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2023 Best Practices
by Platform

DMOs have learned so much about their audiences in recent years. But
we understand the frustration teams feel when they think they have it all
figured out, only for an algorithm to change or a new app to launch. Keep
in mind that best practices continue to change as newer platforms like
TikTok nudge competitors for market share, travelers have more content,

platforms continue vying for their attention, and user behavior changes.

In a guide purpose built for destination marketers, we’ve
put together the latest available guidelines for TikTok,
Instagram, Instagram Reels, Facebook, YouTube, and
YouTube Shorts.

We’ll back it up with data that demonstrates the effectiveness of
these platforms and different content formats. We’ve made these
recommendations as specific to the travel industry as possible but, as

always, don’tignore your own if they’ve been working well for you!

Content Calender
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https://docs.google.com/spreadsheets/d/1PpmLRX_ygbMpVGKIaxgRh4Qm9Bq1B4YlfGdyMcgMVbE/edit#gid=1357068207
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Some takeaways that apply to each platform include:
e Posting when your audience is online
e Considering local holidays and events that
may impact engagement
e And remembering the kind of content that

generally works best for each platform

Our biggest advice regardless of which platforms
you’re working with? Understand your audience and
where they are.

Stick to the platforms that have worked, where you know you’re
having great engagement and conversations. You may feel
pressured to launch a new channel that has a lot of buzz or that’s
suddenly gained massive adoption (and we always encourage
trying new things!), but at the same time if your audience isn’t

there yet, it won’t matter.

Let’s divein!

Social Media Best Practices For 2023
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TikTok

TikTok 2023 Trends

Think of 2023 as the year TikTok takes a big leap

towards “growing up”, according to numerous

publications, analysts, brands, and TikTok itself.

That doesn’t mean everyone’s parents and
grandparents will suddenly inundate the platform,
which is part of the reason why so many Gen Z

and teen users have fled places like Facebook and
Instagram. Rather, TikTok has indicated it believes it
has a secret sauce that competitors can’t simply copy
to achieve the same results. To that end, TikTok is
portraying itself as the app that inspires users to act
based on the content they’ve seen, such as booking a

flight or trying a new suitcase packing technique.

Where do DMOs land in the Tiktok space?
While some organizations grapple with state
bans, others are dialing up their efforts.

That being said, there’s still lots of room to grow on
this channel. In a recent review of more than 850
CrowdRiff customer social media accounts, we found
that only 42% have a TikTok account. Of the active
TikTok accounts, about 35% are posting at least once a
week, and the superstars of the platform (just 6%) are

posting daily.
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https://digiday.com/marketing/tiktok-has-matured-but-theres-still-room-to-experiment/?utm_medium=email&utm_campaign=digidaydis&utm_source=daily&utm_content=230105
https://digiday.com/marketing/tiktok-has-matured-but-theres-still-room-to-experiment/?utm_medium=email&utm_campaign=digidaydis&utm_source=daily&utm_content=230105
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TikTok’s “What’s Next 2023 Trends Report” revealed three key trends the

platform will be focused on this year:

Actionable Entertainment:

According to the report, “on other platforms, content is ‘personalized’
based on broad identity categories or simple browsing histories. But

on TikTok, content is curated based on what viewers find entertaining,
so it captures their attention and trust.” TikTok has a good idea of what
content users are looking for and serves them that. The creators featured

in that content drive action by earning that attention and trust.

Making Space for Joy:

Living through the pandemic naturally created more awareness of health
and wellness and inspired millions to take better care of their bodies.
TikTok users “are seeking out meaningful and personalized strategies to
public health challenges, burnout struggles, and personal hardships,”
the report said. People want to be the happiest and healthiest version of
themselves and are looking to creators for tips and tricks for how to get
there. This also ties into the upswing we’re seeing in sustainable travel,
with the focus on traveling mindfully and leaving a positive impact on the

environment and communities in these destinations.

