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OWNED Media
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WEBSITE
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• Who are you
• What do you deliver
• AccessibilityInformation

• Customer Experience
• Brand Promise
• Events | Specials | Deliverables Content

• Design
• Photography and Video
• BlogVisuals

• HTML, CSS, JavaScript
• ALT Tag, Information Architecture, Meta Tag
• SEO and AnalyticsBackend
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Here are some of the actual
Facebook Conversions that

Visit Culpeper has used in campaigns:
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INSTAGRAM
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Why Instagram? 
• 1 billion+ Users Worldwide

• 500 million+ accounts are active 
every day

• 80 percent of accounts follow a 
business on Instagram

• 500 million+ accounts use 
Instagram Stories every day

What can Instagram Do?
People come to Instagram to be 
inspired and discover things they care 
about

• Connect Passions
• Immerse Visually
• Spark Exploration
• Be recognized as a business
• Leverage a seamless ad 

experience
• Tell a more immersive business 

story



BUSINESSES LOVE INSTAGRAM
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2 in 3 of Business 
Profile visits are 
from non-followers

One Third of the 
most viewed Stories 
on Instagram come 
from businesses

200 M+ accounts 
check out a 
Business Profile 
each day



INSTAGRAM DIRECT
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Instagram Shop
• Eligibility

• Create Catalog

• Activate Shopping
through App

• Create your first Shopping Post 
or Story

• Track Shopping Insights

Shopping highlights
• You can tag both people and 

up to five products in a single 
post

• Only organic posts and stories

• Businesses can still create 
paid ads but not to promote 
their shopping posts or stories



INSTAGRAM STORIES

Stand Out with Stories

1. Try something new
• Tease new products
• Behind the scenes

2. Get Creative
• Share a combination of photos and videos
• Use features like Boomerang or Hyperlapse

3. Time is on your side
• Stories only last 24 hours – so take advantage
• Flash sales
• Sneak Peeks
• Limited Time Deals

4. Think about Sound
• 60% of stories are viewed with sound on, so create content that sounds as good as it looks
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INSTAGRAM TIPS
• Business Verification – demonstrate authenticity

• Complete a description in your Instagram Profile bio to tell potential customers
about your business

• Use stories to provide a behind the scenes look at your business
• Encourage customers to tag your business in their posts so people can see posts from others

• Actions – how can I add actions to my business profile? 
• Tap into what people are naturally doing on the platform and connect with potential customers
• With actions, people can easily discover your brand, shop, reserve restaurant, and book tickets
• Currently only available for Food + Beverage, Health + Beauty, and Ticketing companies

• Showing up in Explore
• Posts are surfaced algorithmically based on things like the people you follow or the posts you like

• Use hashtags in your caption
• Add a location tag to your post
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YOUTUBE
• 1.9 billion MAUs

• On mobile devices alone, YouTube reaches more adults aged
18-49 during prime time than any cable network does in an
average week

• Over 50,000 years of product review videos have been watched on mobiles devices over the 
past two years

• 50% of YouTube’s audience is female

• 59% of Generation Z (16-24 yr olds) have increased their YouTube usage since last year 

• 46% of millennials (25-34 yr olds) have increased their YouTube usage since last year 

• YouTube is the world’s second largest search engine
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TWITTER

• 500 million tweets are sent
each day

• 326 million MAUs
• 80% of Twitter’s users aren’t American
• 24% of US adults use Twitter
• The half-life of a tweet is 24 minutes

• In other words, a tweet gets half its 
interactions in the first half hour, and 
then starts a long, slow decline into 
the fog of time

• The most popular emoji on Twitter in 
2018 was the laugh-cry face

• 250 million MAUs

• Reaches 83 percent of US women
aged 25-54

• 50 percent of new sign-ups in 2018 were 
men

• 80 percent of Pinterest users are on mobile

• 85 percent of women users use Pinterest to 
plan “life moments”

• 59 percent of millennials have discovered 
products on Pinterest

• Pinterest users spend 29 percent more while 
shopping than non-users
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PINTEREST



Social Media Platforms
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Earned media, or earned content, is any material written about you or your 
business that you haven't paid for or created yourself. Although this type of 
media is always published by a third party, there are ways marketers can 
position themselves for earned media opportunities.

