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INDUSTRY TRENDS



US TRAVELER TIME SPENT ONLINE

3%

on social media networks

Source: 2018 MMGY Global Portrait of American Travelers



US MILLENNIAL TRAVELER
TIME SPENT ONLINE

2%

on social media networks

Source : 2018 MMGY Global Portrait of American Travelers



INDUSTRY TRENDS

TRAVELERS WITH SOCIAL MEDIA PROFILE (%)

100

90 -
80 -
70 -
60 -
50 A
40 -
30 -
20 A
10 -
0 -

Facebook

MMGYGLOBAL

Instagram

Twitter

Pinterest

Snapchat

m 2017
m2018



INDUSTRY TRENDS
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| LIKE USING SOCIAL MEDIA
TO SHARE MY TRAVEL EXPERIENCES

4% 40% 29%

MILLENNIALS GEN X BOOMERS

Source : 2018 MMGY Global Portrait of American Travelers



1%

Consider social media posts from
friends/family when'looking for travel
ideas and inspiration

Source: 2018 MMGY Global Portrait of American Travelers



1%

Decided to visit a destination based
partially on research/feedback froma
social network

Source: 2018 MMGY Global Portrait of American Travelers



INDUSTRY TRENDS

USER GENERATED
CONTENT

UGC PERFORMS

50% BETTER

than stock photography

UGC IS TRUSTED MOST

BY 84% OF
CONSUMERS
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Source: eMarketer 2018

VIDEO CONTENT

1.87
BILLION

will consume video content via mobile in 2018 with
social media as the leading reason for growth



0%

MILLENNIALS WATCHING VIDEO CONTENT WEEKLY

Source: eMarketer 2017
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INDUSTRY TRENDS

VIDEO BEST PRACTICES

. Keep it short: especially on mobile, video works best when
it's 15 seconds or less When you stand up, your surroundings stand

out. That's Islandology.

‘ The Beaches of Fort Myers &
% sanibel (Default)

. Capture attention quickly: by starting with the most
compelling parts of your video

. Use vertical or square video: in order for your video ads to
take up more of the screen. For Facebook and Instagram
placements we recommend keeping video in a 1:1 ratio.
When adding an Instagram Stories placement we
recommend re-sizing for the vertical format

Find your :
balance.

. Feature your brand message early: average time spent on
content is 1.7 seconds on mobile and 2.5 seconds on

desktop

When using video that wasn't created for social, edit your © O # Trey Stanley and 1.3K others
videos: in order for the brand message to be featured as 12 Comanats BeSharee
quickly as possible oD Lke (D Comment ) Share

. Use captions: so people can better understand what they're
viewing

MMGYGLOBAL NJF



CONTENT STRATEGY



CONTENT STRATEGY

THREE KEY PRINCIPLES
1. Visual Content is KING

2. Remember the 80/20 RULE of content

3. AUTHENTICITY is everything

MMGYGLOBAL NJF



CONTENT STRATEGY

CHANNEL APPROACH

Innovation, information, long-form campaigns
FACEBOOK g paig

INSTAGRAM Inspiration

TWITTER News, events, customer service

PINTEREST Destinations, inspiration, vacation plannlng

Behind-the-scenes, discovery
INSTAGRAM STORIES

MMGYGLOBAL NJF



CONTENT STRATEGY

CONTENT BUCKETS

Holiday Content
5%

Promotional Content

10% \

Guest Moments

Destination Features

Hotel Features

Hotel Features 10%

Guest Moments
40%

Holiday Content

a & 0D E

Promotional Content

Destination Features

35%

MMGYGLOBAL NJF



CONTENT STRATEGY

A

Day/Time

B
Week 1 ( April 9 - 15)

D
| Week 2 (April 16 - 22) |

F

Week 3 (April 23 - 29)

H

Celebrate Florida's only native
tortoise in honor of

on how you can help protect these
precious turtles here:
http:/fow.ly/uZ2d30jd20Z

