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Agenda

01 Hvorfordataopsamling er savigtigt
- Tracking af brugerne er vigtigt fordi...
- Hvilken data harvibenyttet os af
- Hvordan kan man benytte data til at overvdge far og efter migrering
- Hvordan har vi brugt data som beslutningsgrundlag

02 C(ontentmapping, SEO and content planning
Content Priorities

Content Creation: Our New Content Checklist
Our Updated SEO Checklist & SEO tools
Examples from the new portal

03 KPI-framework for ny portal
- Hvordan tracker viidag
- Hvordan kommer vi til at tracke pa den nye portal
- Hvorfor har vivalgt at gare det pa denne made






Tracking af brugere er vigtigt fordi...

= Uden at kende brugeren famler vii blinde
= Vivil komme til at spilde tid og ressourcer

= Vibliver ngd til at kende brugeren for at vide hvad der skal bygges og hvordan det
skal bygges

= Data giver os indikation pa hvad der fungerer - og indirekte hvad der ikke fungerer

= Opsamling af data er vigtigt fordi det hele tiden gar os klogere og giver os et bedre
beslutningsgrundlag, hvis vi bruger det rigtigt
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Hvilke data har vi brugt for at leere
brugerne (endnu bedre) at kende

» (Google Analytics: Brugeradfaerd og konverteringer
» Hotjar: Brugeradfaerd

= Google Search Console: Sggetermer

= Searchmetrics: Segetermer og konkurrence

» Answerthepublic.com: HV-spgrgsmal
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Overvdgning: Hvordan kan vi bruge data
f@r og efter migrering

= (Google Analytics
= Kilder: Herunder udvikling i organisk trafik

= Evt 404-fejl

= (Google search Console
= Fejlmeldinger

= Udvikling i segninger

= Hotjar

= Tilsvarende adfaerd far og efter pa defineret use-case
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beslutningsgrundlag: Teknik, antal =
portaler, content |

Udgangspunkt: Skal vi prioritere muligheden for tilpasset content pa den nye portal?
Dette vil kraeve en del ressourcer og vi skal have en garanti for at afkastningen er
tilstraekkelig.

Hvordan blev data benyttet: Vi kigget pa brugeradfaerd og analyseret os frem til
adfaerdsmgnstre pa tvaers af vores portaler og et udvalg af ASP-portaler.

Udvalgt data:
= Samlet antal brugere i en given periode
= Andel tilbagevendende vs. ny brugere

= (Gns. sider pr. besgg

Konklusion: Der var ikke et tilstraekkeligt adfeerdsmenster der gav udtryk for at
personaliseret content ville give en relevant afkastning.

* Data blev brugt i kombination med gkonomiske betragtninger



Hvordan har vi brugt data som
beslutningsgrundlag: Teknik, antal
portaler, content

Udgangspunkt: Skal vi beholde bade vores UK og internationale portal, eller er det
tilstraekkeligt at vi kun beholder én? Hvis vi kun beholder én, hvilken skal det vaere?

Hvordan blev data benyttet: Vi kigget pd brugeradfaerd og analyseret os frem til
adfeerdsmgnstre pa tvaers af vores portaler og et udvalg af ASP-portaler.

Udvalgt data:

» Besggsantal

Overlappende content og kvalitet af engagement

Lokation pd besggende og sggende
= Konkurrencedygtighed (og synlighed) organisk krydset med lokation

= Qverlappende sggetermer

Konklusion: Vibeholder kun vores internationale hjemmeside.
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Hvordan har vi brugt data som
beslutningsgrundlag: Teknik, antal
portaler, content

Udgangspunkt: Hvilket content skal vi migrere med over pd vores nye portaler?

Hvordan blev data benyttet: Indledningsvis kigget vi kvantitativt pa dataseet fra Google
Analytics og efterfglgende blev der lavet kvalitative vurderinger for de enkelte
markeder.

