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Introduction

B 4 years of social media experience
B background in public relations, email and online marketing

B social media and web analytics coordinator at MMG
Worldwide

B MMG Worldwide Is a marketing communications agency
working exclusively with premier travel, hospitality and
entertainment companies

B social media clients include: Branson/Lakes Area CVB,
Colorado, The Caribe, Santa Barbara, Trump Hotel Collection
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Overview

® who Is participating in social media?
® what are your social media goals?
® where are you targeting your social media efforts?

® when do you post your social media content?
® why are you using social media?

® how much time is your organization spending on social media?




reach/demographics




“Why Should My Business Be In Social Media2”

B there are more than 550 million active Facebook users
B 50% of active users log on to Facebook in any given day

B people spend over 700 billion minutes per month on Facebook

B social networks account for one in every 4.5 minutes spent online
B Twitter has more than 175 million registered users
® 35 hours of video are uploaded every minute on YouTube

® Flickr hosts over 5 billion user photos and members upload more
than 3,000 images every minute

® Foursquare has more than 7.5 million registered users




Over 50% of the world's population is under 30-years-old
96% of them have jeined a secial nelwerlk

The fastest growing segment on Facebook
is 55-65 year-eld females

People care more about how their social graph ranks products and services
than hew Geegle ranks them

Business 2 Business use social media more than Business 2 Consumer
nel much mere th&ugh 86% vs 82%

The top z;lpg)lications for the use of social media for b2b marketers are

theught leadlership (59.8%), lead generation (48.9%),
customer feedback (45.7%) and advertising en sites (347%)

If Facebook were a country...
it weuld be the werld's 3rd largest (ahead of the US)

78% of consumers trust peer recommendations
only 14% trust advertisements




Learn more about this list

Eld |aﬂﬂer by Google

MSsn.com
v-xilva:igen:lia.nrg
amMazorn.com

bing.com

ebay com

10 blogspot com
11 craigslist.org

12 [ microsoft.com
13 [ go.com

14 0 ask.com

15 [ weather.com

16 ¥ aol.com

17 (& about.com

18 L netflix com

19 [ bankofamerica.com

20 CNN_Com

21 [

22 0 twitter. com

chow._com
24 paypal.com

25 apple.com
26 linkedin.com

27 [ myspace com
28 ANSWErS.Ccom
29 [ walmar com

30 adobe_com

The 100 most-visited sites: United States
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Page Views

300,000,000,000
36,000,000,000
27.000,000,000
6,400,000,000
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1,700,000,000
4.800,000,000
2,800.000.000
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2.,500.000.000
1,700,000,000
210,000,000
950,000,000
450,000,000
1.400.000.000
2.100,000,000
190,000,000
870,000,000
250,000,000

Data: Jaunary 2011
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If all U.S. Internet time were condensed into one hour, how much time
would be spent in the most heavily used sectors?

us-time-spent-online-new

Social
Networks/
Blogs

13m 36s

Classifieds/
Auctions
im 36s
Multi-category
Entertainment
Tm42s
Software Info Portals
2moos Search “*Videos/ Instant Z2m 365
Movies Messaging nielsen
2m 18s 2m24s
Source:Nielsen NetView. June 2010

*Other refers to 74 remaining online categories visited from PC/laptops

**NetView's Videos/Movies category refers to time spent on video-specific (e,g.. YouTube, 8ing Videos, Hulu)
and movie-related websites (e.g., IMDE, MSN Movies and Netflix) only. It is not a measure of video streaming or inclusive of
video streaming on non- video-specific or movie- speufm websites fc g streamed video on SPOrts or news 5:!05}




demographics
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demographics
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demographics

flickr
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* Traffic to the website from social channels : y * Employ brand monitoring services

» Website visitor engagement " : Q 25 e Utilize Travel Share and web analytic
* Leads and revenue generated B
* Social media exposure and growth
» Off-site visits to social networks

* Social buzz generated

® Consumer sentiment

» Competitive data set

analysis

* Analyze social media

demographics

* |dentify social media

e Outline social marketing 5 o U influencers

and consumer engagement _ .