#GopherTortoiseDay. Learn more |*

#FtMyersSanibel is full of
well-kept secrets. Discover these
spots during your visit from
@FamilyTraveller:
http:/fow.ly/vRfz30jcSbj

Photo: http:fiow.ly/1MsZ30jcScO

Get a taste of island life and see
what delicious discounts await:
http:flow.ly/VZ5g30jdGS

| week 4 ( April 30 - May 6)

Life is better on two wheels! Coast
through over 25 miles of easily
accessible bike paths to kick off
National Bike Month:
http:/fow.ly/I5YK30jrq71

Photo: http:/fbit.ly/2rdSPsk

Wednesday AM

Looking to paint the town?
Matlacha attracts creators, free
spirits and anyone looking to cut
loose. It's where small-town charm
meets an island vibe.

Matlacha short

When you need a new rhythm,

pause and playl Pause and Play short

Anisland's not deserted when it's
all yours for the day.

Get lost and love it short

It's officially Tarpon season!
Create fish tales that will last a
lifetime in #FtMyersSanibel.
http:/bit.ly/2JykfQv

Tarpon

Where every sunset takes your
breath away:
http:/fow.ly/pQOjp30jcOYP

Photo: http:/fow.ly/aGgA30jcP0j

We'll take this for our morning
commute:
http:/fow.ly/c6Q030jq9E|

Photo: http:/fow.ly/hvG530jcT03

Friday AM

Spend the day discovering hidden
lagoons at Caloosahatchee
Regional Park:
http:/fow.ly/5BA030jcRmo

Photo: http:/fow.ly/3H7{30jcRog

Take a peaceful paddle at
Matanzas Pass Preserve:
http://ow.ly/w26V30jrnHO

Photo: http:/fow.ly/Kiwx30jmJ4

After the sun goes down, our skies
get even more photogenic.

Shoot for the stars short

There's no better way to
experience the sights, sounds and
colors of Southwest Florida than
by foot. Take a stroll:
http:/fow.ly/3Pdf30jcWVI

Photo: http:/fow.ly/5FFp30jcXYf

Join us this weekend for the 4th
Annual Smoke on the Water
Barbecue Competition & Music
Festival. See event details here:
http://bit.ly/2qNuj0e

Stroll leisurely beneath the trees
at Six Mile Cypress Slough
Preserve: http:/fow.ly/zfko30jrtAO

Photo: http://ow.ly/BmPD30jrtCS

Eeeek eek! Today we celebrate
one of the animals that makes our

destinations so special. Happy

Dolphin Day Slideshow

Spend a moment to take in the
magic: http:/fow.ly/Do1w30jcYb1

Discover the beautiful nature that
surrounds you!
hitp://bit.ly/2JtFDGM

No, this is not a painting! See
what other romantic views you can
find along our beaches:
http:/low.ly/ZYgm30jru20




CONTENT STRATEGY

CHANNEL POSTING CADENCE

Facebook

. Focus on quality of content vs quantity — it is better to post every other day than daily if the quality of what is shared
is the focus!

. Do not post more than 1 piece of content per day
. Posts with 80 characters or less see 66% more engagement

Instagram

. Focus on quality of imagery shared vs. daily posting structure
. 3 strong posts per week are better than 7 so-so posts
Twitter

. Always include a high quality image within each tweet. Content including imagery garners higher engagement than
text only posts for brands

Pinterest

. Strive to pin 5-10 new pins or re-pins 1 to 2x weekly to keep your presence on your follower’s feeds

MMGYGLOBAL NJF



CONTENT STRATEGY

CONTENT STRATEGY BEST PRACTICES

Quality vs quantity of content

— Follow a realistic posting cadence that works for your channels
. Don’t overdo it!

