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GLOSSARY
OF TERMS

Audience
A select group of potential or current consum-
ers, which a business decides to aim its mar-
keting and advertising strategies at in order to 
sell a product or service.

Call-To-Action (CTA)
A text link, button, image, or some other type 
of web link that encourages a visitor to take an 
action, such as clicking to visit a website, visit-
ing a specific landing page or to download a 
piece of content. The action you want people 
to take could be anything from getting a cou-
pon, attending an event, and so on. 

Clickthrough Rate (CTR)
The percentage of your audience that advanc-
es (or clicks through) from one step of your 
marketing campaign to the next. As a mathe-
matic equation, it’s the total number of clicks 
that your page or CTA receives divided by 
the number of opportunities that people had 
to click (ex: number of pageviews, emails sent, 
etc).

Content Marketing
Content marketing is a strategic marketing ap-
proach focused on creating and distributing 
valuable, relevant, and consistent content to 
attract and retain a clearly defined audience 
— and, ultimately, to drive profitable customer 
action.

Cost-Per-Action (CPA)
An internet advertising model where the ad-
vertiser pays for each specified action some-
one takes, like an impression, click, form sub-
mit, or sale. You can decide if a given action 
is a lead or a sale. Marketers use it to figure 
out spending for the desired action they are 
driving people toward.

Cost-Per-Click (CPC)
The amount of money spent to get a digital ad-
vertisement clicked when running a pay-per-
click (PPC) advertising campaign. CPC is used 
to assess the cost effectiveness and profitabil-
ity of your campaign.

Cost-Per-Lead (CPL)
The amount it costs for your marketing orga-
nization to acquire a lead. This factors heavily 
into customer acquisition cost (CAC), and is a 
metric marketers should keep a keen eye on.

Cost-Per-Thousand (CPM)
Cost per thousand (CPM) is a marketing term 
used to denote the price of 1,000 advertise-
ment impressions on one webpage. If a web-
site publisher charges $2.00 CPM, that means 
an advertiser must pay $2.00 for every 1,000 
impressions of its ad. The “M” in CPM rep-
resents the Roman numeral for 1,000.

Conversion Rate
The percentage of people who completed a 
desired action on a single web page, such as 
filling out a form, requesting a visitor guide, or 
purchasing a product.

Customer Acquisition Cost (CAC)
This is your total Sales and Marketing cost. To 
calculate, follow these steps for a given time 
period (month, quarter, or year):

• Add up program or advertising spend + sal-
aries + commissions + bonuses + overhead.

• Divide by the number of new customers in 
that time period.

For example, if you spend $500,000 on Sales 
and Marketing in a given month and added 50 
customers that same month, then your CAC 
was $10,000 that month.

Engagement Rate
A popular social media metric used to describe 
the amount of interaction – Likes, shares, com-
ments – a piece of content receives.

Evergreen Content
Evergreen content is content that continues to 
provide value to readers no matter when they 
stumble upon it. In other words, it can be ref-
erenced long after it was originally published, 
and even then, it’s still valuable to the reader.

Hashtag
A keyword phrase written out with no spaces 
with a pound sign (#) at the beginning. Used 
to segment content into a specific stream to 
allow for better searchability and engagement. 
(Ex. #Frankenmuth, #PureMichigan, #ILove-
Food)

Key Performance Indicator (KPI)
A type of performance measurement compa-
nies use to evaluate an activity’s success.

Keyword
Sometimes referred to as “keyword phrases,” 
keywords are the topics that webpages get 
indexed for in search results by engines like 
Google, Yahoo, and Bing.

Landing Page
A landing page is a website page containing 
specific content geared toward a particular 
market, campaign, or CTA. Creating landing 
pages that appeal to different people at vari-
ous stages of the buying process will help your 
conversion rate.

Lead
A person or company who’s shown interest 
in a product or service in some way, shape, 
or form. Perhaps they filled out a form, sub-
scribed to a blog, or shared their contact infor-
mation in exchange for a coupon.

