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INDUSTRY TRENDS



43%
on social media networks

US TRAVELER TIME SPENT ONLINE

Source: 2018 MMGY Global Portrait of American Travelers



52%
Source: 2018 MMGY Global Portrait of American Travelers

US MILLENNIAL TRAVELER 

TIME SPENT ONLINE

on social media networks
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54%
MILLENNIALS

40%
GEN X

29%
BOOMERS

I  LIKE USING SOCIAL MEDIA 

TO SHARE MY TRAVEL EXPERIENCES

Source: 2018 MMGY Global Portrait of American Travelers



27%
Consider social media posts from 

friends/family when looking for travel 

ideas and inspiration

Source: 2018 MMGY Global Portrait of American Travelers



31%
Decided to visit a destination based 

partially on research/feedback from a 

social network

Source: 2018 MMGY Global Portrait of American Travelers



I N D U S T R Y  T R E N D S  

USER GENERATED 

CONTENT

UGC PERFORMS

50% BETTER
than stock photography

UGC IS TRUSTED MOST

BY 84% OF 

CONSUMERS



1.87 

BILLION
will consume video content via mobile in 2018 with 

social media as the leading reason for growth

VIDEO CONTENT

Source: eMarketer 2018



70%
MILLENNIALS WATCHING VIDEO CONTENT WEEKLY

Source: eMarketer 2017



Source: Facebook data, Q3 2015 15

2.5 

seconds

1.7 

seconds



I N D U S T R Y  T R E N D S  

VIDEO BEST PRACTICES

• Keep it short: especially on mobile, video works best when 

it's 15 seconds or less

• Capture attention quickly: by starting with the most 

compelling parts of your video

• Use vertical or square video: in order for your video ads to 

take up more of the screen. For Facebook and Instagram 

placements we recommend keeping video in a 1:1 ratio. 

When adding an Instagram Stories placement we 

recommend re-sizing for the vertical format

• Feature your brand message early: average time spent on 

content is 1.7 seconds on mobile and 2.5 seconds on 

desktop

When using video that wasn't created for social, edit your 

videos: in order for the brand message to be featured as 

quickly as possible

• Use captions: so people can better understand what they're 

viewing



CONTENT STRATEGY



C O N T E N T  S T R AT E G Y  

THREE KEY PRINCIPLES 

1. Visual Content is KING 

2. Remember the 80/20 RULE of content 

3. AUTHENTICITY is everything 



C O N T E N T  S T R AT E G Y  

CHANNEL APPROACH

FACEBOOK
Innovation, information, long-form campaigns

INSTAGRAM
Inspiration

TWITTER
News, events, customer service

PINTEREST
Destinations, inspiration, vacation planning 

INSTAGRAM STORIES
Behind-the-scenes, discovery



C O N T E N T  S T R AT E G Y  

CONTENT BUCKETS

1. Guest Moments

2. Destination Features

3. Hotel Features

4. Holiday Content

5. Promotional Content

Guest Moments
40%

Destination Features
35%

Hotel Features
10%

Promotional Content
10%

Holiday Content
5%



C O N T E N T  S T R AT E G Y  



C O N T E N T  S T R AT E G Y  

CHANNEL POSTING CADENCE

Facebook

• Focus on quality of content vs quantity – it is better to post every other day than daily if the quality of what is shared 

is the focus! 

• Do not post more than 1 piece of content per day  

• Posts with 80 characters or less see 66% more engagement 

Instagram

• Focus on quality of imagery shared vs. daily posting structure  

• 3 strong posts per week are better than 7 so-so posts 

Twitter

• Always include a high quality image within each tweet. Content including imagery garners higher engagement than 

text only posts for brands 

Pinterest

• Strive to pin 5-10 new pins or re-pins 1 to 2x weekly to keep your presence on your follower’s feeds 



C O N T E N T  S T R AT E G Y  

CONTENT STRATEGY BEST PRACTICES

• Quality vs quantity of content

– Follow a realistic posting cadence that works for your channels

• Don’t overdo it! 