— Don’t create social accounts for the sake of having them. Only create accounts on platforms where your
audience spends their time and engages with your content

. Remember the 80/20 rule of content

. Authenticity is everything

. Don’t over do it with hashtags

. Respond to comments on your page as soon as possible, preferably within 24 hours
. Do not delete negative comments unless they violate your comment policy

— Users will respond more positively if they see you approach a negative comment directly with solutions to
resolve the issue

— After acknowledging a negative comment or review, try to take the conversation “offline” through direct
messages

MMGYGLOBAL NJF
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COMMUNICATION



CRISIS COMMUNICATION

CRISIS COMMUNICATION PLAN DEVELOPMENT

STEP 1: Establish crisis management tiers

« Determine level of crisis that may occur: What is the incident? Who does this impact? What are the
possible outcomes?

*  Next steps will differ based on level of crisis

STEP 2: Determine internal responsibilities

« Assign roles and responsibilities to the team for each tier

«  The severity of the situation determines the amount of assistance needed
STEP 3: Create response protocol

« Develop action plan + suggested response for potential issues

« Utilize past experiences to determine what might arise in the future

MMGYGLOBAL NJF



CRISIS COMMUNICATION

CRISIS COMMUNICATION RECOMMENDATIONS

«  Follow the "rule of 3” — respond to users 2x maximum

« Do not delete any social posts, no matter how critical, unless they violate your Facebook guidelines
(e.g., offensive language, personal attaches and threats, etc.)

«  On Twitter, use multiple tweets for responses when necessary. Note the number of tweet (e.g., 1/3
or 2/4) at the end of each tweet to ensure tweets are not taken out of context

* Regardless of the tone of the user, always be polite!

MMGYGLOBAL NJF



SOCIAL PLATFORM
TOOLS



FACEBOOK BUSINESS MANAGER

How do | set up a Business Manager Account?

Go to: https://business.facebook.com/overview

ﬁ = Business Manager

é: Mackenzie « ‘ = -n. Q

CREATE ACCOUNT

n

Business Manager

Manage ad accounts, Pages, and the people who
work on them — all in one place. It’s free.

MMGYGLOBAL

NJF



SOCIAL PLATFORM TOOLS

FACEBOOK BUSINESS MANAGER

How do | set up a Business Manager Account?
« Goto:

« Enter your business name

« Enter your business email

— Do not enter your personal email account as you want to keep your
private and professional accounts separate

« Add your assets: pages, ad accounts + people in your organization

MMGYGLOBAL NJF


https://business.facebook.com/overview

SOCIAL PLATFORM TOOLS

SOCIAL MEDIA MONITORING TOOLS
o= ) A A

nnnnnnnn ® - 5:39 PM @ 7 3% 54a% ™ ) wil Sprint ¥
s ota Tourism The Beaches of Fort Myer... MMGY Glob
== The Beaches of Fort Myers... FPromote — = Edit Streams n

: ®
W . £ SUMMER "
/Qj ux, ((f & MDAVIDSONL (TWITTER)
" Home
A‘ The Beaches of Fort Myers & Sanibel (Defa
‘E\ @ftmyerssanibel
J' ¢

O MdavidsonL

/ The Beaches of Fort
" My Tweets
\\“)4 Myers & Sanibel Campaigns —
(Default) ©

5:53 PM @ 7% aonim s

Mentions
9 Mdavidsonl

Messages (Inbox)
©Q MdavidsonL

3 0. m
® ® - = Do more with Hootsuite
Create Ad “ompare 0 fts

Add Social Network

O Y O

Facebook Pages Manager Facebook Ads Manager Hootsuite
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SOCIAL PLATFORM TOOLS

DESIGN
CANVA

@ Mackenzie Dav... ¥ Create a deSign Use custom dimensions

Create a design e | MOVEMENT

NOT SAVE THE B | \ N @@ L S
ALLWHO STRANDED s . _—
4 ANIMALS \

DO ALL THINGS =\ R /v ..
WIE s _ [ L .............