Community-Built Ideals:

Everyone wants to feel like they belong and to be understood. When
people feel included and supported, they’re more easily able to make
changes and achieve goals they set for themselves. “TikTok communities
are a cut above the rest because they’re specific—and that’s what helps
them thrive at scale,” the report said. “The platform isn’t just a place

to find fellow moms and gamers. It’s a place to connect with other
#TiredMoms who face the same day-to-day stressors that you do and get

inspired by #CozyGamers who prioritize laid-back, stress-free gaming.”


https://ads.tiktok.com/business/creativecenter/trend_article/online/whats-next-2023/pc/en?rid=tte6zcrk9jl
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The report also found that among people who took an
off-platform action as a result of watching a TikTok, 92%
said they felt a positive emotion that ultimately resulted
in an off-platform action such as making a purchase.
Also notable is the finding that 72% of TikTok users who
took an off-platform action said they received reviews
from platform creators they trust. This is all because
brands and creators tap into niches like #TiredMoms to
have honest conversations people care about and can
identify with. Decide who your niche audience is (LGBTQ,

sustainable-minded travelers, etc.)

Through its three trend focus areas, TikTok is essentially
doubling down on what it’s been offering users all along.
Again, it’s the platform of authenticity and the place
where brands can continuously and organically reach

audiences thanks to TikTok’s algorithm.

“[TikTok] focuses on showing you the best content from

all users, as opposed to pushing you to build your own

social graph,” Industry Dive said.

“That enables TikTok to maximize user
engagement, because your feed mix isn’t
limited to updates from certain profiles that
you choose, while it also provides more
exposure potential for creators, who are then
able to have their posts seen by a lot more
people, outside of their own audience.”

Social Media Best Practices For 2023
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https://www.socialmediatoday.com/news/32-predictions-for-social-media-marketing-in-2023/635297/
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TikTok Outperforms
Instagram Reels in
Engagement

On average, TikTok videos have engagement rates
that are six times higher than Reels, according to a
study of more than 564,000 TikTok videos and more

than 1.3 million Instagram Reels.

Interestingly, data show accounts with smaller
followings had higher watch rates than those with
larger followings (watch rate refers to percentage of
completed video views). This speaks volumes about
the shift we are seeing away from large influencers

and focusing more on niche travel creators. The study
doesn’t specify why that is and the results are not
industry specific, but this is promising news for smaller
DMOs trying to understand the impression that Reels

could make on their audiences.
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TikTok and Instagram Reels:
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2023 Best Practices

Best time to post (Eastern Standard Time):
6am - 10am and 7pm - 11pm, with Tuesday, Thursday, and Friday the days with highest engagement.

How often to post:
Aim for at least once per day, remembering that quality is better than quantity on TikTok. The algorithm

prioritizes content that’s watched from start to finish, meaning that quality content has a higher likelihood of
being consumed completely. Videos can be short, but they must have great hooks and target niche audiences.
Only 42% of CrowdRiff customers have a TikTok account and just 6% of those customers post daily. 35% of these

customers do, however, post at least once per week.

Content that works best:
People scroll through TikTok to be entertained. Find what makes your brand entertaining and stick to that.

Maybe your destination is known for a unique dance style or food that would surprise your audience, make them
laugh or motivate them to run to the grocery store to buy ingredients and start cooking. Keep videos short (a

few seconds is fine!), use hashtags, collaborate with local TikTok creators, jump on challenges, add music, and

engage with your followers. Also consider adding text-to-speech and captions to your videos not only to help
followers with vision impairments enjoy your content - this feature also provides an edge to traditional video.

And make sure you secure the proper licensing rights to music for your videos (check out this handy guide for

how TikTok makes it easy to do this).

Destination Example

Visit Berlin joined TikTok in 2022 and its videos already
average thousands of views. Their videos focus on tips
and tricks for exploring popular attractions and events
around the city and they do a fantastic job with hooks
at the start of the video - definitely check them out to
learn how they grab travelers’ attention!