Pay-Per-Click (PPC)
An internet advertising model where advertis-
ers pay a publisher (usually a search engine, 
social media site, or website owner) a certain 
amount of money every time their ad is clicked.

Return On Investment (ROI)
A profitability measure that evaluates the per-
formance of a business by dividing net profit 
by net worth. In marketing, it can mean that 
the amount you spent on an ad was equal to or 
worth the traffic, engagement, or conversions 
you received in return.

Search Engine Optimization (SEO)
Techniques that help your website rank higher 
in organic search results, making your website 
more visible to people who are looking for 
your brand, product, or service via search en-
gines like Google, Bing, and Yahoo.

User-Generated Content (UGC)
A term used to describe any form of content 
such as video, blogs, images, testimonials, and 
other forms of media that were created by 
consumers or visitors. ALWAYS ask for per-
mission before using someone else’s photos or 
words in your marketing.

Viral Content
This term is used to describe a piece of con-
tent that has become wildly popular across 
the web through sharing.



CREATING 
CONTENT

• Decide who is going to be coming up with content and 
posting on a daily, weekly basis. The voice should stay 
consistent across platforms and posts, don’t change the 
narrative or style from post to post.

• Establish your brand voice and tone. This is important 
for maintaining a consistent tone and messaging across 
social channels. Ask yourself, is my brand voice pulling 
your audience in, or pushing them away? Think about 
how your audience views your brand and compare your 
tone to your competitors.

• Set social media goals. “What am I trying to achieve 
through social media?” “Am I being true to what my 
business is/does?” If your goal is to drive awareness of 
your brand, be sure to set mini goals to help yourself 
get there.

• Look at what your competition is doing on social media. 
Don’t copy what they’re doing, but evaluate what kind 
of engagement they’re getting, what kind of content 
they’re posting, how often, etc.

• Search each social channel for keywords related to 
your industry. See what those competitors are doing in 
each space.

• Establish your target audience. Do this by looking at 
your Facebook Insights tab and seeing who is already 
coming to your page. Does it match your target? If not, 
you may need to re-evaluate how you’re targeting your 
posts, or what kind of content you’re posting about.

• Photos perform best on social. Consider running a 
contest that requires participants to submit photos. 
This can be a great way to obtain a high number of user-
generated images you can use on social media.

• Plan your posts on a monthly basis. Dedicate a few 
hours once a month to come up with content and gather 
assets. It will be much easier and more cohesive than 
trying to come up with something on the fly every day.

• Refer back to the daily themes for your business sector 
when you get stuck and don’t know what to post.

• Remember, “being everywhere” is not the best approach. 
If you don’t have accounts for all social platforms, 
don’t worry. Focus on the main ones and do them well 
(Facebook, Instagram).

TIPS FOR CONTENT CREATION

Variety in voice is key to ensuring your social media posts 
remain authentic in the eyes of users. By randomizing the 
voice or overall tone of your posts you can ensure that 
you’re providing variety to your audience. These three 
voices should be used regularly: 

• Curated: Let your audience tell the story. Post fan 
photos, reviews or testimonials will help give your 
channels a boost in authenticity. Be sure to always get 
and give proper credit. 

• Interactive: Using Interactive components can be a 
great way to help spur interaction on the page and 
enable your audience to help you build future content. 
Get feedback on different aspects of your business, 
then use those responses to develop a blog post or 
article. 

• Traffic Driver: Users on social media are now well aware 
of the fact that they are being marketed to. Its important 
to keep promoting your various website assets and 
drive traffic to your site. Don’t forget to use trackable 
URL’s (Bit.ly, Raven Tools, etc.)

