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Project title:  Building Digitalisation Readiness in the Tourism 

SME Sector. 

 

Project acronym:  DIGITOUR 
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Unit:   Digital Marketing & Tourism  

 

Primary Target Group: SMEs in the tourism sector  

Secondary Target Groups: expert VET providers, tourism representatives, 

and in-company trainers. 
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Definition of Digital Marketing 
Digital marketing is the act of promoting products and services through digital 

channels. 

Neil Patel 

Objectives: The objectives of this unit are: To introduce you to various digital 
marketing strategies and provide you with a framework for developing successful 
digital marketing campaigns. 

Duration: 2hrs 
_________________________________________________________________________________ 

• Introduction (25 minutes) 
Assess your starting knowledge of Digital Marketing  
 

• Lessons (85 minutes) 
- Introduction to digital marketing and its importance in today's 

business world. 
- Discuss the benefits of digital marketing, such as increased reach and 

cost-effectiveness. 
- Plan your strategy utilising the different types of digital marketing 

strategies, such as social media marketing, email marketing, and 
search engine optimization (SEO). 

 
• Summary (10 minutes) 
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2. Introduction: Digital marketing and its importance 
in today's business world. 

 
Digital marketing is the process of using digital channels such as websites, search 
engines, social media, email, and mobile applications to promote products and 
services. It is an essential part of today's business world, as it allows companies to 
reach a wider audience and build relationships with customers. Digital marketing 
helps businesses to increase their visibility, reach more potential customers, and 
generate more leads and sales. It also helps to build brand awareness and loyalty, 
as well as to measure and track the success of campaigns. As part of the Tourism 
Sector, you will find that your country and regional tourism bodies plan and how 
they execute it has been designed to help you become visible on the global 
marketplace. As part of their campaigns, they offer tools and supports that can help 
blend and shape your strategy to define your bespoke offering.  

 

https://www.failteireland.ie/Regional-experience-brands/Wild-Atlantic-
Way/The-Wild-Atlantic-Way-Operational-Programme.aspx 

https://www.failteireland.ie/FailteIreland/media/WebsiteStructure/Docum
ents/Wild%20Atlantic%20Way/inishowen-experience-development-plan.pdf 

 

 

https://www.failteireland.ie/Regional-experience-brands/Wild-Atlantic-Way/The-Wild-Atlantic-Way-Operational-Programme.aspx
https://www.failteireland.ie/Regional-experience-brands/Wild-Atlantic-Way/The-Wild-Atlantic-Way-Operational-Programme.aspx
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The Benefits of Digital Marketing  
 

1. Increased Reach: Digital marketing allows businesses to reach a much 
larger audience than traditional marketing methods. With digital marketing, 
businesses can target specific audiences and reach them in a more cost-
effective way.  
 

2. Cost-Effectiveness: Digital marketing is much more cost-effective than 
traditional marketing methods. Digital marketing campaigns can be tailored 
to specific audiences and can be tracked in real-time, allowing businesses to 
make adjustments as needed.  
 

3. Measurability: Measurability in digital marketing refers to the ability to 
track and measure the performance of digital marketing campaigns. This 
includes tracking the number of visitors to a website, the number of leads 
generated, the number of conversions, and the amount of revenue 
generated. Measuring the success of digital marketing campaigns is 
essential for understanding the effectiveness of the strategies used and for 
making informed decisions about future campaigns. 
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Lessons (approx. 55 mins) 

Listening to the most important people in your business, your customers, and 
understanding what you need to know and what is valuable data will be of benefit 
and take out what is classed as white noise. Remember you have other work to 
take care of, so capture the information of value making sure it is current, relevant, 
and up to date.  

 

 

 

 

 

 

 

 

 

 

 

 

Review Your Competitors:  

 

1. What do your competitors do that is similar, different, or better than 
your business? 

2. How do they reach their customers [Hint, how did you find them?] 

__________________________________________________________________________________

__________________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________ 

Pick a Hotel, a Restaurant and a Visitor Attraction in your locality that has a 
great website and/or social media presence!  

__________________________________________________________________________________

__________________________________________________________________________________

___________________________________________________________________________ 

Armed with this information you can begin to build out your Digital 
Marketing Strategy! 
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Reach: Understanding Your Audience  

A. Your customers, who are they, and how do you currently reach them? 
B. What does your best customer look like? ie easy to do business with! 
C. What does your worst customer look like? ie. hard to do business with! 