Udvalgt data:

= Sider besggt bade uafhaengigt af kilde til besgg, og ogsa isoleret fra organisk trafik

Page

Jde/daenemark/urlaub-daenemark
Jde/daenemark/urlaub-daenische-ostsee
Jde/attraktionen/danemarks-hauptstadt-kopenhagen
Jde/daenemark/schoenste-urlaubsregionen-nordsee-ostsee
/de/daenemark/unterkuenfte/unterkuenfte-uebernachtungen-in-daenemark
Jde/daenemark/urlaub-daenische-nordsee
Jde/daenemarkfurlaub-im-ferienhaus-daenemark-ostsee-nordsee
Jde/daenemark/natur/strande-danemark
J/de/daenemark/campingplatze/camping-danemark-nordsee-und-ostsee
/de/daenemark/die-kunst-der-danischen-hygge
[de/daenemark/transport-kopenhagen
Jde/daenemark/urlaub-mit-hund-danemark
Jde/daenemark/die-grossten-kinder-und-familienattraktionen-danemarks
/de/daenemark/wohnmobil-caravan-camperrouten-daenemark
[de/daenemark/natur/angeln-und-angelurlaub-daenemark
Jde/daenemark/schoenste-kuestenorte-daenemark
[/de/daenemark/danische-kuche-und-danische-rezepte
[de/kopenhagen/shopping/die-schoensten-stadtviertel-kopenhagen
Jde/daenemark/urlaub-sueddaenische-nordsee
Jde/daenemark/fur-kinder/familienurlaub-danemark-mit-kindern-die-danisc
[/de/kopenhagen/attraktionen/danemarks-hauptstadt-kopenhagen
[de/daenemark/last-minute-ferienhaus-daenemark-angebote-nordsee-osts
Jde/daenemark/insel-moen-suedseeland-lolland-falster-daenische-ostsee
Jde/daenemark/natur/radfahren-und-fahrradurlaub-danemark
Jde/kopenhagen/attraktionen/der-vergnugungspark-tivoli-kopenhagen
Jde/daenemark/urlaub-ferienhaus-daenische-ostsee
Jde/daenemarkfurlaub-sueddaenische-ostsee
/de/daenemark/ideen-inspiration-fuer-ihren-daenemark-urlaub
[/de/daenemark/attraktionen/20-danische-naturperlen
[/de/daenemark/shopping/outlets-und-lagerverkaufe
Jde/daenemark/urlaub-ferienhaus-daenische-nordsee
[/de/daenemark/die-kunst-der-daenischen-hygge
/de/daenemark/natur/aktiven-urlaub-daenemark-geniessen
Jde/daenemark/nordseeland-ostsee-daenische-riviera
/de/daenemark/natur/westjutland-danemarks-nordsee
Jde/bornholm/natur/insel-bornholm-perle-der-danischen-ostsee
Jde/daenemark/hvide-sande-urlaub-daenische-nordsee
Jde/kopenhagen/kultur/das-unbekannte-kopenhagen
Jde/daenemarkfurlaub-auf-der-insel-funen-danemarks-ostsee
Jde/daenemark/urlaub-insel-bornholm-daenische-ostsee
[/de/daenemark/traveltrade/natur/tourenvorschlage-die-schonsten-danema
Jde/shap

[de/kopenhagen/shopping/shopping-kopenhagen
[/de/daenemark/erleben-sie-das-konigreich-der-wikinger

Pageviews
86776
65587
62875
57001
49904
48354
12827
42175
40931
38463
37280
29775
26410
25778
20149
19395
19231
19068
16580
16397
16050
15826
15520
15153
14888
14847
14745
14357
12848
12665
12665
12379
12318
12277
12196
12053
12012
11971
11747
10054
10013

9871
9830
8463
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Content Priorities

1. We got the datal
2. We mapped our content in Google Docs

3. We looked at our users and target groups to
tweak site structure and visual asthetic

4, We made a plan for content transferral the
whole team could work in going forward

5. We split our themes and regions between us
to save time




Anonymous Giraffe

THEME / REGION PAGE TYPE  SUBJECT (in English) MOTHER-VERSION  DATE LINK NOTES
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FAMILY Guide Denmark’s Top Attractions for Kids NL http:/fapi.nl.visitdenmark fiwvdk. com/turist/familieva

kantie/11-superleuke-atiracties-voor-kinderen-dene
marken

Guide Legoland Billund Resort + LEGO House http:/fapi.nl visitdenmark fiwvdk.com/denemarken/a Missing Images
ctiviteiten/familisvakantie/legoland-denemarken
Article Free and budget experiences in Denmark for kids NL http:/fapi.nl.visitdenmark fiwvdk.com/denemarken/a Text missing... | am on it!