VOICE



BEST CONTENT PER 
SOCIAL NETWORK

CAPTIONS: 40 Characters or Less

1. Sends more website referral traffic than any other social 
network

2. Geared toward both news and entertainment

3. Future outlook places strong emphasis on video content

1. Highly visual network for static images and short 
videos

2. Not optimal for driving blog or website traffic

3. Best suited for strong visual brands

FACEBOOK INSTAGRAM

TWITTER PINTEREST

LINKEDIN GOOGLE+

CAPTIONS: 3 Lines or Less

CAPTIONS: 100 Characters or Less

1. Views itself as a news platform as much as a social media 
platform

2. Retweeting and curation are encouraged

3. Well-suited to brands sharing blog posts or promoting 
website content

CAPTIONS: 600 Characters or Less

1. Professional network. Content you share should reflect 
that

2. Used for sharing industry articles and general 
professional content

3. Launched LinkedIn Pulse in 2015, a built-in content 
publishing and distribution platform

1. Highly visual platform that lends itself well to strong 
imagery

2. Often used to find inspiration for projects, recipes, 
or travel

CAPTIONS: 100 to 200 Characters

1. Essentially acts as a social layer across Google’s web 
properties (Youtube, etc.)

2. Hosts strong communications around all kinds of 
different interests

3. 21% of internet users are active on the network

CAPTIONS: 60 Characters or Less



CONTENT 
CALENDAR

You use a calendar to keep track of everything else you have to do, why not have a calendar for content? A content calendar is a great 
way to plan out and look ahead at what’s coming when it comes to scheduling social media posts. Below is an example of a content 
calendar for one day. There’s various ways to make or design a content calendar and they can be customized to what works for you. 
The easiest and most efficient way is generally in a spreadsheet type program like Microsoft Excel, Apple Numbers, or Google Sheets.

For more examples of content calendars and planning tools, visit www.smartsheet.com/social-media-templates



DAILY THEMES & 
CONTENT PROMPTS

Daily themes can help guide you when you’re not sure what to say or when to say it. For example, Throwback 
Thursday is relevant and an excellent way to share some history about your business. 

MONDAY TUESDAY WEDNESDAY THURSDAY FRIDAY WEEKENDS

HOTELIERS

Missed Out
Monday Deal Day Testimonial

Throwback
Thursday Fan Photos

Interaction & 
Curated
Content

MONDAY TUESDAY WEDNESDAY THURSDAY FRIDAY WEEKENDS

RESTAURANTS

Merchandise
Monday Deal Day How It’s Made

Throwback
Thursday

Curated
Food Shot

Interaction & 
Curated
Content

MONDAY TUESDAY WEDNESDAY THURSDAY FRIDAY WEEKENDS

SERVICES

Tips Deal Day Our Team’s 
Favorites

Throwback
Thursday Testimonial

Interaction & 
Curated
Content

MONDAY TUESDAY WEDNESDAY THURSDAY FRIDAY WEEKENDS

ATTRACTIONS

Fan Photos Blog
Promotion

What is it?
Wednesday

Throwback
Thursday

Find it
Friday

Interaction & 
Curated
Content

How often and when you post will depend on your fanbase and business. We recommend posting everyday or five times a week. 

Typically posts in the early evening perform the best but look at your business’ individual Facebook Insights to obtain a better 
understanding of when you can reach the most people in your audience. 

FREQUENCY & TIMING



Do you ever have problems with dark or hard to see photos? The 
likely cause is the brightest light source, or sun, being directly 
behind whatever it is that you’re shooting. Use natural light to your 
advantage by keeping it to your back as the shooter so that it’s 
lighting your subject. 

KEEP THE LIGHT BEHIND YOUSocial media platforms are evolving more and more to 
become visually-focused. Because of this, it’s extremely 
important that images and video are compelling and eye 
catching in order to compete for attention. The following are 
tips for taking and creating better photos and videos. 

PHOTO & 
VIDEO TIPS

The rule of thirds is a principle in photography that involves splitting 
up the shot into nine imaginary boxes: three up top, three in the 
center and three at the bottom. 

Studies have shown that the human eye is drawn to one of the 
intersection points of these lines in photographs, rather than the 
center of an image. 

By placing points of interest along the lines and intersections of 
the grid, you’re making your photo more appealing and balanced 
to viewers. 

RULE OF THIRDS

Look for different angles and don’t be afraid to get up and close 
to your subject. Make sure you try to avoid shooting head-on too. 

