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It is obvious that you are open or opening? You need to make it 
immediately clear if/when you are open for business.
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Use “Welcome Back” offers to make it obvious you are now open but to 
also entice visitors to book.

Other Media to 
Update
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Are you serious about safety and taking the necessary precautions? 
Make it easy to access Covid19 guidelines

Other Media to 
Update
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Content Considerations

Show and say what you are doing
We are open!

COVID Safety 
Measures
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the Experience

Book with 
Confidence

• How does your staff 
maintain safety?

• Do you provide remote 
check-in?

• Can you download 
menus in advance?

Other Media to 
Update
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Operational Guidelines for re-opening are now available 
on the Business Supports Hub for all sectors.

Other Media to 
Update
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What is safe to do and will it be enjoyable?

▪ Convince them it’s safe but enjoyable

▪ There’s plenty to do in the area that will keep kids, teens, 
friends all busy

▪ Make the offer crystal clear with mention of all inclusions and 
paremeters such as size of group, price etc

Other Media to 
Update
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Outdoor activities should be highlighted

Other Media to 
Update
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Can your website visitor book with confidence?
Answer the questions they are likely to have

Other Media to 
Update
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Other media to update on your website includes:

▪ Update your imagery

▪ Update blog/video content

▪ Terms and conditions



Update imagery



Update imagery – Behind the scenes !



Update imagery



Blog content







Don’t send the wrong 
signal through imagery…

…but don’t frighten 
them off either!



Making it relevant



Take Action

Make the changes required

Review all content and update where necessary

Prioritise the content changes



Creating a Domestic 
Market Landing Page 
& Offers for High 
Conversion
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Create your offer

What How

Targeting a specific group Enjoy a family day out, only one hour from Dublin

Create a deal Continue education at our museum, kids go free Monday 
to Friday. Free kids entertainment every day.

Call out your domestic audience Not just a stay vacation, have a holiday of a life time

Safe but enjoyable On our Mountain bikes we always keep our distance – It’s 
safe and fun, come join us

Give multiple options 1 night, 2 night, 3 night, premium package

Think of the upsell For 50% more you get a weekend pass

Get them out mid week Five courses for the price of 3 Monday to Thursday. Join 
us on the days that are not busy.



all linking to

Promoting your offer

Facebook Post
Facebook Ad
Twitter Post
3rd party website
Your own website

Page specific to that 
offer on your website

Promote 
Your Offer 

via

Your Offer



Always send people to a page 
specific to your offer

Homepage 
on Own 
Website

Google



Creating your dedicated page

▪ Enticing Headline

▪ Details of the experience with video/image

▪ The offer(s) with call to action

▪ Testimonials

▪ What can you do safely when there

▪ Booking/safety concerns



Headline

▪ Enticing Headline

▪ With good offer

▪ Also addressed a possible 
objection



Great copy sells

Looking to escape the ordinary and enjoy a break in County 
Limerick with the security of knowing you can cancel up to 48 
hours prior to arrival?

The hotel combines the highest possible 
standards of locally produced food and 
superb service with traditional charm and 
true Irish hospitality. 

…The perfect location for a break away 
with family and friends or that special 
someone!



Provide 
Multiple Options 
or Offers

▪ Give people choices

▪ Address concerns in offer 
descriptions 

“fully flexible”
“free cancellation”



Finish the sentence

“I want to…

Have a clear call to action



Social proof

Include testimonials which deal 
with possible objections



What can you do 
safely when there?

Are you selling the 
destination as much as your 
business?

Give your visitors ideas for 
what they can do while there



Booking/safety concerns

Update your FAQs to answer 
the main concerns people will 
have

Why not add a chat facility to your 
site so you can start gathering 
insights to the most commonly asked 
questions.

Not sure what these are? 



Bringing it all
together

Here’s a good example of a 
landing page for a few offers for 
an adventure company.



Take Action Decide on your offers and collect all 
information necessary

Get a page built for your offers

Watch the remaining videos in this 
series to figure out how to drive traffic, 
analyze and optimise results.



