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WHO ARE
WE?

Visit Orlando is the official
tourism association for the
Orlando area. Visit Orlando is
a not-for-profit organization
that represents over 1,200
tourism companies in the
Central Florida region.
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KEY FINDINGS

RECORD UsS
INCREASES BREAKING DEMOGRAPHICS
Visitation up 55% 2017= Record number 48.2 years old
Spending up 75% of US visitors Largest portion of

travelers are 35-54




BARRIER
i
Domestic tourism numbers to

Orlando underperform in the
18-34-year-old age bracket.



COMMUNICATIONS TASK

To break down the perception that an
Orlando vacation only revolves around
theme parks and is an expensive
expenditure. We want to showcase that the
area is an affordable destination for our
younger demographic.
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STRATEGY

Develop a social
media campaign that
highlights the magical
places the Orlando
area has to offer
visitors of all ages.
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Post engaging content on all social media
platforms highlighting the Orlando area.

Work with influencers, businesses, and
local Orlando residents to showcase
different attractions across Orlando.

Work with area resorts and attractions to
do cross-promotional posts/contests.

Invite past visitors to share photos and
videos to be shared on our social media
platforms (using #DifferentKindOfMagic).

Host Snapchat takeovers with influencers
and visitors to increase excitement.
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Primary: Conversions
Secondary: Engagement




VOICE & AESTHETIC

Voice: Fun and inviting but not cheesuy.

Aesthetic: Airy, light, and cheerful with
whimsical elements that still have a level of
sophistication.




MOOD BOARD
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PRIMARY PLATFORMS

f 9 8

FACEBOOK INSTAGRAM SNAPCHAT




SAMPLE PLATFORM BIO

Your official guide for Orlando!
™ Have a question? Send us a DM.
We are happy to help!
* Share your photos with us using
#visitorlando!



CREATIVE CONTENT

HERO

Long-form video



CREATIVE CONTENT

HUB

@ ando’s
only Official
” = Visitor Center.

BLOG SERIES SHORT FORM CONTEST
VIDEO SERIES
the City T his Year



CREATIVE CONTENT
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pHOTOS/ TEXT & ORLANDO
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"DID YOU KNOW?

Orlande is home to over 80
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parks and greenspaces
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visitorlando Last year, WalletHubk ranked Orlando as the
best city in the country for recreation! Plan 1o visit one
of aur many parks durin .. maore
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INSPIRATION +
PHOTOS +

TODAY'S INSTAGRAM
STORY TAKEOVER

eTHE.WANDERING.MAVEN

BEST
INSTAGRAMABLE
SPOTS IN
ORLANDO!

Ve CONTENT THEME

® 11K likes

visitodando Meead te liven up your Instagram feed?
Orlanco local Margot (Ethe wandering.maven) will
share all of the best “Instagramable™ ... more




INFLUENCERS

EMILY JONES
@ ohyeahem @theblondeabroad

Microinfluencer: 116K (Instagram)  Macroinfluencer: 545K (Instagram)
Also active on YouTube Also active on YouTube
and her website




THANK YOU!
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Any Questions?