By thinking outside the box in terms of angles, you’ll create more 
eye-catching pictures that will increase engagement. 

Additionally, make sure your pictures are in focus. Its very easy to 
focus your smartphone by touching the screen and holding your 
finger on the subject you’re photographing. 

GET CLOSE & FOCUS

Without a tripod, your videos can get pretty shaky very easily. If 
you’re shooting a video and you don’t have a tripod, try using an 
everyday object to set your camera on in order to steady your 
hand, or find a way to support your arms to get a better shot. This 
will create a much smoother and visually appealing video.

HUMAN TRIPOD

Canva.com  |  Not an app, but a great site for creating promotional 
print pieces (or used for digital ads as well). There is a paid version, 
but most of the necessities are available in the free plan

VSCO Cam  |  A photo-editing app that allows you to edit color, 
sharpness, saturation and more, and has a number of filters 
included. Paid subscription plan available.

Afterlight  |  Another photo-editing app with both a free and paid 
version. This one has the capability of adding textures or frames to 
photos, along with basic photo-editing.

Foodie  |  A great app if you take photos of food.

Boomerang  |  If you’re wondering how everyone’s snapping those 
mini-videos that “go back and forth,” this is the app. (It’s free!)

Layout  |  A free app for putting together a collage of photos.

RECOMMENDED APPS

Another trick: never shoot video vertically. While the natural 
reaction is to shoot video the same way we normally hold our 
phones, this creates narrow and amateur looking video. Hold your 
phone horizontal with two hands for better content. Only capture 
photos vertically if you plan on cropping it into a square or close 
to it.

GO HORIZONTAL

Try to keep the videos you shoot and publish short. Ideally, they will 
fall under 1 minute and be either 15, 30 or 60 seconds long. 

The average attention span of a human has dropped from 12 
seconds in 2000 to 8 seconds in 2013. This is one second less than 
the attention span of a goldfish. 

KEEP IT SHORT & SWEET



Utilize Facebook’s advertising targeting options to create 
highly successful Facebook ad campaigns. Facebook 
advertising has some incredible targeting skills that can 
help you adapt your message and target your preferred 
audiences.

1. Take advantage of advanced targeting options. Facebook has 
an extensive amount of brilliant and unique targeting options 
for FB paid ads you won’t get elsewhere. You can target 
audiences by location, age, gender, workplace, relationship 
status, language, education and more.

2. Get your ideal audience with Interest targeting. In addition 
to the targeting options mentioned above, Facebook allows 
for some incredible deep interest targeting. This provides 
remarkable value, and the interest targeting abilities alone can 
justify your use of Facebook advertising.

3. Making new friends or focusing on the old. You can target 
your Facebook ads exclusively to users who are already 
connected to your Facebook page, or you can choose to 
target them and their friends, or those who aren’t connected 
to your page yet at all.

4. Narrow your target with more categories. If you only have a 
few interests targeted, try adding related topics in the “More 
Categories” section. There you’ll find options for narrowing 
your audience even further - choose users who have had a 
birthday recently, who upload a lot of photos on Facebook, 
etc.

5. Try targeting people who live in your town or local area to 
bring more people instore. Couple this with Facebook Offers 
to be redeemed in store and see just how much in-store 
footfall you can get from being social.

6. If you’re looking to build upon existing leads, upload your 
mailing list to Facebook. You can add a custom audience and 
upload your mailing list directly to Facebook, enabling you 
to target users you have an existing relationship with. Taking 
advantage of the custom audiences feature often increases 
ad conversion rates. You can upload a mailing list or connect 
directly with Mail Chimp. Just click “Create New Audience” in 
the Audiences section.

TARGET YOUR AUDIENCEAlmost every social-networking platform now has its own 
advertising system. Facebook however still reigns supreme 
in terms of features, insights and audience. As of the fourth 
quarter of 2017, Facebook had 2.2 billion monthly active 
users. For a small business, it is the ideal place to start 
advertising.

Facebook’s advertising platform allows you to place small 
display type ads within the news feed and in the right 
sidebar of Facebook pages and profiles.