Shared with you Facebook App Poster Invitation (Portrait) Flyer Business Card Postcard

-

PPN S S

WANDER -
~+ ARELOST
All your designs oy a2 il

Create a team
Your brand

Find templates

@ Add new folder

MMGYGLOBAL NJF



SOCIAL PLATFORM TOOLS

D E S I G N PICK A TEXT ANIMATION CHOOSE COLORS, FILTERS,
STYLE BACKGROUNDS

LEGEND

e Turn text into animation to
create short-form social
friendly video with two taps

LEGENDIS LEGENDIS
TYPOGRAPHY Y POGRAPHY
CHOREOQOGRAPHY CHOREOGRAPHY

« Works seamlessly with
Facebook, Instagram and

TW|tter #:gzp;neF\s“

CHOREOGRAPHY

$LEGEND #LEGEND IS
2 TYPOGRAPHY
CHOREOGRAPHY

MMGYGLOBAL




SOCIAL PLATFORM TOOLS

QUICK RESOURCES

Facebook Blueprint

Facebook Help Center

Facebook Business Support

MMGYGLOBAL NJF


https://www.facebook.com/blueprint
https://www.facebook.com/help/
https://www.facebook.com/business/support/topic/business-page

SOCIAL MEDIA
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SOCIAL MEDIA METRICS

FACEBOOK ANALYTICS

Page Inbox EQ Notifications [ Publishing Tools Manage Ads Settings Help v

>
e SUMHER

A -
The Beaches of Fort R l/ L’r
Myers & Sanibel @ [ :

671,016 followers w -

A Li#dla ~iiatar A LidlA laaa i)x -

MMGYGLOBAL

NJF



SOCIAL MEDIA METRICS

FACEBOOK ANALYTICS

Page Inbox @ Notifications {3 Insights Publishing Tools Manage Ads Settings Help »
| Overview
Page Summary Last 7 days ¢ Export Data &,
Promotions
Followers Results from Jul 23, 2018 - Jul 29, 2018
Note: Does not include today's data. Insights activity is reported in the Pacific time zone. Ads activity is reported B Organic Paid
Likes in the time zone of your ad account.
Reach I Actions on Page i Page Views i Page Previews U
Page Views July 22 - July 28 July 22 - July 28 July 22 - July 28
Page Previews
6 1,311 1,215
Actions on Page Total Actions on Page v14% Total Page Views 418% Page Previews 4 21%

=
e P

Branded Content

Events

Videos Page Likes i Reach i Recommendations i
July 22 - July 28 July 22 - July 28 July 22 - July 28

Stories

MMGYGLOBAL NJF



SOCIAL MEDIA METRICS

Search business

Page Inbox {5 Notifications &) Insights Publishing Tools Manage Ads Settings Help »
Overview
Promotions Reactions, Comments, Shares, and More
These actions will help you reach more people.

Followers

Likes — Reactions Comments = Shares = Answers Claims Other BENCHMARK
Compare your average

Reach performance over time.

Page Views Reactions

. Ci t
Page Previews . omments
. Shares

Actions on Page
Answers

Posts
Claims

Branded Content
Other

Events

. - _A__f\ - I

Videos PN — e :

Stories

People

Reactions
Messages

Likes and other ways people react to your Page posts.

MMGYGLOBAL NJF



SOCIAL MEDIA METRICS

MMGY Global «

Page Inbox () Notifications [ Insights Publishing Tools Manage Ads Settings Help »

Overview When Your Fans Are Online Post Types Top Posts from Pages You Watch

Promotions
Data shown for a recent 1-week period. Times of day are shown in your computer's local timezone.

