g_
THE NEW DIGITAL TRAVELLER: HOW TO DEFINE &
BUILD PERSONALISED CUSTOMER JOURNEYS

EMILY PRIMAVERA
SOUTH AUSTRALIAN TOURISM COMMISSION




WHAT ARE WE TRYING TO ACHIEVE?

Inspire and encourage consumers to explore South Australia

* Generate qualified leads / referrals to South Australian

tourism operators and travel industry partners

* Increase tourism expenditure and visitation in South

Australia

* We don’t own any airline seats, hotel rooms or offer any

tourism experiences
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¢ 58 Osborn Road, Mclaren Vale,
Fleurisu Peninzuls. South Australia.
5171

& wine@daranbarg.com.au

Forww.darenberg.com. au/the-

experience/

VISIT WEBSITE

‘ BOOK NOW |
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THE D'ARENBERG CUBE

OVERVIEW




MAPPING THE VALUE OF LEADS

ATDW Leads versus Expenditure Year end June 2021
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MEASURING ENGAGMENT

A custom Engagement Score that takes a visitor’s journey through the site and measures the level of
engagement that they demonstrated with different elements throughout their visit.

By understanding which behaviours drive more click-outs and longer visits.

Variables included in the ! ] —
Engagement Score Variable Variable Weighting
0.8
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# of pages Product pages
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Downloaded Info Road Trip Research

Downloadable Information
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CONSUMER JOURNEY

Content elements personalised. Return experience based on pillar, life
stage, previous actions. Retargeting to campaign page.

. AAM -> Target
] When visitor returns to the home page at
| any time throughout their joumey Accommodation
CTA: Travel
tinerary CTA: nm
Wildlife campaign Wildlife travel blog "> Surtace next best —
—_ page . Travetunerary [ |
Paid social Replace sub-hero oA Fanciaiie CTA: CTA: 8 BA> Target wavel
PRI - banner with full SATV T;;v: nphcmn e.g. Eyre Peninsula “L’:'V:y Related to pillar partners / events
SATV wildiife ", video ——» Add CTAs to related —— A CTAstorelaled — (wildlife) — o —>
video snippet travel itineraries . Product Surface next best
Surface interstate / travel itineraries Add CTAs to related product
Unknown intrastate messaging Add CTAs to related Accommodation pages Product page
b places B nea > Target
§ A > Toroet 8 roge 8 ravet
151 visit Target Products / travel
S Somon g CTA: T _ partners / events L
Trawel CTA:
exit exit Rinocary Product Surface next best
product

- Wildlife campaign page Ben > Tage
Paid retargeting . P ———
Surface plan your trip / book
e.g. Beﬁ;hterwldne - Paid retargeting your trip messaging Paid retargeting

Plan: Surface travel itinerary

AAM -> Ad Cloud: - Plan yotr tip e
Wikiife - Feel > —» related to previous <+ Book
TResIONG visits/actions above fold messaging
B AAM > Ad Cloud: A > Ad Clocd:
Wikilfe = Think Book: Surface relevant Wildife - Book '
product & accommpages === msmssmees .
. AAM -> Target

Wikilile — Think / Do




TOP - INSPIRE - FEEL

WHATSOM  PLACESTOO00  THINGSTODO  PLANYOURTRIP  TRAVELBLOG

JAN SEALIONSTO
'\ AS, TO SOUTH [~} e

GET UP CLOSE AND PERSONAL y { SRR o 9

WITH AUSTRALIA'S ICONIC N \ A B " ‘CUDDLING HOALAS, HERE'S OUR GUIDE TO SOUTH -

WILDLIFE

100 WHALE WATCRING

Got to know the locals and book your escape
with RAA.

READ THE TRAVEL BLOG

3 BWIN WITH B0A LIONS. SHARKS, CUTTLLFISM AND DOLPHENS

WILDLIFE ENCOUNTERS INSPIRATION

BEST SPOTS FOR WHALE
S\ P GUIDE TO THE BEST WINTER
W.\TC;XNUIS nzr:aoum TOP 8 SWIMMING SAFARIS WILDLIFE WATCHING

3 KOALAS AND S48 KANGAROOS




MID - PLAN - THINK

1 60 WeALE WATONING

——rn - —— —— —

FLAN TNE SERIBCT TR
0 1V Puninan .

BEST WILDLIFE ITINERARIES

VIEW GUIDE

4 EXPLORE T005 AND WILOLIFE PASKS

WHERE TO SEE OUR WILDLIFE

5 SEE LS. KANGABOOS AND WALLABIES TN T FLINDERS RANGES




BOTTOM - BOOK - DO

‘SPEND THREE DAYS SURROUNDED BY NATURAL

‘GUIDE TO THREE DAYS ON KANGAROO ISLAND.

WILDLIFE EXPERIENCES

Don't miss out on these iconic South Australian experiences.
Book your place now.

Adelute IrerrationaiBed Mot Satar P Ewns Ponds Conservation Park
Sty Mo
Winatyinatys Parsprara

@ essec

DAYONE

ACCOMMODATION

SEA DRAGON LODOE 6 VILLA

ACCOMMODATION

Find places to stay. beachside in South Australia or caravan and camping
parks in the rugged Flinders Ranges or $ Star hotels in Adelaide

The Thes Arches Cance the Ceereng 0 Marina way Marrasm Waters The Vites - Barsess

WHATS 0N

PLACIS TO 00

THINGS T0 00

PLANYOURTRIP  TRAVEL 810G

‘SEE OUR SOUTH AUSTRALIAN
ITINERARIES

BOOK MY ACCOMMODATION




i_\. South Australia (AU, NZ) @

Ever shark-cage dived with a Great White Shark?

