Tourism 101
Packet
By: Savannah Greer

Table of Contents
Section I: State Tourism
Section II: Social Media
Section III: Grant Information
Section IV: International Tourism

2

I. State Tourism
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Sweet Home Alabama
• THE ALABAMA TOURISM DEPARTMENT is ready to
work with travel industry professionals to help make it
as easy as possible to plan an Alabama vacation for your
clients.
• ALABAMA GROUP TRAVEL PLANNER, offering
suggested itineraries, Hub and Spoke and themed tours
along with hotel and attraction information.
• SPORTS MARKETING COORDINATOR, assisting event
organizers with locating facilities to host major events.
• REUNION SERVICES, filled with ideas and how-to
solutions specifically designed to make planning your
next reunion go smoothly.
• Opportunities regarding FAM TOURS for domestic and
international tour operators and travel agents.
• DESTINATION TOURISM PROMOTION, charter travel
and suggested itinerary planning.
• ALABAMA CALENDAR OF EVENTS, published annually,
providing descriptions, contacts and times of events.
• DIGITAL IMAGES of attractions and events. Available
upon request for reproduction or visual presentations.
• PRESS KITS and trip arrangements for journalists.
• Colorful series of state TRAVEL POSTERS.
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Sweet Home Alabama: How to Work with
Alabama Tourism
A guide for the travel industry on services offered by the
Alabama Tourism Department.
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II. Social Media
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Time to Get Social: The How-To Guide for
Social Media Marketing
1.

Know Your Market – U.S. Travel Facts and Statistics

• Fewer adults are traveling with children.
• Driving vs. Flying
o Nearly 8 in 10 (79%) leisure trips were by car compared
to less than half (48%) of business trips.
• Leisure travelers are older than business travelers.
• Traveling households earn more than non-traveling
households.
• Trip planning sources have shifted over the last several years,
with social media and mobile devices being used more often.
• Leisure Travel:
o Direct spending by domestic and international travelers
totaled $644.9 billion in 2014.
o More than 3 out of 4 domestic trips taken are for leisure
purposes (78%).
o U.S. residents logged 1.7 billion personal trips in 2014.
o Top leisure travel activities for U.S. domestic travelers:
(1) visiting relatives, (2) shopping, (3) visiting friends, (4)
fine dining and (5) beaches.
• Business Travel:
o Direct spending by domestic and international travelers,
including expenditures on meetings, events and incentive
programs (ME&I), totaled $283 billion in 2014.
o ME&I travel accounted for $114.2 billion of all business
travel spending.
o U.S. residents logged 452 million personal trips for
business purposes in 2014, with 36.7% for meetings and
events.
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• Your Market is Mobile
o 74% and rising: represents a significant market share of
the U.S. buying population
o 87% of those with incomes over $75K have a smartphone.
o 70% of mobile searches result in action within an hour.
o For the first time ever, over 50% of travel-related
searches take place on mobile devices; more people are
consuming travel content from mobile devices than from
desktop computers.
o In 2016, more than 50% of online travel-related search
will come from mobile devices.
o 56% of leisure travelers cite “recommendations from
others” as the most common resource for researching
leisure trips.
o 92% of consumers trust recommendations from friends
and family over other forms of advertising.
§ The meaning of “friends” has now widened with
social media. Marketers must heavily weight the
new power of recommendations from friends and
family within the context of our interconnected
world.
o Timely Tips:
§ A balanced social plan includes: an understanding of
your markets and how they interact online.
§ Authentic experiences: Give them something to talk
about. American Leisure Travelers want local,
authentic and memorable experiences and products
that are unique from what they can get at home.
They also want to share about it on social media
with their friends.
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2.

