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VIRGINIA IS FOR LOWERS



“HALF THE MONEY I
SPEND ON ADVERTISING
IS WASTED;

THE TROUBLE IS T DON'T
KNOW WHICH HALF.”

JOHN WANAMAKER



The 6Qs of Marketing



WHAT IS YOUR
PLAN TO REACH
YOUR AUDIENCE?

The
6 Qs

of

Marketing

WHAT IS YOUR
MESSAGE AND
CALLTO ACTION?

WHAT RESOURCES
DO YOU HAVE
AND NEED?

WHO IS YOUR
AUDIENCE?




What do
you want to
accomplish?
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Human Capital Research and Data

Financial Resources

Technical Assistance

Experience Relationships
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What do know about your audience?
customers?

board?
funders?



e Start at Home — Data from your business or
organization is the best!

* Your Customers

* Your Community

* Your Local Government

* Your DMO (Destination Marketing Organization)
* Your PDC (Planning District Commission)

* Your Educational Institutions

* Trade and Professional Associations

* State Agencies — VIRGINIA MAIN STREET!

* Federal Agencies










What are their priorities?

What are their challenges and can
you help be a solution?

Who do they know?

What other issues are they facing?

What is the “tipping” point?
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What sets you apart from your competitors?



The 6Qs of Marketing



e Who You Are

* Your Goals

* Identified Your Customers/Audience
* Your Competition

e How Do You Reach That Audience?



Oh...Now | get it
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Let us surprise you . . .

Experience the free ferry rnide to Surry frorn Williamsburg
discover the site of the first Colonial uprising and the rest
of the story of Pocahontas. Feel the exciting heartbeat of
Native Amencan drums and P — - —
{aste authentic counlry WL

smoked ham and non-GMO, '

pesticide free fresh produce

Which one of our secrets will
become your passion?

B
W the Secnels of

ralthe °S

www.surrycountytouris

Virgima is for Lovers ¥

Quiy

m.com

X




- SALAD.

Y\

’'mlovin’it’




YOU SAW YOL
GIRLFRIEN U
B

ONTINDER




What’s Your Plan?
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Your Marketing Plan is How You
Will Reach Your Audience



Checklist

Does your plan support your message?
Is your plan trackable?
Is (most) every item justified to reach your

audience?

Have you asked your vendors who

their media outlet reaches?

Do you have media kits from your vendors?
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// OUR READERS // TESTIMONIALS

54% MALE / 46% FEMALE (=4
AGES 25-54, MEDIAN AGE 38

3 MARRIED

52% PARENTS

EDUCATION + EMPLOYMENT

OLLEGE EDUCATED
HOMEOWNERS
AVERAGE HOUSEHOLD INCOME: $9 0 /

61% ENJOY RUNNING
:

AVERAGE 4.5 ADVENTURE TRIPS PER YEAR

SHANNON JOHNSON,
BRAND DIRECTOR, VIR

USE BRO TO PLAN TRAVEL

PLAN QUTDOOR ACTIVITIES ON TRIPS % ENNL PADULI
AKE WEEKEND / LONG WEEKEND TRIPS
TAKE WEEKLONG TRIPS

TRAVEL 4+ HOURS TO DESTINATIONS ENJOY FISHING
> TAY IN HOTELS

TRAVEL WITH SPOUSE OR PARTNER

TRAVEL WITH CHILDREN rk with.”

o J ELLE ANDERSEN.
LIFESTYLE - OZET RUNNING

97% ATTEND OUTDOOR FESTIVALS

51% PARTICIPATE IN RACES

)

OWN PETS
USE BRO TO BUY OUTD R GEAR

[V
TOTAL MONTHLY WS

THE LARGEST OUTDOOR LIFESTYLE (= =) 67%ENJOY ADRINK BY THE FIRE
MAGAZINE IN THE REGION! = -

PAT STRADER
FOUNDER AND CEO, DIGITAL RELATIVITY
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70:20:10 Approach



" How Did We Do? '
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* Did You “Move the Needle?”
* Did you reach your goals?
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Now it is YOUR turn!



WHAT IS YOUR
PLAN TO REACH
YOUR AUDIENCE?

The
6 Qs

of

Marketing

WHAT IS YOUR
MESSAGE AND
CALL TO ACTION?

WHAT RESOURCES
DO YOU HAVE
AND NEED?

WHO IS YOUR
AUDIENCE?
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