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Our Journey

- Big Picture
- Audience
- Content

- Ads




“A Tale of Two Pages”
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Vish Farmville, VA

N

Let's Camp! Campapaiooza 2020

Farrmwile has the best camping adventures on the
East Coast - we may be baased but we dare you to
compare

Campapalooza: Camping in Farmville - Visit
Farmville
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Visht Farmwilie, VA
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Visit
Farmville
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e DOWNRtOWN Farmville
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Today is the day for most of Virginia 10 enter
“Phase 17 recovery from COVID. 1t's an extra
special day as we announce some of the
downtown businesses

Downtown
Farmville



Meet
Letterpress Communications




Along the way...

e We'll focus on Facebook
and Instagram

e |Learn from each other
e Provide practical tips
e Be entered for a chance to

win a free social media and
website audit




ALONG
THE WAY

Content marketing is a strategic marketing
approach focused on creating and distributing
valuable, relevant, and consistent content to
attract and retain a clearly-defined audience —
and, ultimately, to drive profitable customer action.



‘P‘ICTURE




WHY ARE YOU ON
SOCIAL MEDIA?




AWARENESS

Measure Reach: Views

CONSIDERATION

Measure Engagement: Comments,
Reactions, Clicks, Shares, Page Likes

CONVERSION

Purchase, Stay, Foot Traffic, Donations

ADVOCACY

User CGenerated Content, Tags, Reviews,
Community Advocacy (calling council
members, speaking at public comment),
Referral Programs
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The "Rules” have gone

out the window...
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|s It working...

Find your most engaging
post from last month...

Facebook:

Insights>Posts>Post
Types

Website
Google Analytics
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Ad Center

Overview
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Reach

Page Views
Page Previews

Actions on Page

Inbox m
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When Your Fans Are Online Top Posts from Pages You Watch

Post Types

The success of different post types based on average reach and engagement.
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Who do you want
to be engaged
onh your page?

Main Streets:

e Downtown business owners
e Elected/locality officials

e Community Members

e \isitors

Tourism Site:

e 90% Out of Market Visitors
e Local Businesses

e Community Advocates




Who IS
engaged on
your page?

Follow along:

- FACEBOOK
- ANALYTICS
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Questions to ask of the data...

e s there an audience paying attention that |
wasn’t even aware of?

e Am | reaching the audience | want?

e Does what I’'m seeing with analytics match
reality/other numbers?

e Is my current audience engaged?






QUIZ

Which type of post
solicits the most
engagement on

Facebook?

1. text
2. photo
3. video
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Read the room

R

You don't know your
audience anymore




Ways to listen
to your audience...

These will seem tedious but are essential.

e Twitter:

Use Tweetdeck to create lists of various audiences

e Instagram:
Use geography, hashtags and tagging

e Facebook:

- Be a stealth member of groups you don't manage

-Curate your pages feed to follow what businesses
are sharing



PRACTICAL TIPS:

LISTENING

1. Only be on channels where you
are personally active.

(Or find someone on your team/board that is.)

1. Set up a weekly time to do some listening.




WHAT CONTENT HAS
WORKED FOR YOU?
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Universal
content wins

Authentic
Faces/People
Striking/Standout
Video




YPES OF VILEOS:
Testimonial (produced)




TYPES OF VIDEOS:
Testimonial (man on the street)




TYPES OF VIDEOS:
Content Based Using Web Tool (Lumen 5)

Lumen Casegoods

#=  Green Front Furniture




YPES OF VILEOS:
“News Story”

BARNES AND NOBLE AT LONGWOOD UNIVERSITY
PRESENTED THE CLASS WITH AN ENTREPRENEURIAL STORYBOOK




TYPES OF VIDEOS:
Facebook Live




Universal practices
that are crucial...

e Tagging/engaging networks
e Clear calls to action and direct/easy links

e |Load video directly to Facebook
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Your audience needs
you more than ever.

Pay attention to
engagement to make
sure you're on track.




Advanced
Analytics

| Oct7
Oct5

# Maturning Visitor

Engagement Rate:

Divide Reach by Engagement
and multiply by 100

1-3% is good.
3%+ is FANTASTIC.




Tourism
Opportunity

e User Generated
Content

e Sharing the
strength, agility
of community

e Featuring new
ways to explore



User Generated Content




Striking Content




Strength/Agility of Community




Main Street
Opportunities

e Groups

e Advocacy
Messaging
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Stay on top of the news

Previously you might stumble into a minefield by posting
the wrong thing at an inappropriate time, but the odds were
lower. Now, things are changing every single day, so you

have to consider not just how your post feels in the time it
was conceived and scheduled.

e Watch out for autopilot posting via website, newsletter.
e Run posts through a "snark filter”

e Pay attention to initial engagement if you are concerned
about reactions



PRACTICAL TIPS:

e Create Content Pillars
e Campaign Concepts:
e Main Street
o Board member features (KISS)
o Shop owner/employee features
o Behind the scenes series
o Theme around a month, such as women's
month
e Tourism ldeas
o Shop owner/employee feature
o Create an itinerary and do a post each week
around a featured location in itinerary




PRACTICAL TIPS:

e Create some automated systems for
content:

o Main Street: When you send a donor thank you
note, also schedule a post with their image

o Main Street: Always create two or three posts
after a board meetings with exciting
news/updates

o Tourism: Every Monday, first thing, search for
UGC from the weekend.

o FBTip: Save “evergreen” content as drafts







You gotta
pay to play...

e Great way toshape
your audience

e Build loyalty

e Turn “Consideration”
iInto “Conversion”




The set up...

e What is your
Call to Action?

e |siteasytoact?
Direct Links
Landing
Pages

e Measure success
with
o Facebook
Pixel
Google
Analytics




Review the results from
other sources and learn

- MW

February 2018 March 2018
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e Clicks
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TARGETING TIPS:

e Trying to reach Out of Market?
Exclude local areas
e Trying to engage your fans?
Target your most engaged fans
o Insights>People>Fans>Engage
o Look at those who engage. These people
are who you should target for ads!
e Have a high traffic website?
Use “lookalike” audiences




TARGETING TIPS:

e At minimum: use geography, page and
interest type to target

e Consider during one audience/reach ad a
month of $50 and having a few thousand in
reserve for big campaigns or pushes

e To grow page swiftly or grow web traffic, be
ready to spend $250+/month




WIin a Website &
Social Audit!

e Enter you email here!
e $1,250 Value

e Audit will be actionable and
iInclude:
o Content and Branding
Review
o Campaign Concepts
o Website:
s Analytics
s Design
s Technical Review



llsa Loeser
Letterpress Communications

letterpresscommunications.com
lsa@letterpresscommunications.com

434-414-5206
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