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Running Effective Email Marketing Campaigns 

Day 1 – Exercise – Digital Marketing Strategy 

a). Research – Research your local competitors.  What are they 
doing better, what can you learn from them?  What are they 
not doing well that you could take advantage of? 

b). Objectives – Define your objectives in the short term / long 
term. 

c). What improvements can you make to your website to 
improve conversion? 

d). What content (text, pictures, video) are you going to 
improve/add on your website that will help visitors make a 
decision about doing business with you. 

e). In the class we covered Core and Support channels.  Outline 
what these are.  

 



Creating and Marketing Your 
Content 



Search… 

 Searching the web is an important part to content discovery 
and Google plays a significant role in this… 



Google is penalising for bad content and 
rewarding good content… 

• Search Plus your world 

• Penguin 

• Panda 



Social Media… 

 Social Media is also playing an increasing role so it’s hard to 
ignore. 



Advertising still has it’s uses…. 



What’s really happening… 

• Businesses are becoming Publishers of content 

• If you’re not producing content you won’t get much traffic 
without paying for it 

• Content Variety is important, how do your customers want to 
consume content 

• Podcasts, Webinars, Blog Posts, Videos etc. 

 



Copyright Issues 



Summary… 

• If you find an image or video on the web assume it’s 
protected by Copyright. 

• If you are taking pictures on your business premises make 
sure you have a sign up saying that pictures may be used for 
promotion. 

• If you are taking pictures in a private place outside of your 
business then assume you don’t have rights to display them 
unless you get written permission. 

• If you are taking pictures in a public place use your 
judgement. 

 



Creative Commons Licensing… 

• Allows you to assign particular rights over to images e.g. 
Attribution rights means other people can use the images but 
they must link back to you. 

 



Photopin.com…Good for finding images 



CONTENT MARKETING.. 



Why Content Marketing? 

• Google loves content and will send you traffic 

• Good content shared and linked to helps get your name out 
there 

• You need content to sell your services – picture, videos, 
content from your visitors etc 

• Content for customer service – FAQ’s etc. 



Content Marketing Cycle 



Your Content Strategy 

• Develop Personas (Who are your customers) 

• Name, Age, Language, where are they from 

• Develop content that supports their needs e.g. 

• What did other people say about you 

• Answer questions they will have e.g. how much, where, 
what do do etc 

• I want to keep in contact with you, what content is 
interesting to them?  

• etc 



Exercise 

• Develop Personas for your business 

• Name, Age, Language 

• where are they from 

• Are they single or with families? 

• How often do they travel? 

• What do they want from their 
holidays? 



Exercise 2 – Outline the content 

• What are they searching for when the research 

• What do they want when when they find you on the website 

• What do they want to see when they become a fan on 
Facebook or a follower on twitter? 

• How do they like to consume the content?  Read, listen, 
watch? 



WEBSITE CONTENT 



Navigation…. 

3 Click rule!  



Website content.. 

• Skimmable 

• Search Engine Friendly 

• Headings 

• Bullets 

• Images 

• Video 



Working with images 



Buying a Camera or use a phone (video and 
pics) 

• Check the Megapixel rating 

• 8 Megapixel means 8 million dots make up your picture 

• 10 Megapixels means 10 million dots which means the 
quality can be better. 

• Zoom 

• Digital Zoom ->  Pointless, image is blown up to increase 
size and looses quality 

• Optical Zoom -> Very useful.  3x is good 10x is great. 

• Video Footage 

• Hi-Def – Higher quality than normal. 

• Memory Cards 

• The bigger the memory the more you can store, try for 8 
Gig and above. 



Buying a Camera or use a phone (video and 
pics) 

• Battery 

• How long is the battery life 

• Buy a spare battery 

• Are they rechargeable 

• Copying it to your PC 

• Is there USB transfer?  Do you have a USB port? 



Types of Images 

Common – Gif, Jpeg, PNG, BMP 

Other – Tiff, Raw, PSD 



Type of Compression 

Lossless 

• Files size reduced with no change in image quality 

 

Lossy 

• Image is different after compression because loss of 
quality 



JPEG 

Advantages 

• High Quality 

• Great for banner images, photographs 

• Supports 16.7 million colours 

 

Disadvantages 

• It’s a lossy compression. 

• Once it’s compressed info lost can be restored. 