* Develop social network profiles
strategy
and channels

e Organically grow social media

hg | e e Plan online media plocements on

channels
social networks

* Appoint web spolesperson fo manage * Incorporate social media calls-to-
outreach :
action

e \MGWOR[PWIDE



Approach

B act as resource

@ provide customer service

B create advocates for your business and empower them to share
B post photos, videos and request fan media

B drive gqualified website referrals

B generate leads
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Social Media Monitoring

B capture conversations

B identify influencers

® understand consumer sentiment
® respond when appropriate

B measure results over time




Social Media Monitoring

® paid tools ® free tools
spirall6 google alerts
pr newswire twitter search
radian6 technorati
buzzlogic boardtracker
revinate (hotels only) socialmention
lithium rowfeeder (750 mentions per

month for free)




Social Media Monitoring

B Yelp & TripAdvisor
manage ANAOwner 0s pageo
update copy, videos & images

share information with travelers

track conversations and address negative comments when necessary
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Communications Strategy

® monitor online conversations
B determine voice/tone for social channels

B develop messaging

B participate in social media conversations

® enhance the customer experience

® reach loyal customers about new products or changes
B raise awareness and generate leads

B set goals for your channels (for example: driving visits to your
website, increasing ecommerce, generating email leads)




Develop Messaging

® message types
promotional
event announcement
news and information
casual

direct engagement

retweets (Twitter only)




Editorial Calendars

B use editorial calendar to schedule out promotional messaging

B determine topics for promotional messaging
B shorten links to include in the messages
® write out messages, using targeted keywords

B use calendar to determine when messages will go out
(according to the frequency you decide on)

B for Twitter, pre-schedule messages using a Twitter application

@ do not depend only on these static messages; must also directly
engage on social networks with direct response Facebook
posts, or @ mentions and DMs on Twitter




Social Media Best Practices

Bpl ace consumer 0s |
B create a dialog instead of monologue
® respond in real-time

® ask guestions of your users

@ post visual content regularly

® become a resource

® include calls to action on on- and off-line
marketing materials

When do you think is the best time to visit Branson

, Missouri?

otes * 25 Followers

W Ask Friends | | 41 Follow

Friends - Others {22)




social media channels




Branson, Missouri | = tike

Travell e * Branson, Missouri

¥
**

BRANSON  VISIT EXPLOREBRANSON.COM ©
LAKES AREA

Facebook

LAKES AREA

Visituson ‘o6
) ) J

Somenne. you. Love. 1a always. playing tn Branson™

DISCOVER THE
POSSIBILITIES OF A
BRANSON VACATION.

B fan page versus profile or group

H lT : © ]
i BRANSON (>]

VACATION GUIDE

B correctly name your page (keep it short

NEWSLETTER

B vanity URL (requires 25 fans)

B ifo
L. Friend Activity hows and more theatre seats

it's easy to see why Branson
Explore

Hot Deals America
MORE DETAILS @
Photos

B customize with tabs, photo galleries & =

About ATTRACTIONS

F fun of a world-c} :
The Official Fan Page of Branson rom the fun of a world-class theme park to a

- i dinner cruise on the lake to a zipline adventure,
: there's something for the entire family to enjoy
in Branson
10 checkins MORE DETAILS ©@

37,620 people lie this

Likes See Al

LODGING

n .
WL 5, ckets 'N Boards With more than 19,000 diverse lodging units
WOTED.
P A available in the Branson/Lakes area, you're
4 4 sure to find the perfect accommodations for
youl it.
Heroes Coffee MORE DETAILS @
Company

Ozark Mountain
{ Bottleworks

SHOPPING

Branson is a shopper's paradise. You're sure d i -
. The Mansion to find that ps something at the new i
| Theatre Branson Landing or one of our many outiet -

malls, shops and speciatty stores.

" MORE DETAILS @
' Silver Dollar City

MomsBlog

Add to My Page's Favorites RESTAURANTS
Create a Page If you've got a taste for something special, then
Report Page Branson can serve it up. Everything from fine

5 ate d R d
Share ;L::me to intimate diners can be found on our
enu.

MORE DETAILS °

UTDOOR ADVENTURE

9. biking, fishing, camping, hunting —

your favorite outdoor pursuit, you'll
have more than 100,000 "
Mountain widerness i
MORE DETAILS @

LAKES

The Branson area is home to three pristine
Table Rock, Taneycomo and Bull Shoals,
oating, fishing and a
a er activities.

wa
MORE DETAILS @




Branson, Missouri | = tike

Travel/Leisure - Branson, Missouri

¥

F book =
G Ce OO 3% BRANSON VISIT EXPLOREBRANSON.COM ©
BRANSON ! LAKES AREA o ) e
LAKES AREA visituson ¢ | b %%

Somenne. you. Love. 1a always. playing tn Branson™
DISCOVER THE

POSSIBILITIES OF A
BRANSON VACATION.

