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Background  
Located in St. Lucia, Ladera 
Resort is well known for its 

luxurious accommodations and 
breathtaking views. Self- 
described as "a haven for 

celebrities, honeymooners and 
trendsetters", Ladera has made 
a name for itself, as evident in 

its numerous accolades, 
including the Condé Nast 

Traveler Reader's Choice for 
"Best Hotel in the Caribbean". 

 
 
 



Target Audience 
The Newly Engaged: Looking for a destination 

wedding, The Newly Engaged consists of future 
brides who are researching everything about 

weddings. They want a scenic location for gorgeous 
wedding pictures to be enjoyed for years to come. 

Honeymooners: Recently married, Honeymooners 
decided to cut back on wedding costs in favor to 

splurge on a romantic getaway. They want to 
celebrate their recent marriage by having a 

remote adventure with their loved one.

Vow Renew-ers: Typically older, Vow Renew- 
ers are seeking a romantic place to celebrate 

their anniversary and renew their vows. With 
more disposable income due to mid-level 
careers, they enjoy and actively seek out 

luxury experiences.



The Website 

Ladera's website serves as the main way for people to learn more about the 
resorts's offerings and to make bookings.



The Website 

The website's main pages consist of:

The website's core functionalities are:

The Resort- Visitors can find out more about the resort's history, amenities and 
services,  as well as flying information, St. Lucia history, maps of the resort's location, 
a photo gallery of the resort, a FAQ list, and a 'Fact Sheet' that condenses much of the 
resort's most important information. 

Rates and Special Offers-  Ladera's limited time offers are predominately displayed 
here; they typically have a honeymoon or anniversary theme. Visitors will also find the 
resort's rate information pertaining to specific suites and times of year, meal plan 
information, credit card alternatives, reservation deposit information, 
cancellation information, airport transfers and hurricane policy. 

Accommodations- Visitors can learn more information about each of Ladera's five 
suite options. Each suite's page lists the amenities included, as well as a 360 space 
where visitors can explore a virtual version of the suites. 

Inform visitors of Ladera's offerings, and persuade them to book a stay



The Website 
Weddings- Visitors interested in getting married at Ladera can find information on the 
resort's wedding package, paperwork needed to get legally married in St. Lucia, 
locations in the resort for weddings, as well as a form to submit a proposal. Information 
on a vow renewal package is also included. 

Gallery- Visitors can flip through countless breathtaking photos of the resort's views, 
suites, dining, and weddings, as well as watch promo videos for the resort and 360 
views of the suites. 

Contact Us- Visitors can find phone numbers, email addresses, and other contact 
information. There is also a form to request future emails, mobile offers, and to add 
additional comments. 

Make a Reservation- This page sends visitors to the initial step in the booking process: 
selecting the amount of guests & rooms. If continued, visitors can then choose their 
dates of stay and their desired suite. Then can then fill out their credit card 
information to complete the booking. 



Macro Goal Setup
Macro Goal- Get visitors to book a stay. 
Using Google Analytics to track 
reservations: 

Conversions > View > Goals > New Goal 

1) Goal Setup: Template > Revenue > 
Reservations 

2) Goal Description: Name > 'Reservation' 
Type > Destination 



Macro Goal & Conversion Tunnel
3) Goal details: Destination > 
Equals to> "Confirmation/Thank 
You page" 

Setting up goals in Google 
Analytics is extremely important. 
Goals will help Ladera see how 
effective it is at converting 
customers, its macro goal. Goals 
can also help Ladera see how 
effective its micro goals, visitor 
interactions with site features that 
help lead to future conversions.



Micro Goals

Event goals- Download eBrochure, download Face Sheet, click on social media buttons, 
connect with social media accounts, watch promo video, interact with 360 models 

Duration goals- Spend two or more minutes on 'Wedding Packages' page, spend three or 
more minutes on 'Rates' page 

Destination goals- Thank you pages for: signing up for email list, submitting wedding 
proposal form, submitting 'Contact Us' form 

Pages goal- Pages viewed per visit is five or more 

 

Some micro goals that fall along a visitor's decision making path are:

Each of these goals track a potential step a visitor's consideration of 
making a booking.