ctiviteiten/familievakantie/gratis-en-goedkope-attrac
ties-voor-kids-denemarken
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Article 10 Outdoor Adventures for the Whole Family NL http:ifapi.nl.visitdenmark fiwvdk.com/denemarkenia
ctiviteiten/familievakantie/10-outdoor-activiteiten-fa
milis

Article Copenhagen for kids NL hitp:/fapi.nl.visitdenmark fiwvdk.com/denemarken/a
ctiviteiten/kopenhagen/kopenhagen-met-kinderen

Guide Wild Animal Adventures: Denmark’s Best Zoos and Wildlife Parks ML hitp:/fapi.nl.visitdenmark fiwvdk.com/denemarken/a

ctiviteiten/familievakantie/9-dierenparken-denemark
en

Article Legoland Billund Resort SE http:/fapi.se visitdenmark. fiwvdk. com/danmark/highl
ights/upplev-legoland-billund-resort

Article Den Bla Planet SE http:ifapi.se visitdenmark. fwvdk com/danmark/aktiv
iteter/familjesemester/den-bla-planet
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HISTORY & CULTURE Article 12 ways you can get happy in Denmark CoM 11-Mar hittp:/fvisitdenmark. fiwvdk.com/denmark/discover/1
2-ways-you-can-get-happy-denmark
Article Kronborg Castle — Home of Shakespeare’s Hamlet COoM 11-Mar http:/fvisitdenmark fiwvdk.com/denmark/highlightsiz In critical need of better photos
ealand/kronborg-castle
Guide 12 best castles in Denmark COM 15-Mar hitp:/fvisitdenmark.fiwvdk. com/denmark/highlights/h
istory-and-culture/12-castles-see-denmark
Article See where in Denmark the Vikings left their mark! coMm visitdenm ark fiwvdk. com/denmark/things-do/history
-and-culture/viking-denmark
Article Facts and myths about Denmark’s Vikings COM visitdenmark fiwvdk. com/denmark/things-do/history
-and-culture/vikings-facts-and-myths
Guide Top 10 Viking sites in Denmark COM visitdenmark.fiwvdk.com/denmark/things-do/history
-and-culture/top-viking-sites
DESIGN Architecture Highlights DE http:/fapi.de.visitdenmark.fiwvdk.com/daenemarkier
lebnisse/daenisches-design/architektur-highlights
Section Design and Architecture DE http:/fapi.de.visitdenmark.fiwvdk. com/daenemarkier
lebnisse/daenisches-design-und-architektur
Danish Design DE http://de visitdenmark. fiwvdk.com/daenemark/erleb Images Lego - can we use them? In general:

nisse/daenisches-design/daenisches-design-0 Images are a problem here. Did my best.
Dont judge me
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HYGGE Article Hygge Main Article DE hitp:/fapi.de. visitdenmark.fiwvdk.com/daenemarkihi Images for Hygge are all very similar, if
ghlights/hygge/die-kunst-der-daenischen-hygge somaone finds better ones or new ones, | am
happy to change them
Article 5 things to do tto get more Hygge in your life DE http:ifde. visitdenmark.fiwvdk com/daenemark/highli
ghtsihygge/5-hygge-tipps
Section Hygge Section page DE hitp:ifapi.de visitdenmark.fiwvdk. com/daenemarkier
lebnisse/hygge
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SEASONAL Article New Years Eve traditions DE hitp:/fapi.de visitdenmark.fiwvdk.com/daenemarkier Pictures are missing for News Years
lebnissefweihnachtenitraditionen-silvester-daenem
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e Does the piece live up to our Core Content Statement? VisitDenmark g

Core Content Statement

At VisitDenmark, we increase the global awareness of and the desire to travel to Denmark by creating,
distributing and managing inspirational content that engages the emotions of the international tourist
at the beginning of their decision-making process.

e |sitbetterasaquide oran article?

e Who are you writing this for (persona name)?
e Which target group?

e What are their emotional drivers?

e Whatis the core message of the piece? The USP?
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SEO focus (have you found keywords, looked at trends and performance of other content on this
subject?)

