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THE OBJECTIVES

 |dentify why inbound marketing is important.

 |dentify, prioritize, and create the best content
for your business.

» Discuss content amplification 1o maximize total
reach.

 |dentify ways to capitalize on clicks.

» Provide 3 tips to increase SEO.
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What is INBOUND MARKETING?

* Inbound/content marketing earns the attention of customers,
makes your business easy to be found, and draws customers
to your website by PRODUCING AND PROVIDING THEM
INTERESTING AND VALUABLE CONTENT.

* Inbound marketing DRIVES TRAFFIC TO YOUR WEBSITE and
PROVIDES YOU LEADS!
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Why inbound marketing is a
powerful tool
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g Inbound leads are more
cost-effective for North
American B2B companies
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Why inbound marketing is @
powerful tool

INBOUND MARKETING ROI BY COMPANY TYPE

Companies of all types enjoying greater ROI from inbound
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Inbound Marketing ROI
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Why inbound marketing is a
powerful tool

PRIMARY LEAD SOURCE BY COMPANY TYPE

Greqter Inbound lead sourcing advantage is greatest for nonprofits
opportunity for —
grOWth. [ | :HE%R; rals UBICI;;
50 B Outbound practices (e.g.,
B coldcalling, Tv/Outdoor Ads,
Trade Shows, Purchased Lists)
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Why inbound marketing is a
powerful foole

IT'S MORE IT CAN BE IT'S MORE
COST EFFECTIVE. MEASURED. EFFECTIVE.
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Create Content

WHAT'S YOUR CONTENT MARKETING
MISSION?

JOIN OUR COMMUNITY!
GO
o e
anpma

EXAMPLE: Groups Today prowdes con’ren’r to

su. &L EXPERIENCE NYC FROM THE TOP

group travel professionals
focusing on the destination
planning, business new, and

professional expertise related

to all things group travel.
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Create Content

YOUR CONTENT SHOULD COVER WHAT YOUR
CLIENTS WANT?

. Target a specific audience

. Address needs and pain points

. Be a frusted resource

. Tell an engaging story

. Advance your mission
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Create Content

CREATE CONTENT THAT ENGAGES PROSPECTIVE
CLIENTS.

 Be authentic
 Be useful

« Be entertaining and use emotion
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CONTENT Amplification

Increase the
value of your SOCIAL MEDIA
content AND

REACH THE
LARGEST
AUDIENCE
POSSIBLE BY WEBSITE
AMPLIFYING IT on
channels where

BLOG

your potential

clients are

WEBINARS

already

engaged. eNEWSLETTERS
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Blog

o

Tour Destinations Travel Deals Free Travel Brochure

s Stay
Connected

« CONTROLLED |
branding TIPS g} i

TRAVEL NEWSLETTER

Avout Brightspark| fiog| Follow Us |

About >

MTips ~ M is for Mary, M is for Mayflower, M is for Mimi... Warh, 2 o

« Customer/Client i S

My seling experience began with Christmas Cards in the fifth grade at St Thomas the Apostie Rt
Grade School in Minneapolis, MN. | knew | was competitive when | played hockey with my older
brothers on the local lake and | was the goalie. | thought that was just grand when the pucks
‘came flying at me!

| wanted to be recognized and so came the opportunity to sell the most Christmas Cards during
the heart of the Minnesota winter. Delivery of the cards was the big day and | ordered 50 boxes to
sell. More than anyone eise, of course. When | got them home, | realized that this was serious

and it was going 1o go on my permanent record i all the boxes were not sold. Even at that age |
devised a plan. | decided o go door to door to my neighbors, into town and ask for the sale.

First and foremost, | always dressed the part so after school, | put on my hofiday party dress, red
coat, brim hat and black galoshes and | visited all the people | knew. You see, | did not know it but
50 began my 9. | had as my parents had their own

company and | had a lot of free time, 50 | visited the neighbors - especially the oider ones as they
° had the time for me. Long story short...75 boxes where sold!
< : O I . < e I l Relationship seling is all about building a friendship o relationship with your prospects. Once

you've built that relationship, shown you care and earned their trust, you are on your way to
closing sales. Listening to their needs and showing an interest in more than the travel business
has produced for me the best results.

3y Been Ona Magic Carpet Fide

Enioy e D.

orry Blossom

I have always kept my eye on the prize of closing sales. Once | determined which prospect could ihe Bard Most

give me the business, | devised my pian to get to know something personal about them. | would

4 "

9O on a fact-finding mission to leam as much s | could about them BEFORE the tour business

‘was ever mentioned. Did they have children...pets? Did they have a hobby and enjoy cooking or

gardening. | always loved o see their office and knew when there was a picture of a tiger or lion —
what | was dealing with on relationship seling. s e

As | began my relationship selling to a new prospect, | would bond with them on what | had of ot A " i . —
learned about them personaly. I they liked to cook and had a sweet tooth, | would bring them my .