User-Generated Content

• USER-GENERATED CONENT (UGC) is any form of media
uploaded by everyday people, usually via social media. It’s the
content your customers are posting and seeing everyday. But is
also refers to a style of content you can create. Something that
feels authentic and personal, like a real person’s behind it,
because there is.
• Travelers are already taking photos of their favorite
destinations and posting them on social media. Now, let’s get
busy with encouraging current customers to post content so
you can use it to gain new customers! And through it they can
interact with you.
• LET IT BE KNOWN. Use in-store displays, handouts or menus
to encourage customers to tag your business in their posts. Tell
them how to connect with you on your social media profiles
using your usernames and hashtags.
• INCENTIVIZE YOUR AUDIENCE. Design promotional incentives
for your customers to share content about their experiences
with your establishment. Consider providing discounts to
people who are interactive with your social media accounts.
• LISTEN AND REPUBLISH. Monitor social feeds for fans who are
talking or creating content about your business. Acknowledge
and engage in those conversations. If it is good, share or
republish it on your own feed.
• START SMALL. When someone posts about you on social
media, no matter how small, always, ALWAYS respond. This is
how you build engagement and loyal fans.
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3.

Hashtags

• FACT: A recent search of Instagram hashtags revealed more
than 4 million images tagged with #waterfall, more than 11
million tagged with #mountains and more than 9 million
tagged with #festivals.
• Hashtags are one of the most effective tactics for spreading
your messages and connecting with others on social media.
• Hashtags make users feel connected to each other and your
business by identifying unified topics.
• Any brand can create its own hashtags. Hashtags are a great
way to generate buzz around a marketing campaign.

4.

Make It Visual

• In a world where we are overwhelmed with information,
images are the new social currency – and attention is the new
commodity. Our brains process visuals 60,000 times faster
than text.
o People are 44% more likely to engage with content
that includes pictures.
• Bottom line, it’s an increasingly visual game and you must play
accordingly to succeed.
• Now everyone is a storyteller – that means you and your
customer. The Holy Grail for a marketer is an emotional
relationship with your customer.
• With social media this is very attainable. Images speak the
language of emotion.
• On TripAdvisor, photos impact accommodation bookings even
more than reviews.
o Properties with at least one photo have +225% more
likelihood of booking inquiry.
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o Properties with more than 100 photos have +238%
more likelihood of booking inquiry.

5.

Know Yourself

• A destination’s brand is the sum of all the stories their visitors
hear about it. With this in mind, it’s important to 1) give
visitors something great to talk about, and 2) a reason to say it.
• After all, remarkable experiences ignite remarkable
storytelling.
• Based on proven principles of effective place branding, a
unified community identity is essential for establishing a wellknown destination image.

6.

Instagram

• The number one photo streaming mobile app, allowing users
to post their daily life experiences and interests from their
mobile devices.
• Over 200 million active monthly users share over 60 million
photos daily that generate 1.6 billion “likes”.
• Instagram builds valuable connections, loyalty and trust with
your customers. It’s your visual story. Users go there to be
entertained.
• The purpose of this platform is to provide a behind-the-scenes
look into your company or destination culture. It’s an
opportunity to showcase your business personality, your
human side, what makes you “you” or what makes you tick.
• People are interested in relationships with other real people,
not with businesses.
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7.

Facebook

• Over 968 million daily active Facebook users
• Travel is the most shared topic category on Facebook. As travel
brands, you sell experiences and memories so you have a
better chance to stand out from all the rest by using photos and
videos that get user engagement.
• Business Pages must “Pay to Play” which means less exposure
unless you adapt.
• Facebook has reduced the number of text only status updates
from Business Pages that appear in the news feeds.
• The more interaction posts receive, the more exposure
Facebook gives. Increased customer engagement shows
Facebook that your page updates are interesting to your fans
and Facebook, in turn, making your updates appear more
frequently in their news feeds.
• Instructions:
o Pay up. Boosting posts, advertising a page and creating
offers are all paid options that can bring your eyeballs
and interaction with a fairly small investment.
o Motivate interaction. Facebook is about people
interacting with other people. Remember, “word of
mouth” is now the primary way to expand your reach.
o Be real. People come to Facebook to be entertained and
interact with real people. Being “salesy” doesn’t work.
Show your human side.
o Get visual. Create a social media blackboard by
regularly posting photos and graphics about your
items, your staff and your customers enjoying
themselves and your business.
o Get exclusive. Tell customers to watch your Facebook
page for on-line only deals.
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o Offer incentives. Encourage customers to post about
their experience on Facebook. “Show us on your
mobile at checkout that you raved about us on
Facebook and receive 10% off.”
o Do your homework. 85% of people who like a brand on
Facebook are past and present customers. Take
advantage of this opportunity to ask for feedback,
customer preferences and improve products and
services.
o Let no comment go unnoticed. You MUST engage with
users in the comments and reposts no matter how
small. 42% of consumers active on social networks
expect an answer within the hour!