______________________________________________________________________________

______________________________________________________________________________

________________________________________________________________________

________________________________________________________________________

_____________________________________________________________________________

______________________________________________________________________________

__________________________________________________________________________

________________________________________________________________________ 

D. Your business, what do you offer your customers, products, and 
services? Give us your 30 second pitch....... 

______________________________________________________________________________

______________________________________________________________________________

________________________________________________________________________

________________________________________________________________________

_____________________________________________________________________________

______________________________________________________________________________ 

E.  How easy are you to do business with?  

Poll- [Rate1being poor-5 being excellent] 
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Cost Effectiveness: review your spend to date and set your budget. 

A marketing budget is the amount of money allocated to promote a product, 
service, or brand. It is typically allocated on an annual basis and is used to cover 
expenses such as advertising, public relations, promotions, and research. The 
budget should be based on the company's overall marketing strategy and 
objectives. It should also be flexible enough to accommodate changes in the market 
or unexpected opportunities. 
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How much have you spent in the past 12 months on the following activities: 

Traditional Print Marketing: brochures, flyers, posters. 

 

 

Traditional Print Marketing: newspapers, magazines, and sponsorship  

 

 

Digital Marketing:  

• Website         

• TV and/or Radio       

• Facebook/Instagram      

• Twitter        

• TikTok        

• YouTube         

• Other [please give details]         

Total Spend on Traditional Marketing      

Total Spend on Digital Marketing       

Total Budget            

Percentage spread of spend over the year.  

Q1   Q2   Q3   Q4    

 

Do you feel this will change this year?  

Total Spend on Traditional Marketing      

Total Spend on Digital Marketing        

Total Budget            

Percentage spread of spend over the year.  

Q1   Q2   Q3   Q4    
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Measurability: The three options to change your budget spend. 

The reason for increasing or decreasing a marketing budget depends on the goals of 
the business. If the business is looking to increase sales, then increasing the 
marketing budget may be necessary to reach more potential customers. On the 
other hand, if the business is looking to cut costs, then decreasing the marketing 
budget may be necessary to reduce expenses. The other option is to retain the 
status quo.  

Please give the reason for your answer: 

 

 

 

 

 

 

Basic Marketing Plan Budget Template 

 

Activity/Role € 
 Jan Feb March April May  June July Aug Sept Oct Nov Dec 
Personnel  
Salaries & Wages             
Commissions/Bonus 
Payments 

            

Payroll/Taxes             
Other - __________             

Personnel Total              
             
Market Research   
Internal Research             
External Research             

Research Total              
             
Marketing Comms  
Branding             
Traditional 
Advertising 

            

Website             
Direct Marketing – 
ie. Email 

            

Collateral             
Press Relations             
Events             
Socials             
SEO             
Other______________             

Marketing Comms 
Total 

            

 

This plan is by no means definitive and can be added to or reduced in 
accordance with your company’s needs. 
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Plan your strategy utilising the different types of digital 
marketing strategies, such as social media marketing, email 
marketing, and search engine optimization (SEO).  

Keywords to help you understand marketing and digital marketing jargon. 

Traditional Marketing  

Traditional marketing is a form of marketing that uses traditional media such as 
print, television, radio, and direct mail to reach potential customers. It is a form of 
marketing that has been used for many years and is still used today. Traditional 
marketing is often used to create brand awareness, promote products and services, 
and build customer loyalty. It is also used to target specific audiences and to create 
a lasting impression. Traditional marketing can be used to reach a wide range of 
customers. 

Content Creation  

Creating content for your marketing campaigns is essential for any business. 
Content helps to engage customers, build trust, and establish your brand as an 
authority in your industry. Content can also help to drive traffic to your website, 
increase conversions, and generate leads. Content can also be used to educate 
customers about your products and services, and to build relationships with them. 
Content can also be used to increase brand awareness and to create a positive 
customer experience. Content can also be used to increase visibility in search 
engines. 

Marketing Campaign 

A marketing campaign is a coordinated series of activities that promote a product, 
service, or cause. It typically includes a combination of advertising, public 
relations, promotions, and other marketing activities. The goal of a marketing 
campaign is to reach a specific target audience and to achieve a desired outcome, 
such as increased sales or brand awareness. 