Watch here

Christmas Garden Berlin
- 16.11.22-15.01.23



https://www.tiktok.com/@visitberlin/video/7164042592194284806?embed_source=121331973%2C120811592%2C120810756%3Bnull%3Bembed_name&is_copy_url=1&is_from_webapp=v1&refer=embed&referer_url=skift.com%2F2022%2F10%2F14%2Ftiktoks-short-form-video-revolution-gains-traction-in-search-for-destinations%2F&referer_video_id=7134707483091766534 
https://www.socialpilot.co/blog/best-time-to-post-on-tiktok#:~:text=The%20chances%20of%20these%20best,for%20you%20are%20relatively%20good.&text=To%20sum%20it%20up%2C%20the,Tuesday%2C%20Thursday%2C%20and%20Friday./
https://influencermarketinghub.com/best-times-to-post-on-tiktok/
https://influencermarketinghub.com/best-times-to-post-on-tiktok/
https://influencermarketinghub.com/text-to-speech-on-tiktok/
https://www.marketingbrew.com/stories/2022/11/22/on-tiktok-where-audio-is-integral-brands-can-be-limited-by-licensing-here-s-how-they-operate-on-the-platform-without-risking-potential-trouble?utm_campaign=mkb&utm_medium=newsletter&utm_source=morning_brew&mid=25a9b1d292d139a4e215a2526591eba1
https://www.marketingbrew.com/stories/2022/11/22/on-tiktok-where-audio-is-integral-brands-can-be-limited-by-licensing-here-s-how-they-operate-on-the-platform-without-risking-potential-trouble?utm_campaign=mkb&utm_medium=newsletter&utm_source=morning_brew&mid=25a9b1d292d139a4e215a2526591eba1

photo: @peter_mc_greats

Instagram and Instagram Reels

Instagram 2023 Trends

Reels - Instagram’s fastest-growing format - defined

feeds and content in 2022 and that’s not changing this
year. Instagram head Adam Mosseri took a page from

TikTok’s plans as he recently outlined the platform’s

top three priorities for 2023:

Inspire people to be creative:
Expect Instagram to add more visual customization

and tools, like augmented and virtual reality.

Help people discover things they love:

Besides showing audiences what they know and love,
Instagram will prioritize helping them discover new
creators and brands (a la TikTok-like experience).
Zuckerberg also noted in July 2022 that just over 15%
of content in Instagram feeds was being delivered by

its Al recommendation engine and that he expected
this to “more than double” by the end of 2023. This

basically means audiences can expect to see a lot

more content from people and brands they don’t
follow, which is a great opportunity for DMOs to

organically reach new followers.

Spark connections between people:

Mosseri recently said the way audiences are

interacting with Instagram content is changing, with

more users sharing content like photos and Reels

to their Stories and sending DMs to friends than

they share to their main feed. Instagram is hoping it
can stand out by focusing on conversations around
content instead of just on content itself. It’s also added

a new feature called Notes in the inbox section which

lets users share a conversation prompt in a Story-like
bubble. It definitely takes more time and attention,
but consider how you could engage one-on-one or
with small groups of your audience to have fun and

important conversations about your destination.

11


https://business.instagram.com/blog/instagram-feed-recommendations-changes-announcement/
https://www.socialmediatoday.com/news/instagram-chief-outlines-key-areas-of-focus-for-the-app-in-2023/639474/
https://www.socialmediatoday.com/news/instagram-chief-outlines-key-areas-of-focus-for-the-app-in-2023/639474/
https://www.socialmediatoday.com/news/zuckerberg-says-that-meta-plans-to-double-the-amount-of-ai-recommended-cont/628312/
https://www.socialmediatoday.com/news/zuckerberg-says-that-meta-plans-to-double-the-amount-of-ai-recommended-cont/628312/
https://www.socialmediatoday.com/news/zuckerberg-says-that-meta-plans-to-double-the-amount-of-ai-recommended-cont/628312/
https://www.socialmediatoday.com/news/Brands-Driving-Higher-Reach-and-Engagement-via-Instagram-Reels/632817/
https://www.socialmediatoday.com/news/Brands-Driving-Higher-Reach-and-Engagement-via-Instagram-Reels/632817/
https://www.socialmediatoday.com/news/Instagram-Adds-BeReal-Like-Feature-New-DM-Connection-Tools/638663/
https://www.socialmediatoday.com/news/Instagram-Adds-BeReal-Like-Feature-New-DM-Connection-Tools/638663/

