube/ 

TikTok/Linkedin

Content hack: Don’t forget you can repost old 
content. If you took the time to make something 
last year/ last quarter, reshare, the chances are 
most people won’t have seen it before.

Posting Frequency 
and Strategy



Measuring Success 
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● Engagement Metrics
○ Open rates, click-through 

rates, social interactions, 
engagements, comments

● Content Performance
○ Track which content drives 

the most traffic and 
conversions to your 
website

Process



Ensure you know 
your audience and 
make content for 
them

Summary

Use tools to make 
your brand content 
pillars the best they 
can be

Focus on all content 
equally (social is 
fun, but email is 
more likely to 
convert)

Track and measure 
everything.
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Q&A
A lot of information, any questions?

// Marketing Training
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Wrap Up
Summary

// Marketing Training
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Toolkit
We’ve created a toolkit based on the information we’ve provided you with 
today.

This will be shared digitally with you after the second training day we 
provide on the 7th October. 

// Marketing Training
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More info
www.navigate.agency 

// Marketing Training
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http://www.navigate.agency


Networking/
1-2-1 sessions

// Marketing Training
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