Unfortunately, just because Facebook is a great platform for 
advertising, that doesn’t mean all brands use it effectively. 
Many end up wasting money and throwing resources down 
the drain, because they have no strategy or don’t understand 
how to use it.

ADVERTISING ON 
SOCIAL MEDIA

Choosing the right ad type is essential for success. With multiple 
Facebook ad types at your disposal, you need to be clear on your 
desired result before you create your advertisement. You need 
to understand if an engagement ad is what you are looking for, or 
if a poll ad might better boost interaction with your brand. If you 
want more likes on your brand page, a promoted post might be 
more appropriate for your needs. Reviewing the different ad types 
available will help you decide which option is best for your small 
business and will deliver the results you hope to obtain.

CHOOSING THE RIGHT AD TYPE

Finally, it’s essential that you set a bid strategy and budget. 
Otherwise you could end up spending way more than you wanted. 
Facebook makes this easy by permitting you to use what’s known as 
Optimized CPM. With this tool, you’re principally giving Facebook 
the permission to bid for ad space based on the restrictions and 
goals you stipulate. This allows you to maximize your budget and 
avoid overspending. Until you get an idea of how much ad space 
costs and how to allocate your budget, it’s best to let Facebook 
take care of this aspect of your campaign.

ESTABLISH A BID STRATEGY AND 
BUDGET



Make sure you use eye-catching images that are related to your 
products and services. These are a major influence in creating 
captivating ads. Image quality and colors that stand out in News 
Feed, as well as keeping text to a minimum, will grab attention. 
Don’t have any high-quality images? No problem, try using some 
of the professional stock images that Facebook provides. They’re 
free, and can make your ads look much better, just make sure they 
match your brand.

PHOTOS. PHOTOS. PHOTOS!

ADVERTISING ON 
SOCIAL MEDIA

Push visitors through a landing page before you connect an ad to 
your website or product page. Landing pages allow you to maximize 
your Facebook advertising efforts by educating users before asking 
them to buy.

Landing pages make sense because Facebook advertising isn’t 
cheap. You’re going to spend money on your clicks and you want 
each one to count. Simply sending them to a basic website or 
product page without any clear direction of what they need to do 
is a waste of money.

ACCOMPANY ADS WITH LANDING PAGES
Knowing whether you want to increase your click-through rate or 
boost landing page views will help you to be clear on your ROI. 
You can’t measure success if you don’t first understand what 
success looks like. Knowing which metrics are relevant to your 
small business is just as important as understanding what type of 
Facebook ad is best for your brand.

TRACK YOUR SUCCESS

Bad Photo Good Photo



FACEBOOK FOR 
BUSINESS

• Be sure to create a business page, not a personal profile or 
group page.

• Avoid publishing mishaps by setting page roles.

• Add recognizable profile image (usually some version of your 
logo), don’t change your profile picture.

• Choose an engaging cover photo, try not to change it too 
often.

• Claim your business’s vanity URL.

• Choose a call-to-action button.

• Decide whether you want Facebook fans to message you 
privately. If you choose to allow them to, make sure you 
respond within a short timeframe.

• Monitor and respond to comments on your page.

• Promote your page with advertising to generate more 
followers and engagement.

• Use Facebook Insights.

• The idea length for a post is about 40 characters. Less is 
more. 

• Experiment with different formats for content and use 
insights to deliver content that is the most engaged with. 

• Give your posts room to breathe. Separate components to 
make longer posts more digestible to users. 

• Be visual and always use compelling photos or videos. 

• Try to extend the story by including relevant (trackable) links 
in posts. 

BEST PRACTICES

Depending on your goals, you may want to post something that 
will interest people of specific ages, genders or more.

Here is the easiest way to control who sees your post: 

1. At the top of your page click Settings, then click Edit next to 
Audience Optimization for Posts and check the box allowing. 

2. Create a new post on your page

3. Before posting, select the target icon along the bottom of the 
post box and click Add Targeting. A pop up box will appear. 

4. Target users based on gender, interests, age, location and 
more. As you refine your targeting, you’ll see how many 
people your post could potentially reach. 

