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Client Profile | Corregidor (\kəә-‘re-gəә-‘dȯr\) Island is an island located at the entrance of 

Manila Bay, just an hour away from the Philippine capital city. The island was heavily 

fortified in World War II and an important port of call during the Spanish occupation. Both a 

historic monument and tourist destination, the island is extremely well preserved with most 

war-ravaged buildings still left unrestored in reverence to the Filipino and American soldiers 

who died there.  

Sun Cruises, Incorporated (SCI) is committed to breathing life back into the island 

and preserving its history. Since August 1988, SCI has been the lone provider of ferry 

servicing to and tour services and hotel accommodations in Corregidor Island (day tour rates 

start at Php2,200 or ~$54 inclusive of ferry transfers, a guided tour and buffet lunch[1]). In 

2012, SCI expanded its sales channels to allow online booking and payment on its website, 

www.corregidorphilippines.com (launched in 2010, run by in-house IT personnel), as well as 

through local ticket distributor SM Tickets for increased convenience. SCI maintains a 

Facebook Page (facebook.com/corregidor.ph) currently with 1,923 Likes as of May 12, 2013. 

Market Analysis | The virality of the Department of Tourism’s (DoT) “It’s More Fun in the 

Philippines” campaign in January 2012 propelled tourism performance to double-digit growth 

of 10.76%[2]. Domestic travel, in particular, has surged and is expected to surge further, 

providing a big growth opportunity for SCI. And yet, Corregidor Island does not seem to 

benefit much from this tourism boom. Despite its rich history and unique offerings, the island 

suffers from low awareness and consideration among customers because more appealing 

destinations exist that are also close to Metro Manila. Areas such as Tagaytay, Subic or 

Batangas are perceived to be more accessible, more “fun” and “cool”, and are within the 

same price range, if not cheaper, than Corregidor tours. The threat of competition becomes 

more pressing as company sales data show an 8.91% decrease in number of travelers during 

January-April 2013 (industry peak months) compared to 2012[3]. 

Historically, SCI has targeted young professionals, families, and students to come and 

experience Corregidor Island with different activities for all ages. Recently, however, the 

company recognized it must target a specific market segment to bring life back into 

Corregidor. According to SCI’s data, the youth market (age groups 18-24 and 25-34) show 

the highest potential -- representing 64.0%[4] of total Corregidor visitors in the past years.  

Current Marketing | With this vision, the company began shifting their efforts towards 

targeting the youth market through digital platforms. SCI currently uses its website mainly as 

an information hub for prospective clients. According to Google Analytics, the site attracts an 

1Based on 2013 SCI Prices; $53.53 (1 USD = Php 41.10 as of 5/12/2013) 
2Q1 2013 – Q1 2012 Comparison; Source: Philippine Department of Tourism 
3,4As per 2012 SCI Sales Data 
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average of 677 daily page visits, 84% of 

which are from within the Philippines. 

Since SCI has yet to use AdWords, 59% 

of its visits are organic search leads and 

the rest are direct visits and referrals 

from other sites. The website is filled 

with relevant information, but still has a 

lot of room for improvement in the areas of site navigation; ease of access, particularly in its 

online booking interface; location of call-to-action (book-and-pay) buttons; mobile support 

and overall aesthetics and design. Around 90-95%[5] of SCI’s business was generated through 

word-of-mouth, above-the-line efforts such as print media, company tie-ups and featurettes 

on local television shows, none of which, however, promote the website URL. 

Conclusion | Google AdWords is the next logical step for SCI in strengthening branding and 

being competitive in the digital space. Online information gathering is a key part of the 

buying decision process, particularly in the travel industry. This consumer behavior, coupled 

with Corregidor Island’s low awareness and consideration among the target market, provides 

for a big opportunity to optimize SCI’s online marketing particularly with Google AdWords. 

Proposed AdWords Strategy | The primary goal of our online marketing campaign is to 

drive company sales in both volume (number of visitors) and revenue (in Philippine pesos), 

while the secondary objective is to promote awareness for Corregidor and market it as a “fun, 

near-Metro Manila getaway adventure for groups of friends”. To effectively reach these 

goals, we created highly targeted campaigns with distinguished AdGroups in each. 

The campaigns are divided based on a general-to-specific model that aims to provide 

an expansive reach of audience. They are also segregated according to the service offerings 

of SCI that targets the individual interests of customers such as those seeking only “Day 

Tours” to even those looking for “Adventure Tours”. Moreover, these campaigns provide 

optimal targeting in each segment of the Consumer Purchase Lifecycle (from awareness to 

advocacy) to influence them at every point in their buying decisions and even beyond. 