Gif 

Advantages 

• Lossless compression 

• Supports Transparency 

 

Disadvantages 

• Only supports 256 colours 



PNG 

Advantages 

• Lossless compression 

• Supports Transparency 

 

Disadvantages 

• Only supports 256 colours 



BMP 

Advantages 

• Widely used 

• Compression is lossless 

 

Disadvantages 

• Large file size 



Uploading it to your PC 

• Connect your camera to your PC 

• Copy pictures locally 

• Upload directly to your website 



Images: Close Ups / Welcoming 



Images: Character / People 



Images: People / Details  



Exercise Discuss – Which one would you buy? 

• Camera 1 – 8 Megapixels, 10x Optical Zoom,  Normal video, 
8 gig flash card 

• Camera 2 – 10 Megapixels, 5x Optical Zoom, Normal Video, 4 
gig flash card 

• Camera 3 – 10 Megapixels, 10x Digital Zoom, Hi-Def Video, 8 
meg flash card 

• Camera 4 – 10 Megapixels, 10x Optical Zoom, Hi-Def Video,  
8 gig flash card 

• Camera 5 – 5 Megapixels, 10x Digital Zoom, Hi-Def Video, 16 
gig flash card 



Working with Video 



Why use video on the web? 

• Much  more engaging than text 

• Does better in search results 

• Can use it on your website and on YouTube 

• Your competitors probably don’t have video. 

 



Video Tips 

• Funny videos do better 

• Creative videos do better 

• Short videos do better 

• Name videos appropriately with relevant keywords. 

 



Planning a movie using a storyboard 

• Good planning - speeds up the 

entire filming process 

• Plan each scene - how it looks 

• Include notes for location, 

props, actors, equipment, etc. 



Youtube…. 



The Process…. 

• Record using Hi-Def Video (if possible) 

• Connect to your PC (generally through USB) 

• Copy files to PC 

• Upload to Youtube Channel 

• Edit Videos 

 



Creating a YouTube Channel… 

• Go to YouTube.com and create a Google Account 

• Update this account with relevant information 

• The username will become your Youtube channel 

 



Uploading Videos to Your Channel 

• Login go you account 

• Go to your Channel e.g. www.youtube.com/<channel name> 

• Click upload… 

 

 

 

http://www.youtube.com/<channel


Select Files from Your Computer 



Configure Settings… 



Editing a video -> www.youtube.com/editor 
Drag the video you want to edit down.. 



Adding Audio for Background Music 



Shortening a clip 

• Select the images on the left or right to cut a bit off the start 
of the video or the end of the video.. 



Changing Settings… 

• Update various settings e.g. make it black and white, 
stabilise… 



Adding a Title 



Changing Effects 

• Select the effects option, select the appropriate effect and 
drag it to the clip.. 



Adding Effects 



Optimising Content for Google 



Optimise all Content… 

Website 

 Page Titles 

 Descriptions 

 Headings 

 Keywords within the text 

Pictures 

 Alt Tags 

Videos 

 Title and Description 



Keyword Research 



Google Keyword Tool 



Explanation.. 

Word or Phrase 

• Accomodation ireland 

• “Accomodation Ireland” – Phrase match 

• [Accomodation ireland] – Exact match 



Advanced Options 



Results… 



Searching on Google… 



Examples… 

Site:www.discoverireland.ie 

• Display pages indexed by Google with page titles and 
descriptions 

Hotels ireland site:ie 

• Display search results for hotels ireland but only for 
domains that end in .ie 

Links:www.discoveryireland.ie 

• Show a sample of links 

 

Exercise – Try these on your own website! 



Advanced Searches 

Allinurl: hotels dublin 

• Hotels dublin must be in the web address 

Allintitle- hotels dublin  

• Hotels dublin must be in the page title 

Allinanchor – hotels dublin 

• Hotels dublin must be in the anchor text 



Exercise… 

Based on the industry you are in do some research on keywords 
that your competitors are trying to rank on 

 



Blogging… 



What is Blogging 

Exchanging information in the forms of articles through a 
website for people to read, comment and share 

 



Why should I blog? 

• To appear in search results 

• To create a destination site of interest for tourists 

• To demonstrate your knowledge or expertise 

• Network with other bloggers of influence 

• If you blog you read more so you learn more! 



Writing Blog Posts 



What you’ll need… 

• Some time you are prepared to commit 

• Blogging software 

• Knowledge of basics of optimising your blog for Google 

• Knowledge of how to blog and how to build a community 

 

 



Think of the type of content 

• It doesn’t have to be text… 

• Video 

• Podcast 

• Images 

 

 



Creating Content 



Writing… 

If you don’t have a good Title your article won’t be read  

Optimise your title for SEO but also consider the reader 

Make your content easy to read – short paragraphs, bullets, 
lists. 

List posts work great – top 3, best 5 etc. 

