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Disclaimer	
Any representation, statement, opinion or advice, expressed or implied in this document is made in good faith but on the basis that Somerset Regional Council and Tilma Group Pty Ltd are not liable (whether by reason of negligence, lack of care or otherwise) to any person for any damage or loss whatsoever which has occurred or may occur in relation to that person taking or not taking (as the case may be) action in respect of any representation, statement or advice referred to in this document.


Marketing learning resources
Experience Somerset has information on how to leverage local tourism marketing.  
TEQ has a guide to effective marketing.
Business Queensland has a guide to tourism marketing and other marketing resources.
Destination NSW has a guide to developing a marketing plan, and other advice on marketing.
Tourism Australia also has marketing guides.
Learn about Meta Business Suite for scheduling on Facebook, and tips for effective use of a Facebook page.  

There are lots of resources online to learn effective marketing tactics – simply search for articles or videos on anything you’d like to learn about.
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[Describe your business in a sentence or two, and its unique selling point.] 
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Your objective/s (what you are trying to achieve) will inform all decision-making about your marketing activities. Ensure they are measurable – otherwise you won’t be able to tell when you have achieved them – and set a date for when you will have achieved them by, such as the by the end of the financial year. 

Our marketing objective/s is to [Add for your business e.g. increase occupancy to 80%, achieve revenue or a profit of $xx, attract xx visitors per week or per year] by the end of the financial year. 
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Marketing SWOT

A marketing SWOT analysis will enable you to identify where you need to build your skills, and opportunities to leverage.

	Marketing Strengths (internal)
	Marketing Weaknesses (internal)

	· 
	· 

	Marketing Opportunities (external)
	Marketing Threats (external)

	·  
	· 
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What is the story of your experience or offering? Tourism businesses use stories or engaging narratives to create emotional connections with their target markets, and express their personality. It can be worth hiring a marketing / copywriting professional to write this for you (it is usually called your brand story). You will use it across all of your marketing. 
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Clearly articulating your business’ ideal guests will help you to identify marketing tactics that would reach them, and key marketing messages that would resonate with them. The more you know about your target markets, the better. Provide a summary of your markets as outlined in your business plan. 

	
	Target Market #1: [Name]
	Target Market #2: [Name]

	Description
	
	

	Marketing channels they use to find travel information
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Content themes are topics for your content strategy, ensuring consistency and relevance and having a few themes outlined makes writing content for social media and newsletters much easier.
Examples include (update for your business):
· Your tourism offering (focused on benefits for guests)
· Things for guests to do on the farm 
· Things to do and see in the region – local attractions, events, and places to eat that would be of interest to your target markets 
· Guest reviews (testimonials) and guests’ photos
· Seasonal life and nature/wildlife on the farm 
[bookmark: _Toc198018765][bookmark: _Toc207715228]Marketing channels

Which marketing channels will you use to reach your target market/s, considering what sources of information they use, and who influences their decision making?

	Marketing channel
	Description
	How will you use it?

	Website
	Your website should be the hub of all marketing activity (that marketing activity leads people back to your website where they can book). This means it must be up-to-date, user-friendly, and proactively driving conversion (converting website visitors to customers). 
	 A blog with regular articles that answer guests’ key questions will support search engine optimisation (SEO). The articles will be distributed via our email newsletter and social media, and shared with Council’s Tourism Officers, and other relevant local tourism stakeholders with a request that they amplify reach by sharing it via their own channels.

	Word of mouth 
	Recommendations from past guests and reviews are the least costly and most effective form of marketing. 
	Ask guests to write a review.
In the footer of our newsletter, ask readers to forward it to a friend who might be interested. 
Showcase ‘social proof’ in our social media and newsletters, showing guests having a good time, and sharing their positive reviews. 

	Google Business Profile 
	How to get listed on Google maps and to come up in local search results. 
	 Add a regularly (e.g. weekly) Update to support SEO. 

	Other review websites
	Examples include TripAdvisor and booking sites such as Booking.com and Airbnb. 
	Claim a TripAdvisor business listing.

	ATDW
	How to get listed on QueenslandCountryTourism.com.au, Queensland.com, Australia.com and other tourism websites. 
	Regularly add a hot deal.
Do an annual review to ensure it stays up to date. 
Achieve Best of Queensland Experiences to come up higher in search results.

	Experience Somerset website
	Another essential listing. 
	 Talk to Council’s tourism team about a listing.

	Online booking websites 
	Distribution channels where you pay commission instead of advertising fees. 
Examples include Booking.com, Airbnb, RedBalloon, and Viator.
	 

	Social media 
	The social media you use should be chosen based on which one/s your target markets use. 
Facebook and Instagram can be scheduled at the same time in Meta Business Suite, but should be made to feel native in each social media (e.g. ensure if any account is tagged, that the Facebook page is tagged in Facebook posts, and the Instagram account is tagged in Instagram posts).
Videos are the most engaging form of content on social media.
Hashtags can help increase the reach of Instagram posts: #[yourtownname] #experiencesomerset, #somersetqld #thisisqueensland #seeaustralia           
	Post regularly, based on our content themes (e.g. 3-4 times per week).
Schedule a month of posts at once so social media is a simple, quick task rather than a regular burden.
Add in spur of the moment videos, Stories and posts as content ‘happens’. 

	Newsletter 
	A newsletter keeps past guests engaged with your business and reminds them to return. 
	Develop a brand-aligned template to use at the beginning of each season, with sections for content such as deals, upcoming events and other reasons to visit Somerset, and news. 