5. Click post

**Note it is free to target this way. You can choose to
boost the post as well which is associated with a cost. 

FREE TARGETING TOOLS

Always give your posts room to breathe. When creating 
posts on Facebook, it is important to separate the different 
elements so that the messages are easily digestible. When 
including links, be sure to place them on their own line and 
give clear indicators like “Learn More” or “Read our Blog” to 
give readers direction. 

POST STRUCTURE

Getting shares on Facebook is more beneficial to you than 
getting likes. Sharing content along with a personal opinion 
will grab the eye of your friend’s friends. There are many 
ways to get your posts shared. Witty or funny images and 
quotes, inspirational images and quotes, images or text 
posts about discounts or freebies and so on can bring in a 
lot of shares, and ideally, a lot of exposure to your brand on 
Facebook.

POST HIGHLY LIKED & SHARED CONTENT



There are three different targeting models that you can use 
for Boosted Posts. Each provide unique opportunities to 
reach different groups of users on Facebook.

• People who like your page: Your boosted post will only 
be visible to people who like your page. 

• People who like your page and their friends: Your 
boosted post will only be visible to people who like 
your page and their friends.

• People you choose through targeting: Choose the 
people you want to show your boosted post to based 
on their location, age, gender and interests.

TARGETING OPTIONS

Boosted Posts are a simple and effective tool to ensure messages reach relevant and interested audiences while 
reducing “wasted reach.” Promoted content is an increasingly important aspect of any social media marketing 
effort. The following guide will help you develop a thoughtful approach towards utilizing paid promotion on 
Facebook.

BOOSTED POSTS 
ON FACEBOOK

In most cases you will want to use the third option for 
targeting to reach the most relevant audience based on the 
theme and niche of your post. The more specific you can be 
with targeting options the more your messages will resonate 
with those audiences. The benefit of using the advanced 
targeting option is that you can reach users outside of your 
current page likes. 

• Focus on your key feeder markets to set the location 

• Exclude your local market 

• You’ll typically want to leave the age field as open as 
possible 

• Depending on the post’s niche decide if it is relevant to 
only males, females or both 

ADVANCED TARGETING

Don’t forget about custom audiences! You can create them 
by using existing email databases or by utilizing the website 
retargeting pixels from Facebook. These audiences, once 
created, are of extremely high value because the users are 
already familiar with your brand.

CUSTOM AUDIENCES

Search for relevant interests relating to the post’s niche 
and theme. Taking the time to search relevant interests will 
ensure that you’re reaching a highly qualified audience and 
one that is more likely to like, comment and share. 

INTEREST TARGETING

The cost to boost a post depends on how many people you 
want to reach. To see different budget options, go to your 
post and click Boost Post. In the box below “Total Budget” 
you can choose one of the budgets that appears or you can 
click “Choose Your Own” to set a custom budget. You can 
spend as little as a dollar a day!

HOW MUCH SHOULD I SPEND?

Facebook makes it easy to check on the performance of your 
boosted post while it’s running and after it has completed. 
Simply click the “Boosted” button under the post to see a 
breakdown of the post’s performance. 

MEASURING RESULTS



WHEN SHOULD I 
BOOST?

Is this content likely to help 
achieve a major business or 

organizational goal?

Is this content relevant to 
my target consumer?

Does this content support 
another industry partner’s 

marketing initiative?

BE ORGANIC

PROMOTE IT

ADD A LINK & 
PROMOTE IT

Does this post have a link 
driving to the website?

Can a
relevant link
be included?

Develop a 
resource to 
support it

YES

YES

YES

YES NO

YES
NO

NO

NO

NO



TRACKING SUCCESS 
WITH RAVEN TOOLS

If you already track KPI’s in your Google Analytics, this tool is for you. If you’re not quite there yet, don’t worry, 
focus on the basics for now. 

Raven Tools allows you to set up custom tracking links that you can incorporate into your Facebook posts and 
campaigns and allow you to see the direct traffic on your website via Google Analytics.