8.

Location-Based Mobile Search

• 28% of adults have used location-based services to get
recommendations such as the best-rated nearby café or
directions from their current location.
• Customers and travelers now rely on their mobile devices as a
vital source of location-relevant information upon which they
make an increasingly number of decisions on how to spend
their time and money.
• When deciding where to go, your customers are using
platforms such as Google My Business (formerly Google
Places), TripAdvisor, FourSquare or Yelp.
• 40% of mobile web searches are for local businesses.
• 74% of adult smartphone owners ages 18 and older say that
they use their phone to get directions or other information
based on their current location. Which means if they can’t find
you with their phone, they won’t become your customers.
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• Instructions:
o Be on the list. Make sure your business is listed on all
the key networks where your travelers are most active.
o At the very least create a “Google My Business” Profile.
It will improve your presence on Google and make you
show up on Google Maps. Go here to get started:
www.google.com/business.
o Keep it updated. Keep your online profile accurate by
ensuring that your street addresses, phone numbers
and other relevant information is correct.

9.

On-Line Reviews

• TripAdvisor, Yelp, Google Reviews, FourSquare, and
Urbanspoon – these are just a few examples of travel-related
sited where customer reviews are crucial and prevalent.
• We don’t trust brands. We trust people.
• Word of mouth now plays out publicly and reviews are
everywhere.
• Reviews have an increasingly important role in the decisionmaking process, arguably more so than online travel agencies
or even friends and relatives.
• A great destination brand is built through the stories people
tell each other. And social media has only accelerated that
process. Getting more of the right stories told is your great
opportunity.
• Particularly for accommodations, management responses to
customer reviews on these sites directly correlate to higher
traveler engagement and overall customer ratings.
• TripAdvisor receives 190 million reviews, with over 280
million unique visitors on its website per month.
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• 77% of users will seek reviews about accommodation, 50%
about restaurants and 44% about attractions.
• 53% of TripAdvisor users won’t book a hotel that has no
reviews.
• ON-LINE REVIEWS INSTRUCTIONS:
o CLAIM IT. Claiming an account will allow for a brand to
respond to user reviews, to update information and
upload photos and videos.
o MOTIVATE. Give them something worth talking about
and that will motivate them to share.
o ENCOURAGE. Ensure your satisfied clients are writing
rave reviews. Offer a discount if they shared about you
online. Follow up with an email with a direct link or
easy way to post a review or share their experience.
o CURATE. When people do share reviews and stories,
you must find them and take advantage of the
information.
o RESPOND. Good or Bad- provide a response.
o PUT IT TO USE. Hidden within all those customer
comments are words and phrases that can be used as
the written content on your website. Using your
customer’s exact words can help persuade prospects to
sign up for your newsletter, book a room or hire your
service.

