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Social Media Budget is NOT an 
Obstacle



46% of marketing 
leaders cite 
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as the  

obstacle
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33%
32%

26%

Biggest Marketing 
Obstacle

Lack of Effective Strategy
Lack of Budget

Lack of Training/Knowledge

Inability to Prove ROI

Useless Metrics

BudgetStrategy 
Training 
Analysis 43%57%

Biggest Marketing 
Obstacle

Biggest Marketing 
Obstacle

Why? 
What? 
How?



Shiny Object  
Syndrome

$61 billion
0.01% of revenue

Dell makes  
$3 million  

with Twitter



Internal  v  External

STEP 1:

You
 Whoare ? You

are? Who



“The Voice of Reason”

  Internal Narrative

“The Entertainer”

  Internal Narrative

“Your Friend, Your Guide”

“The Entertainer”

  Internal Narrative

“The Entertainer”

  Internal Narrative

“Fear:  What if?”



“The Voice of Reason”

“Your Friend, Your Guide”

“The Entertainer”

  Internal Narrative

“Fear:  What if?”

  Narrative

  Narrative
Twitter Pitch:  
Can you explain your business 
and customer value benefit … 
in 140 Characters?

Elevator Pitch: 



STEP 2:

talking
 Whoare you

 to?



Best
Who is Your
Customer ?

Persona Worksheet

Persona Type ……………………………… 

Name ………………………………….…… 

Age ………………………………………… 

Location …………………………………… 

Job Title ……………………………………

 Background
Who is this person?

Demographics
Age, Income, Education, Tendencies 

 Motivation
Why would they come to your website? List 5 reasons

What problems do they need to solve?

add your own picture!

Net Promoter Score
How likely are you to recommend…?

Net Promoter Score% Detractors% Promoters =-

0         1         2         3         4         5         6         7         8         9         10

Detractors Passives Promoters

Promoters  Passives  Detractors  

use very different language to describe their experience

Promoters: 

“Worth it!”
Passives: 

“Too Expensive”
Detractors: 

“Price-Feature Gap”

“Great!” “Good, but 
expensive.”

“Not worth it!”



Promoters 
create more 
Promoters

34

Promoters are Loyalists

they
 What

Want
STEP 3:

do ?
Destinations: 
Boston 
New York 
Canada 
Florida 
Oregon

Types: 
coach 
bus 
guided 
tour packages 
package 
travel 
tours 

Themes: 
college 
golf 

“East Coast”

Season: 
fall 



Bus Tours Coach Tours NYC Bus Tours

?they
 When

Want it
do

STEP 4:

EventsPlanned

January 
2013

January 
2014

January 
2015

June 
2013

June-July 
2012

June 
2014

June 
2015

Google searches for: “DC Bus Tours”

they
want it

do ?STEP 5:Where



All Channels  
are NOT Equal

Value by Source

-20%

0%

20%

40%

60%

Average 
CLV

Organic  
Search 
+54%

CPC 
+37%

Email  
+12% Affiliate  

+8% Display  
+1%

Facebook  
+1%

Twitter  
-23%

Source: Custoria

?What
Conversation

kind of 



Acquisition
Search Marketing 
• SEO: search phrases & content 
• Pay-per-Click 
• Blogging/Articles 
• Destination Information 
• Content Marketing 
• Buying Cycle

Develop Audience
“Shareable” Content 
• Lists: tips, packing list, Must-have’s  
• Article Series: history, recommendations  
• Reader feedback  
• Best of… 
• Updates 
• Interviews

Email Rewards 
• “Best” Customers 
• Identify & Feed Loyalists 
• Insider deals 
• Announcements 
• Personal, Relevant, Timely 
• Match the message to the customer 

Build Loyalty
Fan Feedback 
• Fan’s favorite tour 
• Best travel experience 
• Best sunset 
• Best meal 
• Submit pictures - stories - contests 

Conversations



The Customer Journey
Moments of Truth

Zero 
Moment  
of Truth

Stimulus
First 

Moment  
of Truth

Awareness Discovery Consideration

Second 
Moment  
of Truth

Experience

Ultimate 
Moments  
of Truth

Shared 
Experiences

?youHow
Engage

them
will

STEP 6:

Marketing
Develop a

Schedule
Google searches for: “DC Bus Tours”

Content & Channel
Schedule

• “DC Bus Tours” 
• Peaks every June 
•Publish by late December (Search) 
•Develop through Spring (Facebook/Twitter/Blog) 
•Change conversations based on season (Facebook)



1How can this article be supported?

233 ways to engage - primary 
2 ways to engage - secondary 

What is the primary medium? 
What are secondary? 