– Don’t create social accounts for the sake of having them. Only create accounts on platforms where your 

audience spends their time and engages with your content  

• Remember the 80/20 rule of content

• Authenticity is everything  

• Don’t over do it with hashtags

• Respond to comments on your page as soon as possible, preferably within 24 hours

• Do not delete negative comments unless they violate your comment policy

– Users will respond more positively if they see you approach a negative comment directly with solutions to 

resolve the issue

– After acknowledging a negative comment or review, try to take the conversation “offline” through direct 

messages



CRISIS 

COMMUNICATION



C R I S I S  C O M M U N I C AT I O N  

CRISIS COMMUNICATION PLAN DEVELOPMENT  

STEP 1: Establish crisis management tiers 

• Determine level of crisis that may occur: What is the incident? Who does this impact? What are the 

possible outcomes? 

• Next steps will differ based on level of crisis 

STEP 2: Determine internal responsibilities 

• Assign roles and responsibilities to the team for each tier 

• The severity of the situation determines the amount of assistance needed 

STEP 3: Create response protocol 

• Develop action plan + suggested response for potential issues 

• Utilize past experiences to determine what might arise in the future 



C R I S I S  C O M M U N I C AT I O N  

CRISIS COMMUNICATION RECOMMENDATIONS 

• Follow the ”rule of 3” – respond to users 2x maximum 

• Do not delete any social posts, no matter how critical, unless they violate your Facebook guidelines 

(e.g., offensive language, personal attaches and threats, etc.) 

• On Twitter, use multiple tweets for responses when necessary. Note the number of tweet (e.g., 1/3 

or 2/4) at the end of each tweet to ensure tweets are not taken out of context 

• Regardless of the tone of the user, always be polite! 



SOCIAL PLATFORM 

TOOLS



S O C I A L  P L AT F O R M  T O O L S  

FACEBOOK BUSINESS MANAGER  

How do I set up a Business Manager Account? 

• Go to: https://business.facebook.com/overview



S O C I A L  P L AT F O R M  T O O L S  

FACEBOOK BUSINESS MANAGER  

How do I set up a Business Manager Account? 

• Go to: https://business.facebook.com/overview

• Enter your business name 

• Enter your business email 

– Do not enter your personal email account as you want to keep your 

private and professional accounts separate 

• Add your assets: pages, ad accounts + people in your organization 

https://business.facebook.com/overview


S O C I A L  P L AT F O R M  T O O L S  

SOCIAL MEDIA MONITORING TOOLS 

Facebook Pages Manager Facebook Ads Manager Hootsuite



S O C I A L  P L AT F O R M  T O O L S  

DESIGN 

CANVA 



S O C I A L  P L AT F O R M  T O O L S  

DESIGN 

LEGEND 

• Turn text into animation to 

create short-form social 

friendly video with two taps 

• Works seamlessly with 

Facebook, Instagram and 

Twitter 



S O C I A L  P L AT F O R M  T O O L S  

QUICK RESOURCES 

Facebook Blueprint 

• https://www.facebook.com/blueprint

Facebook Help Center 

• https://www.facebook.com/help/

Facebook Business Support 

• https://www.facebook.com/business/support/topic/business-page

https://www.facebook.com/blueprint
https://www.facebook.com/help/
https://www.facebook.com/business/support/topic/business-page


