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Who the heck is
this guy?

Tourism Industry since 2003
Former Marketing Director for the Fargo CVB
Speaker at National, Regional & State Conferences

Director of Education & Strategy at TwoSix Digital



Who We Are

- 100% Digital Agency Focused on
the Travel, Tourism & Hospitality
Industry

40+ Years of combined tourism
industry experience

Headquartered in
||
- Brighton, Michigan
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Social Media
is a really good
marketing tool.
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Install GA4 NOW!
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Fix Your Website



Importance of mobile and speed



https://pagespeed.web.dev/
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Privacy policy

Before Advertising, be sure to
have a privacy policy linked on
your website!

TIP: Go “borrow” a privacy
policy from one of your
competitors if you don’t
already have one.









accessibility



The Americans With Disabilities Act (ADA) gathers all of the standards under

Title IT and Title III requirements, where:

o Title Il requires all state and local governments, as well as governmental
entities, to receive federal funding to provide access to their programs,

services, or activities to people with disabilities

o Title ITI, which are guidelines that prohibit “places of public
accommodations such as restaurants, hotels, movie theaters, museums,

and hospitals from disability-based discrimination.”



. , , , Not complying with the
Not complying with the ADA website requiremenfsputsyou at risk of a

lawsuit. the number of lawsuits has increased ovee tlirpasé hesvpyre s aad

small to medium-sized businesses are currently sd#§©bp ¥ M ERE
number of lawsuits has
increased over the past
few years, and small to
medium-sized businesses
are currently some of the

common victims.

victims.







“For the times they
are a-changin’”







PAID FIRST
MENTALITY



“There is really no excuse
for someone to see your
content who doesn’t want
your product”

Dan Slagen, SVP, Nanigans









ALWAYS ON






Direct Advertising Buy on Meta: $8,500
$1,200 per month
S300 per week



RO

Return on Investment



Don’t be a Walter.



BE INTENTIONAL
























What are your goals?



Turn this off.



What do you want the user to do?



Try to avoid these if possible!

e Strict guidelines to follow

* Potential for ad disapproval

* Can be atime suck trying to
get approvals






It’s new.
Give it a try!






WHAT IS A LOOKALIKE?






People in your local area






People you choose through targeting



Use Google
Analytics to
ensure your
assumptions are
accurate!



demo

ga












Demographics



Behaviors



Interests
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Final Ad Setup

Don’t forget to save
yvour audience!



Take it with a
grain of salt.



Advanced Setup Options in Part |l




You can make this as
simple or as complicated
at you want.






BASIC THINGS
TO REMEMBER















Best Practices: Post Length

May 31Tat11:44AM - &

ldeal length for a post is 40 characters.

Less IS more.



Use
Directional
Language
In Your
Posts






EMOIJIS FOR THE WIN



How much
should |
spend?






“Budget is often a barrier for smaller
groups, for smaller businesses. Having
one super highly produced, polished,
cinematic thing that’s 30 seconds long
might not be as valuable as something you

can shoot [consistently] with your phone.”

— University of lowa Researcher Clarity Guerra






Narration Matters



Think about it. People remember...

9 < K&

0 0 0
20%  30% 70%
20% of what 30% of what 70% of what they
they hear they see hear and see

Videos get far more views and engagement
than simple photo posts on social media. In
fact, social video generates 1200% more
shares than text and image content
combined.



“Perfect is the
enemy of good
content creation on

TikTok”

— Kyle Shields, TikTok



The Keys to a Great Ac

1) ALIGNMENT OF MESSAGE

2) ALIGNMENT OF IMAGE
3) ALIGNMENT OF AUDIENCE
4) LANDING PAGE OPTIMIZATION




BE INTERESTING
BE HELPFUL
BE USEFUL




STOP HOPING









Seriously.









USE
THE
TOOLS









SAVING TIME &
CREATING
EFFICIENCIES!






Before you begin:

Get the Al informed to provide you with the
best results by using this initial prompt.

— Bard | Experiment |

<+ New chat

Create new chats for each exercise.

Remember that these are conversations that
can build off inputs and results. The more Al
has to consider in generating responses.

TIP: Consider making individual
Chats for key destination verticals
that you can use over and over!
That way you’re not starting

from zero.



1. What types of meetings do your clients typically hold? (e.g., conferences,
board meetings, training sessions)

2. What are some common challenges your clients face when planning
meetings? (e.g., staying on budget, finding the right venue, managing logistics)

3. What is the level of experience your clients have with meeting planning?
(e.g., beginners, intermediate, advanced)

4. What is your preferred format for these how-to articles? (e.g., blog posts,
checklists, infographics)

5. What are your main goals for these articles? (e.g., educate clients, attract

new clients, establish yourself as an expert)

By understanding your business, clients, and goals, | can tailor the "how-to" articles

to be more relevant and helpful to your specific audience.












Use it for market research? This time suck tasks.






You already have it...



Requirements

= A stable internet connection
=  Word for the web

= A text-only Word for the web document















Unlimited Uses!



Start putting in some reps.



DON’T FORGET...












HOPE

IS NOT A
STRATEGY













SIGN UP TO THE E-NEWSLETTER



i TwoSIX DIGITAL

Brian V. Matson
brian@twosixdigital.com