Mint Chocolate Brownies and the recipe. Eventually, the tour business came into piay and the rest
is history. Mayflower Tours history.

.
Most pecple react negatively 1o high pressure sales. In relationship selling, high pressure is not

. typically part of the equation, simply because it's hard to have a friendly relationship with a
prospect who feels pressured by you. In relationship seiling, you becorme a form of support for

them. Your services and products become something they depend on, and the more you meet
their needs and make their job easier, the better they respond to additional sales offers.




Social Medio

PAY TO PLAY

 Boost Posts
« Advertising

#HASHTAGS

« Search what's being
used

« Determine topic
engagement

TAG, TAG, TAG
LINKEDIN GROUPS

Post Details Aepeer stste mey

National AfterSchool Association (NAA)
W Published L A

We know what quality afterschool is, how to measure it and how to help
programs and practitioners achieve it. Public and private funding is critical
to making sustainable improvements in afterschool progress. Share NAA's
six for achieving and lasting impact.

»y Jill Hanert Cax March 30

#afterschoolquality #invest3to6

0 78 84

NEGATIVE FEEDBACK
2H

National AfterSchool Association (NAA) il Like Page

Afterschool Quality Briefs Available fi

New resource material is available for download. Five a
briefs include: Why Afterschool Quality MattersSchool-a

Do you work in the field of Afterschool? Enhance your program and grow
professionally! NAA's Annual Convention takes place this March in
Washington, DC.

1

6,500 people reached

Like - Comment - Share - Hootlet - ¢»105 &>20

NAA Annual Convention - March 8-11, Washington, DC

Learn More

Like - Comment - Share - €581 27 [ 18
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Performance

Clicks CTR

Relevance Score

444 Total Actions?

| 302 Website Clicks?
| 90 Post Likes?
| 27 Page Likes?

| 25 Other Actions?

See full actions report

Impressions
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eNewsletters

. ) Join Our Newsletter Site Search Contact Us
¢ EXISTI ng C |Ie nTS' prospeCtS' O R Sign up to receive information about events, X 'We are always open for a quick chat! Give us a call or
B OT H 2 scholarships, and SYF news! «email us any time and we will respond shortly.
) 1 . 703-610-1263
f--‘u ¢ eNewsletter

- EMAIL SIGN UP should be easy. —_— “f.!

« Be SHORT, SWEET, AND TO THE

POINT. GROUPS -y Mol =
« EASY FUNCTION tfo unsubscribe. e {":;"

A PROVEN 2o
WINNER

s the Tablet the
New Toxtbook?

« Test subject lines for e P O
ma own, Big nea
EFFECTIVENESS. Sl Boae oot

» Use your analytics for CONTINUED
IMPROVEMENT.

L

« FREQUENCY with less content
They say everything's bigger in Texas—and if you ever visited the one-time Republic, you might

Wl ns! agree. From larger-than-life icons to larger-th: g meals, the Lone Star State is a
must-see. But don't just go anywhere: Located about 70 miles west of Houston and 90 miles east
of Austin is Brenham, a town with a blend of historic sites, lush gardens, winery tours, stylish
cafes, working ranches and Read Full Article >>

Towon 8 Trmmt i OICIAL Putbenten o £Y18

READ GROUPS TODAY

Groups Today eDaily is published by Serendipty Media, LLC



Websites

* MOBILE OPTIMIZED

« Social sharing is
EASY AND
IDENTIFIABLE

 JOIN our Newsletter

« DON'T WORRY
about the scroll

COMMUNITY & PROFESSIONAL DEVELOPMENT
for TRAVEL CONSULTANTS. e RO

JOIN US FOR THE NACTA CONFERENCE
NOVEMBER 8-12| KONA, HAWAI!

e —

Travel Spottight Collection

Soutmampton: Acthem of e Sass

What Our Members Are Saying

PLATINUM MEMBERS.

e A D

e r—C it
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LUSYTA

he Vioice of Student & Youth Travel®

'FOWVJ”\{']OY\

HOME | ABOUT SYF

O [gmﬂ Home Se

[ SHARE THIS PAGE

d developmentally. Travel is just one of the
A believes that travel is essential to a

ind the monuments they read about in their
orm for an adjudicated board, their level of
travel provider; rather it's an association that
ences for YOUR students. Our interest is

Discovering her own power and
determination.
In her travels to Tehean, ran, Ssbira found Iife within the country and

herself. She wrote in her winning Ripiey Hunter Essay about her ascent up
the Alborz Mountai

st the age of seven and how he travels charged

o

torraced terrain that makes up the Alborz Mountains was a surmountable ende:

her understanding of human determination.