Social Media Channels 

Facebook, Twitter, Instagram, YouTube, Snapchat, TikTok, and Influencers. (Click 
here to go to our Social Media Unit)  

Email Marketing  

Email marketing is a form of direct marketing that uses electronic mail as a means 
of communicating commercial or fundraising messages to an audience. In its 
broadest sense, every email sent to a potential or current customer could be 
considered email marketing. It usually involves using email to send advertisements, 
request business, or solicit sales or donations, and is meant to build loyalty, trust, 
or brand awareness. Email marketing can be done to either cold lists or current 
customer database. 
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Pay Per Click  

Pay-per-click (PPC) is an online advertising model in which advertisers pay a fee 
each time one of their ads is clicked. Essentially, it’s a way of buying visits to your 
site, rather than attempting to “earn” those visits organically. Search engine 
advertising is one of the most popular forms of PPC. It allows advertisers to bid for 
ad placement in a search engine’s sponsored links when someone searches on a 
keyword that is related to the item or service you have posted for sale. 

Integrating SEO Tracking 

Integrating SEO tracking into your website can help you understand how your 
website is performing in terms of organic search engine rankings. It can also help 
you identify areas of improvement and track the progress of your SEO efforts. SEO 
tracking can provide valuable insights into how your website is performing in terms 
of organic search engine rankings, which can help you make informed decisions 
about how to optimize your website for better visibility and higher rankings. 
Additionally, SEO tracking can help you identify potential issues with your website.  
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Task (approx.25mins) 

In our research we found this template to be a clear and concise way to build your 
plan. To download this template, you can access it via this link: 
https://visualcommunicationplanner.com 

 

 

 

  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

https://visualcommunicationplanner.com/
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From the information gathered so far do you need to create content for your 
marketing campaigns?  

Yes/No 

 

Action and by whom 

 

Timescale and Costs 

 

Is your website engaging to your customers or does it need work? 

Yes/No 

 

Action and by whom 

 

Timescale and Costs 

 

What Social Media Channels do you aim to use?  

List in order of importance to your company……. 

[  ] Facebook   

[  ] Twitter   

[  ]  Instagram   

[  ]  YouTube   

[  ] Snapchat   

[  ] TikTok   

[  ]  Influencers 

 

Action and by whom 

 

Timescale and Costs 
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Will you use Email Marketing?  

Yes/No 

 

Action and by whom 

 

Timescale and Costs 

 

Will you use Pay Per Click? 

Yes/No 

 

Action and by whom 

 

Timescale and Costs 

 

Will you integrate SEO tracking and a digital management plan to your 
strategy? 

Yes/No 

 

Action and by whom 

 

 

Timescale and Costs 
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Digital Marketing Strategy  
Extract information above to complete your plan: 

Activity  Action By Whom Timescale Cost 
Content Creation     
Website     
Top 3 Social 
Media Channels 

    

Email Marketing 
Campaign 

    

Pay Per Click     
Integrate SEO 
tracking 

    

Changes      
 

Team Members and Contact Details  

 

 

 

It is recommended to use a digital resource such as digitally, Trello or Smartsheet 
are a few to look at but the cost must be accounted for into the budget. 
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Reading materials and links: 
 

https://neilpatel.com/  

https://prsmith.org/books/?trk=public_post_share-update_update-text  

https://www.failteireland.ie/Regional-experience-brands/Wild-Atlantic-Way/The-Wild-
Atlantic-Way-Operational-Programme.aspx 

https://www.failteireland.ie/FailteIreland/media/WebsiteStructure/Documents/Wild
%20Atlantic%20Way/inishowen-experience-development-plan.pdf 

https://visualcommunicationplanner.com 

https://www.oxfordreference.com/display/10.1093/oi/authority.20110803100043
628  

 

OTHER DIGITOUR PARTNERS – SUGGEST LINKS (EACH COUNTRY) 

Disclaimer 

The developing organisation of this Unit has no direct or indirect business 
relationship with commercial products given as examples. Please check costs and 
suitability to your business before engaging with any commercial platform. 

https://neilpatel.com/
https://prsmith.org/books/?trk=public_post_share-update_update-text
https://www.failteireland.ie/Regional-experience-brands/Wild-Atlantic-Way/The-Wild-Atlantic-Way-Operational-Programme.aspx
https://www.failteireland.ie/Regional-experience-brands/Wild-Atlantic-Way/The-Wild-Atlantic-Way-Operational-Programme.aspx
https://visualcommunicationplanner.com/
https://www.oxfordreference.com/display/10.1093/oi/authority.20110803100043628
https://www.oxfordreference.com/display/10.1093/oi/authority.20110803100043628