Personal is better than formal 

At least one picture with every post, preferably more 

Most people will read but not comment, that’s just the way it is! 

 



Example of Good Content 



Optimising Content for Google 



Keyword Research 



Optimised for Google 



Example… 

Valentines Day is coming up and you want to attract people 
searching for accommodation 

Your Hotel is in Killarney… 

 



You write a post… 



It appears in search results 



Group Exercise 

Pick a business 

Decide on your blog 

Define your first 3 blog posts 

Do your keyword research 

What keywords will you focus on and why? 



Commenting on other blogs 

Valuable, useful and insightful comments 

Each comment links back to your site 

Good to form a relationship with the blogger 



Blogsearch.google.com 



Who is reading my blog? 

Check Google Analytics 

What comments are you getting? 

Anybody sharing? 

Feedburner…. 



Beware…. 

66% of blogs not updated in 2 months 

 



E-mail marketing 



Running Effective Email Marketing Campaigns 

Overall objective 

Be convinced that eMail marketing is an important 
part to the marketing of your business 

 



Running Effective Email Marketing Campaigns 

What’s we’ll cover 

Why email? 

What works doesn’t work 

Using an e-mail management tool 

 

 

 



Running Effective Email Marketing Campaigns 

Why use Email? 



Running Effective Email Marketing Campaigns 

Why use eMail… 

It’s pull as opposed to push 

Engaging medium open to all 

Great for driving traffic to your website and sales 

Using an e-mail management tool 

Good for customer retention – a subtle reminder you are open 
for business! 

It’s a cheap web of communicating 
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Improving Email Engagement 

*REF: Circulator Email Marketing Survey April 2011 



Running Effective Email Marketing Campaigns 

Reporting & Tracking 

• 60% of Businesses do not personalise emails 

 

• 32% of businesses do not know what open rates they get 

 

• 35.6% of businesses do not know what click through rates 
they get 

 

• 73% of businesses do not track conversion rates  

Source: Newsweaver 2011 



Running Effective Email Marketing Campaigns 

2011 Research 



Running Effective Email Marketing Campaigns 

Email Marketing Checklist 



Running Effective Email Marketing Campaigns 

Email Marketing Checklist  

• Frequency  

•  Branding  

•  Subject line 

•  Personalisation  

•  Length   

•  Content  

•  Privacy  

•  Images blocked 



Running Effective Email Marketing Campaigns 

1. Frequency and Timing 

• Assess your current frequency – ask your customers!  

 

• How often do you receive emails from other companies? 

 

• What frequency can you/your team handle? 

* iContact survey, 2009 



Running Effective Email Marketing Campaigns 

1. Frequency and Timing 
 

• Consistent schedule 

 

• Timing 

• B2B: Tues – Thurs, 9:30am – 3:00pm 

• B2C: Fri – Sun, 5pm – 8pm* 

* iContact survey, 2009 



Running Effective Email Marketing Campaigns 

2. Branding 

• No need to put branding in Subject line 

• Set up your email address correctly 

• Keep your branding consistent 

• Keep the style and personality of your emails consistent 

* iContact survey, 2009 



Running Effective Email Marketing Campaigns 

Branding 
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Branding 



Running Effective Email Marketing Campaigns 

Logo Placement 



Running Effective Email Marketing Campaigns 

Logo Placement 



Running Effective Email Marketing Campaigns 

3. Subject Lines 



Running Effective Email Marketing Campaigns 

Good Subject Lines 



Running Effective Email Marketing Campaigns 

Poor Subject Lines 



Running Effective Email Marketing Campaigns 

Subject Lines - Exercise 

• Which of the following subject lines can you remember? 

• Good or bad impressions? 



Running Effective Email Marketing Campaigns 

Subject Lines – Exercise  



Running Effective Email Marketing Campaigns 

4. Personalisation 



Running Effective Email Marketing Campaigns 

Personalised Subject Lines 
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Personalised Subject Lines 



Running Effective Email Marketing Campaigns 

Personalised Subject & Content 



Running Effective Email Marketing Campaigns 



Running Effective Email Marketing Campaigns 

Personalised Subject & Content 



Running Effective Email Marketing Campaigns 

Personalisation 



Running Effective Email Marketing Campaigns 

5. Email Length 

• Keep your emails short and to the point! 

• No more than 2-3 scrolls in each email 



Running Effective Email Marketing Campaigns 

Email Length  



Running Effective Email Marketing Campaigns 

Email Length 



Running Effective Email Marketing Campaigns 

6. Email Content 

• Interesting / different 

• Relevant to audience 

• Relevant to time of year  

• Scannable 

• Engaging (get me to do something!)  