The landscape

out hundreds and hundreds of sophisticated
echnology for the times. Sabina sooffed at the irst few staps up the towsring mountains, but not long after, maybe
rren ust s dozen steps siong the way, her legs began to ache. Soon the psin was intensifying and she thought, i it

ook this much to climb, how could anyons transform these mountaing into stairs

fer last few stairs were the hardest, but when she reached the peak she was siruck by the awe-inspiring view, The

vorid seemed more green, alive, and frezh from her view.

Jefeating that obstacie not only gave Sabina 8 new understanding of the world, but sfowed her to Giscover the

e within- " She had endured, as hax in fore her. In

ing 20 she discovered ambition's potency and humandy's strength. Standing on top of that mountain where

“wwq ssemed ama, she found something bigger than hersel, She found the cspabilty ki all humans to

persist despite st hingrances.

Sabina longed for more trave! opportunities and is grateful to SYF for providing har with a scholarship 1o pursue her

oreams.

Enrich a child's life through travel.
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Lead Generation
CONVERTING CLICKS TO LEADS

e Whatis your ‘post click’ strategy?
e Landing pages
e Data capture forms
e Pop-up forms
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Custom Landing Pages

e The ad and
landing page
should REFLECT

each other gl el Voo DR e
e Keep is SIMPLE and
clean with
QI
FOCUSED G
meSSOging :i‘%':ﬁ}(j;'lo)ﬂﬂb IEargesifAerialkSightSeeingicompany

The Only Way to Tour the Grand Canyon.

e Enticing CALLTO
ACTION




Data Capture Forms

e What to share?¢
Statistics,
reports, datq,

ACAMS!

White papers,

Membershi Certifications Conferences & Training Resources.

— ACAMS Advanced Certification White Paper
Downloads

variety of
RESOURCES

ABOUT

SERENDIPITY
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About Membership Events News Standards Resources Sustainability Industry Outreach Enter search crheria.

o
BIFMA

invf

LAST NAME *

company +
o8 TmLEs
counTay+

NUMBER OF YEARS WORKING i AML

MARING LIST SIGHUP

Member Resources
Industry Forecast
Historical Industry Data
Statistical Reports (Al)
Trade Names Directory

Professional Development

THE COMMUNITY FOR GROUP TRAVEL PROFESSIONALS
GO

TODAY

Publications. ACAMS Risk Assessment DESTINATIONS ~ NEWS PROFILES  BUSINESS  DESTINATION DIRECTORY  BLOG READER'S CHOICE

HoDhsa
A Strategic Approach to Marketing

Content marketing: A stralegic marketing approach focused on
creating and distributing valuable, relevant, and consistent content
e vamn CONtENt to attract and retain a clearly-defined audience—and, ultimately, to

MARKETING drive profitable customer action.
ANRnE IN FIVE STEPS

If you missed our May 6 webinar, presented by Groups Today
publisher Kasie Smith, here's your chance to learn more!

=

NOW AVAILABLE!

Full Name -
Company Name .
Email Address .

Submit to Download
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Pop-Up Forms

* TIMING &
MESSAGING is
everything

e Why use a pop upe
ENewsletter
subscription
Promote a
Discount
Contest
Survey
Download Content




SEO: Search Engine fstrenormy
Optimization

WHY SEO IS IMPORTANT:

SEO leads have a 14.6% close rate, while outbound leads
(such as direct mail or print advertising) have a 1.7% close
rate.

Increase SEO with 4 simple steps:
 Authentic Content - Real & Relevant
e MUST BE MOBILY OPTIMZED
e Internal & External Links (Other relevant articles)
 Tag web articles
e Key Words
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Conclusion

WHAT WE KNOW:

* Inbound marketing is the #1 METHOD for nonprofits to cost
effectively generate leads and increase brand
AWAreness.

« Successis achieved by EARNING YOUR MEMBERS TRUST vs.
selling hype.

« THE WORK DOESN’'T STOP AFTER THE CLICK. Post click
stfrategies increase conversions.
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KASIE SMITH

kasie@serendipity-media.com.
@KasieSmith
@PICKSerendipity



mailto:kasie@serendipity-media.com