B provide helpful content (put the audience
first)

we recommend setting the wall tab to

H lT : © ]
e BRANSON (>]

VACATION GUIDE

NEWSLETTER °

Enplone Branson

B wal
& fo LIVE SHOWS

9. Friend Activity Featuring 100 shows and more theatre seats

than Bro; y, it's easy to see why Branson
Explore is known as the live music show capital of
Hot Deals America

MORE DETAILS @

Photos

Events

[ Notes

[ ~S

Abait ATTRACTIONS
From the fun of a world-class theme park to a

The Offial Fori Prge of Braneon dinner cruise on the lake to & zipiine adventure,

Lakes Area. & % -
there’s something for the entire famiy fo enjoy
in Branson

40 checkins MORE DETAILS ©@

network with other pages

i LODGING
LN Buckets ' Boards With more than 19,000 diverse lodging units
L available in the Branson/Lakes area, you're
saow! mmodations for
yo s
mgm L] L Heroes Coffee MORE DETAILS @
® utilize peak times for increased
p Ozark Mountain
#Z Bottleworks
= SHOPPING
n n Branson is a shopper's paradise. You're sure
| The Mansion to find that perf mething at the new
. Theatre Branson Landin ne of our many outlet
malls, shops and speciaty stores.
— MORE DETAILS @
| silver Dollar City
m MomsBlog

Add to My Page's Favorites RESTAURANTS

L] [ ] [ ]
Create a Page If you've got a taste for something special, then
Report Page Branson can serve it up. Everything from fine
Share cuisine to intimate diners can be found on our
menu.

MORE DETAILS °

OUTDOOR ADVENTURE

Hiking, biking, fishing, camping, hunting —
r your favorite outdoor pursut,
re than 100,000 acres of s
Mountain wilderness in which to play.
MORE DETAILS @

LAKES

The Branson area is home to three pristine
lakes: Table Rock, Taneycomo and Bull Shoals,
each offering visttors boating, fishing and a
variety of water activities.

MORE DETAILS @




Facebook

@ Your Settings

IE Manage Permissions
[ ] Basic Information
Profile Picture

® Featured

T4 Marketing

[£f Manage Admins

55 Apps

{@ Mobile

[l Insights

E Help
= Deals

Branson, Missouri

Page Visibility:

Country Restrictions:

Age Restrictions:

Wall Tab Shows:

Default Landing Tab:

Posting Ability

Moderation Blocklist:

Profanity Blocklist:

Delete Page:

Facebook © 2011 - English (LUS)

Type a country...

Anyone (134)

&ll Posts

Explare

Users can add photos
Users can add videos

: I:l-I{lenlv admins can see this page
What iz this?

El What is this?

El Expand comments on stories

[=]

: Users can write or post content on the wall

Comma separated list of terms to blod:. ..

[=]

Permanently delete Eranson, Missouri

Save Changes &=

About - Advertising - Create a Page - Developers * Careers - Privacy - Terms * Help

| 1 View Page




Branson, Missouri

The weekend is almost here and Branson is open for business! The Charlie Daniels
BRANSON Band is at The Mansion Theatre tonight, the Missouri Food and Wine Festival runs
WARES ARER thiz weekend a -
Hand in Hand.

Branson, Missouri

g.: & The Hughes Brothers stopped by the Welcome Center this morning and performed

BRANMSON several songs a cappella for our visitors!
LAKES AREA

Blue Moon performed by The Hughes Brothers,
May 11, 2011

Length: 1:36

15,057 Impress

Branson, Missouri

Qur friend Sarah is coming to Branson with all of the women in her family and she is
BERANSON looking for advice for fun “girly” things to do here besides shopping. Do you have
LARES RREA any advice on planning a girls’ trip to Branson?

31,975 Impressions - 0.42% Feedback
Thursday at 4: 10pm - Like - Comment

£ 41 people like this.

L) View all 24 comments

Write a comment...