Running Effective Email Marketing Campaigns 

Blocked Images 
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7. Privacy/Unsubscribe 



Running Effective Email Marketing Campaigns 

8. Spam Rating 



Running Effective Email Marketing Campaigns 

Email Marketing Legislation 



Running Effective Email Marketing Campaigns 

Requirements and Penalties  

• The onus is on you to prove that you had the consent of the 
subscriber to send the email marketing material  

• You must retain all consents for two years 

• Fines up to €3,000  

• Bad PR 

• Understand difference between customer and not a customer  

 



Running Effective Email Marketing Campaigns 

Building a Database 

How can we build a database? 
 



Running Effective Email Marketing Campaigns 

Building a Database 

• Current Reservation Database  

• Business Card Box – Lobby, Restaurant, Spa 

• Checkout staff / guides 

• In room comment cards   

• Online Opt In  

• Social Media Competitions 

 



Running Effective Email Marketing Campaigns 

Building a Database 

• Have a process that allows you collate all this information into one 

place 

 

• Part of this process will be manual  

 

• Best Practice: send a ‘Welcome’ email to new signups  

 

• Make the unsubscribe process easy for the customer…and don’t leave 

yourself open to any complaints.   
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Email Database Formats  



Running Effective Email Marketing Campaigns 

Set Targets - Exercise 
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Set Targets - Exercise 



Running Effective Email Marketing Campaigns 

Steps to Achieving Targets 

 

 

Source Action Required By 

Current Reservation 

Database  

Business Card Collection  

Lobby: 

Restaurant: 

Bar:  

Spa: 

Conferences: 

Checkout Staff / Guides 

In Room  

Comment Cards  

Social Media Campaign 
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Steps to Achieving Targets 

 

 

Source Action Required By 

Current Reservation 

Database  
Extract guest details by date of stay / visit and type of booking 30/11 

Business Card Collection  

Lobby:     Place collection box + explanation / incentive  

Restaurant: 

Bar:  

Spa: 

Conferences: 

Checkout Staff / Guides 
Provide newsletter signup cards (incl opt-in)  to relevant staff + 

explain their use and importance.  

In Room  

Comment Cards  
Incorporate (and incentivise) newsletter opt-in at next print run 31/12 

Social Media Campaign 
Integrate newsletter signup form on Facebook page 

Run a Twitter campaign for newsletter sign-up 



Running Effective Email Marketing Campaigns 

Email Marketing Strategy 



Running Effective Email Marketing Campaigns 

Existing Strategy 

• Why are you sending emails? 

• Who are you sending them to? 

• How often are you sending them? 

• Who is writing them? 

• What return are you getting on them? 

 

 

 

*See Exercise 3 in the Workbook  
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  Travel And Tourism Statistics  

Open Rate  14.50% 

Click Rate  2.71% 

Soft Bounce Rate  0.84% 

Hard Bounce Rate 0.83% 

Abuse Complaint Rate  0.05% 

Unsubscribe Rate 0.17% 

Email Stats 

Source: Mailchimp 2010 
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Workbook Exercise 

*See Exercise 3 in the Workbook  
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Workbook Exercise 

*See Exercise 3 in the Workbook  



Running Effective Email Marketing Campaigns 

Work Book Schedule  

*See Exercise 3 in the Workbook  
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Work Book Schedule  

*See Exercise 3 in the Workbook  
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Self Managed Email Systems 



Running Effective Email Marketing Campaigns 

Creating your own emails  



Running Effective Email Marketing Campaigns 

Email Marketing Systems 

• Hundreds of providers  

 

• Many advertised as a free service  

  

• Different functionality on all of them  

 

• Varying degrees of difficulty  

 

• Varying degrees of reputation  

 

• Different volumes with each provider 
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Self Managed Email Systems 



Running Effective Email Marketing Campaigns 
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Mail Chimp 
Live Demo & Exercise 
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Sign Up and Activate Account 
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Password Tip! 

Never use your email password on any 
other website 
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Create a Subscriber List 
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Create List 
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Create Groups 
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Import Subscribers 
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Save Excel as CSV File 
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Import Group 
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Match Columns (Fields) 
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Create and Send a Campaign 
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Specify Subject, Tracking… 
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Custom or Template Design 
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Upload Header 
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Edit Content 



Running Effective Email Marketing Campaigns 

Edit Content 
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Insert Customisations 

Merge tags 
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Select Themes 
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Save to Templates 
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Format 
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Check the Plain Text Version 
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Check the Plain Text Version 
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Send a Test / View Preview 
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Schedule or Send 
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Reports 
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Reports 
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Reports 
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Connections 
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Connections 



Running Effective Email Marketing Campaigns 

Any Questions? 
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Mobile…. 