Driving People to 
your Offer
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Methods to drive traffic

Optimise your 
page(SEO)

Cross-promotion

Social Media, 
Blog Posts &
Retargeting Ads

Email 
Marketing3rd Party 

Sites

Create Imagery 
& Video



Optimise your Page

▪ Title

▪ Description

▪ Headings

▪ Content

▪ Link to it from other pages on your site

SEO Checklist
To support this video we have provided an 
SEO checklist



Promote Offer on 
High Traffic pages

Target offers on high traffic pages 
to promote your offer



Example targeting on the home page



Create imagery Capture the attention of your audience



Use the correct messaging
That comforts your audience in terms of safety



Cross promote with other tourism businesses

Your business will not keep 
families or visitors 
entertained for 2 weeks or 
even a long weekend.

You need to help them build 
out an itinerary



Promote across 
social media 
channels

Pin your offers on 
Twitter/Facebook



Retarget your offers



Optimise Google My Business listing

▪ Relevant imagery 

▪ Update description

▪ Relevant reviews

▪ Address matches website (Name, Address, Phone)



Create an email promotion sequence

▪ We are opening soon – sign up to get pre-launch 
offer

▪ Launch offer

▪ Scarcity email – closing on….

▪ Offer closing – closing today!

▪ Closed – give alternative



Create a blog post and promote your offer through this



Find relevant sites targeting your audience



Exit intent popup on the website



Promotion + Offer page

Promotion

Catches 

attention

Headline

Holds 

attention

Content

Keeps them engaged long 

enough to make a decision



Take Action Review the tactics we have shared and create a 
prioritised list of paid/unpaid promotion 
opportunities

Work out what you need to use these channels 
e.g. images, video, content etc

Start implementing and testing, see which 
works best for you



Tracking Key Web 
Performance Metrics 
with Google Analytics
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What is most important to track?

Sales/profit 

How much are you generating 
in sales and/or profit

Abandonment Rate
How many people visit the offer page 
compared to buying the product

Conversion Rate

How many conversions or sales am 
I achieving compared to visits

Number of conversions 
How many sales (per product if more 
than one product)



A conversion
Completing an action that drives value 
to your business which is likely to be:

Promotion Offer Page Checkout
Thanks for 

Booking

Example routes

Enquiry Sale

GOAL
is achieved



How to set up the goal

DEMO



Tracking results of the goal



Goal funnel

card 
abandonment



Tracking sales using Ecommerce tracking

▪ Assign a value to every sale

▪ Get a web developer to set it up

▪ Track

▪ Revenue

▪ Average Order Value

▪ Conversion Rate per product



What else to track?

What are the pages 
that are delivering 
most goals



What else to track?

What channel is 
converting best



What else to track?

How many visitors to 
the offer page



How do you get more 
specific about what is 
working?

▪ Facebook

▪ Twitter

▪ Google organic search

▪ Referral sites

Google Analytics shows traffic from

But you also want to know

▪ Facebook - Was it your Facebook 
ad, your Facebook post or the call to 
action on your Facebook page that 
drove that traffic?

▪ Referral Source – was it an ad on a 
3rd party site or the blog post on their 
site that drove that referral?

UTM Tracking
Adding information to any website 
address you share so that you can be 
more specific about your targeting



How UTM Works

Create your 
offer page

Links to offer page get 
shared to different networks 

and channels using the 
UTM links created

UTM links are created 
for all avenues of 

promotion Go to Google Analytics 
and see how each link 

performed

Based on the data determine which tactics on 
each channel/network are working best to drive 

traffic and conversions



How to Create the 
UTM Tracking Links

https://ga-dev-tools.appspot.com/campaign-url-builder/

www.mywebsite.com

Make_A_Break_For_It

Facebook

Pinned-Post

https://www.mywebsite.com?utm_source=
Facebook&utm_medium=Pinned-Post 
&utm_campaign=Make_A_Break_For_It



Results of Using 
UTM Tracking

You can see what social 
activity is converting the 
best? 



