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Define your

The very first step in creating a
content strategy / package is to
define who our audience is - we
conduct usability research to gain
insight into the analytics,
demographics, values, needs and
goals of our audience which we

make into personas.
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Joseph, The Artistic
k4 Peninsula Archtiect

Create Personas

Artisan

. Who your buyer (audience) is
. What they are trying to accomplish
. What goals drive their behavior

. How they think

. How they buy products / services
. When and Where they buy products / services
. Why they make buying decisions (motivations)

COUNTRY ROAD

ART SERIES
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Digital Content

Our #1 tool in speaking to our guests (past, present and future)

- " engCIgeS indiVid UGIS on their fel‘mS - specifically it is mapped to a persona
- quped 1'0 a CUSfomel' jOUI'ney - based on interactions buyers have with your brand
- " ie"S an onQOing Si'Ol'y - with a consistent narrative that evolves throughout a customer’s journey.

- "’S ihe right f“ fOI‘ your Chqnnel —whether it's being used on your website, in an email or

social.

— It has a clear purpose and clear calls-to-action

- " hCIS pl’e-deﬁned meﬂ'iCS - designed to be measurable
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Content aligned with guest
journey

AWARENESS
STAY /
PLAY / EAT BOOK
/ ATTEND
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Content aligned with guest

INLIrNA/
AWARENESS
Informative, channel specific
content that drives
awareness of the
destination, property and
brand propositions

BOOK

Inspirational & practical
content to facilitate a
personalized and smooth
booking process whilst
evoking trust and reliability.

CONSIDERATION

Emotive cross-channel
content that drives
awareness of critical points
of difference in the offering
and experience

ADVOCACY

Personalized channel specific
content that services to
thank the guest for staying
and continue the genuine
connection with guests.

STAY / PLAY / EAT / ATTEND
Service driven, personalized
content that both welcomes
new guests and remembers
returnees. Immerse the
guest in the experience.
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