SOCIAL MEDIA 

METRICS



S O C I A L  M E D I A M E T R I C S  

FACEBOOK ANALYTICS 



S O C I A L  M E D I A M E T R I C S  

FACEBOOK ANALYTICS 



S O C I A L  M E D I A M E T R I C S  

FACEBOOK ANALYTICS 



S O C I A L  M E D I A M E T R I C S  

FACEBOOK ANALYTICS 



S O C I A L  M E D I A M E T R I C S  

TWITTER ANALYTICS 



S O C I A L  M E D I A M E T R I C S  

TWITTER ANALYTICS 



S O C I A L  M E D I A M E T R I C S  

INSTAGRAM ANALYTICS 



INSTAGRAM



400+ PEOPLE USE INSTAGRAM 

EVERY DAY

INSTA YEAH

MILLION

250+ INSTAGRAMMERS USE 

STORIES EVERY DAY

MILLION

Source: Facebook Inc. 2017



WATCH INSTAGRAM STORIES

63%
MILLENNIALS

37%
X-ERS

25%
BOOMERS

Source: 2018 MMGY Global Portrait of American Travelers



I N S TA G R A M

INSTAGRAM STORIES

• A full-screen “highlight reel” that lives 

for 24 hours

• Can be enhanced with playful 

creative tools such as stickers, emojis 

and GIFs

• Share real-time moments with your 

followers

• Create authentic content that 

resonates with users



I N S TA G R A M

INSTAGRAM STORIES
Do’s

• Share high quality imagery that provides your audience with an insider’s 

view 

• Use location tags, hashtags and stickers to create engaging, highly 

visual Story content 

• Take advantage of the full screen and use vertical images + video 

• Before sharing think: ”Would I like to see this on social?” 

Don’ts 

• Create content that is overly produced

• #Use #Too #Many #Hashtags 

• Put text too close to the Story frame edges  

• Clutter the image with too many stickers, gifs, etc. – let the image do the 

talking!  



I N S TA G R A M

INSTAGRAM STORY HIGHLIGHTS

• Group your curated stories together 

to create permanent Story content 

that lives on your profile

• Allows you to feature: 

– Resort or attraction highlights 

– Special events 

– Campaigns 

– Influencer highlights 

– Special offers 



I N S TA G R A M

IGTV

• Test horizontal and vertical videos

• Create content that is engaging and 
resonates with your audience 

• Utilize social media insights to 
determine which pieces of 
content garner the highest 
amount of video views 

• Utilize current video assets resized 
for the platform and utilize the 
platform to share unique 
experiences 



FACEBOOK 

TARGETING



FA C E B O O K  TA R G E T I N G  

This year, Facebook has hit 

a new height, taking in $1 

of every $10 spent on all 

advertising—digital and 

non-digital combined. 
- eMarketer



FA C E B O O K  TA R G E T I N G

FACEBOOK AUDIENCES

What are Custom Audiences?

• Choose the people you want to reach through Facebook’s targeting capabilities. Saved 

audiences allow you to reach people based on their demographics, interests, location 

and behavior. 

Types of Custom Audiences

• Emails Lists

• Website Visitors

• Lookalikes

• Core Audiences 



FA C E B O O K  TA R G E T I N G

FACEBOOK AUDIENCES

Website Retargeting Lookalike Audience Email database



FA C E B O O K  TA R G E T I N G

HOW TO CREATE CUSTOM AUDIENCES

Step 1: In Ads Manager click 

“tools”, then click on 

“Audiences”

Step 2: Click on “Create 

Audience



FA C E B O O K  TA R G E T I N G

HOW TO CREATE CUSTOM AUDIENCES

Step 3: Select the custom audience 

you want to create

Step 4: Choose to add customers 

from your own files and data 

*Files must first be converted to a .CSV or TXT file 



FA C E B O O K  TA R G E T I N G

HOW TO CREATE CUSTOM AUDIENCES

Step 5: Next to ”Original Data 

Source”, choose how the customer 
information in your list was originally 
gathered