Organic Performance of Post Types on Instagram

Image Carousel Album Reels Video

*Depicts average percent engagement per post type
Source: Socialinsider travel industry study

Reels are on the Rise

Reels account for roughly 20% of the time that people spend on Instagram, so it’s clear this is the kind of content

audiences are increasingly expecting. Instagram added a “Boost Reels” option in 2022 for brands that lets them
turn their Reels into ads to reach new audiences and drive more engagement. Boosted Reels will appear in feeds,

Stories, the Reels tab, and the explore page to help new customers find your brand.

To be eligible for boosting, “Reels must be less than 60 seconds and have a 9:16 aspect ratio, which means
they’re filmed vertically and have a full-screen format,” Instagram said. “At this time, Reels that use third-party
intellectual property — such as copyrighted music, GIFs, interactive stickers, or camera filters — are ineligible for

boosting, as well as Reels shared to Facebook.”

Instagram also announced that Reels creators can earn money for their high-performing content, known as the

Reels Play Bonus program, if their Reels are deemed eligible.



https://www.businessinsider.com/instagram-walks-back-full-screen-feed-changes-kardashians-influencer-backlash-2022-7
https://business.instagram.com/blog/boost-instagram-reels
https://business.instagram.com/blog/boost-instagram-reels
https://help.instagram.com/543274486958120
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2023 Best Practices

Best time to post (Eastern Standard Time):

The best time to post Reels is in the morning, Monday through Thursday,

with Wednesday at midday getting the top spot for highest engagement.
Many brands post on the hour mark, so consider posting a few minutes

before or after the :00 to better stand out from your competition.

How often to post:

Most brands post an average of a little more than once per day. Keep in

mind that the algorithm prioritizes recency, meaning newer posts will
show up higherin feeds than older ones. This also means it’s even more
important on Instagram to post when your audience is online so that they
won’t miss your amazing content! 91% of CrowdRiff customers are active

on Instagram and almost 50% of these customers post daily.

Content that works best:

Pro tip #1 is don’t just recycle watermarked TikToks as this will only

show your audience that they’re not getting anything new or original to
Instagram by following you there. Again, it’s ok to repurpose content from
other platforms, but make sure it’s optimized for Instagram and consider
adding elements like polls or quizzes that are specific to the platform.
Work with a diverse set of local creators who understand your destination
and represent what’s best and unique about it, and dedicate part of your
budget to making this happen. Use hashtags that are specific to your
niche(s) and destination, and encourage your audience to use these

hashtags so you can share their UGC.

photo: @seefromthesky
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https://blog.hootsuite.com/best-time-to-post-on-instagram/
https://blog.hootsuite.com/best-time-to-post-on-instagram/
https://blog.hootsuite.com/instagram-algorithm/

In the last 9 months, brands in the Travel Category shared: @ Reel @ Carousel Image

Sept 22

54.92% Photos 24.23% Carousels

Date Range: 01 Jan 2022 - 30 Sept 2022
Sample: Sociallnsider - Worldwide Date for the Travel Industry

14.61% Reels 6.21% Videos

Although Instagram will continue to prioritize Reels content, that doesn’t mean you should abandon images.
Images were Instagram’s original calling card and what continues to drive audiences to the platform. Photos are
often easier to quickly consume and convey information, so continue to keep them in your content mix. As this
chart below shows, single, static images still accounted for more than half of content shared to Instagram by

travel brands in 2022 with Reels steadily increasing in adoption throughout the year.