Do you need to do any research before you start writing to get info/fact check etc?
Brand (Is it playful? Can you see the everyday wonders shining through?!)

User journey: When will this piece of content be relevant for *insert name* to read? Will they
have any knowledge of Denmark at this point?

Related content: Where is natural for them to go next based on the above point?
Have you used delicious UG photos or beautiful brand photos on the page?

Who are you linking out to and why?
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Post-Launch Content

Our new site is built to ensure our most-read
pages and core structure are set up.

We'll now use Analytics, Google Search Console
and Search Metrics to track performance and
create a proper content plan for populating the
new site with the user in mind.
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o Title (page title)
A uniqgue title with the primary keyword phrase. 65 characters with spaces. Finish with - VisitDenmark, to
leverage our brand authority. Move to hyphens rather than vertical pipes for user experience/readability.
Think what, CTA, benefits, reason to click. Example: Find and book accommodation in Denmark -
VisitDenmark

o Description
A unigue description - don't copy from the article text. Max 165 characters. Start with keywords but making
the description appealing is key! Answer keyword questions for a better chance of being Google's featured
snippet and remember CTA.

o Keywords
It's important you have chosen your primary, secondary and any extra keyword phrases for your page, but
don't list them in metatags. Use tools like adwords keyword planner or others on our list of SEO tools to
build your list,

o Canonical url (only used in certain circumstances)
This tells Google you are aware the text is copied. Insert the original URL, where the text is taken from.
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o The Headline (H1 title tag) of the top of the page
As descriptive as possible with primary keyword included.

o A unique web address/url
Add a short title when setting the page up with your primary keyword phrase. This is used in the page
URL.

o Unique and quality article text (content)
Article text must not be copied from other places and be at least 500-700 words. Primary keyword density
4-5%, secondary keyword 3-4%. Written in paragraphs of one main idea.

o H2 subheading tags
Ensure primary keyword appears in HZ tags on articles as subheadings. Vary keyword phrases in these
subheadings and think questions you can answer (for example use answerthepublic.com).

o Alttexts onimages
Always add primary keyword in Alt Text field, plus Denmark if possible. These can be written as user-friendly

sentences.
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o Relevant links to otherinternal and external pages

Internal text links create a content hierarchy on site. Only use a page's keyword in the anchor text of an
internal link, if you want to show Google your other page with this keyword is more important. (Avoid
important keywords in links to GuideDK). Use clear call to action anchor texts, never read more' or 'click here'
Never use keywords in external links, to preserve link juice. Less than 10 external links in one article.

o Inbound links
Remember to go after links into the page. Share your page so others can link to
the page. Links in newsletter and social media are also inbound links.
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¥ SERP

Desktop preview

Explore Odense, home of Hans Christian Andersen - VisitDenmark
http:/apivisitdenmark.fiwvdk.comapivisitdenmark.ff..

Hans Christian Andersen’s home city, Odense, is only 1.5 hours from Copenhagen. Explore cobbled streets once walked by Hans Christian Andersen and visit the Hans Christian Andersen Museum.



SEQO Tools

« Search Metrics

« (Google Adwords Keyword Planning Tool
« (Google Trends

« Answer the Public

« (Google Search Console

Note: Of course there are many more tools and
good free ones too, but these are the main
ones we are currently using when we create
new content.

! BLOMSTER
TRYLLERIET
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Here are some example from the new site!
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Direct traffic Go to partner'ssite . a
VisitDenmark vgr
G H h . . ..
enericsearc VisitDenmark vgr
Branded search .
not click Go to other travel
sites
YouTube search
Shecan... 1 SELECT
DENMARK
A Bounce and use non paid
PErson sees click sources
1 IMPRESSION
Engage with content
. (video, time spent, read content etc.)
—> VisitDenmark vgr

——  Easytomeasure — Go to partner's site

——  Pretty hard to measure ( afledte effekter)
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Hvad vi maler pa nu

Interest Travel Intent

Hvor mange har faet kendskab til Hvor engageret har de veeret med Har de udvist praeference for kampagnens

kampagnesiden? kampagneindholdet? indhold?

