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Website & Content Marketing
SEO & AEO Strategy

● Implement a combined SEO/AEO strategy to improve visibility across search and AI platforms
● Target high-intent keywords and optimize titles, headers, and internal linking
● Expand trip-planning content (itineraries, seasonal guides, event pages)
● Develop FAQ-style content to support voice search and AI results
● Use structured formatting to improve snippet and AI visibility
● Apply insights from Google Ads and Meta to guide content and keywords
● Measure performance via traffic, rankings, engagement, and conversions
● Continuously optimize to drive discovery and trip planning

Measurement Framework

Performance will be tracked 
across:

● Traffic: Users, sessions, 
traffic sources

● Engagement: Time on 
page, pages per 
session

● Content Performance: 
Top pages, itinerary 
engagement

● Conversion: Guide 
downloads, 
trip-planning actions
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