Followers

DAYS

Likes 579,857 581,653 584,302 583,962 583,928 584,034 582,517

Reach

Page Views
Page Previews
Actions on Page TIMES
Posts

Branded Content

Events

Videos

Stories

People

Messages

MMGYGLOBAL NJF



SOCIAL MEDIA METRICS

TWITTER ANALYTICS

©Q Home % Moments @Notifications £ Messages 4 Search Twitter @) Y
%) 2 B .
Welax, e SUMMER | . , _ Fort Myers & Sanibelg
" k \® What’s happening? X @FtMyersSanibel iew all
B y b2 : . ‘Bara...
; L4 - - 3
R In case you missed it © o Profile
\\\\)' ) .
Fort Myers & Sanibel &=, Special Equestrians @spequestrians - 2h . B Lists
] =/\% nda
@FtMyersSanibel ‘@' SE’s Therapeutic Riding classes “Summer Break” starts 07-31-18. TR classes i Momsnis =
Twosts Following Followeis == resume 09-04-18. Volunteer opportunities are available during August. Contac:
13.3K 7.293 60.1K Vollun.teer Coordinator Priscilla Kovalsky for more information 239-248-4135) -
Wishing everyone a safe summer! & Promote Mode seyAl...
@) n Q1 ] [A] Twitter Ads
United States trends - change
N i ic -
#MenTellAll ‘) » TC MacPappy @JeffPrinceMusic - 5h
35.3K Tweets #SESACKkillstheMMA . .
Media Studio
IAan slor i SESAC Sneak Attack Threatens All Songwriters
ngels trade lan Kinsler to Red Sox for b Terms
prospects We hate to interrupt what we hope is your lovely Settings and privacy Brand
N H summer, but recent news about the Music Modernization I
ryco Harbek Act’s prospects in the Senate is of critical importance t...  Help Center <

Bryce Harper is reportedly on the trade block
wearesona.com

Keyboard shortcuts

#LHHH
41.5K Tweets

&) o Q 2 & Log out

Zimmerman



SOCIAL MEDIA METRICS

TWITTER ANALYTICS

9 Analytics Home Tweets Audiences Events Morewv

Browse events on Twitter

Overview Events Sports Movies Recurring trends

ENTERTAINMENT OTHER

MTV Video Music Awards 2018 Back to School 2018

Tweets Total Reach Impressions Tweets Total Reach Impressions

12M 30M 778M 5.4M 29M 318M

| Female 51% l N
I Male 49% I I

MMGYGLOBAL

Fort Myers & Sanibel v “®» + GotoAds

Q

ENTERTAINMENT

Primetime Emmy Awards 2018

Tweets Total Reach Impressions

3.8M 24M 623M

]
-

NJF



SOCIAL MEDIA METRICS

°
[ ]
i Sprint = 6:40 PM @ ¥ % 89% mm
+29 mmagyglobal v il D
103
176 1,301 224
(J
@, Promote Edit Profile {3
G
MMGY Global

MMGY Global is an integrated marketing firm focused
on the needs of the travel, hospitality and
entertainment industries.
www.mmgyglobal.com/news/mmgy-global-acquires-
hills-balfour-leading-travel-and-tourism-public-
relations-and-marketing

4601 Madison Ave, Kansas City, Missouri

Story Highlights
Keep your favorite stories on your profile

MMGYGLOBAL

INSTAGRAM ANALYTICS

°
[ ]
wil Sprint & 6:40 PM @ ¥ % 89% mm
< Insights
(J
@,
mmgyglobal
Activity
Interactions
109
Profile Visits 103
Website Clicks 6
Discovery

Q Q

Wl Sprint =

<

Gender

™
©

Followers

6:41 PM @ ¥ % 89% mm)
Insights

Audience
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INSTAGRAM
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Source: Facebook Inc. 2017



WATCH INSTAGRAM STORIES

03% 3/% 25%

MILLENNIALS X-ERS BOOMERS

Source: 2018 MMGY Global Portrait of American Travelers




INSTAGRAM

INSTAGRAM STORIES

« Afull-screen “highlight reel” that lives
for 24 hours

« Can be enhanced with playful
creative tools such as stickers, emojis
and GIFs

« Share real-time moments with your
followers

 Create authentic content that
resonates with users

MMGYGLOBAL NJF



INSTAGRAM

INSTAGRAM STORIES

Do’s

. Share high quality imagery that provides your audience with an insider’s
view

. Use location tags, hashtags and stickers to create engaging, highly s —

visual Story content & THURSBAY 7AM-1PM
zoscccss ¥ E

+  Take advantage of the full screen and use vertical images + video
. Before sharing think: "Would | like to see this on social?”