10. Pinterest
• Pinterest is a virtual bulletin board of images (think: digital
scrapbooking). Users share visual images from around the web
by “pinning” them onto a series of their own virtual boards.
Pinterest refers users to the source of the images, which is
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hopefully your website! Get discovered by millions of people
looking for things to plan, buy and do!
• A pin is an image added to Pinterest. You add images from a
website using the “Pin It” button, or you can upload an image
from your computer or phone. Pins from the “Pin It” button
automatically link back to the website. For uploaded images
you must add the link.
• Already third most popular social network and currently the
fastest growing one.
o Most popular category is Travel
o 80% of pins are actually re-pins
o Web referrals from Pinterest are huge – more
influential than Google+, Twitter and LinkedIn
combined! It’s also great for improving your website’s
SEO (Search Engine Optimization).
o 80% of users are female. High percentage of users are
affluent: over 28% over $100K.
o 75% of daily traffic comes from mobile
o Shoppers referred by Pinterest are 10% more likely to
make a purchase than those from other social
networks.
• Instructions:
o Set up compelling, inspirational, very specific boards
by topic. Optimize the description of each board;
include meaningful keywords, other usernames and
hashtags.
o Spend time looking around for ideas and business
inspiration.
o Set up a business page, not a personal account. This
helps you receive better traffic to your website, plus it
provides analytics, which allows you to embed a
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“Follow” button, a “Pin” link and Profile and Board
widgets to your website for users to pin your material
and connect with you more easily.
o Use built-in analytics. With Pinterest Analytics, see
what people like from your profile, what they save
from your website and how much traffic you get by
adding the “Pin It” button. Get new data about your
audience too, including their gender, location, etc.
Tailor your pins based on this.
o Use place pins. Place pins are of primary importance to
tourism businesses because they include extra details
like the address, phone number and location on a map
so users can pull up useful information for planning a
trip or while on the go.
• Pins are about the destinations, not the company.

11. Twitter
• Twitter’s Mission: to give everyone the power to create and
share ideas and information instantly, without barriers.
o 271 million monthly active users
o 500 million tweets are sent per day
o 78% of Twitter active users are on mobile devices
• What is a tweet?
o An expression of a moment or idea. It can contain text,
photos and videos. Millions of tweets are shared in real
time, every day.
o The best tweets share meaningful moments – big and
small. If you think it’s interesting, chances are your
followers will too.
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• Instructions:
o Reply by commenting on a tweet to join a conversation.
o Retweet by sharing a tweet with your followers and
add your own thoughts.
o Favorite a tweet to let the author know you like it.
o Hashtag your tweet to link with an ongoing
conversation.

12. Manage Your Media
• Utilize dashboards to manage multiple accounts, across
various social networks. The most popular is Hootsuite, but
there are others as well.
• Listen in. Online Listening is a way of monitoring the web and
social networks in real-time for keywords and/or hashtags of
your choice to locate conversations you should join and
influential people you should engage. (SocialMention,
TweetDeck, Buffer)
• Facts:
o Buffer helps you schedule and optimize your social posts
as well as provides an ongoing education about social
media and content marketing.
o SocialMention is a real time media-monitoring
application where you can analyze your on-line content
and stay on top of who is mentioning you and in what
context. This is helpful so that you’ll never miss an
opportunity to respond to a customer and show that you
care.
o TweetDeck lets you monitor important hashtags,
effectively follow the list of influencers, get notified of
your domain’s mentions and of course have more
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flexibility with your notifications. TweetDeck is Twitter
exclusive.
o Other useful free tools: Topsy, Google News and Google
Alerts
• Instructions:
o The most convenient way to stay on top of relevant
hashtags is to designate easily accessible columns within
your dashboard. In most of the tools about you can
establish columns by social network, search term, Twitter
list, hashtag or user-account and get constant
notifications on any updates.
o Consider adding a column for your own business hashtag,
which you are hopefully promoting, and check it
whenever you have a moment. Add further columns as
they become relevant, for example, when you launch a
hashtag marketing campaigns or social media contest.
o In today’s world of instant access to customers, never
miss an opportunity to react to something mentioned
about you online. Show that you are a real person and
that you care about your customers and your brand.
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III. Grant Information
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Link for the matching Grant Application:
http://tourism.alabama.gov/forms/matching-grants/
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IV. International
Tourism
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