EARNED MEDIA
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EARNED MEDIA EXAMPLES

• News coverage 

• Social Media

• Publication coverage

• Customer Reviews

• Word of Mouth
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CREATE CONTENT WORTH SHARING
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HOW TO EARN EARNED MEDIA

• Invest plenty of time in interacting on social media

• Make your customers really, really happy

• Create news worthy events, specials, offers

• Work with local Tourism office to host FAMs (Familiarization Tours)
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Local Tourism office…aka Destination Marketing Office

• Culpeper – Fauquier – Madison – Orange – Rappahannock
• Media Leads - weekly leads on what writers and editors are seeking

• Unorthodox lodging
• Foraging chefs and restaurants
• Game of Thrones travel
• Woodstock anniversary inspired experiences
• Cannabis menus

• Desk side media visits
• New York | Washington DC | Raleigh-Durham | Atlanta | Chicago

• FAM tours
• General | Weddings | Culinary | Liquid Love |Adventure | Wellness

• Content Generation 
• Blogs | SM Posts | Articles | Press Releases | Video | Photography
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ABOUT VISIT CULPEPER
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CONTENT STRATEGY

• Prioritize high performing things-to-do and reasons-to-visit 
focused content pieces

• Be efficient with our internal capacity

• Support many stakeholders via popular life-style articles

• Maintain and enhance core pages and evergreen articles

• Look for opportunities for content to crossover between 
focus areas and campaigns
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CONTENT PLANNING 

What to Cover
• Marketing Plan
• Annual Event Calendar
• Marketing Calendar
• Event Tracking
• Newsgathering
• Forecasts and Consumer 

Travel Trends
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Planning & News Gathering Distribution

Where & How
• Channel appropriate
• Building calendars
• Tentpole events and mini 

plans
• Tools

Where & How to Share
• Channel appropriate
• Organic vs paid
• Audience focused

Calendars & Assigning



MARKETING THEMES
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Sleepover Events & Festivals

Food & Drink Agritourism

Weddings History

Main & Davis 
Street

Nostalgia Seasonal Adventure



CONTENT CYCLE

• Editorial Calendar & 
Assigning

• Research
• Writing & Editing
• Visual Asset Sourcing

(Photo & Video)
• Search Engine Optimization
• Digital Publishing 
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Digital Strategy 
& Platforms

Digital Marketing

• Social Calendar
• Social video production
• Audience Engagement
• Organic Content Distribution
• Organic Posting

• Audience Targeting
• Paid Content Distribution
• Email Marketing

Social Media



CONTENT PERFORMANCE 

• Clicks (organic and paid)
• Impressions
• Engagement
• CPC
• CTR
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Website Pitched

• Coverage
• Visits
• Multiplier 
• Reviews

• Clicks (organic and paid)
• Outbound clicks to partners
• Onsite circulation
• Search conversion
• CPC
• CTR

Social



Google Analytics Tutorial



Google Analytics (GA) is a free tool that tracks and reports website traffic, allowing you to make better 
business decisions. 
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Audience: Monitor site performance in 
real-time and over time and know who 
is coming to your site

Acquisition: Discover where your 
audience is coming from

Behavior: Understand how your 
audience is engaging with your website

Conversions: Measure more in-depth 
key performance indicators (KPIs) –
requires manual set up, for more 
advanced users.

Each section of Google 
Analytics provides helpful 
tidbits of information that 

allow you to draw insightful 
conclusions about your 

website. 
For example, if GA is showing 
an increased “Bounce Rate”, 
that may mean it is time to 
update the content on your 

website.

How to add Google 
Analytics:

1. Create or sign in to 
your Analytics account by 
going to: 
to google.com/analytics.

2. Set up a property in 
your Analytics account.

3. Set up a reporting view in 
your property. 

4. Follow the instructions 
to add the tracking code to 
your website or mobile app 
so you can collect data in 
your Analytics property.

Tip: The Audience > Overview section pictured above is a great starting point for reporting high-level site stats. Adjust the 
dates in the top right corner if needed. Hover over the term you do not understand to get the definition. 
In the example above you can see Culpeper Tourism has earned over 100K pageviews in 2019. 