Don’ts

. Create content that is overly produced

. #Use #Too #Many #Hashtags

. Put text too close to the Story frame edges

. Clutter the image with too many stickers, gifs, etc. — let the image do the
talking!

MMGYGLOBAL




INSTAGRAM

INSTAGRAM STORY HIGHLIGHTS I

| L]

< visitflorida

to create permanent Story content @
that lives on your profile ! o 2o -

« Group your curated stories together ‘

VISITFLORIDA @

VISIT FLORIDA - official tourism planning source
with us via #

« Allows you to feature:
— Resort or attraction highlights
— Special events
— Campaigns
— Influencer highlights
— Special offers

MMGYGLOBAL NJF



INSTAGRAM

IGTV

* Test horizontal and vertical videos

* Create content that is engaging and
resonates with your audience

e Utilize social media insights to
determine which pieces of
content garner the highest
amount of video views

e Utilize current video assets resized
for the platform and utilize the
platform to share unique
experiences

MMGYGLOBAL

( Browse
s o
¢ 8 % Seth Willingham
L waterproject - 84.1K followers

Travel « Photographer « HE>i
Drone « Ocean « Comercially Licensed...

1"2 0:50

Paragliding in Swimming with Big
Switzerland! Sharks is Hawaii!
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FACEBOOK TARGETING

US Facehook Net Ad Revenue* Share vs. Print Ad
Spending** Share, 2016-2019

Th|S year, Facebook haS hlt % of total media ad spending

a new height, taking in $1

of every $10 spent on all fo o

advertising—digital and =

non-digital combined. 10.0%
- eMarketer

0,
10.8% 11.3%

6.3%

T T T T
2016 2017 2018 2019
Il Facebook net ad revenues* [ Print ad spending**

Note: *includes advertising that appears on desktop and laptop computers
as well as mobile phones, tablets and other internet-connected devices,
and includes all the various formats of advertising on those platforms, net

ad revenues after companies pay traffic acquisition costs (TAC) to partner
sites, **excludes digital
Source: eMarketer, Sep 2017

232803

www.eMarketer.com

MMGYGLOBAL



FACEBOOK TARGETING

FACEBOOK AUDIENCES

What are Custom Audiences?

« Choose the people you want to reach through Facebook’s targeting capabilities. Saved
audiences allow you to reach people based on their demographics, interests, location
and behavior.

Types of Custom Audiences
* Emails Lists

»  Website Visitors

* Lookalikes

» Core Audiences

MMGYGLOBAL NJF



FACEBOOK TARGETING

FACEBOOK AUDIENCES

Website Retargeting

The Beaches of Fort Myers & Sanibel ife Like Page

W
B (oetauit)
Sponsored - 3
What do you look for in a beach? Soft white sand? More seashells than

you can count? Whatever it is, you can find it here.

Sanibel Island

Captiva Island

Learn More

MMGYGLOBAL

Email database

The Beaches of Fort Myers & .os
B sanibel (Default)

Sponsored
Sea turtle season is upon us! Make sure to keep
these tips in mind to protect these precious
creatures in honor of World Turtle Day:
http:/bit.ly/2IHTokW

SAFETY TIPS

FOR SEA TURTLE SEASON

Lookalike Audience

p The Beaches of Fort Myers & .ee
“\%> ganibel (Default)
Sponsored
Islandology No. 46: The sunlight nourishes even
the brightest minds.