	Automated emails for bookings
	When a guest books with you, you should have automated emails set up to confirm the booking; as a reminder a few days before they visit you; and a follow up thank you email. 
	Such emails are a great way to provide guests with information on more ways they can spend money with you (such as if you sell paddock to plate BBQ packs or farm tours to farmstay guests) or reasons to stay longer (such as things they can do in the region that are aligned with the interests of your target markets), and to request a review after their stay. 

	Digital advertising 
	Ads on search engines and on social media can be an effective way to achieve a set purpose, such as to book all rooms on a weekend, or encourage mid-week bookings. 
	

	Traditional advertising
	You may wish to advertise on radio, TV, newspapers, or magazines that your target market/s watch or listen to. 
If you pay for an ad, be sure to include a way to measure how effective the ad has been such as via an exclusive QR code in a print ad to your booking page (where you will be able to see how many bookings, and how much profit, was made from the ad).
	

	Signage
	Your business may need signage on the road or at turnoffs to help guests find you. 
	

	Printed collateral
	Brochures, distributed in places such as visitor information centres, are a common form of collateral. 
Experience Somerset’s visitor guide is developed every second year, funded by ads published in the guide, and distributed to visitors across the country.
	

	Visitor information centres 
	Experience Somerset’s visitor information centres can help promote your business by distributing your brochure and providing recommendations to visitors. 
	Host a familiarisation tour for visitor information centre staff and volunteers so they can get to know your business and therefore can confidently talk about it with visitors. 

	Media releases 
	When something newsworthy happens, write a media release and share it with local print, radio and TV media channels. 
	

	Collaboration with other businesses
	Promote other local tourism businesses to visitors (to encourage visitors to stay longer and spend more) and ask other tourism businesses to tell visitors about your business too – both on social media and face to face. 
	

	Events
	Events are a hook that provide people with an incentive to decide to travel to our region. You may want to host events to incentivise visits, particularly in your shoulder seasons, to boost visitation. 
	

	Other 
	Depending on your target market, you may be able to effectively reach them via other channels such as online forums (such as Wikicamps and Camps Australia), certain social media influencers, or event sponsorship.
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Although some of your marketing will be ongoing and always active, sometimes you will plan and implement a marketing campaign, such as to launch a new experience, or to secure bookings at a key time, such as during the shoulder tourism season. 
For a marketing campaign, you plan a short burst of marketing activities on multiple channels at the same time, all with the same message and the same look. 
For example, for a launch campaign, the marketing activities you do might be:
· Develop marketing materials, such as a media release, capture quality photos, develop a landing page on your website, develop social media graphics in Canva, and create a video 
· Share your marketing materials with marketing partners, such as the local, regional and state tourism organisations so they can help promote it.
· Develop a media database of local media and media that your target market/s engage with, and send your media release to them, inviting them to contact you for interviews. You might like to do a creative and unique PR (public relations) activation related to your new experience to promote it, such as a cooking demonstration using local produce at a market where your target market/s live, and invite journalists to attend and report on it.
· Run a competition with a desirable prize (e.g. for a family or a couple to experience your offering) to raise awareness and also capture email addresses for your database.
· Advertise on Google and on social media. Remember to post as your page in relevant Facebook groups as well.
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The following action plan outlines the key tactics that will reach the target markets and achieve our marketing objectives, based on which channels of communication our target markets use. [Plan for your identified target markets. Examples are provided.]
	Action
	Timing 
	Budget

	All target markets

	Develop (or have developed) marketing elements such as photo and video content, social media cover images, email signature, brand story, etc.
	
	

	Review and enhance website so it is ready for any marketing activity.
Add a subscribe to our newsletter button. 
Activate Google Analytics to support decision making.
	
	

	Develop or review third-party website listings, ensuring that content is up-to-date and in line with the brand and key messages, including the business’ Google Business Profile, ATDW listing, Experience Somerset listing, TripAdvisor listing, and listings on booking websites. 
Connect the ATDW and Google listings so they can both be updated by updating the ATDW listing alone. 
	
	

	Set up a system for social media e.g. allocate an hour once a month to schedule social media content.
	 
	 

	Develop a database of journalists from local media and media in the home regions of target markets. 
Identify what is newsworthy about your business that could be shared in separate brief media releases, such as new additions for this year.
	
	

	
	
	

	
	
	

	
	 
	

	
	
	

	
	
	

	
	
	

	
	
	

	
	
	

	
	
	

	
	
	

	
	
	

	
	
	

	Target market #1: Name

	[If there are specific tactics to attract your target market #1, list those here. An example might be a family-focused competition if you are trying to attract families.]
	 
	

	
	 
	 

	
	
	

	
	
	

	
	
	

	Target market #2: Name
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The marketing budget allocated for this year is $xxxx and will be broken down as follows.
	Marketing Budget
	Total: $

	Website updates
	

	Membership in regional tourism organisation 
	

	PR 
	

	Ads – digital and radio
	

	Signage 
	

	Graphic design + print of collateral
	

	Commission on bookings
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Some examples of success can be found in the table below, please update and add your own objectives and goals for your Agritourism business. 

	Marketing Objective
	Goal
	How it will be measured

	Increase awareness
	Grow Instagram followers by xx% from xxxx to xxxx
Increase engagement on social media posts to x likes on average
	Instagram insights

	Increase repeat visits
Increase direct bookings
	Grow newsletter subscribers by xx% from xxx to xxx
	Group software report

	Increase direct bookings
	Increase unique visits to www.yourwebsite.com.au by xx% to xxx from [date] to [date] 
	Google Analytics
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