Destination Example

YesMiliano worked with CrowdRiff to redefine their

Instagram content post-pandemic as they knew they had
to expand beyond the destination’s image as a business
and shopping reputation to become more inclusive. They
share a lot of UGC to encourage audience engagement
and use Reels to spotlight creators that exemplify its
diverse and inclusive culture.

Watch here

14



https://crowdriff.com/resources/case-studies/yesmilano-crowdriff-increase-engagement-build-brand
https://www.instagram.com/reel/CmeoeCAhXuh/?igshid=YmMyMTA2M2Y= 
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Facebook
Facebook 2023 Trends

Like on Instagram, Facebook users will
continue to see more content from people
and brands they don’t follow in 2023.

Zuckerberg told The Verge in October 2022 that,

“What’s basically going to happen is that, over

the next year or two, we’ll start showing more
recommended content in the Feed,” he said. “And
we’ll know that we’re doing a good job because the
content in the beginning is going to displace some
other content, and either displacing that content is
going to lead to negative feedback from people, and
lead to people connecting with each other less in all
the metrics that we focus on, or it will actually lead
to people connecting more and being more satisfied

with the product.”

19.6%

10.6%

15.2%

Source of Feed
Content Views
inthe US

8.3%

16.6%

29.7%
Source: Meta

Social Media Best Practices For 2023

The chart below shows how more than 15% of
views in Facebook’s feed already come from the Al-
recommended content, with friends’ original content

still claiming the largest percentage (nearly 30%).

Eventually, about 40 percent of content on a user’s
main feed will come from people and pages they don’t
follow, Zuckerberg said, but added that being able to
keep up with content and conversations from family
and friends will continue to be a hallmark of Facebook.
“And | think that that’ll be an important differentiator
for our services: being able to do that in addition to
the recommended content,” he said. “But | do think

the amount of recommended content will ramp up.”

Read: Facebook and Meta are still very much trying
to figure out user behavior shifts like everyone else,
so expect priorities and algorithms to keep pivoting

during the next year.

@ Friend Reshare

@® Unconnected
Friend Original
Group

@ Page Follower
Other

Organic Feed content views in the US during Q3 2022, broken

down by source of the content. 03


https://www.theverge.com/23397187/mark-zuckerberg-quest-pro-metaverse-interview-decoder
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Home versus Feeds

Facebook rolled out the Feeds tab in July 2022 to

further advance its foray into Al-recommended content.
Facebook said that Feeds are “a new way to find the most
recent posts from your friends, Favorites, Pages, and
groups,” the company said. “You can curate a Favorites
list of the friends and Pages you care about most and filter

their content in this new tab.”

Home, or the increasingly Al-recommended feed, is

“the new name of the tab you first see when you open
Facebook to discover new content,” the company said.
“From Home, you can easily access Reels and Stories and

get personalized recommendations.”

Currently, Home is the default feed that shows up when
users open the Facebook app and it’s unclear how many
users are aware of the new feeds. For DMOs, this means
that communities like groups you may have created

on Facebook become more important to ensure your
audience is seeing your content. Educate your audience
about these changes and ask them to add your page to

their Favorites feed.

photo: @robertbye
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https://about.fb.com/news/2022/07/home-and-feeds-on-facebook/
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2023 Best Practices

Best time to post (Eastern Standard Time):

Tuesdays and Thursdays between 8am - 12pm. Posts that are shared

during mid-week mornings typically receive higher engagement.

How often to post:

While Facebook recommends posting at least once per week, other

experts recommend posting between three and seven times per week.

This keeps you relevant to your audience without bombarding them with

too much content.

Content that works best:

The content that Facebook has been known for all along - text, photos,

and links (blog posts or news stories about your destination, etc.) - still
work well and are what users want. Based on data from the third quarter
2022, posts with a link on Pages had a higher percentage of content
views than posts with a link from friends (see chart below). About 7.5% of
content views for Pages came from posts without links. Don’t disregard
links, but keep in mind that photos and simple text status updates can

also be effective (see chart below).