NJF



FACEBOOK TARGETING

HOW TO CREATE CUSTOM AUDIENCES

B = o

* Frequently Used i Plan + Create & Manage all Measure & Report i1 Assets 4 Settings

Busi

Reporting

Settings

Step 1: In Ads Manager click o , ‘ |
“tOOIS”, then CIiCk On Phals Creative Hub Page Posts Analytics an;\cqg \ Bilinqm:

App Dashboard Events Manager Business Locations Inv
“Aud iences” Automated Rules Pixels Block Lists

Offline Events Videos

App Events

Custom Con

ns

Partner Integrations

Step 2: Click on “Create .
Audience

Account: Lee County (1377528142508.. Audiences Images Locations Videos

= Filters = Customize Columns
i= All Audiences
Name \ Type Size Availability
Web Retargeting (All Pages) Custom Audience 79,000 @ Ready
FOLDERS Website
Bridal Leads_2.19.2018 Custom Audience 4,100 @ Ready
B My recent audiences Customer List Last updated 02/19/2018

MMGYGLOBAL NJF



FACEBOOK TARGETING

HOW TO CREATE CUSTOM AUDIENCES

Create a Custom Audience

Step 3: Select the custom audience
you want to create

How do you want to create this audience?

Customer File

Use a customer file to match your customers with people on Facebook
and create an audience from the matches. The data will be hashed prior t
upload

Website Traffic
Create a list of people who visited your website or took specific actions

Step 4: Choose to add customers

. App Activity
Greate a list of peaple who launched your app or game, or took specific
rom your own tiies an ala
offline Activity [UPDATED| Create a Custom Audience

Create a list of people who interacted with your business i
phone, or through other offline channels.

Engagement [UPDATED | Add customers from your own file or copy and paste data

Create a list of people who engaged with your content on |
Instagram.

Use your customers' information to match them with peaple on Facebook.

be kept Import from MailChimp
Import email addresses directly from this third-party connection by
providing your login credentials.

ile with lifetime value (LTV)

Include LTV for better performing lookalikes [NEwW
Use a file with LTV to create a lookalike more similar to your most valuable
customers.

*Files must first be converted to a .CSV or TXT file

MMGYGLOBAL NJF



FACEBOOK TARGETING

HOW TO CREATE CUSTOM AUDIENCES

Step 5: Next to "Original Data
Source”, choose how the customer
information in your list was originally
gathered

Step 6: Upload your customer list
and name your new audience

*Files must first be converted to a .CSV or TXT file

MMGYGLOBAL

Create a Custom Audience X

Add Customer Lis

Prepare a file with your customer data

5] Read best practices for preparing your customer data

can use (15)

) Original Data Source

Directly from cus: tomers v

* Add a new file (CSV or TXT) Download file template

Upload File —

m—— Audience name Bootcamp Example - Don't Use 22 Show description

Cancel Back

NJF



FACEBOOK TARGETING

HOW TO CREATE CUSTOM AUDIENCES

Step 7: Use your newly uploaded R
custom audience to create a e e
lookalike audience

Create a Lookalike Audience

Step 8: Update your audience
location and audience size

Estimated reach

MMGYGLOBAL NJF



FACEBOOK TARGETING

HOW TO CREATE CUSTOM AUDIENCES

Create Audience w = Filters = Customize Columns w

Name Type Size | Availability Date Created ~ Audience ID

Lookalike (US, 1%) - Bootcamp example Lookalike ® Updating audience 07/30/2018 6100226438918
Custom Audience: Bootcamp ... Updating audience 8:38pm

Bootcamp example Custom Audience ® Updating audience 07/30/2018 6100226433918
Customer List Updating audience 8:37pm

*All custom audiences will show up in the “Audience” section of your
Business Manager account once created

MMGYGLOBAL NJF
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SOCIAL CO-OP OPPORTUNITIES

SOCIAL CO-0OPS

Royal Shell Vacations

Sponsored

FACEBOOK SLIDESHOW AD G

*Overview: Provides the ability to showcase your business on
Facebook, in video format, by utilizing Lee County’s custom
targeting to generate Facebook website referral leads

Book now for 10% off a 7-night vacation! Click,
call and mention VCB10 for details.

