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THE SHIFT IN SOCIAL MEDIA
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The focus has moved
from promoting brands to
building genuine
connections with

audiences

®

Short- form video has
become the most
engaging and dominant
type of content
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Consistency matters
more than occasional,
highly produced posts
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WHAT DRIVES
ENGAGEMENT?

People engage with:

oA

Sz




e

o

&

&

universalorlando
Globe, Lighthouse, Volcano or
Chronos?

managingourmischief
Ahhh ALL please®®

zaria.abreu 4
Universal you quadruple threat,
you

monsonchristine
The first one is so iconic! &Y

Halloween Horror Nights %
@HorrorNightsORL

reply something and maybe ill give u ur hhn name

10:00 AM - Sep 5, 2023 - 120.3K Views
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AESTHETIC VS. AUTHENTIC CONTENT

 Aesthetic content builds a strong, professional brand image

* Authentic content creates trust and emotional connection

Too much ofeithercan lim it effectiveness
The beststrategy blends both forbalance and impact
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Think of the social content mix as a traditional television program. The majority of the time you’re watching the

program, but there are also commercial breaks.




THE ROLE OF Al

Can be useful for:
* Bramstorming ideas
* Fasy chatboxquestions

* Tracking trends and helpmmg with SEO
updates

Al SHOULD BE AN ASSISTANCE, NOT
REPLACE HUMAN INTERACTIONS




SOCIAL MEDIA + Al

Al USAGE IDEAS SUGGESTED PROMPTS

>

“CREATE A SERIES OF BULLET POINTS ON BEST PRACTICES FOR

USE AS AN IDEATION & BRAINSTORM TOOL, NOT A
BUSINESSES USING SOCIAL MEDIA”

CONTENT CREATION TOOL

]

“GENERATE SOCIAL MEDIA IDEAS THAT

’ INTENTIONALLY AVOID COMMON CORPORATE
SOCIAL MEDIA CLICHES.”

“EXPLAIN THIS MEME/TREND & SUGGEST 5 WAYS /
TRAVEL BRAND COULD PARTICIPATE

y : \i t AUTHENTICALLY.”

REPURPOSING EXISTING CONTENT, TURNING
ONE ASSET INTO MANY

GENERATING A SOCIAL MEDIA CONTENT
CALENDAR

MONITOR TRENDS & CULTURAL MOMENTS

BUILDING “WHAT IF?” SCENARIOS

’ “TURN THIS BLOG POST INTO 5 TWEET/X POSTS”

>

“WHAT ARE BEST PRACTICES FOR SOCIAL MEDIA ENGAGEMENT
FROM AN ATTRACTION ACCOUNT?”

HOOK & HEADLINE GENERATION




KEY TAKEAWAYS
& CONCLUSION

Focus on engagementand Balance aesthetic and Use Alas a supporttool,not
storytelling. While also authentic content areplacement

prioritizing trust and real

connections.




Coming Up Next!

Conference Keynote

Alex Sheen

“Because | Said | Would”
Grand Ballroom -3:00-4:15 pm

Presented by

“FLORIDA

FLORIDA ATTRACTIONS 2026 ANMUAL CONFERENGE
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