Filter Capabilites
For regional managers in North 

America, Europe, and South America, 
Google Analytics can filter data by 

region. 
 
 

Admin > View > Filter 
Filter Type: Custom > Include 

Filter Field: Country 
Filter Pattern: Canada|United 

States|Mexico 
 

For the other two regions, include all 
countries wanted in the filter.



Main Landing Pages
Sometimes, the main page of Ladera's website is not the most effective place to send 

visitors. Other landing page options for: 

The Newly Engaged: http://www.ladera.com/romantic-getaways/ 

This page focuses on wedding packages, perfect for couples looking for potential 
destination wedding locations. 

Honeymooners: http://www.ladera.com/packages/honeymoon-packages/ 

For recently married couples, this page focuses on special honeymoon packages.
While getting married at a different location, Honeymooners want to enjoy their new 

marriage in a picturesque location. 

Vow Renew-ers: http://www.ladera.com/romantic-getaways/renew-your-vows/ 

This page focuses specifically on couples who have been married for a longer period of 
time, showcasing Ladera's "renew your vows" package.



Weddings Campaign
For Ladera to create a campaign specifically focused on promoting weddings, they 

should target The Newly Engaged by using http://www.ladera.com/romantic- 
getaways/ as the landing page. 

 
The best three channels to use are where future brides are seeking out information 

about destination weddings: Pinterest, Google AdWords, and email. Pinterest is known 
for its 'inspiration' boards. Its picture dominate format is perfect to show off Ladera's 

beautiful surroundings. Google AdWords will target what exactly future brides are 
searching, and email's great segmentation can be targeted specifically to future brides.



URL Builder
Using a URL Builder, Ladera will 
be able to track the effectiveness 
of each channel's advertising. By 

entering at least the desired 
landing page and campaign 
source, a URL Builder can 

generate a custom URL. The URL 
can then be used to measure 

which URL's have been used the 
most often and which ones have 

led to the highest rates of 
conversion. This can help lead to 
a higher ROI as Ladera will have 
insight into which channels are 

most effective, leading to 
investing more money in those 

channels. 



Understanding Visitors
In order to better understand its visitors to create a more effective conversion path, Ladera should 

use Google Analytics to look at many traceable metrics, including the following: 

Geography- Looking at geography will be beneficial not only to regional managers, but Ladera as a 
whole. Raised in different cultures with different values, people from all across the world have 

different qualifications when looking for a romantic getaway. Geography can help discover those 
differences. 

New vs. Returning Visitors- It is important to see if more Ladera website visits are from new or 
returning visitors. This can help Ladera in the way they display content. 

Since Last Session- To see how often Ladera stays in visitors' minds, it would be useful to see how 
long it's been since the last time they visited. When people are comparing two or more locations, 
they may often check back at the site. This can help Ladera determine how competitive they are 

with other destination venues. 

Sessions per user- Knowing how many times a visitor comes to Ladera's page before booking is 
beneficial. This can help Ladera determine how to create urgency and appeal to indecisive visitors. 

Session Duration- Due to Ladera's luxury price tag, long periods of consideration can be common. 
This metric can help determine just how long it takes for a visitor to consider and make a decision. 



Conclusion
Google Analytics is an extremely important tool for Ladera, and needs to be 

implemented immediately. Once Ladera creates the goals, filters, and URLs laid out 
in this strategy, the resort will be in good shape to run its wedding campaign. From 

there, Ladera should look into creating campaigns for its other two markets, 
Honeymooners and Vow Renew-ers,  with the same Google Analytics tools to 

efficiently increase its conversion rates and ROI. 


