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Sunday, 25 January 2015 About Me
The Not So Fancy Wedding Show O zabeth Moias

Currenty studying and working
For the first time in my life I decided to attend a wedding show, but little did I know what would be in store for a part-iime job in a luxury retail
me. | asked my fiancéto join me because | lways admired his opinion and would Jove forhim 0 be a part of boutique. On Christmas Eve the
the wedding planning. After stuck in traffic for over an hour on the highway going eastbound to Toronto we love of my life and souimate

finally made it there. Tums out we parked on the wrong side of the Toronto Metro Coavention Centre. Than proposed to me. | am so excited to pian my
the anticipation kicks in and realization that we only have two hours to see everything and not to mention we wedding and can not wai for my wedding.
have n0 idea how to get o the other building. View my complete profie 7

Coral, Blush Pink, Sky Blue and

Eventually we managed to find our way to the wedding show and register our names in order to receive a

adge. The papose ofthis badge i 50 vendos an canthem i onder b g emals o sighup for coness Blog Archive Pale Yellow.
however the sad part was that 20% of the actual vendors scan your badge. Not to meation that many did not
seem enthusastic to be there which | think s very unfortunat that thy have these people representing their T 215(13)
busineses. > March (6)
» February (1)

There were oaly a handful of people that I met who seemed to be sincere and not pushy to book now and get a

deal. | bomestly believe we should have made giantsigns or hats so | idait have to repeat myself over and ' M(S)F ® Bd IC] nce

ove agea oot When e yo geting manied? Areyou e bekde? How masy peope e you having e Tha Mot 30 Fancy Weddeg Show

Wedding? Each person will ask the same question and will give you that *Oh congratulations!” with a fake Fairytale Weddings i Q
[ S Content vs. Visuals
It never seems to amaze me on the sales pitch that they give you when your standing looking at their stuff. I Great Gatsty

had 1 different photography vendorsty to sel me ther *glass pboto albem with high quality peper” and that William Shakespeare - Love

“it's different from everyone el and i the best choice. Really? There is another booth across from you with Oubs

the same book on their table! Like you can literally see it and there s nothing differeat between the other 15 What Now?

that | have seen in the pas hour. 4

T hooestly tink the ideal search s siting on my laplop in the comfortof my own home, and searching stuff
B
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My word of advice if you are atteading a wedding show is o create shirts with your wedding information 0a
them "Newly Engaged" "Wedding Day June 1672015" "Yes, that's right. | am the bride." Or even a better idea,
the Wedding Show could make printed shirs instead of those pointless badges that 20 cee uses. We all know
the caly reason why they collect your information is 10 give it o third pasties for marketing and advertising
purposes.

‘Why ot print out shirts for everyone 2ad pay a fraction of the price that it costs 1o reat out those fancy touch
creen machines and printes. They could even creae excitement by offeing a vaiety of colours. They koow
we are going 10 keep them and they can beand ther logo all over it forfree advertisement implementing that
we atended 10 the bridal show.

My second advice 1o you will be o go to Michaeds Craft Store or asy retadler that may offer this service and
Create 2 custom stamp with your personal information such as name, address, email and etc. It will lterally be
the best thing you have ever done aad can bring it along for other wedding shows.

No more filling out ballots and wasting time on them when you could be looking at oher veadors. | promise
you that you will thask me later. Afier the fifth ballot your hand starts to cramp and you will be camrying so
‘much st by that time that you're juggling everything. Let's be honest who doesat ke free things or the
opportunity of being that lucky bride who wins ber dream wedding!

And lastly, you should create 2 new email account before poing to any bridal show. This will prevent getting
bombarded by bundreds of emails and to avoid your emails getting mixed up. I recommend having fun with it
and incorporating your names or wedding date in it It is much more manageable and you woat get woken up
i the moming with sotifications ca your phone.

Personally I think | will stay away from wedding shows for now and may or may not retum 1o them in the
futare. | hope 10 ask friends who have been recently married in the past couple years and get their advice cn
their personal experieaces about their wedding. Being in my tweaties is definitely has its advantages since
everyone you know is getting marmied and the best partis newly marmied woman are always so happy to help.

Elizabeth - Bride to be

Posid by Ezabet Noas 2 193
MBEE® 81 +2 Recommend tis on Google

3 comments:
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be in store for me. | asked my fiancé to...

Sand Between Our Toes
Thinking of having a romantic
destination wedding with your
closest friends and famiy
members? Destination wedding

sau.

Unraveling Traditions

Most people have attended at
least one wedding in our Ifetime,
whether it was our own or
someone close 10 us. Whie the

What Now?

A million thoughts will race through your mind
moments after you place that beautfl ring on
your finger. What do we do now? Where should

Wiliam Shakespeare - Love
Quote

“When | saw you | fellin love,
and you smiled because you
know." Beautfully writien by
Wiliam Shakespeare. There is nothi..

The Cinderelia Dress Effect
Walking into a bridal boutique
can be one of the most
intmidating and stressful
moments for any bride.
Sometimes we wish it could be as e...

Crunchng Numbers

§5 As | begin looking at venues,
SR resses, cakes and l the
g wonderful things that | would love
=0 have for my wedding. The only

Marvelous Wedding Venues
After writing Sand Between Our
Toes, | began to wonder about
the endless places where we
could have a destination
wedding. It was exct...