Posts From
. Posts from Posts from Unconnected
Friends and .
Groups Joined Pages Followed Posts
People Followed
Post with a Link 1.6% 0.4% 3.1% 2.4%
Post with no Link 47.7% 16.2% 7.5% 12.8%
Grand Total 49.3% 16.6% 10.6% 15.2%

Social Media Best Practices For 2023

photo: @jareddrice
‘.r

Other

0.2%

8.1%

8.3%

Grand Total

7.7%

92.3%

100%

Organic Feed content views in the US during Q3 2022, broken down by whether the individual post contained a link to an external site or app.

Source: Meta
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https://blog.hootsuite.com/facebook-marketing-tips/
https://searchengineland.com/facebook-a-content-marketing-guide-389490
https://www.facebook.com/business/learn/lessons/post-on-facebook-page-regularly
https://www.constantcontact.com/blog/how-often-post-social-media/
https://blog.hootsuite.com/facebook-marketing-tips/#8_types_of_Facebook_posts_to_use_for_marketing

Organic Performance of Post Types on Facebook

0.3

02 +— R

01 |— S E—

0.3
Photo Album Link Video Status Music Event

*Depicts average engagement rate per post type
Source: Socialinsider 2022 study

Destination Example

Visit Staunton is a small DMO in Virginia that has the
right mix of UGC, blog links, and news stories that
feature its lively cultural and arts scenes. Its audience is

also really engaged with its posts with lots of comments

¥

and shares (like we said, having a strong community . B r = 0N
; N,

couldn’t be more critical to success on Facebook), : b S o 5

and the Visit Staunton team also replies to comments i i sl mﬂﬁ"nﬁ:ﬁﬁg.mﬁEEEL.;

helping travelers with questions they have.



https://crowdriff.com/resources/case-studies/localhood-helps-small-dmo-save-time-money-new-audiences
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photo: @heytowner

YouTube and YouTube Shorts

YouTube 2023 Trends

YouTube’s big objective, if you didn’t already know, is that creators come first.

This is very different to other platforms since, from its beginning more than 15 years ago, YouTube has made
incentivizing creators to join the platform and help them make money a key priority, and the company is
doubling down on that in 2023.

As we pointed out in the introduction, YouTube is the world’s second largest social media platform after
Facebook, with 2.5 billion monthly active users. YouTube Shorts, videos 60 seconds or shorter that launched in

2020, get 30 billion views per day, and 1.5 billion monthly active users. To put that into perspective, that’s more

than TikTok’s 1 billion monthly active users. Because YouTube has been around so much longer than other short-
form video platforms, audiences are intimately familiar with YouTube creators and DMOs sharing content on

YouTube and Shorts can use that to their advantage by working with those creators.

19


https://www.forbes.com/sites/richardnieva/2022/12/20/youtube-shorts-monetization-multiformat/?sh=fedc3b6f41f2
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Shorts Creators Can Now Join YouTube’s Partner Program

YouTube’s popular partner program is expanding to include Shorts creators, which the company announced

in 2022. The company said this furthers its goal of rewarding creativity, and during the past three years,

creators, artists and media companies have earned more than $50 billion from YouTube.

To be eligible, Shorts creators need at least 1,000 subscribers and either 4,000 valid public watch hours in the

last 12 months or 10 million valid public Shorts views in the last 90 days. If nothing else, this is a sign of just how

invested YouTube is in Shorts and is also encouraging for small DMOs without the resources to create a slate of

splashy videos. Now, you could create one long video and cut it into bite size pieces to get a lot of mileage from

your hard work.

