Paid Social Media.




PAID SOCIAL MEDIA

Owned, Pald & Earned Media CORE STRATEGIC IDEA

Successful Social Media marketing is planned in the shared
region between Owned, Paid, and Earned marketing.

We believe a platform-agnostic approach to planning: rather
than focus on platforms we will plan for messages and then
select the right methods for communication.

Content Marketing Content Boosting Influencer Marketing
Comm. Management Full-funnel Advertising

Partnerships

Business
Success Drivers

Messaging
Platforms

Shared
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gial: Overview

Strategize




Strategize.
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Social Media Strategy

4 ™)
What are you trying to achieve?
Objecuve Example: Increase visitation in the off-season with a focus on increasing length of stay &
frequency of visitation.
\_ )
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How will you achieve your objectives via paid social media?
SOClaI Strategy Tell your brand’s story by highlighting the things that make it a standout destination; use call to actions that
lead to bookings.
N\ _J
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SOC | al Ta Ct | CS Content Development & Boosting Posts Retargeting
Engagement
1. Top performers 1. Emalil lists
1. Giveaways 2. CTAs to actionable 2. Engaged users on
2. Surprise & Delight landing pages social and website
3. Social-first production 3. Promote user generated 3. Geo-fencing

content; add a CTA




Execute.
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Pald Ad Management

Choosing ad format Creating ad content
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| dentifying target Setting budget and Analysing and
audience bidding strategy Reporting
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Ad Format Examples

B Lead Generation LinkedIn:

e These ads take Sponsored
Content to the next step and
include a contact information
form that potential group
planners can fill out on their
mobile or desktop device.

- This will allow the social
team to work in conjunction
with media for strategic
lead generation.
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Ad Format Examples

B [ead Generation Ads Facebook:

Keeping with the trend of
engaging within the Facebook
app, Lead Generation ads can be
launched as a secondary method
to capture potential group
planner’s contact information
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SOCIAL MEDIA PLAN

Instagram Ad Placements

B These ads can bring the brand and property to life by incorporating carousel images, video, and static images.
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Facebook Ad Placements

B These ads can bring the brand and property to life by incorporating carousel images, video, and static images.

Suggested Video v
Y % Jasper's Market

JASPERS-MARKET .COM
Jasper's Market is now open downtown

O % 0D John Evans and 23 others 2 Comments
o’ Like O comment 2> Share '
5] - = LEARN MORE
5 e = ld'\ =

Facebook News Feed m Facebook Video Feeds Facebook Stories ( ‘
&
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Boosted Posts

B Boosted posts are like giving your regular post a power-up by paying the social media platform to show it to
more people.

Cd you know the Cavlon
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ftebikes

OO0 = DLaytonz Beac.. 1 comment 2 shares
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Performance Trackin

Facebook

Overview Detalled Metrics Top Content Insights

IpsumCo at a Glance

TOTAL PAGE LIKES TOTAL REACH

282k -

+4% over 90 days -12% over 90 days

L'kes

282k B 0 New Paid 15k New Unpaid

TOTAL PAGE LIKES
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1.1M .
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Reach
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300k
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g & Reporting
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Export
TOTAL CONSUMPTION RATE
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-21% over 90 days

Expon
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Measurement I\(Iat rix =

To measure success against the goals and objective, as well as determine social media penetration and effectiveness, below is
an outline of the measurement matrix to be used for reporting purposes.

KPIs Amplification Social Engagements
: . . Comments/ Facebook Twitter
Metrics Impressions Followers Likes .
Replies Shares Shares
[ Emotions ][Video Viewsj [ Instagram j
Regrams

Growth

Clicks

—_

. . Contact Us | | Email Sign-
Site Cllcks][ Clicks j[ Ups

. Page
Bookmgsj[ Views j[Downloads

M

SR
N
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Example: 2023-2024 Social KPIs

PLATFORM KPI

CTR

CPC

FACEBOOK

AD RECALL LIFT

CPM

CTR

CPC

INSTAGRAM

AD RECALL LIFT

CPM

FY 2022-2023 FY 2023-2024 GOAL % CHANGE
1.95% 2.50% 28.21%
$0.39 $0.31 -20.51%

14.13% 16% 13.23%
$0.04 $0.03 -33.33%
0.49% 1.48% 66.89%
$1.07 $0.90 -15.89%
7.55% 9% 19.21%
$0.04 $0.03 -25.00%

Z'VMIMERMAN




Thank You. Let’s Discuss
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Paid Ad Strategy Development

Engagement Convert Lead Drive Referrals
Drive clicks and engagement from High-quality content and Stay in front of past customer
Google_ Ads, Organclc Search, well-designed landing pages with targeted social campaigns
Al Socal ALs, leading hack 1a convert visitars' into potential designed to drive repeat business.
website and social profiles. clients via booked calls, reviews, and referrals

This creates our audience.

messages, and form submissions.

@ C ™ & @ ° @f ® @ o %“

Traffic & Awareness Retarget & Nurture Nurture & Close
SEARCH: Organic (SEO) and Continue to market directly to our The new lead is nurtured
paid (Google Ads). SOCIAL: cngaged audience on Facebook & through the sales process

Organic (posting content) and paid Instagram with retargeting campaigns. using content-driven marketing
(Facebook & Instagram Advertising). Messaging tailored to the prospect’s automation emails.
LISTS: Create targeting interest & journey.

I from database. I
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Premium Video Shoots

Brand Videos (1-2 per year)

Replenish ® Photo Shoots
Existing Assets (2-3 per year)

® Brand Campaigns

Support Key Initiatives (3-5 per year)

® Shared Assets

Content Replenishment

Existing Photos and Videos ® Existing Assets
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Ad Creative Examples

B Story Ads

SETSAILON A
3-DAY
ADVENTURE

SCROLL TO BECIN  ~

ADVENTURE

SCROLL 7O BEGIN -

TO YOUR FIRST STOP:
GRAND TURK




