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Social Media



Social Media Objectives
• Focus on seasonal content creation for platforms in conjunction with our content creators and influencers

• Concentrate on tailoring content per platform based on 2021-2022 audience findings and trends

• Align paid media efforts with organic social content

• Leverage giveaways for experiences. Partner with resorts and businesses for seasonal/quarterly giveaways

• Focus efforts on video content creation and real time content to showcase the destination from a POV perspective

• Build TikTok seasonal videos and tie in paid media tactics to organic strategy

• Use CrowdRiff to source seasonal imagery

• Build CA Now stories that align with Visit California monthly themes and blogs on the site



Platform Overview
Data July August MoM

Audience 238,290 238,510 +0.1%

Impressions 1,887,973 2,398,031 +27%

Engagement 86,176 71,676 -17%

• We’ve seen growth in audiences and impressions July - August. While 
engagement rates are down month over month, engagement rates are still 
above benchmarks (2.8-3.3% compared to 0.3-0.98% benchmarks).

• Facebook has been bringing in the majority of impressions providing 2M in 
August. 

• Posted an NLT+Me Reel in August which generated 66.9K views and 5.1K 
engagements, increasing participation in the content campaign.

• The most engaged audiences are women ages 25-44. The highest reached 
locations included Los Angeles, San Diego, Reno, Sparks, Sacramento and 
San Francisco.



Post Examples



Content Creation



Looking Ahead
• Continue focusing content on a mixture of lifestyle, landscape, and 

lodging-specific content. Also highlight seasonality year-round.

• Identify additional key events and experiences for in-market content 
creators to attend and secure video/images at.

• Look to partner with additional organizations to participate in social 
takeovers.

• Award winners of the NLT + Me and NLT Challenge campaigns.

• Continue to develop additional CA Now stories.

• Post paid TikTok, Facebook and Instagram ads to organic channels.



Public Relations



Objectives
• Luxury, Top Tier Publications

• Target Markets
• Align with national paid media placements

• International to align with sales team and VCA efforts

• Stronger integration with owned and paid channels

• Focus peak season messages around education and shoulder season around driving visitation

• Align messaging with brand pillars



Tactics
• FAM Tours – Traditional Journalists & Influencers

• Quarterly Call for Content

• What's New Round-Up – Spring & Fall

• Peak Season Messaging

• Content Creation

• Desk Sides & Trade Shows/Media Missions

• Crisis Communication as Needed



Earned Media Results
• Secured Clips: 41

• Est. Digital Monthly Visits: 2.5B

• Est. Digital Coverage Views: 3.16M

• Est. Broadcast Audience Reach: 4.22M

Coming Soon to an American Cliff Near 
You: 'Via Ferrata' Routes

https://www.nytimes.com/2022/08/22/travel/via-ferratas-in-america.html




Looking Ahead

• Following up from the connections recently made at the VCA Fall Media Event.

• Scheduling influencer and traditional media FAMs reaching national and international 
audiences.

• Continue proactive pitching to support seasonal messaging and events.

• Send out a What’s New press release for fall.

• Planning for TravMedia’s IMM event in January.



THANK YOU!


