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Internal  v  External STEP 1:

You
 Who

are ?



You
are? Who   Narrative

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

Elevator Pitch: 
STEP 2:

talking
 Who

are you
 to?
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STEP 3:

do ?



Search Keywords

?they
 When

Want it
do

STEP 4:

ContentPlanned
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they
want it

do ?STEP 5:Where



All Channels  
are NOT Equal

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

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

Develop Audience

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 cruise 
• Best cruise experience 
• Best sunset 
• Best meal 
• Submit pictures - stories - contests 

Conversations



?youHow
Engage

them

will
STEP 6:

Marketing
Develop a

Schedule

Content & Channel
Schedule

• “Caribbean Cruise” 
• Peaks every January 
•Publish by late October (Search) 
•Develop through Summer (Facebook/Twitter/Blog) 
•Close the Trend (Facebook)

Search peaks 
Demand curves 

Search lows 
Known events 
Annual events 
Industry events

(Keywords Trends)
+ Strategy

+



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?
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Content Marketing Institute and Marketing Profs: Benchmarks, Budgets and Trends
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