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What's
on

tap

Social Media Planning: 
VTC’s learnings and best practices

The Social-First mindset:
Developing Content that works on 
Social

Influencers 101:
How to get the most out of influencer 
partnerships

YouTube:
Why your brand needs to be here
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Facebook & Instagram
• Instagram feed
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Social Media Planning
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• Before we get here, we have to start here
o Step 1: Data Driven Decisions
o Step 2: Content Audit
o Step 3: Larger Content Themes
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Social Media Planning
• Step 1: Data Driven Decisions

o Know your audience 
o Demographic Breakdowns

CONTENT      WORKSHOP



7

Social Media Planning
• Step 2: Content Audit 

o What content do you already have?
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December
• Holidays
• New Years Eve
• Outdoor Winter 

Activities

January
• Winter Sports
• Health + Wellness
• Romance
• Dining

February
• Black History 

Month
• History
• Spring Break
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Content Calendar

• A glimpse into our 
calendar

• Start with things 
you know– 
holidays, events, 
content audit, 
themes

• Serial content to 
help keep the 
cadence
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Content Creation
• Planning content

• Shooting video for social
• Different than repurposing video

• Chat GPT cautions
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Up to 45% of Gen Z and 44% of Boomers 
oppose the use of AI in advertising.

(CivicScience)
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• Hopping on Trends
• In addition to 

already scheduled 
content

• Think ahead about 
potential content 
that is timely
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• Hopping on Trends
• In addition to 

already scheduled 
content

• Think ahead about 
potential content 
that is timely
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The Social-First Mindset
- Create specifically for each social platform from the onset

- Have a deep understanding of your audience and where they 
show up

- Social First Considerations
o Authentic and Relatable
o Informative Content
o Drive Engagement
o Trend Awareness
o Community Management
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SERIAL CONTENT 
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Content Series
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What is a content series/ serial 
content?
• Recurring format with a reusable 

template or style

Why create serial content?
• Brand Familiarity
• Build consumer trust to provide 

helpful information
• Very "savable"
• Template makes it quick and easy

Tips/Tricks
• Text Overlay
• Use Canva!
• Repurpose content from other 

channels (blog/YouTube/website)
• Use our image library ;)
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Content Series
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Find something that works 
and leverage it in new and 

thoughtful ways

Round-Ups: 
Listicle of Images 
with locators

Infographics: How-to 
Guides with Tips + 

Locations
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Content Series
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First Timer's Guides: What to do in a city/town, listicle 
style, storytelling format
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INFLUENCERS



19

Influencers 101

Why hire an influencer?
o Expand reach
o Tap into new audiences
o Create high quality, social-first content 

of your area
o Showcase things to do/ specific events
o Highlight a specific topic: food, dog-

friendly, family, etc
o Create new assets for in-house use

CONTENT      WORKSHOP

Influencer vs Traditional Media
o Trust
o Deeper connection with audience
o People are spending a lot of time on 

social apps
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Influencers 101
How to Choose the Right Influencer:

What are your goals? 
o To reach a new audience? 
o To get assets for your own use? 
o To highlight a specific event? 

Value & Reach 
o  Influencer rates typically rise with higher follower counts and 

engagement. 
o Don’t rely on follower count alone — review likes, comments, and shares 

to assess actual influence. 
Content Quality & Brand Fit 

o Ensure their style aligns with your brand, especially if you'll be using their 
content for your own marketing. 

o Review their past work for quality and consistency. 
Location

o Out-of-state influencers may require additional budget for travel and 
accommodations. 

Niche Focus 
o Choose influencers based on specific topic: food, family, pet-friendly, etc

CONTENT      WORKSHOP



21

Influencers 101

How much does an Influencer Cost?

Varies from creator to creator
• Experience/ activity cost only to over $10,000

• Always plan to cover the cost of required experiences

Cost Factors
• Level of experience/ expertise
• Breadth of trip itinerary
• Influencer's location
• Post Requirements
• Additional assets for use

• Receive photos/ videos for your team's use
• Terms and conditions can vary

▪ Limited usage rights – ex. 6 month limit
▪ Full usage rights, in perpetuity
▪ Sharing Rights
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Influencers 101

Planning Their Trip

• Work with them on their itinerary
▪ Do you have specific places you 

want them to go?
▪ Would you rather they explore on 

their own?
▪ Be sure to strike a balance, 

particularly with experienced 
influencers, you are the expert on 
your area, but they are the expert 
on their audience and what content 
performs well 

CONTENT      WORKSHOP



23

Influencers 101
Get Creative!

