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Introductions and housekeeping
We are recording!

QOutline

e Review
e Key takeaways from session #1
e Channels and Visitor Servicing
e Key takeaways from session #2
e Visual Storytelling and Content Strategy
e Session #3: Analytics and Benchmarking
e Questions



Choosing social channels




Time, attention,
resources



* Be human, not a robot
* Conversational volley
* Responsiveness is key

m * Questions and comments are opportunities to
o add value
Visitor * Don’t have to know everything, just where to
Servicing find it!

* Learn about your audience
* Scripts for common questions save time



Broadcasting vs. Conversation
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Questions?




Visual Story
Telling




PICTURE THIS: =

60,000X




The Visitor Path-do-Purchase
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: TfE‘VTI 41! Sharing without strategy is just adding to the noise



ONNECTION.
TTENTION.
ALUE

MOTION.
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Visual tactics




What are we most likely to share?

Images that have visual Images we can find!

elements that get h'gher e Using recognizable hashtags, using
engagement geotags

e Scroll through @hellobc or
@carchicoa to see examples
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Questions?




Session #3: Analytics

and Benchmarking




 Collecting and evaluating data from social
media sites
* Data + context + insights = goldmine
I * Understanding your followers
I ll * Understanding the impact of your content

Analytics

* Bring focus and awareness to what you’re
doing

* clarifies your priorities so you can streamline efforts



Benchmarking

Having clear goals

Comparing against
standards
(industry or your
own)

Ability to measure
and quantify
success

Point: to gain
actionable
insights




e Overall social media strategy?

* Per channel?

W h at d O€es * Facebook, Instagram, Twitter, or other

success look | - Permonth?
||ke to yOU? * Specific goals and plans?

* Where are you going?

* What are you doing? Why?



Engagements

o Likes
e Shares
e Comments

Engagement rate

What to

measure Hashtag

Followers

Web clicks




O Where can | find
= analytics?



Facebook insights
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Instagram insights
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Instagram insights home page
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Audience Insights
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Twitter analytics
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Twitter Analytics
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Monthly snap shots
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Twitter Analytics: orientation

W Analytics oo- Cverts Moe v ¢

Account home




Data and insights help you be informed about your
business decisions
* Be confident about content choices, find efficiencies

See impact of your successes so you can repeat
LN * Improve reputation by learning and responding to

“ audience needs
* Wealth of learning experiences
Make
analytics » Tourism industry
* Heads in beds and bums in seats
WO I’k fO I yO U * Tracking conversions

* Measuring impact of your social media content



* Do you track any metrics already? If so what?

Questions

* What’s most relevant to your business goals?




e Beyond numbers can also be positive
interactions, positive comments etc.

Keep proof of your successes!

e For own learning

Anecdotal

evidence

e Seeing growth over time

e Sharing with industry, partners,
stakeholders

e Sharing with employees or
collaborators




Potential visitors are already benchmarking
you

* Expectations: active connections, active page personalized
responsives
* Level of choice

* Social media rewards activity, participation, engagement
 How you demonstrate this impacts consumer decision making



Example: Trip Advisor Reveiws (FB focus)

Big way = reviews
Negative review response looks better than ignored

* People also looking at how interacting
* Responding to negative reviews increased occupancy rates

Demonstrating care and responsiveness
Knowing it’s where other potential consumers are looking

Social media elevates word of mouth: never really talking to just one
consumer




Tips




Final questions?




* Recording will be sent to you

* Recordings and resources from all
3 webinars will be available soon

' ' e Questions? Contact:
Next steps kelly@landwithoutlimits.com




Thank you!




Additional Resources

* So...Is That Good? The Complete Beginner’s Guide to Benchmarking
on Social Media
* https://blog.bufferapp.com/social-media-benchmarks
» Useful for how to decide type of benchmarking

 Social Benchmarking: How You Know You’re Killing It on Social
Media
* https://www.fronetics.com/social-benchmarking-know-youre-killing-social-media/
* Importance of context and continual testing

* The Ultimate List of Social Media KPIs to Leverage Business Growth
* https://sproutsocial.com/insights/social-media-kpis/

* Breakdown of useful benchmarking statistics also known as KPlIs (key performance
indicators)