*Targeting: Custom Audience targeting created from the current
LCVB email database

*Goal: To drive an interested audience to click-through to partner
website

*Placement: Slideshow ad to be launched from partner Facebook
account and live on the userOs newsfeed Royal Shell Vacations

*Partner must provide 3-5 high quality images, all sized
1080x1080

+Cost: $500 (VCB Matches)

MMGYGLOBAL NJF



SOCIAL CO-OP OPPORTUNITIES

SOCIAL CO-0OPS

FACEBOOK & INSTAGRAM SLIDESHOW AD

Overview: Provides the ability to showcase your business on
Facebook and Instagram, in video format, by utilizing Lee
County’s custom targeting, to generate Facebook and
Instagram website referral leads

Targeting: Custom Audience targeting created from the current
LCVB email database

Goal: To drive an interested audience to click-through to
partner website

Placement: Slideshow ad to be launched from partner
Facebook and Instagram accounts and live on the user’s
newsfeeds

Partner must provide 3-5 high quality images, all sized
1080x1080

Cost: $500 (VCB Matches)

MMGYGLOBAL

Royal Shell Vacations
Sponsored

Book now for 10% off a 7-night vacation! Click,
call and mention VCB10 for details.

Instagnam

Royal Shell Vacations
Sponsored

Royal Shell Vacations

Book Now

Qv A

Book now for 10% off a 7-night vacation! Click, call
and mention VCB10 for details.
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SOCIAL CO-OP OPPORTUNITIES

SOCIAL CO-0OPS

FACEBOOK RETARGETING

* Overview: Retargeting ads are an effective way for partners
to reach people on Facebook after they’ve already visited
fortmyers-sanibel.com. Retargeting ads will help reach
consumers who have already shown interest in the vacation
planning process and re-engage them with relevant
messaging, making your ads even more impactful

* Targeting: Custom Audience that includes users who have
visited fortmyers-sanibel.com

* Goal: To drive an interested audience to click-through to
partner website

* Placement: Ad to be launched from partner Facebook
account and live on the user’s newsfeed

»  Cost: $500 (VCB Matches)

MMGYGLOBAL
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South Seas Island Resort

Just Escape to South Seas Island Resort: Book
Direct & Save!
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SOCIAL CO-OP OPPORTUNITIES

SOCIAL CO-0OPS

FACEBOOK & INSTAGRAM RETARGETING

* Overview: Retargeting ads are an effective way for partners
to reach people on Facebook and Instagram after they’'ve
already visited fortmyers-sanibel.com. Retargeting ads will
help reach consumers who have already shown interest in
the vacation planning process and re-engage them with
relevant messaging, making your ads even more impactful

* Targeting: Custom Audience that includes users who have
visited fortmyers-sanibel.com

* Goal: To drive an interested audience to click-through to
partner website

* Placement: Ad to be launched from partner Facebook and
Instagram accounts and live on the user’s newsfeeds

»  Cost: $500 (VCB Matches)

MMGYGLOBAL
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South Seas Island Resort

Just Escape to South Seas Island Resort: Book
Direct & Save!
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SouthSeas.com
South Seas Island Resort
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Resort: Book Direct & Save!
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SOCIAL CO-OP OPPORTUNITIES

SOCIAL CO-0OPS

FACEBOOK & INSTAGRAM CAROUSEL AD

*  Overview: Showcase your business on Facebook and Instagram
through The Beaches of Fort Myers & Sanibel’'s Facebook and
Instagram channels, utilizing a custom audience of those who have
previously interacted with content shared on The Beaches of Fort
Myers & Sanibel’s social channels

*  Targeting: Custom Audience of users who have visited interacted
with content shared on The Beaches of Fort Myers & Sanibel’s
Facebook and Instagram channels

*  Goal: To drive interested audience to click-through to partner website
*  Placement: Ad to be launched from The Beaches of Fort Myers &

Sanibel's Facebook and Instagram accounts and live on the user’'s
newsfeeds

. Images must be approved by VCB. VCB reserves the right to change
image

+  Cost: $500 (VCB Matches)

MMGYGLOBAL NJF
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