Has an influencer been to your area before?
• Reach out to see if they have assets they could 

repurpose
• Could you license those assets?

Work with your local partners/businesses
• Work with local businesses/ restaurants to secure 

comped experiences in exchange for coverage
• Reference influencer's metrics to showcase value:

o Earned Media Value
o Hubspot, InfluencerHero

o Views/ Engagement

Work with each other!
• Partner with neighboring DMO's on an influencer visit
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EMV: $446,464
Estimated Cost: $5,430
Views: 3.4 Million

https://offers.hubspot.com/earned-media-value-calculator
https://offers.hubspot.com/earned-media-value-calculator
https://www.influencer-hero.com/resources/free-instagram-earned-media-value-calculator
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HELLO YOUTUBE
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So why be active
on YouTube

at all?
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YouTube is more relevant than ever!

Massive 
Platform
• 122 million daily users

• Wide Demographic range

• The world’s second-largest search 

engine after Google

Video 
Shelf Life
• A great YouTube video can 

drive traffic for years

• Views continue to climb for 

months after publishing 

because search pushes 

evergreen content

AI and the 
future
• AI is constantly crawling 

YouTube videos

• AI-powered search pulls heavily 

from YouTube videos
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OUR APPROACH 
TO YOUTUBE
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Set
Measurable 

Goals

Increase our upload cadence

Grow our audience 

Find out what works 
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Test. Measure. Learn.

Our
80/20

Principal

80% of our videos will be built around 
our foundational content strategy.

20% of videos will be our canvas to 

try new approaches to produce 
entertaining and viral content.
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Applying The 80/20 Principal
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Main Feed vs Shorts
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Main Feed vs Shorts
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Main Feed vs Shorts
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Main Feed vs Shorts
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Shorts 

Main Feed 
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What we've learned

People 
Focused
Content

Don't be 
afraid to 
fail

Unique and 
quirky 
works

Tell a 
compelling 
story



37CONTENT      WORKSHOP

Content performs differently on 
across channels

750 
Views
4
Comments

342,000 
Views
186
Comments
11,000
Shares
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WHAT OUR YOUTUBE 
CONTENT CREATION 

LOOKS LIKE
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Making the Most of 
our Waterfall Asset 

Gathering Trip

(with a team of one)
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It all starts with data

We need 
an updated 

waterfalls video!!
What deliverables 
do I need? 

Vertical Video
YT Shorts

Horizontal Video/Stills
Main Feed YT Video 

Website Images

Aerial Video/StillsKeep it steady

Make a 
shot list
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Efficiency is key
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So much 
waterfall 
content!
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LIKE and SUBSCRIBE! 
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VTC Resources

• Content Themes

• Blank content calendar

• How to edit reels demo

• Best practices for sharing 
content

• Brand Team Contact Info

• Influencer Guide

• How to Access the VTC Image 
Library
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https://www.vatc.org/marketing/advertising/
https://www.vatc.org/marketing/advertising/
https://www.vatc.org/wp-content/uploads/2025/09/24_149InfluencerGuide-6.pdf?_gl=1*15v6ntq*_ga*MTYxNzY2NDc2Mi4xNzA2ODA2ODgz*_ga_CGQ753F582*czE3NjM0MDMyNDAkbzE0NSRnMSR0MTc2MzQwMzMzOSRqNDUkbDAkaDA.
https://www.vatc.org/wp-content/uploads/2025/09/24_149InfluencerGuide-6.pdf?_gl=1*15v6ntq*_ga*MTYxNzY2NDc2Mi4xNzA2ODA2ODgz*_ga_CGQ753F582*czE3NjM0MDMyNDAkbzE0NSRnMSR0MTc2MzQwMzMzOSRqNDUkbDAkaDA.
https://www.vatc.org/marketing/advertising/accessing-vtc-image-library/
https://www.vatc.org/marketing/advertising/accessing-vtc-image-library/
https://www.vatc.org/marketing/advertising/accessing-vtc-image-library/
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Thank you!
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