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Build your social messages 

around your brand. 

Become MORE Amelia. 





 

…Created by everyday people 

and shared with their “friends.” 

 

…The new Word of  Mouth 
 



47% of consumers trust paid 

advertising 
 

92% trust UGC & find it more 

relevant 
 
 
Travelers LOOK for UGC during decision-

making 

 

Travelers MAKE UGC during & after their trips 

 





Use your Social Bio to 

provide instructions to 

your followers… 





Who is still confused? 



#AmeliaIsland = 49K+ Instagram photos 

 

#LoveAmelia = +100 

 

 
Use these in all your social media posts.  

AICVB can see it & re-share. 

 
 



#AmeliaIsland 



#AmeliaIsland 









1  Tell the story of  your business visually 

and include your customer in that 

process.  

 

2  Tell customers to upload pictures using 

your business hashtag. 

 

3  Ask customers to take and share 

images highlighting their experiences with 

you. 

  

4  Tell them how they can connect and 

share pictures with you. 

 

5  Feature customer images for others to 

see.  



AmeliaIsland.com  

Web traffic comes from:  
 

• Search  

• Referrals (Top = Fernandina Beach, 

Lonely Planet and Trip Advisor) 

• Social Media  
 

»  A destination’s brand is the sum of  all 

the stories their visitors hear about it. 

 

»  A unified community identity is essential 

for establishing a well-known destination 

image.  



The most interactive social media 

platform.  

 

Instagram builds valuable 

connections, loyalty, and trust 

with your customers. Users go 

there to be entertained, not sold.  

 

It is your visual story.  
 



Be real. Show as many sides of  your 

business and personality as possible. 

  

Be human. Show your customers, family, 

employees, pets. Etc..  

 

Hashtag it up.  

 

Let it overflow. Instagram links to other 

social media sites, such as Facebook 

and Twitter.  

 

Tag @visitameliaisland in all of  your 

posts so AICVB will have the opportunity 

to re-post them for our wider audience.  

 



Tip: 

Check out 

the apps 

“Re-Post” or  

“Re-Gram” 



Use the  

Geo-location  

feature 

Tip: 



Incentivize Your 

Audience 

Tip: 



47% of  American 

users say Facebook creates 

the greatest influence on the 

purchase behavior. 



Remember when “Like us on 

Facebook” was all you had to say? 

Those days are OVER. 

 

Facebook advertising is now a 

necessity to reach your audience.   

 

Travel is the most shared topic on 

Facebook!  

 

Pictures rule. Facebook highly rewards 

photos and videos. 

 

Prepare to interact. The more 

interaction posts received, the more 

exposure Facebook gives.  
 



 

Pay up. Brands have to pay to play. 

 

Be real. People come to Facebook to be entertained 

and interact. Being salesy doesn’t work.  

 

Get visual. Post photos and graphics about your 

items, your staff  and your customers enjoying your offerings. 

 

Offer Incentives in Person. Encourage 

customers to post about their experience on Facebook. 

“Show us on your mobile at checkout that you raved about 

us on Facebook and receive 10% off.” 

 

Do your homework. Ask for feedback, customer 

preferences, and improve products and services. 

 

Let no comment go unnoticed. You MUST 

engage with users in the comments 



Post useful, click-worthy 

content for your 

customers combined 

with paid Facebook 

promotion. 

Tip: 



74% Of adult’s use phone to get directions or 

info based on their current location.  

 

If  they can’t find you with their phone they won’t 

become your customers.  

 

28% now rely on mobile devices as a source of  

location-relevant information upon which they make 

decisions on how to spend time and money.  

 

When deciding where to go, your customers are 

using Google My Business (formerly Google 

Places), TripAdvisor, Open Table or Yelp.  

 

40% of  mobile searches are for local businesses.  

 

 





We don’t trust brands. We trust people. 

It’s always been this way. But technology has 

changed the way we find and respond to other’s 

recommendations.  

 

Management responses to customer reviews 

on these sites directly correlate to higher 

traveler engagement and overall customer 

ratings.  

 

77% of  users seek reviews about 

accommodation, 50% about restaurants, 

44% about attractions.  

