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THE SHIFT IN SOCIAL MEDIA

Th e  fo c u s  h a s  m o ve d  
fro m  p ro m o tin g  b ra n d s  to  

b u ild in g  g e n u in e  
c o n n e c tio n s  with  

a u d ie n c e s

Sh o rt- fo rm  vid e o  h a s  
b e c o m e  th e  m o s t  

e n g a g in g  a n d  d o m in a n t 
typ e  o f c o n te n t

Co n s is te n c y m a tte rs  
m o re  th a n  o c c a s io n a l, 
h ig h ly p ro d u c e d  p o s ts



THE SHIFT IN SOCIAL MEDIA

GENUINE CONNECTIONS
WITH AUDIENCES

SHORT FORM VIDEO
DOMINATES

CONSISTENCY OVER
PRODUCTION

• WHAT ARE THE NEEDS AND WANTS OF YOUR 
AUDIENCE?

• WHAT DOES YOUR AUDIENCE EXPECT?

• WHAT DOES YOUR AUDIENCE THINK OF YOUR BRAND?

• TIKTOK, INSTAGRAM & FACEBOOK REELS

• NOT EVERYTHING HAS TO HAVE HIGH PRODUCTION, BE 
REAL

• USE NATIVE PRODUCTION TOOLS & FILTERS

• AUTHENTIC CONTENT & REAL PEOPLE PERFORM

• CHOOSE THE RIGHT PLATFORMS FOR YOUR BRAND

• SHOW UP AT THE RIGHT TIME



WHAT DRIVES 
ENGAGEMENT?

Pe o p le  e n g a g e  with :

Re la ta b le  c o n te n t Sto ryte llin g  ( n o t  ju s t  s e llin g ) In te ra c tive  e le m e n ts



DRIVING ENGAGEMENT

RELATABLE CONTENT STORYTELLING INTERACTIVITY

• ASK QUESTIONS TO SPARK INTEREST 

• DON’T JUST POST CONTENT, PARTICIPATE IN THE 
CONVERSATION

• CREATE SOCIAL CONTENT THAT INVITES PARTICIPATION

• THE MORE RELATABLE, THE MORE SHAREABLE

• WOULD SOMEONE DM THIS? 
⚬ “THIS IS SO US” “WE SHOULD DO THIS”

• TRENDS AND MEMES WHEN THEY FIT YOUR BRAND 
VOICE

• YOU KNOW YOUR STORY BEST. TELL IT THROUGH 
SOCIAL.

• TAKE FANS BEHIND-THE-SCENES

• WHICH STORIES DO YOUR FANS WANT TO HEAR?



AESTHETIC VS. AUTHENTIC CONTENT 
• Aesthetic content builds a strong, professional brand image

• Authentic content creates trust and emotional connection

To o  m u c h  o f e ith e r c a n  lim it  e ffe c tive n e s s
Th e  b e s t  s tra te g y b le n d s  b o th  fo r b a la n c e  a n d  im p a c t



AESTHETIC VERSUS AUTHENTIC CONTENT

AESTHETIC AUTHENTIC
• TRUSTED VOICE OR WORD OF MOUTH

• THE “REAL” EXPERIENCE

• BRAND IMAGE

• REHEARSE VACATION AND/OR EXPERIENCE

• “I WANT TO BE HERE”

• “I NEED TO LEARN MORE”

• “I WANT TO DO WHAT THEY’RE DOING”

• “THIS IS SO US”



SOCIAL TO REAL-WORLD VISITS

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. 

Need to keep fans engaged while also serving offers? 
Leverage a 80/20 content mix.  

This mix states that 80% of the time, social media should 
focus on creating active engagement and participation 
with fans - focusing on their wants and needs.

The 20% is the space where your brand has earned the 
right to show up with messaging that's promotional.

Promotion includes website conversions, click -thoughts 
to additional content, etc.

By focusing on relationships first, your brand will have a 
greater chance to turn its engaged audience into 
prospects when promotional content is shared. 



THE ROLE OF AI 
Ca n  b e  u s e fu l fo r:

• Bra in s to rm in g  id e a s  
• Ea s y c h a tb o x q u e s tio n s
• Tra c kin g  tre n d s  a n d  h e lp in g  with  SEO 

u p d a te s  

AI SHOULD BE AN ASSISTANCE, NOT 
REPLACE HUMAN INTERACTIONS



SOCIAL MEDIA + AI

AI USAGE IDEAS SUGGESTED PROMPTS

USE AS AN IDEATION & BRAINSTORM TOOL, NOT A 
CONTENT CREATION TOOL

“CREATE A SERIES OF BULLET POINTS ON BEST PRACTICES FOR 
BUSINESSES USING SOCIAL MEDIA”

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

GENERATING A SOCIAL MEDIA CONTENT 
CALENDAR

MONITOR TRENDS & CULTURAL MOMENTS

BUILDING “WHAT IF?” SCENARIOS

REPURPOSING EXISTING CONTENT, TURNING 
ONE ASSET INTO MANY

HOOK & HEADLINE GENERATION

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

“EXPLAIN THIS MEME/TREND & SUGGEST 5 WAYS A 
TRAVEL BRAND COULD PARTICIPATE 
AUTHENTICALLY.”

“GENERATE SOCIAL MEDIA IDEAS THAT 
INTENTIONALLY AVOID COMMON CORPORATE 
SOCIAL MEDIA CLICHÉS.”



KEY TAKEAWAYS 
& CONCLUSION

Fo c u s  o n  e n g a g e m e n t a n d  
s to ryte llin g . Wh ile  a ls o  
p rio rit izin g  tru s t  a n d  re a l 
c o n n e c t io n s . 

Ba la n c e  a e s th e t ic  a n d  
a u th e n tic  c o n te n t  

Us e  AI a s  a  s u p p o rt  to o l, n o t  
a  re p la c e m e n t  



Coming Up Next! 

Florida Attractions 2026 Annual Conference

Conference Keynote

Alex Sheen  
“Because I Said I Would”
Grand Ballroom – 3:00 – 4:15 pm

Presented by
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