         Besides comprehensive Search campaigns, a Display campaign for Travel will be 

utilized as it is vital to capture the interest of many potential customers due to the high traffic 

that Travel Websites such as blogs, travel advisory sites, and the like have through Topic and 

Managed Site Targeting. Aside from this, we will utilize keywords that are location-specific 

(e.g. “Philippines”, “Metro Manila”, “Corregidor”) and are interest-specific (e.g. “Zip Line”, 

“Beach”) to have widespread visibility. 
5As per 2012 SCI Sales Data 
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The branding campaign is specifically made to capture the high-potential, untapped 

youth market segment, specifically groups of friends (locally known as a “barkada”) in 

Metro Manila through GeoTargeting and Age Targeting Feature Options. These groups are 

always on the look-out for new and exciting activities that are out-of-the-ordinary while still 

within proximity for ease of travel. With this, we will utilize “+Near Manila” keywords to 

highlight the proximity and accessibility of Corregidor to Manila. We will immediately use 

broad, broad + match, exact and phrase match at the beginning of the AdWords campaign to 

capture a wide audience, attract traffic to the website and increase CTR . A comprehensive 

list of new and negative keywords will be generated through the use of Google Trends, 

Keyword Tool, Searched Query Reports and Contextual Targeting Tool in AdWords. 

To prevent untargeted customers on clicking our ads, negative keywords will be used 

to exclude them from the campaigns. Sample negative keywords are academic-related 

research on Corregidor (“-Corregidor history”; “-Death March”; etc.), services not provided 

by SCI (e.g. “-water sports”), and locations that are not near nor related to Corregidor (“-

Boracay”; “-International”; “-Asia”).  After a week, we will pay special attention to CTR and 

CPC metrics. Poor performing keywords with low CTR and high CPC will be taken down 

and optimal keywords suggested by Google under the Opportunities tab will be used. The Bid 

Simulator Tool will also be used to recalibrate CPC bids and to optimize the campaigns and 

the keywords used. 

Our Ads will utilize strategies such as the use of questions, capital letters at the start 

of each word and Keyword Insert Tool to easily capture the interest of viewers. Each 

AdGroup 

will have 3-4 
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ads and will not be made to rotate but will instead be changed manually to complement a 

discount promotion period that the client has already planned prior to the inception of our 

AdWords Campaign. This planned promotion will be adopted and integrated into the 

campaign by being exclusively advertised and available online through AdWords and 

voucher downloads from the site to bolster potential sales from the said promotion and isolate 

direct sales contributions from the AdWords Campaign. Before and after the promo period, 

generic search and display ads will be used and will be consistently monitored for their 

CTR’s and subsequently modified through the “Optimize for Clicks” option. 

Budget | 90% of the budget will be allocated to the GSN in anticipation of a higher CPC than 

in the GDN as a result of more 

expected clicks and tighter 

competition for keyword bids and ad 

positions. 50% of the total budget 

allocated to the Tours & Packages 

campaign since the primary objective 

is to increase sales with the other half being shared by Branding, Awareness and Display ads. 

The weekly budget allocation will be on a 30%-30%-40% basis (see Budget table above) 

since we expect the launch of the discount promos to be in the 3rd week, thereby, requiring 

more capacity for ads to appear and further induce conversions. 

Objectives, KPIs and DMs | We expect to generate an ROI of 100% or sales worth $500 

brought about by the $250 AdWords campaign through higher online bookings, downloaded 

and realized (presented and 

paid) discount coupons and 

upsurge in phone inquiries 

and bookings. We also aim to 

achieve improved site traffic 

versus before-campaign data. 

Since this will be SCI’s first 

AdWords campaign, average 

Philippine CTR of 1% and 

0.10% for GSN and GDN, 

respectively[6], were used as baseline targets. The team set KPIs of approximately 50,000 

GSN impressions (500 clicks) and 100,000 GDN impressions (100 clicks) with CPC’s of 

$0.45 and $0.25[7], respectively, for total CTR of 0.4% and CPC of $0.42.   
6Based on MediaMind, Global Benchmark Report Q4-2010 
7CPC’s were computed based on budget allocation (90%-10% search-display 
allocation) and average Philippine search and display CTR’s.  