Step 6: Upload your customer list 

and name your new audience

*Files must first be converted to a .CSV or TXT file 



FA C E B O O K  TA R G E T I N G

HOW TO CREATE CUSTOM AUDIENCES

Step 7: Use your newly uploaded 

custom audience to create a 

lookalike audience

Step 8: Update your audience 

location and audience size



FA C E B O O K  TA R G E T I N G

HOW TO CREATE CUSTOM AUDIENCES

*All custom audiences will show up in the “Audience” section of your 

Business Manager account once created



CO-OP 

OPPORTUNITIES



S O C I A L  C O - O P  O P P O R T U N I T I E S

SOCIAL CO-OPS

FACEBOOK SLIDESHOW AD

•Overview: Provides the ability to showcase your business on 

Facebook, in video format, by utilizing Lee County’s custom 

targeting to generate Facebook website referral leads

•Targeting: Custom Audience targeting created from the current 

LCVB email database 

•Goal: To drive an interested audience to click-through to partner 

website

•Placement: Slideshow ad to be launched from partner Facebook 

account and live on the userÕs newsfeed

•Partner must provide 3-5 high quality images, all sized 

1080x1080  

•Cost: $500 (VCB Matches)



S O C I A L  C O - O P  O P P O R T U N I T I E S

SOCIAL CO-OPS

FACEBOOK & INSTAGRAM SLIDESHOW AD

• Overview: Provides the ability to showcase your business on 

Facebook and Instagram, in video format, by utilizing Lee 

County’s custom targeting, to generate Facebook and 

Instagram website referral leads

• Targeting: Custom Audience targeting created from the current 

LCVB email database 

• Goal: To drive an interested audience to click-through to 

partner website

• Placement: Slideshow ad to be launched from partner 

Facebook and Instagram accounts and live on the user’s 

newsfeeds

• Partner must provide 3-5 high quality images, all sized 

1080x1080  

• Cost: $500 (VCB Matches)



S O C I A L  C O - O P  O P P O R T U N I T I E S

SOCIAL CO-OPS

FACEBOOK RETARGETING

• Overview: Retargeting ads are an effective way for partners 

to reach people on Facebook after they’ve already visited 

fortmyers-sanibel.com. Retargeting ads will help reach 

consumers who have already shown interest in the vacation 

planning process and re-engage them with relevant 

messaging, making your ads even more impactful

• Targeting: Custom Audience that includes users who have 

visited fortmyers-sanibel.com

• Goal: To drive an interested audience to click-through to 

partner website

• Placement: Ad to be launched from partner Facebook 

account and live on the user’s newsfeed

• Cost: $500 (VCB Matches)



S O C I A L  C O - O P  O P P O R T U N I T I E S

SOCIAL CO-OPS

FACEBOOK & INSTAGRAM RETARGETING

• Overview: Retargeting ads are an effective way for partners 

to reach people on Facebook and Instagram after they’ve 

already visited fortmyers-sanibel.com. Retargeting ads will 

help reach consumers who have already shown interest in 

the vacation planning process and re-engage them with 

relevant messaging, making your ads even more impactful

• Targeting: Custom Audience that includes users who have 

visited fortmyers-sanibel.com

• Goal: To drive an interested audience to click-through to 

partner website

• Placement: Ad to be launched from partner Facebook and 

Instagram accounts and live on the user’s newsfeeds

• Cost: $500 (VCB Matches)



S O C I A L  C O - O P  O P P O R T U N I T I E S

SOCIAL CO-OPS

FACEBOOK & INSTAGRAM CAROUSEL AD

• Overview: Showcase your business on Facebook and Instagram 

through The Beaches of Fort Myers & Sanibel’s Facebook and 

Instagram channels, utilizing a custom audience of those who have 

previously interacted with content shared on The Beaches of Fort 

Myers & Sanibel’s social channels

• Targeting: Custom Audience of users who have visited interacted 

with content shared on The Beaches of Fort Myers & Sanibel’s 

Facebook and Instagram channels

• Goal: To drive interested audience to click-through to partner website

• Placement: Ad to be launched from The Beaches of Fort Myers & 

Sanibel’s Facebook and Instagram accounts and live on the user’s 

newsfeeds

• Images must be approved by VCB. VCB reserves the right to change 

image 

• Cost: $500 (VCB Matches)



Q&A