Here is the link: https://raventools.com/gaconfig/google-analytics-url-builder/

Once there, enter the URL for whatever content you’re trying to track. For campaign source, you can put things 
like Facebook, Email Blast, Newsletter, etc.. Under campaign medium, you can put things like banner, post, etc.. 
Campaign name put whatever the subject of the content is, for example; Snowfest, Spring Break Blog, summer 
promotion, etc... The last two, Campaign Term and Campaign Content you can leave blank, those are option 
fields. That’s it! It will generate a unique code which you can put into a URL shortener like bit.ly and then post to 
Facebook. 



Instagram is an online mobile photo-sharing, video-sharing, 
and social networking service. The platform enables its 
users to take photos and videos, and share them either 
publicly or privately on the app, as well as through a variety 
of other social networking platforms. Instagram is one of the 
world’s largest social networks. 

INSTAGRAM

• Tell a story with your images.

• Share images people they can’t get themselves in order to 
provide a behind the scenes look.

• Expand your audience and connect Instagram with your other 
social networks .

• Engage with other users on the network.

• Be informed when using hashtags.

BEST PRACTICES

• Decide on one hashtag to use throughout your social 
channels and commit to using it. Make sure it’s in every post. 
(Ex. #SeeFrankenmuth, #PureMichigan)

• Anything can be hashtagged, so make sure you’re using 
relevant ones. 

• Make sure your hashtags will actually be seen by doing a 
search for them and looking at how often they’re used by the 
community. There’s no point in using hashtags that are getting 
no traffic.

• Search for your hashtags to ensure they have no inappropriate 
or negative connotations.

• Use 3-5 hashtags when posting to Instagram. 

HASHTAGS

Engagement plays a key role in growing a successful Instagram 
presence. You should regularly search for content and hashtags 
relating to your business and engage with users by either liking or 
commenting on their photos and videos. These small engagements 
can help grow your account and give your brand more exposure. 
You can also get permission from users to share their content on 
your channels. Curating content (with permission) is a great way to 
tell an authentic story. 

ENGAGEMENT

The best frequency and timing for your business will vary, but as 
a general rule, we recommend posting about four times per week 
to Instagram. Instagram users are more active on weekdays than 
weekends, so take that into account. 

As for timing, Instagram is busier at night so try to make sure some 
of your posts are in the evening hours. 

The most important thing you can do is see what works for 
your brand and then try to adapt your strategy based on your 
observations. Use free tools like Squarelovin or Pixlee can provide 
you with analytics on your Instagram account to base these 
decisions on. 

FREQUENCY & TIMING

There’s no reason not to geotag your business or destination in 
your Instagram posts. The feature allows you to create and “check-
in” to your location on Instagram. Tourists or people new to the 
area can search the geotags to find related content. 

GEOTAGGING

Instagram stories have a slideshow format and are only live for 24 
hours. Some benefits to using: 

• Stories are prominently displayed at the top of follower 
timelines just under the Instagram logo. 

• Can be used to capture behind-the-scenes content that 
doesn’t have to be as high in quality as regular posts. 

• Makes it easy to experiment with different content types: 
photo, short video, Boomerang, video filmed backwards 
(rewind) and live video 

• Tagging other accounts is ideal for collaborators. 

• Fun additions like face filters, text and stickers help you edit 
images on the go. 

• Story search for hashtags and locations make them more 
discoverable. 

You can add as many short video clips as you want. Stories are only 
available on the mobile app. 

INSTAGRAM STORIES



• Create a great profile. Since the only clickable link is in your 
bio, make it a habit of updating it frequently. 

• Take followers behind the scenes. Customers have a natural 
curiosity about where their products and services come 
from. Use your account to show them the whole lifecycle and 
things the normal person may not normally have access to. 

• Expand your reach with hashtags. 

• Collaborate with other local businesses/brands and “@” 
mention others. 

• Build anticipation and offer exclusivity. Reward loyal followers 
with exclusive content or deals. Create teaser photos that 
build anticipation or satisfy curiosity. 

• Take a look at your analytics and insights.
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