YouTube Partner Program

ELIGIBILITY

1,000

subscribers
OO

+* Access exclusive benefits,

W o B a * &

4,000

wvalid public watch hours

10M

wewt valid public Shorts views

L I S L

receive support and $ earn money with

® ¢ ¢ @

ady YouTube  Funds  Merchasdise  Ticketing  YouTube Super Super Super channel
v

remesm

BrandConnest  Chat Stisken Thanks  memberives

"d

YPP Fan Funding

weW!  Access fan funding sconer. More details coming in 2023,

+* Access exclusive benefits,

® ¢ ©

Super Super Super channel
Chat Stickers Thanks  memberships

receive support and $ earn money with

*

Source: YouTube

photo: @ misterdoulou
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https://blog.youtube/news-and-events/supporting-the-next-wave-of-creative-entrepreneurs/
https://blog.youtube/news-and-events/supporting-the-next-wave-of-creative-entrepreneurs/
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2023 Best Practices

Best time to post (Eastern Standard Time):
Friday, Saturday and Sunday from 12pm - 9pm.

How often to post:

Four to six times per week. Remember, these videos don’t have to be long or necessarily high production value

thanks to Shorts. Just over a third of CrowdRiff customers are active on YouTube Shorts, showing an interest in

short form video and investment into this newer medium.

Content that works best:

For DMOs, educational videos (“how-tos,” explainers, etc.) and vlogs are examples of videos that work great

on YouTube and Shorts as learning is a top reason why people turn to YouTube. Take your audience behind the

scenes of their favorite attractions or show them “a day in the life” of a local small business owner that has a
unique perspective on the destination.

Destination Example

Visit California has shared more than 30 Shorts videos

that focus a lot on local food, and also serve to tease
the longer versions of the video. Its YouTube feed also
features Visit California podcast episodes - an outside-
the-box example to keep in mind if you already have
an engaged YouTube audience and are looking for
places for your podcast to stand out but are weary of
competition on traditional podcast platforms.

Watch here

1{*

Sha re\

=Djvé Bars & Five Stars - Los Angeles Remix
(9x16 FB IG :15 Story)
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What Different Teams
Should Prioritize

DMOs come in different shapes and
sizes and there is definitely no
one-size-fits-all platform.

Teams should accept that they’ll likely never master all
social platforms or be everywhere that their audiences

are - after all, some estimates put the total number of

social platforms in existence at more than 200!

Chances are your team is probably already active on
either Facebook, Instagram, TikTok, or YouTube. If
you’re only active on one or two of those, make sure
you’re seeing a lot of success there before hopping
on new platforms, especially if you’re a small team.
It’s better to have a successful strategy, great content,

and high engagement on one platform than to spread

yourself thin on numerous ones. Consider the
resources you have available.

Knowing who your audience is and which platforms
they hang out on will always be the most important
factorin deciding which platforms to invest in.

Also remember what your social media marketing

goals are: ifit’s mostly about sharing content and
engaging with followers, maybe Instagram is the
right place to spend your time, but if you’re more
interested in customer support or want to offer that
service (essentially acting as a virtual visitor center
to answer travelers’ queries) Facebook would be

a great place to be. If you want to build trust and
share reliable, real-time information that doesn’t
need to stick around your feed forever, Instagram’s

Stories are a helpful tool.

photo:-@andrewdesla
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With that in mind, we have some broad guidelines on

platforms to focus on:

Smaller teams with basic experience:

Instagram, Instagram Reels, and Facebook. These
are the more legacy social platforms that have years’
worth of best practices to learn from, which makes it

easier for small teams to quickly pick up.

Mid-sized teams with mixed skills:

Instagram, Instagram Reels, Facebook, and either
TikTok or YouTube Shorts. These teams have more
resources available to create more content dedicated
to different platforms. Recall that Tiktok’s algorithm
prioritizes videos watched from start to finish - mid-
sized teams are likely better able to create quality

content that will be consumed and rank higher.

Big teams and budgets with advanced skills:
Instagram, Instagram Reels, Facebook, TikTok, and
YouTube Shorts. The beauty of bigger teams and
budgets is that there’s wiggle room to test and learn
on different platforms, create engaging content and be
able to keep up with the volume of content required to

be successful.