Take Action Get your goals setup and/or hire a developer 
who can set up your ecommerce tracking

Drive some traffic to your offer and start 
measuring results

Check out the next video about how to 
optimise those results!



Optimising Your Sales 
Results

OPTIMISING DIRECT SALES 
CONVERSION THROUGH DIGITAL                                     
WITH OWN BRAND WEB



Why is conversion rate too low?

Reason What to do

Got distracted Retarget them with an ad

Offer not attractive Test with different offers – pricing, packaging of offer, etc.

Didn’t answer all the objections – Is it safe? Is my 
money secure?  Will we enjoy ourselves?

Make sure to cover these objections.  Adding chat to your 
site can help find out what these objections are

Not relevant to me Make sure your offers match your target audience,  you 
won’t appeal to everyone

Technical issue - couldn’t complete the form, 
didn’t work on mobile, just didn’t work

Test buying your own products on desktop and mobile

Dates don’t suit Give them an option to enquire for other dates



How do you improve the offer page?

Improve Content

Dedicated Page for 
each Offer

Test your offer

Simplify the 
Choices

Answer objections



How do you improve the offer page?

Go through our…

“Reassurance Content 
Checklist for your Own 
Brand Website”

Improve Content

Dedicated Page for 
each Offer

Test your offer

Simplify the 
Choices

Answer objections

▪ Do a full review 
of all pages on your 
website

▪ If you don’t reassure
visitors, they will not
book



How do you improve the offer page?

Have a dedicated landing page for each major offer
Improve Content

Dedicated Page for 
each Offer

Test your offer

Simplify the 
Choices

Answer objections



How do you improve the offer page?

Test your offer to reduce drop-outs

Test with different landing pages – 52% improvement
Improve Content

Dedicated Page for 
each Offer

Test your offer

Simplify the 
Choices

Answer objections



How do you improve the offer page?

Tools

Test with different landing pages – 52% improvement

▪ Leadpages
▪ Unbounce
▪ Google experiments

Improve Content

Dedicated Page for 
each Offer

Test your offer

Simplify the 
Choices

Answer objections



How do you improve the offer page?

Reduce the number of offers on the page

Giving too many options can often lead to lower conversion 
rates – takes people longer to choose as the number of 
options goes up!

Improve Content

Dedicated Page for 
each Offer

Test your offer

Simplify the 
Choices

Answer objections

Hicks Law



How do you improve the offer page?

Ad chat to your page to 
answer objections

Have an FAQ section on your 
page to answer the most 
common objections.

Chat will enable you to discover 
more objections that may need 
to be added to your FAQ.

Improve Content

Dedicated Page for 
each Offer

Test your offer

Simplify the 
Choices

Answer objections



Drive More Engaged Buyers & Boost Revenue

GET MORE 
CLICKS

BOOST
REVENUE

Improve click through 
with important messaging

Improve experience 
between ad and offer

Increase average 
order value

INCREASE
CONVERSIONS

Great Offer

Great 
Offer



Improve Click Through Rate (CTR)

Use clear and concise messaging in your ads and communications –
use important references e.g. safety, free cancellations



Remove any confusion for the visitor
Match the message and design between your ad and your offer page

Ad scent is the consistency between an 
ad and the landing page it sends you to

If there is any friction, you run the risk of the customer dropping out of the process



How do you increase average order value?
Maximise sales with an upsell

Thank-you & Please share

Book Upsell

Thank you & want to get a VIP tour

Go to Booking page

Arrive on your site

Search Google
You have room for less people, so you need 

to make more per customer



How do you give people a second bite of the apple?
Retarget your offers



Use exit pop-ups

Add an exit intent popup

Not as intrusive as entry 
pop-ups or ones that 
appear while you are 
browsing a site



Email marketing

Capture enquiries when people 
are not sure

Build email upsell after they 
purchase

GDPR 
Adhere to GDPR legislation when using email.



Take Action Make sure you have your analytics tracking set 
up.  

Go through the list of tactics and figure out which 
ones you are going to focus on initially.

Test Test Test – with online sales you have to 
test. It’s the only way to know what works best.