Total antal der har fet kendskab Total antal der har faet interest Total antal der har f&et praeference

+ Alle besggende « Timeonsite + Andel der min. har gennemfgrt malene:
Z2min / Outbound / 3 pageviews.

« % af nye brugere - Page pr. Visits

» Bouncerate » Konverteringsrate fra awareness til interest
g Loyalty - indikerer staerke travel intent

« Sidevisninger / Unikke handlinger:

sidevisninger
Genbesag

Sign - up newsletter

Social follower
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Nyt website: Ny metode for tracking af adfaerd

KPI Point
16 Landing on site 1
Time on site (30 sec) 5

Extra page views 10
= Brugeren opsamler pointiforbindelse med sit besgg. Mdlet er at Pag

konvertere brugerne fra awareness til travel intent. Map interactions 10

Video 25% 10
Video 50% 15
Video completion 40
Exit link 50
PDF Download 50
Prints

= Handlinger vil ligeledes blive krydset med indhold. Sa vi f.eks. ved hvor
mange der har travel intentindenfor camping, cykelferie osv. 7 -70 Interest

» Unikke kampagneaktiviteter vil blive tilfgjet til listen, ligesom vi vil
evaluere modellen lgbende.

= Skiftet sker nar kampagnerne bliver flyttet over til nyt website.

71- Travel Intent
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Viskal ud over et fokus blot pa outbound

= Forskeliantal link-klik aflaest i GA hos afsender vs. GA hos modtager. Dette
skyldes sampling af data og frafald efter udgdende klik.

= Nar vi har meget fokus pa at afrapportere pa dette parameter, sd kan det nemt
fremstd som et succeskriterie, fremfor fokus pa den @get efterspgrgsel og
rejselyst i form af antal eksponeringer og engagement i selve annonceringen
eller pa engagement pa kampagesitet.

» Det er desuden nemt at pavirke via opbygningen af landingssider. F.eks. kan vi
sende brugere ind til sider, hvor man kun kan klikke pa outbound - men er det en
god brugeroplevelse? Og i denne situation vil det formentlig give bedre mening
at sende dem direkte ind pa partnerens side i stedet for pd en mellemside farst.

= Metrikken vil selvfglgelig stadig afrapporteres og indgar i den nye KPI-
framework, men det er vigtigt at vi flytter fokus over pa den holistiske og bedste
brugeroplevelse.
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Outbound - fremadrettet handtering

= Vinedtoner afrapportering af outbound i 2019 og i 2020 vil det vaere vores
anbefaling at fjerne det helt fra afrapporteringen som en isoleret metrik.

= |sdvidt muligt omfang arbejde med at kategorisere outbound indenfor kategorier:
Destinationer, overnatning, transportgr, attraktion og naevne det totale antal i
stedet ned pa enkelte partnerniveau.

= Fokus for kampagnerne er at udvide kendskabet og interessen og at outbound er
kun en lille del af den samlede kampagneeffekt og skal ses som add-on og ikke et
malisig selv - dette skal kommunikeres.

= (@ge brugeroplevelse:
= Fous pd tydelige visuel angivelse af outbound link.

= Klik pd outbound link dbner altid i nyt vindue.
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Use case

Lander pa side +Time on site (30 sec) ‘ 1+5=16= Awareness

Lander pa side +Time on site (30 sec) + Pageview + Pageview + Exitlink ) 1+5+10+10+50=76 =Travel Intent

Lander pd side + Time on site (30 sec) + Return visit ‘ 1+5+80=86=Travel Intent



Hvorfor har vivalgt dette KPI-framework

Et KPI kampagneframework, som kan anvendes pa tveaers af markeder
Strgmlinet made at male interaktion

Giver os et bedre indblik i de forskellige indsatser der kraeves for at
konvertere

Giver indblik i hvad der skal til for at skabe rejselyst