4 Schedule your “drip” 
Get early, talk thru the trend, close  

Search peaks 
Demand curves 

Search lows 
Known events 
Annual events 
Industry events

(Keywords Trends)
+ Strategy

+

Mo. Content Intro Introduction 
date/distribution

Develop Development
date/distribution

Close
date/medium

Jan
Article 1 
Article 2 
Article 3

Nov 1 
Nov 10 
Nov 20

article 1: Twitter 
article 2: Facebook 
article 3: article distribution

Dec 1 
Dec 10 
Dec 18

article 1: Blog 
article 2: Blog 
article 3: Article

Jan 3 - return to School: Twitter 
Jan 10: T / FB 
article 3: T 

Feb
Article 1 
Article 2 
Article 3

Dec 1 
Dec 5 
Dec 15

article 1: Local Newspapers 
article 2: Facebook 
article 3: Magazine, Contest

Jan 3 
Jan 10 
Jan 24

article 1: Blog 
article 2: Blog 
article 3: Article

Feb 3: content: T/B 
Feb 14: Valentines - T / FB 
Feb 23: FB 

Mar
Article 1 
Article 2 
Article 3

Jan 10 
Jan 15 
Jan 20

article 1: YouTube 
article 2: Facebook 
article 3: Facebook - Twitter

Feb 10 
Feb 20 
Feb 25

article 1: Blog 
article 2: Blog 
article 3: Article

Mar 3: FB 
Mar 10: T / FB 
Mar 24: T / FB 

Apr
Article 1 
Article 2 
Article 3

Feb 30 
Mar 10 
Mar 20

article 1: Facebook 
article 2: article distribution 
article 3: Facebook

Mar 5 
Mar 10 
Mar 20

article 1: Blog 
article 2: YouTube 
article 3: Article

Apr 3: Spring - T 
Apr 10: T / FB 
Apr 3: FB 

May
Article 1 
Article 2 
Article 3

Mar  1 
Mar 10 
Mar 20

article 1: Twitter 
article 2: Twitter/Facebook 
article 3: article distribution

Apr 10 
Apr 16 
Apr 20

article 1: Blog 
article 2: Blog 
article 3: Article

May 3: School pics- FB/ B 
May 10: T / FB 
May 13: T 

Jun
Article 1 
Article 2 
Article 3

Apr 10 
Apr 18 
Apr 25

article 1: Facebook 
article 2: Twitter 
article 3: Facebook/Blog

May 5 
May 16 
May 24

article 1: Blog 
article 2: Blog 
article 3: Article

Jun 3: Schools Out: T / FB 
Jun 10: T / FB 
Jun 30: T/FB 

Jul
Article 1 
Article 2 
Article 3

May 10 
May 18 
May 23

article 1: Twitter 
article 2: Facebook 
article 3: article distribution

Jun 1 
Jun 14 
Jun 20

article 1: Blog 
article 2: Blog 
article 3: Article

Jul 4: Independence Day: T/FB 
Jul 10: T / FB 
Jul 31: FB 

Aug
Article 1 
Article 2 
Article 3

Jun 10 
Jun 18 
Jun 20

article 1: YouTube 
article 2: article distribution 
article 3: Article

Jul 1 
Jul 15 

Jun 25

article 1: Blog 
article 2: Blog 
article 3: Article

Aug 3: T 
Aug 10: T / FB 
Aug 3: School - T / FB 

Sep
Article 1 
Article 2 
Article 3

Jul 8 
Jul 15 
Jul 24

article 1: Facebook 
article 2: article distribution 
article 3: Article

Aug 1 
Aug 11 
Aug 24

article 1: Blog 
article 2: Blog 
article 3: Article

Sep 3: Labor Day: T/B 
Sep 10: T / FB 
Sep 15: FB 

Oct
Article 1 
Article 2 
Article 3

Aug 10 
Aug 14 
Aug 21

article 1: YouTube 
article 2: Blog 
article 3: article distribution

Sep 1 
Sep 12 
Sep 18

article 1: Blog 
article 2: Blog 
article 3: Article

Oct 3: T 
Oct 10: T / FB 
Oct 31: FB 

Nov
Article 1 
Article 2 
Article 3

Sep  6 
Sep 15 
Sep 22

article 1: Facebook 
article 2: article distribution 
article 3: Facebook

Oct 1 
Oct 10 
Oct 26

article 1: Blog 
article 2: Blog 
article 3: Article

Nov 3: holidays - T/B 
Nov 25: T-Day - T/ FB 
Nov 26: Black Friday - T/FB 

Dec
Article 1 
Article 2 
Article 3

Oct 20 
Oct 28 
Nov 4

article 1: Facebook 
article 2: Blog 
article 3: Twitter

Nov 15 
Nov 20 
Dec 3

article 1: Blog 
article 2: YouTube 
article 3: Article

Dec 3: holidays: FB 
Dec 20: shopping - T / FB 
Dec 26: christmas - T /FB



The Unlikely Escape Route….
Planning: 
WHEN and WHERE you will work 
on your goals…

71% Success Rate as their main  
obstacle

Strategy
46% of marketing 

leaders cite 

are you talking to?Who
do they want?What
do they want it?When
is the conversation?Where

do I know  
if it’s working?HOW

Why are you talking?



WiredToBeWowed.com

Business Card

Presentation 

$3.99 Amazon Kindle

$10 Print version TODAY    ($12 +tax CC)

Get a link to download the 
presentation, resources and 
references in this session.
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