SOUTHAUSTRALIA.COM
Eyre Peninsula.
Video by @jemcresswell

LEARN MORE

© O & Anthon.. 602comments 340 shares

bf_‘) Like C) Comment i? Share

Custom creative digital media for both prospecting and remarketing to bring consumers into and
through the journey.

’i - South Australia (AU, NZ) @

Get up close with a Great White, book your
adventure today.

SOUTHAUSTRALIA.COM

You have to see it to believe it. | BOOK NOW

Adelaide. Rewards Wonder

[ﬁ) Like () Comment £> Share

ONLY A 50 MINUTE
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GOOD FOOD AND WINE —

INTERSTATE ASSOCIATION
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Food & Drink audience journey

Home page

Content elements personalised. Return experience based on pillar, life stage, previous actions.
Retargeting to campaign page.

Cpaisocia |~ oon [ proa

Wihen wisilor nelurms
|0 the home papge at
arty lime throughoul

: AAM =T, the
Erand pitar vid Exdisting Brand pillar Foot & Dk B
CTF ad crestve video Fesl ws Think vs Da
Broad Larpeling Broad tarpeling Biraad targedng
Click
| | Click: . ) Arccommaodation
Trave Travel itineraries produsts |
click it NErEry swants
. Food & drink travel - —& Add CTAs to related
Food & Drink blogs Click: Accommodation and -
campaign page [ place praduct pages ?ctzﬂ"ﬁdﬂlmrtl
hic e.g. South Australia’s top 5 I product / even
Ferspnafized fo showFesl 7 = wine regions — DE?:“ ﬂﬂllgﬂg DﬂkﬂEE pages
TITEIImET et Destinations -
—

: Surface Year of wi = Food & Drink Surface ralated Click:
Ferspnalize Add CTAS o related e e =T sccommodation! praduct
mamaﬂm o desfinations N EEstnEuan Add Year of Wine products/events
migssaging & travel offers -

% Surface travel partner offer events/promaos within - . AN = Targel
Shift content block into - banner CTA fer interstate destination :.;.;;-.:;.-,FE- afion i
header Year of Wine page oy T senduts | I et
. : - Food & drink itineraries '
— Highlight food & drink tab, Food & =vents -

A <+ Tanget: Click Caontent card wisual mEp Eew " E??'f. for destination [ e

Feel siage Ves of  aptimisabons :

Gao localion Wine | Tanget . . |

4 Anchored quick finks CTA Geo location Food & Drink
I campaign page Paid social
i = o
: Personalized fo show Think or retargeting B retargeting
i Paid social Do stage content Brand Fillar Brand Fillar link
I &'F:' - - . .
. i retargetin retargetin MRECs with ad with book

: p CEEn g g g g Plan: Surface travel itinerary book messaging MEesssging
: rog retargeting Brand pillar link Brand pilar link related to previous AAM > Add Cloud: AAM - Ad Cloud:
i MRECS with pl=n ads with plan visits/actions above fold Foad & Dink - Do Food & Drink - Da
D e ______" _ Drand pillar MRECS messaging messaging .

AAM = Ad AAM = Ad Cloud: AAM = Ad Cloud: Book: Surface relevant :

Cloud: Food & Drink - Think Food & Drirk - Thirk product & accamm pages |

Wikl - Feel 0 i i

AAM = Target
Food & Crink — Think./ Do

= acCoiaant



OFFICIAL

THINK _____ DO

BOOK YOUR YE

WINE EXPERIE|

ADELAIDE.
REWARDS WONDER.

AFOODIE HOLIDAY T
FOODIE GETAWAY GUIDES




Food and drink

ATTRACTIONS

Dig into the be d and drink attractions in S
Central Market and regional markets, farmgates,
farms and providores

llar doors, pic

Barossa Farmers Market Barossa Valley Cheese Company

BOOK NOW BOOK NOW BOOK NOW

Food and drink

EXPERIENCES AND TOURS

buds lead the way
ences including cooking schools, paddx

blending and fishing chart

on tour throughout South Australia with the best
ck to plate experiences, win

o

<
Food Tours Australia Panorama Experience Experience Coffin Bay and Eyre Coffin Bay Oyster Farm &
Peninsula Forage and Feast Tasting Tours

BOOK NOW




PRICE FROM $209

e Fariraia

VIaIT weRsTTE

2e-zrize,
2

2 0 @ SEPPELTSFIELD ROAD
DISTILLERS

o

CABN CHLOE -
BLEWITT SPRINGS

CVERVIEW

FEATURES
FEATURES
ENTITY FACILITY

ACCREDITATION

WINE RECIONS

PRICE
EenTiry FacILITY

sRICH

ACTIVELY WELCOMES DEOPLE WITH ACCESS NEEDS

LOCATION

OTHER PEOPLE ALSO VIEWED

OTHER PEOPLE ALSO VIEWED




YEAR ON YEAR RESULTS 20/21

: )

QUALIFIED LEADS TO SA
WEBSITE VISITS OPERATORS & TRAVEL

£
+86%

LEAD GENERATION
RATE (LEADS/VISITS)



* Don’t be afraid to define new objectives based on what
you need to know about the customer (Engagement
metric)

* You don’t need to, and you won’t be able to tackle
personalisation at scale first, but starting small gets you
somewhere, and great results!

* Your objectives can be influenced gradually, by more than
just performance marketing — map out, tweak and test
your consumer journey onsite
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