The Audience section allows you to discover valuable data about your site visitors, including device info, 
demographics, geolocation, and special interests. 
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Demographics
The average person visiting visiting Culpeper Tourism is female, ranging from 
ages 25-34 and 55-64.

Interests
Audiences visiting Culpeper Tourism 
are largely interested in food and 
dining, travel accommodations, and 
arts and entertainment.

Geolocation
The Washington, D.C. metro area 
brings in the largest number of 
Culpeper Tourism site visitors.

Device
Over 52% of Culpeper Tourism’s site 
visitors are coming to the site on 
their mobile device.

Tip: If you do not see demographics, be sure they are enabled in the administrative 
section of the site going to admin > property settings and selecting “enable”. 



The Acquisition section tells you what kind of sources your audiences are coming from, allowing you to 
monitor and measure the performance of organic and paid traffic.
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Tip: If you have a Google campaign 
running, connect it to your Google 
Analytics via the administrative 
section of GA, under property > 
Google ad linking. 

Organic Search
The majority of Culpeper visitors are coming to 
the site via organic search, with the top 
keyword being “Culpeper va”.

Channels 
Social
Facebook has been the leading social referral 
for Culpeper in 2019.

Referrals
The top referral (traffic from another 
website) for Culpeper Tourism is 
Culpeperva.gov. 



The Behavior section helps you understand how your audience is engaging with your website, including 
what pages are most popular and how audiences travel through your site.  
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Tip: Save, Share, or Export information by going to the top right corner of the 
GA screen. 

Behavior Flow
The majority of Culpeper visitors navigating the site arrive 
on the home page, and move on to the “/listing” or 
“/seeanddo” pages.

Top Pages 
The most viewed page on Culpeper’s site is the “See and 
Do” page. 

Events 
(requires Google Tag Manager set up)
Google Tag Manager allows Culpeper Tourism to see 
more in-depth behaviors such as video plays, scrolls, and 
file downloads.



Glossary of Most-Used Google Analytics Key Terms
• Average Session Duration Provides an average of how long users are spending on your website or page.
• Bounce Rate Bounce rate is the percentage of sessions with a single page view. Bounce rate can provide top-level insights 

about the performance of your content. It’s important to apply context when analyzing bounce rate, since some pages will 
deliver all of the information somebody is looking for on a single page.

• Channel Channels provide top-level groupings of your inbound marketing. The default channel grouping includes ‘Organic 
Search’, ‘Paid Search’, ‘Social’ and ‘Email’ which automatically combines pre-defined sources and mediums. 

• Direct traffic includes people who typed your website’s URL into their browser or clicked a link in an email application. Direct 
sessions also includes other cases where Google Analytics is unable to identify the source.

• Organic refers to people clicking on a free link from a search results page. 
• Paid Search Also known as Cost-per-click or CPC. Paid search refers to people clicking through to your website from paid 

ads. This includes traffic from linked Google AdWords accounts and campaign tagged URLs where the medium has been 
defined as ‘cpc’ or ‘paid’.

• Referral A referral is when a user clicks through to your website from another third-party website. The referrals report allows 
you to see all of the websites (by domain) that are sending you traffic.

• Session A single visit to your website, consisting of one or more page views and other interactions. The default session 
timeout is 30 minutes, which means that if someone is inactive on your website for over 30 minutes, then a new session will 
be reported if they perform another interaction.

• Social appears as a marketing channel in the Acquisition reports which automatically includes traffic coming from social 
media, including Twitter and Facebook.

• Unique Pageview Counts a page once even if it was viewed multiple times within a single session.
35



PAID MEDIA

• Annual
• Print
• Digital
• Creation

• General Awareness
• Project
• Revenue Generated
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Budget Content & Artwork

• Audience
• Geographic
• Demographic
• Lifestyle

• In-house vs. For-hire
• Photography | Video
• Storytelling
• Call to Action

Tracking

• Sales
• Website Traffic
• Leads
• Shares | Mentions
• Clicks | CPC | CTR
• Engagement

Selection
Negotiation



CREATIVES
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QUESTIONS?

Thank You
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