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Report: Summer Ranges

COmMmE BACK TO LIFE

INntroduction

The summer campaign launched on 11th December 2024.
The main objective of the campaign was to target a mid-funnel audience - those that are ready to book and travel
soon. The focus was on short-term conversions, encouraging ‘Get Deals Initiations’ in order to drive immediate visits

and support local operators. The primary goal was to move potential visitors from consideration to action.

Success is measured by deal engagement, with the strategy tailored to drive short-term results for partners.



Summer Results
1th Dec ‘24 - 28th Feb '25

80 days

Summer KPI Target

Meta Clicks : 1,667 (Dec - Feb)

. Meta Impressions/views 89,344
. Meta Clicks 1,293
o Clicks to Bookings 442

Links Clicked
8685

Impressions
89334

Davlesford
Macedon,
Ranges

COmMmE BACK TO LIFE

Summer KPI Target
Google Search Clicks: 5,714 (Dec - Feb)

) Google Search Impressions/views 75,206

@) Google Search Clicks 7,704
e Clicks to Bookings 1,401

Links Clicked
9.2%

Impressions
89.2%
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28th Nov ‘24 - 28th Feb 25 'Ra nges

Sept - Dec 2024 COME BACK TO LIFE

Title Subject Send Date Open Rate (MPP included) Click Rate
Seasonal Whats On EDM - Autumn 2025 Giolden Days & Cosy Nights in Daylesford & the Macedon Ranges | 28/02/2025 |61.6% 1.6%
Editorial EDM - Feb 6th 2025 - Daylesford Discover Daylesford and indulge in a momantic Valentine's getewsay  |07/02/2025 |65.0% 1.8%
Editorial EDM - Jan 23rd 2025 - Hepburn Springs | Discover Hepbum Springs, art & serenity this summer 23/01/2025 |64.9% 1.6%
Editorial EDM - Jan 8th 2025 - Trentham Maore Time, Maore Adventure - Stay and Explons! 09/01/2025 |62.1% 2.1%
Editorial EDM - Dec 18th 2024 - Clunes, Talbot Stay Cool: Pools, Views & Adventures Included = 18/12/2024 |62.3% 1.8%
Editorial EDM - Dec 6th 2024 - Kyneton Shop local, dine al fresco, and slesigh your Christmas list! 05/M12/2024 |60.7% 1.2%
Seasonal Whats On EDM - Summer 2024 Summer Lovin'' in Daylesford & the Macedon Ranges 298/11/2024 |58.8% 1.2%

Metric: 45 Openrate

Includes  Apple MPP

Seasonal Whats On Editarial EDM - Dec Editorial EDM - Dec Editorial EDM - Jan #ith Editorial EDM - Jan Editarial EDM - Fab Seasonal Whats On
EDM - Summer 2024 ith 2024 - Kynelon 19th 2024 - Clunes, 2025 - Trantham Z3rd 2025 - Hepbum, Bth 2025 - Daylesford EDM - Autumn 2025
Talbot Sphngs



Improving Campaign Daylesford

Results — Actions based on '“R/Igalge'dgll
learnings 2e

COMmE BACK TO LIFE
Adjust the Budget

Google Search performed better than Meta ads in driving people to click ‘Get Deal’. To maximise our budget over summer, we
allocated 80% to Google Search and 20% to Meta.

Match Ads to Deals

In spring there was a disconnect between the ads and the deals. To align customer expectations, our deals match what’s promoted
in the ads. Meta carousel ads (which slide across the screen) will be used to showcase a clearer selection of deals, making it easier
for people to find what they're looking for.

Build Trust With New Visitors

We're reaching new audiences, but some may not be familiar with our region. To build confidence, we’'ve added information to our
website explaining that we're the official tourism board for the region.

Change How Gold Partner Deals Are Promoted

We removed the Gold Partner carousel from our website as this wasn’t successfully driving click-throughs. Instead, Gold Partner
deals are now highlighted in online articles and promoted via our email newsletters.

Keep Re-targeting Ads

Our approach of showing ads to people who've clicked before is working well to keep them engaged. We'll continue re-targeting
these users, as they're more likely to book.

Deals Are Now Easier to Submit

The process for adding and booking deals was confusing for some. Where possible we reviewed submissions and worked with
businesses to make them simpler and clearer for users to book.

Now Using One Discount Code for All Deals

Having multiple codes made checkout tricky for customers. We've introducing a single universal code for all deals, making
redemption easier.

Support for Gold Partners

DMT (outside of the campaign spend) rolled out targeted Meta ads featuring direct Call to Action (CTA) links to partner websites.
Encouraging direct bookings to Gold Partner deals. We will continue this for Autumn,