* Blog Archive
— Profile of Writer

— Popular Posts

* lcons
— Opportunity to Share

— Comment on Webpage

* Content/Discussions
— Wedding Hot Topics
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Audience Overview

Audience Overview

Email Export v Add to Dashboard Shortcut

All Sessions
100.00%

+ Add Segment
Overview

Sessions - VS. Select a metric

Feb 25, 2015 -Mar 27, 2015 -

-«

Hourly Day Week Month

® Sessions
20
— - - —— /\_ y, -
Mar 1 Mar 8 Mar 15 Mar 22
M Returning Visitor M New Visitor
Sessions Users Pageviews Pages / Session Avg. Session Duration Bounce Rate % New Sessions
85 41 414 4.87 00:08:22 49.41% 36.47%
) S~ A W B ) WY Y W A ) VI NI\ WAV | A A | AA_Ar~ |\ AAN~A

* Audience

— 63.5% Returning Visitors
— 36.5% New Visitors

* Single Page Visits
— 49.4% Bounce Rate

* Engagement * Traffic
— 4.87 Pages/Session =

Multiple Posts Per Day
— 8 Minutes/Per Session

— Utilizing Data
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Social Media

Referral Traffic

Customize

Email

Feb 26, 2015 -Mar 28, 2015

Export ~ Add to Dashboard Shortcut 7
All Sessions + Add Segment
91.67%
Explorer
Summary ~ Site Usage Ecommerce
Sessions ~ VS. Select a metric Day Week Month 4 <%
® Sessions
20
10
Mar 1 Mar & Mar 15 Mar 22
Primary Dimension: Source Landing Page Other
Secondary dimension ~ | Sort Type: | Default ~ a Ble| =|xl=
Acquisition Behavior Conversions
Source
Sessions < % New Sessions New Users Bounce Rate Pages / Session Avg. Session Duration el G Em (D Coll G Goal Value
77 29.87% 23 46.75% 4.77 00:08:02 0.00% (o] $0.00
% of Total: 91.67% Avg for View: 34.52% % of Total: 79.31% Avg for View: 48.81% Avg for View: 4.81 Avg for View: 00:08:26 Avg for View: 0.00% % of Total: 0.00% (0) % of Total: 0.00%
(84; (-13.48%) (29) (-4.21%) (-0.90%) (4.81%) (0.00%) ($0.00)
C 1. m.facebook.com 26(33.77%) 57.69% 15(65.22%) 73.08% 1.81 00:01:21 0.00% 0 (0.00%) $0.00 (0.00%)
©) | 2. pinterest.com 25(32.47%) 4.00% 1(4.35%) 32.00% 5.56 00:12:00 0.00% 0 (0.00%) $0.00 (0.00%)
)| 3. blogger.com 12(15.58%) 8.33% 1(4.35%) 16.67% 12.67 00:19:51 0.00% 0(0.00%) $0.00 (0.00%)
) | 4. facebook.com 12(15.58%) 33.33% 4(17.39%) 50.00% 2.17 00:03:38 0.00% 0 (0.00%) $0.00 (0.00%)
0 5. lfacebook.com 1(1.30%) 100.00% 1(4.35%) 100.00% 1.00 00:00:00 0.00% 0(0.00%) $0.00 (0.00%)
) | 6. Im.facebook.com 1(1.30%) 100.00% 1(4.35%) 0.00% 2.00 00:01:14 0.00% 0 (0.00%) $0.00 (0.00%)

e 929% Social Traffic
52% Facebook.com

32% Pinterest.com

Twitter

No Traffic
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Searc

Google Search: Top 1,000 daily queries.

Customize Email Export~ Shortcut

% of clicks: 0.00%
Explorer
Impressions ~ VS. Select a metric

® Impressions
5

Mar 1

h Engine Optimization

Feb 26, 2015-Mar 28, 2015 -

No data is available from the most recent 2 calendar days.

Primary Dimension: Query Other -

Secondary dimension

Query

1. ifellin love with her courage great gatsby

2. william shakespeare love quotes for wedding

— 5 Impressions

— 5 Impressions

% of Total: 83.33% (12)

“I fell in love with her courage Great Gatsby”

“William Shakespeare love quotes for wedding”

&% %
Mar 22
E— Y D S
CTR
14 0.00%
Avg for View: 39 (-66.84%) Avg for View: 41.67% (-100.00%)
23 0.00%
4.4 0.00%

Showrows:[ﬂ) :)Go(o: 1 1-20f2 | < | >

ASHTON




Users Flow

Level of Detall = Export -

Al Sessions
10000%

. 201503, Lt
s

+Mdd Segment

Starting pages
B3 sesslons, 62 drop-offs
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IstInteraction
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2nd Interaction
16 sesslons, § dropoffs
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Users Flow

Feb 26, 2015-Mar 28, 2015 -

3rd Interaction
11 sessions, 2 drop-offs.
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4th nteraction Sth Interaction
9 sesslons, 2 drop-offs 7sesslons, 1 dropeoffs
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LH

6th Interact
6 sessions,

2150
LE

2150
L

Starting Page
— 83 Sessions, 62 Drop-offs

15" Interaction
— 21 Sessions, 5 Drop-offs

2"¢ Interaction
— 16 Sessions, 5 Drop-offs

3'd Interaction
— 11 Sessions, 2 Drop-offs

4™ |Interaction
— @ Sessions, 1 Drop-offs

ASHTON




Conclusion

* Recommendations
— Video/Rich Media
— Expanding & Relating Content
— Trending Topics
— Engaging Visitors

* Social Media Focus
— Facebook

— Pinterest
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Sources

* Google Analytics

— https:/ /www.google.com/analytics /web /2hI=en#treport/
visitors-overview /a58476518w92448703p96217626/