 

53% of  TripAdvisor users won’t book a hotel 

without reviews.  

 

 



Encourage your satisfied clients to write reviews 

using anything from signage to incentives.  

 

Follow up on email with a direct link to a review 

site.  

 

Respond. If  your business receives a review, 

especially if it’s BAD.  

 

Put it to use. Within positive customer reviews 

are phrases you can use as promotional content 

on your website – especially for headlines that 

must snatch customer attention.  



Travel is the most popular category on 

Pinterest.   

 

Web referrals from Pinterest are more influential 

than Google+, Twitter and Linkedin combined!  

 

80% of  Pinterest users are female.  

 

Over 28% have a household income of  over 

$100K.  

 

75% of  Pinterest traffic is mobile.  

 

Shoppers referred by Pinterest are 10% more 

likely to make a purchase than from other 

social networks. 



Pin about the destination, not the company. Focus on 

the experience and emotions, not sales techniques. 

 

Include tips and timely material.  



Set up a business page, not personal. This 

increases web traffic, provides analytics & allows 

you to add “Follow” & “Pin” badges to your website 

for users to more easily pin and follow you.  

 

Use Analytics to tailor your pins. 
 

Use Place Pins, which includes an address, 

phone number and location on a map so users can 

plan a trip or learn while on the go.  



Twitter’s Mission: to give everyone the 

power to share ideas and info instantly, without 

barriers.  

 

Tweet: an expression of  a moment or idea. It 

can contain text, photos, and videos.  

 

Tweets are limited to 140 characters so 

they can be consumed easily anywhere, even 

via mobile text messages.  

 

Twitter is best for networking and sharing 

timely news & information. 
 
 



Mention another user by using their @username 

 

Reply to a user by commenting on a tweet to join a 

conversation.  

 

Retweet by sharing a tweet with your followers and 

add  

your own thoughts. 

 

Search topics or hashtags to find customer 

activity then respond to it. 

 

Hashtag your tweets to link them with ongoing 

conversations or topics.  

 



Travelocity’s 

#iWannaGo 
Campaign 

 

 

Participants enter by 

following 

@RoamingGnome on 

Twitter or Instagram, and 

post to either platform with 

their dream travel 

destination, including the 

#IWannaGo hashtag. 
 



Check out these tools to simplify your social media 

activity: 

 

Buffer: schedule and optimize your posts & 

provides helpful info about social media and 

content marketing.  

 

Mention: media-monitoring app where you can 

analyze your social posts and see who is 

mentioning you, so you can respond. 

 

Tweetdeck: lets you monitor Twitter hashtags, 

find & follow influencers, get notified of  your 

mentions.  

 

Hootsuite: Like Tweetdeck but incorporates 

Facebook & Instagram, too. 

 



In today’s world of  instant access 

to customers, never miss an 

opportunity to respond to someone 

who mentions you.  

 

Social media is a new form of  

customer service. 

 

Show that you are a real person 

and that you care about your 

customers and your brand.  

 



Thanks to the #LoveAmelia initiative, 

you’re now part of  a broader branding effort.  

 

By marrying the #LoveAmelia brand with 

your own through social media, you’re helping 

increase Amelia Island’s distinctive local culture.  

 

The #LoveAmelia brand exists to promote 

you and your local community.  

 

More recognition for #LoveAmelia means 

more exposure for you.  

 

Connect your business to the #LoveAmelia 

brand, in both the virtual and real worlds!  
 



Let your customers know you’re on social 

media and you’re connected to 

#LoveAmelia.  

 

Utilize the #LoveAmelia hashtag: 

 

• On your store front window 

• In person to your customers 

• In your social media efforts  

• In your advertising  
 

 



Create a #LoveAmelia event and 

incentivize customers to share it on 

their own social networks.  

 

Use #LoveFL hashtag to increase 

awareness of  your business. 

Link your site to 

sharealittlesunshine.org.  

 

Like and Follow Visit Florida’s 

Facebook and Twitter.  



4 Steps to a Social 

Afternoon: 
 

1. Reply to everyone who has 

commented 

2. Thank your new followers or re-

tweeters 

3. Monitor some topics or hashtags 

4. Add questions or comments on 

some of  the posts you find  
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