Facebook

| Branson, Missouri &1 Insights > Branson, Missouri > Page Overview

Page Insights
E3 Page Overview

n Users

[EI Interactions Users See Details

 Week | Month |05/01/2011 -05/12/201: ¥ || 4 Export |

Mew Likes? Lifetime Likes?

Links 1 4,952 #*178% 37,1 40
Go to Page
Documentation Active Users?

H’ Daily Active Users E’ Weekly Active Users EJ Monthly Active Users

Interactions See Details

Post Views T Post Feedback ?

595,607 #1400 1 ,369 4 143%

Page Content Feedback®

ﬂJLikes E’CDmments

Facebook © 2011 - English (US) About - Advertising - Create a Page - Developers - Careers - Privacy - Terms - Help




Twitter

® choose your username (15 character max)
® brand your profile with background image and profile image

B optimize your bio for search engines

B follow other relevant Twitter users

® use URL shortener to track links posted




Twitter

@ post pictures and videos

B vary your messaging to attract a larger audience
® determine your messaging frequency

® monitor trending Twitter topics and hashtags

B use Twitter search to find relevant conversations and users




Twitter

B use @s, DMs and RTs to communicate with your audience

®an i ndividual posts: Nl om thin
Where should | stay?o

you can post a reply to assist them:

@username We have a variety of lodging options. Let me know
more about your trip and weol |

@username | f youore | ooking fo

some special offers on our Hot Deals page that might work for
youl.

D username Give us a call, we would love to talk to you
iIndividually about your options: 1-877-Branson, ask for Laura




Twitter

®an 1 ndividual PpOoOSt s: Nl Just h
to the Titani ¢ Museum and rode

you can RT their message (as an endorsement):
NRT @username: | Just had the
the Titani ¢ Museum and rode tnh




Twitter

¥
**

BRANSON
LAKES AREA

Explore Branson

@EXxploreBranson Branson, MO

BRANSON

LAKESAREA  Branson, Missouriis one of America's top vacation
destinations featuring attractions, shopping & live
shows for the whole family to enjoy.
http:ifwww_explorebranson.com

0 Follow % Text follow ExploreBranson to 40404 in the United States
|
Tweets Favorites  Following Followers  Lists i

N
LAKES AREA

BRANSON
LAKES AREA

LAKES AREA

RANSO:
LAKES ARTA

BRANSON

LAKES AREA

BRANSON
LAKES AREA

ExploreBranson £« pio
The high-tech sport of geocaching is alive and well in the Ozarks,
with plenty of caches hidden in the Branson area: http://bit.ly

/evinVg

33800

re Branson

ExploreBranson Expiore Branson
Branson is known for its three pristine lakes: Table Rock, |
Taneycomo and Bull Shoals: http://bit.ly/bVjtwi

3800

ExploreBranson Explore Eranson
Someone you lowe is always playing in Branson: http://bit.ly/ciKKI4

1o hoursago

ExploreBranson Explore Branson
Branson offers an eclectic mix of nightlife with live entertainment at
clubs, restaurants and lounges: http://www.explorebranson.com

18 hoursago

ExploreBranson Explore Branson
Come celebrate at the Bluegrass & BBQ Festival May 12-30 at
Silver Dollar City (@SDCParkNews): http://bit_ly/fPbn1v #branson

Sdag0

ExploreBranson Explore Eranzon
@THEBOBNICHOLS So true!

300

|
ExploreBranson £ plore Branson |
Branson is America's affordable, wholesome family entertainment |
capital. Check out http://wwaw.explorebranson.com to leam more.

ExploreBranson Explore Eranszon

Branson is consistently named one of the top group travel
destinations by respected US travel organizations and media:
http://bit_ly/ajeThG

12 Ma

ExploreBranson Expiore Branson
RT @BransonCircleB: AirTran announces 2-day sale - fares from
$49 + tax: http://bit.ly/ljlq3E #traweldeals #branson /vMa @BarberBits

12

E3 About @ExploreBranson

2,225
Teeets

1,287

Following

1,598 75
Follovers Lised

Explore Branson is on Twitter

Don't miss any updates from Explore Branson. Get your
account on Twitter today to stay up-to-date on what interests
youl

Sign up »

Curious how Explore Branson uses Twitter?

‘ Discover who @ExploreBranson follow s

About Help Blog Mobile Status Jobs Temms Privacy Advetissrs Busnesses
Media Developers Resources ®2011 Twitter




Managing Twitter




