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4 years of social media experience

background in public relations, email and online marketing

social media and web analytics coordinator at MMG 

Worldwide

MMG Worldwide is a marketing communications agency 

working exclusively with premier travel, hospitality and 

entertainment companies

social media clients include: Branson/Lakes Area CVB, 

Colorado, The Caribe, Santa Barbara, Trump Hotel Collection





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?





there are more than 550 million active Facebook users

50% of active users log on to Facebook in any given day

people spend over 700 billion minutes per month on Facebook

social networks account for one in every 4.5 minutes spent online

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





















act as resource

provide customer service

create advocates for your business and empower them to share

post photos, videos and request fan media

drive qualified website referrals

generate leads





capture conversations

identify influencers

understand consumer sentiment

respond when appropriate

measure results over time



paid tools

spiral16

pr newswire

radian6

buzzlogic

revinate (hotels only)

lithium

free tools

google alerts

twitter search

technorati

boardtracker

socialmention

rowfeeder (750 mentions per 

month for free)



Yelp & TripAdvisor

manage ñOwnerôs pageò

update copy, videos & images

share information with travelers

track conversations and address negative comments when necessary





monitor online conversations

determine voice/tone for social channels

develop messaging

participate in social media conversations

enhance the customer experience

reach loyal customers about new products or changes

raise awareness and generate leads

set goals for your channels (for example: driving visits to your 

website, increasing ecommerce, generating email leads)



message types

promotional

event announcement

news and information

casual

direct engagement

retweets (Twitter only)



use editorial calendar to schedule out promotional messaging

determine topics for promotional messaging

shorten links to include in the messages

write out messages, using targeted keywords

use calendar to determine when messages will go out 

(according to the frequency you decide on)

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



place consumerôs interests first 

create a dialog instead of monologue

respond in real-time

ask questions of your users 

post visual content regularly

become a resource

include calls to action on on- and off-line 

marketing materials





fan page versus profile or group

correctly name your page (keep it short)

vanity URL (requires 25 fans)

customize with tabs, photo galleries & 

videos

develop messaging for the page



provide helpful content (put the audience 

first)

we recommend setting the wall tab to 

show all posts versus posts by page only 

use @ mentions and ñfavoriteò Pages to 

network with other pages

utilize peak times for increased 

impressions

determine the right frequency of messaging









choose your username (15 character max)

brand your profile with background image and profile image

optimize your bio for search engines

follow other relevant Twitter users

use URL shortener to track links posted



post pictures and videos

vary your messaging to attract a larger audience

determine your messaging frequency

monitor trending Twitter topics and hashtags

use Twitter search to find relevant conversations and users



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

an individual posts: ñIôm thinking about vacationing in Branson. 

Where should I stay?ò 

you can post a reply to assist them:

@username We have a variety of lodging options. Let me know 

more about your trip and weôll help you plan.

@username If youôre looking for lodging in Branson, we have 

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

you.

D username Give us a call, we would love to talk to you 

individually about your options: 1-877-Branson, ask for Laura



an individual posts: ñI just had the best time in Branson! We went 

to the Titanic Museum and rode the trolley downtown.ò 

you can RT their message (as an endorsement): 

ñRT @username: I just had the best time in Branson! We went to 

the Titanic Museum and rode the trolley downtownò