Using Mobile Technology to Grow your Business 

More connected than ever before… 

http://jpwhitehome.files.wordpress.com/2010/01/ipad-1up-us-20100127_512x512_012.jpg


Using Mobile Technology to Grow your Business 

Businesses are taking notice.. 



Using Mobile Technology to Grow your Business 

3 C’s of the mobile web 

Cost 

• It can be expensive or it can be cheap! 

 

Content 

• Navigation, page size, images etc. 

 

Context 

• What does you content add to a users mobility, how to 
you add value? 



Using Mobile Technology to Grow your Business 

Typical Questions 

• Is mobile important? 

• Should I be building iphone apps? 

• Should I have a mobile website? 

• Are people really using mobile to book holidays, hotels etc? 



Using Mobile Technology to Grow your Business 

The mobile user 



Using Mobile Technology to Grow your Business 

You have 3 Options 

• Ignore mobile! 

• Build a mobile version of your website 

• Build a responsive version of your websit 



Using Mobile Technology to Grow your Business 

Don’t ignore mobile if you are getting a lot of visitors. 

20% of visitors from mobile devices 

 

 



Using Mobile Technology to Grow your Business 

Mobile Application… 



Using Mobile Technology to Grow your Business 

Advantages of a mobile app.. 

• Available on all phones 

• Cheaper 

• Quick to build 



Using Mobile Technology to Grow your Business 

Why build an optimised mobile Website? 

• Familiar navigation 

• Supports thousands of devices 

• Flash elements of your website will not 
render on most mobile devices, notably 
the iPhone 

• Make use of the unique possibilities on 
mobile: touch screens, voice and 
location capabilities, click to call 

• Ability to focus on the key messages 
and elements 



Using Mobile Technology to Grow your Business 

Advantages of a mobile app.. 

Go to www.iphonetester.com 

Go to www.bewleyshotels.com 

Go to m.bookassist.com/bewleyshotels 

 

http://www.iphonetester.com
http://www.bewleyshotels.com


Using Mobile Technology to Grow your Business 

Book assist 



Using Mobile Technology to Grow your Business 

Mobile Application… 

Go to www.iphonetester.com and check out: 

 

•   www.brasserielepont.mobi 

•   m.thebrehon.com 

•   m.discoverireland.ie 

•   www.avondale.ie/mobile 

 

http://www.iphonetester.com


Using Mobile Technology to Grow your Business 

Charles Hotel Exercise  

• Go to http://mobile.charleshotel.com 

• In groups of 3-4 discuss what you like or 

don’t like 

• Compare the mobile app to their website 

and discuss what you would do differently 

to make it better 

 

http://mobile.charleshotel.com/


Using Mobile Technology to Grow your Business 

Digiweb 

http://hosting.digiweb.ie/domains/mobile-websites/index.php


Using Mobile Technology to Grow your Business 

www.dudamobile.com 



Using Mobile Technology to Grow your Business 

www.dudamobile.com 



Using Mobile Technology to Grow your Business 

Responsive Theme… 



Fáilte Ireland 

88-95 Amiens Street 

Dublin 1 

Ireland 

Lo-Call: 1890 525 525 

Keep in Contact 
 
Webinars:                failteireland.ie/News-Features/News-Library/Web-Supports-now-available-Online.aspx  
Online Resources:        failteireland.ie/Market-Your-Business-With-Failte-Ireland.aspx  
Courses Available:        failteireland.ie/Business-Supports/Websupports/Events 
Online Business Tools   failteireland.ie/Develop-Your-Business/Business-Tools.aspx  

 

For any other questions, contact the Business Supports team on 01-8847762 

Courses Available 
 
• Facebook for Business (Beginners & Advanced) 
• Managing TripAdvisor and your Online Reputation 
• Getting the Most out of Google Tools 
• Finding and Converting your Website Visitors to Sales 
• Create Engaging Content that Sells 
• Using Email Marketing to Generate Business 
• Managing the Relationship with OTAs 
• Web Gain (website review and workshop) 
• Gaining Business Online (3 day programme) 
• Using Mobile Technology to grow Your Business 
• Building and Effective Digital Marketing Strategy 
• Social & Search Engine Optimisation (SEO) 

 

http://www.failteireland.ie/News-Features/News-Library/Web-Supports-now-available-Online.aspx
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