Internal resources only versus external as well:

If you’re only using internal resources to keep your
audience engaged on social media, we recommend
sticking with one or two social platforms so you

can keep a proper handle on the amount of content
needed. For DMOs that feel like they aren’t reaching
their audiences effectively or able to create the
content that tells the stories they want to share, we
recommend looking into an affordable resource that

can help you get there.
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How to Define Your Brand
on Socialin 2023

We know you probably already have your organization’s branding
figured out, but how does that translate to different platforms?

Some DMOs try to be everything to everyone and, while there’s nothing wrong with

that, building trust comes from having a defined audience that knows you’re talking

specifically to them.

photo: @jsnbrsc
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Storylab.ai has this nifty list of five content themes to use to help structure your branding on social, bearing in

mind that that some of these themes won’t fit with certain platforms while all may fit with others:

Problem and brand awareness: talk about what
makes your brand unique and why you’re worth
visiting. Your DMO may be the only reliable source of
information about your destination and your problem

could be how to best demonstrate that to travelers.

Trends: Talk about trends in your market (or larger/
global trends). With inflation and price sensitivity,
share free or low-cost experiences with your audience
if you know they’re a group that cares about price.
Watch for fun social trends that you can jump on like
the “Little Miss” meme trend in 2022.

Personality and trust: Show yourself and your
personality if your team is up for it! Celebrate the

people on yourteam (and your partners!) for their

expertise and personality. Discover Long Island is
strong in this area, sharing Instagram Reels of their
staff visiting different attractions and the DMO’s staff

also hosts a podcast.

Brand and product positioning: Only about one-fifth
of your content should talk explicitly about your brand
and its mission. For DMOs, one example could be
sharing how tax revenue you’ve generated has directly
benefited a key infrastructure project for the local

community.

Responsibility and ethics: if your brand is purpose-
driven, show it off! For example, if your destination is
particularly committed to sustainability don’t be afraid

to share that and show how travelers can do their part.

Still looking for more? CrowdRiff Connect helps your business partners and creators get a great first impression

of your brand by configuring your branding like logo and color scheme. Connect also makes sourcing content

from and sharing assets with these partners easier while making your community more united in the process.
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How Localhood Creator
Services Helps DMOs
Succeed Across Social
Channels

Whether you’ve been successful on multiple platforms or wish

has you covered.

you had time to be more engaged, Localhood Creator Services @

And whether you’ve already had a great experience working with content creators or
are searching for an easier way to manage that workflow, Creator Services also helps
with that.

While many DMOs have developed long-term relationships with influencers, sometimes
it’s difficult to find the right match or get quality content that aligns with your brand.
Even after getting the content, supplying feedback for future projects or paying

creators adds more tasks for DMOs with teams that are already stretched thin.
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Localhood’s Creator Services manages the workflow
with creators from end-to-end. We handle all of the
logistics, including creator acquisition and screening,
compensation - including negotiations, contracts,
insurance, and liability, and day-to-day creator support,
so your team can focus on creating the best strategy for
the assets that we deliver. Localhood sources content
creators and works closely with them to create the

Localhood Story content your team wants.

Your team gets:

Fresh content:
Delivered in Localhood Story format that automatically

has the benefit of distribution on Google

Access to raw assets:
You can also use Localhood Stories to power your social
media strategy across Instagram, TikTok, YouTube Shorts,

and other platforms

Diverse content:

Can work with lots of people from various backgrounds

Video content that’s ready to go:
Receive turnkey content that follows a narrative and tells
a story from start to finish which DMOs often struggle to

create themselves
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Visit California started using Creator Services in January

2022 and to date has already worked with over 20 active

creators. These creators have produced more than 600
Localhood Stories with a combined length of over 10+

hours of video content. This content has achieved:

+129,000

Localhood Story views

+2.5 million

Google Search impressions

+730,000

TikTok views from repurposed content
(In fact, at one point, Localhood Creator Content was
used in 50% of this DMOs TikTok strategy)

2 CrowdRiff

If Creator Services sounds like a lifesaver and
aresource that will help your team work more

efficiently, reach out to us for more information.
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