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In a digital world full of influencers asking to be invited to 
your destination, how do you use them to the advantage of 

your business? 
In this session, we’ll explore the world of micro-influencers 

and how this type of influencer is helping reshape the 
travel and tourism marketing landscape. 

The session will include real-world examples of how 
Universal Orlando Resort has used micro-influencers to 

support new attractions and, most recently, its latest 
theme park, Universal Epic Universe.



ASK YOURSELF

• What story do you want micro-influencers to tell? 

• What types of micro-influencers do you want representing your business?

• What can you do to help them tell your story?

• How can remove obstacles micro-influencers might face?

• Are you willing to let someone else tell your story?



SOURCING INFLUENCERS

• Start with Followers

• Social Listening

• 3rd Party Platforms 



VELOCICOASTER
MICRO-INFLUENCER PROGRAM



VELOCICOASTER 
OPENING EVENT



SITUATION
Approach: Bring together passionate fans for an exclusive experience 
- including on-ride access and customized keepsakes to make them 
feel recognized and special, ultimately driving them to show of their 
experiences on social media.

Experience: June 9, 2021
• Exclusive access to the opening celebration
 Attraction access
 Talent M&G
 F&B sneak preview
 BTS Raptor Encounter
• Custom fan merch
• Photography opportunities

Our fans were curated, which consisted of a diverse group of creators 
including avid Jurassic Park / World cosplayers to TikTok stars.

By including a range of creators/influencers, it allowed us to not only 
share the experience through the lens of multiple different mediums 
but also allow them to share from their perspective.

Creator Types: 24 attendees (social influencers)
• Vloggers: 6
• Cosplayers: 14
• Podcasters 2
• +1 Guests







RESULTS
25% Increase in Reach
40% Increase in Engagements
40% Increase in Content Created

*compared to similar media events without micro-influencers



LEARNINGS
Diversity is Vital Diverse Mediums Experiential Video Fans Fuel Media

The inclusion of fans at 
media events helps

create value for the brand 
and powerful

fans in the community. 
Media recognized

this passion and featured 
these individuals in their 

reporting

It's rare to offer on-ride 
POV videos. Because of 

how we set up that special 
moment, fans made it a 

priority to capture 
themselves during the ride

By including unique 
creators, such as 

cosplayers, micro-
influencers, and Team 

Members, their 
voices helped broaden and 

amply our brand reach

Followers of the event 
acknowledged the diverse 
group of invited fans. In 
our marketing programs, 
as in our social, we strive 

to highlight as many 
different voices as 

possible



ADDITIONAL LEARNINGS
EVENT FLOW
Allow for extra time 

knowing media and fans 
are taking time to capture 
multiple pieces of content

SURPRISE 
& DELIGHTS

A little can go a long way. 
Think of unique giveaways 

or merch

CUSTOM EVENTS

Create exclusive moments 
just for your biggest fans 

to experience



WHEN WE CURATE SPECIFIC FAN BEHAVIOR AND 
PASSIONS WITH THE RIGHT EXPERIENCES, IT 
ORGANICALLY RESULTS IN EARNED MEDIA AND 
CONTENT GENERATION.



EPIC UNIVERSE
MICRO-INFLUENCER PROGRAM



SITUATION

A select group of micro-influencers were invited 
to be part of an exclusive event where they would 
try some of the next-level food and 
beverage offerings coming to Universal Epic 
Universe. 

The event included a tasting menu from each 
World and discussions held by members of 
Universal's award-winning culinary team that 
helped bring these items to life.



CHALLENGE

Due to last-minute changes, the 
micro-influencer group would not 
be allowed to capture content 
during the event.

How were these content creators 
going to create for us?



SOLUTION

Although the group wasn’t allowed to 
capture content during the event, they 
published 75+ pieces of content across 
their social platforms. 

Many of the creators used existing 
footage (Epic Preview Center) or 
utilized media-approved toolkit assets.

From tiny mics to voiceovers, the 
content creators themselves found 
solutions.



RESULTS

The event was a test leading up to Epic 
in which we invited micro-influencers to 
preview the park.

Over 300 pieces of content were 
created by the micro-influencer group

Creators focused in on what they were 
interested in, leading to a diverse blend 
of content and highlights



COMMUNITY
Using micro-influencers is not just about 
the earned media, but reinvesting in 
your fandom and community. 

Fans noticed that we used smaller 
creators for an event typically reserved 
for traditional influencers and media

The micro-influencers were grateful for 
the opportunity and not only produced 
some of the best content we had seen, 
but had fun doing it.



FUTURE PROGRAMS

• Continue investing in micro-
influencers and super fans

• Develop programs and events 
specifically designed to give these 
groups spaces to create content

• Deepen seach beyond theme park 
and intellectual property fandom for 
micro-influencers



THANK YOU



QUESTIONS?

Stephen Kubiak, Assistant Director, Social Strategy & Content
Universal Destinations & Experiences

LinkedIn: /in/stephenkubiak/
Twitter/X: @Stephen_Kubiak



COMING UP NEXT!
General Session #6    2:45pm

Conference Keynote Address
“Power Up Your Leadership”
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