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▪ What’s Your Strategy?

▪ Audience

▪ Channel Selection

▪ Tone

▪ Brand Continuity

▪ Paid Media

▪ Switch It Up

▪ Plan It Out

▪ Questions
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Outline



What’s your strategy?



▪Product

▪Distribution

▪Pricing

▪Audience

▪Brand strategy (Who you are)

▪Marketing strategy (How you will win)
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Strategy



7

Put it down on paper

Webinar: Resetting Your Marketing Strategy Templates: Marketing Strategy | Brand Strategy

https://tourismns.ca/webinar-series
https://tourismns.ca/sites/default/files/TEMPLATE%20Marketing%20Strategy%20on%20a%20Page%20-m5MarketingCommunicationsFINAL.pdf
https://tourismns.ca/sites/default/files/TEMPLATE%20Brand%20on%20a%20Page%20-m5MarketingCommunicationsFINAL.pdf


MEDIA CONSUMPTION
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Time Spent on Social Media 

Online

Hours per week

23

Radio

Hours per week

9

TV

Hours per week

23

Newspaper

Hours per week

0

Mobile

Hours per week

13

Social Media

Hours per week

14

Magazine

Hours per week

1

ViviData: Atlantic Canada A25-64 (Spring 2020)
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Time Spent on Social Media 

ViviData: Atlantic Canada A18-34 (Spring 2020)

Online

Hours per week

25

Radio

Hours per week

8

TV

Hours per week

20

Newspaper

Hours per week

0

Mobile

Hours per week

16

Social Media

Hours p5r week

15

Magazine

Hours per week

1
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Media Habits

61%

57%

80%

Of digital time spent is with social media (A25-64).

Of digital time spent is via mobile device (A25-64).

Of mobile time is spent in apps; social media (FB/Insta) and YouTube in particular.

Video viewing, led by mobile, had the highest growth rate in digital time spent.
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Social Media Channels
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Social Media Channels
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Social Media Channels

Audience:

Purpose:

Type of content to 

post on this channel: 

Type of posts to write:

Tone: 

Instagram Facebook LinkedIn Twitter

Younger Demographic 

(<40)

A channel for visual 

storytelling.

Art directed photos, quotes, 

candid video, stories.

Short and simple copy that 

complements the visual and 

engages audience.

More informal, 

conversational.

General Population

(Skews older for active users)

A channel to build your brand 

and engage your audience.

Videos, blog posts, 

curated content. 

Longing post formats.

Conversational

Employers & Employees 

(Skews university +)

A channel for 

professional networking.

Company culture, employee 

advocacy, talent recruitment, 

learning events, news. 

Longing post formats.

Professional

Media, stakeholders, and 

international

A channel for news and 

advocacy.

News, announcement, 

events, customer service. 

Updates. Real time content. 

Retweets. Supporting peers.

Concise yet conversational.



You Have a Message

You Want to Get Out





Start with Your 
Audience



Who are they?
▪ Current vs Desired 
▪ Geographic
▪ Demographic
▪ Interests
▪ Brands in their world
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Start with Your Audience

What problem can you solve?
▪ Convenience
▪ Gifting
▪ Help you
▪ At home experience
▪ Something to look forward to

How are they?
▪ Stressed or overloaded

▪ Bored

▪ Doing okay

▪ Trying to take care of others

Where are they spending their time?
▪ Facebook: Friends and news
▪ Instagram: Friends and escaping
▪ Twitter: Doom scrolling & updates
▪ SnapChat / Tik Tok



Tone
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Creating

Customer 

Frustration
Entitled

Complaining

Or Personal

Opposition 

to Public Health

Things to Avoid



▪ Avoid scheduled posts

▪ Be flexible with policies & clearly communicate conditions

▪ Prepare in advance for questions

▪ Be on social channels and listen before posting

▪ Be hopeful and grateful - avoid celebratory   
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Tone



GO TO MARKET



▪ Assume nothing 

▪ Let people know your status and offering

▪ Daily or weekly updates – be predictable 

▪ Ensure following all public health guidelines

▪ Use photos! Try stories and video.

▪ Ensure changes are reflected everywhere 

▪ Website

▪ Google Business (Map/Google)

▪ Social Media 
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Real Time



▪ Public health situation changes
▪ Local

▪ In your key market

▪ Public safety situation

▪ You’re emotional

▪ Political instability  
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Time to Wait



▪ Be human

▪ Get to know YOU (or staff)

▪ Throwbacks with photos to better times

▪ Who else is dreaming of…

▪ Ask questions

▪ Virtual experiences at home

▪ Sharing a memory/photo contest
▪ Warm-up or Feel Good baskets/packages 

▪ Winner + Donation 

▪ Group experience at later date 
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Brand Continuity 

#visitnovascotia 

#rediscovernovascotia 

#dreamnowtravellater



Paid Media

▪ Organic content reaches loyal fans

▪ If you want people to act then you should 
promote the post

▪ Don’t boost daily update or brand love 
content

▪ Boosting vs Ad Manager

▪ Enables geographic and demographic 
targeting

▪ Facebook + Instagram
27



Paid Media Targeting

▪ Location (City / Province)

▪ Age

▪ Interests

▪ Device

▪ Relation to your page

▪ Your email lists

▪ Lookalike audiences
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Paid Media
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Facebook Feed
(Organic + Paid)

Facebook Stories
(Organic + Paid)

Instagram Feed 
(Organic + Paid)

Instagram Story
(Organic + Paid)

LinkedIn Article
(Organic + Paid)

LinkedIn Post
(Organic + Paid)

Twitter  Poll
(Organic + Paid)

Twitter  Feed
(Organic + Paid)



Try Something 
Different

▪ Post a story instead of a regular post

▪ Try a video instead of a photo or text

▪ Ask a question or invite questions

▪ User-Generated Content

1. Search your location or local tags

2. Ask permission

3. Repost with credit 



▪ Choose your channels

▪ What will you post and how often?

▪ What is your paid media budget (weekly/monthly)?

▪ What will you promote vs what will be organic?

▪ How will you measure and define success?

▪ What do you need help with? (Content, photos, posting, media)

Content Calendar Template (Hootsuite)

Image Size Cheat Sheet (Hootsuite)
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Plan It Out

https://blog.hootsuite.com/how-to-create-a-social-media-content-calendar/
https://docs.google.com/spreadsheets/d/1FQoW4qCAiLBlWpz-DSR_gWMJBoQX_4T9lVXTRgajDG0/edit#gid=0


▪ Objectives

▪ Audience

▪ Tone/Voice

▪ Key Messages & Themes

▪ Channel Selection & Channel Strategy

▪ Budget

▪ Required Resources

▪ Measurement & Reporting
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Social Media Plan



QUESTIONS?



UPCOMING WEBINARS

• Please send us your ideas for upcoming webinars to: 

TNSBusiness@novascotia.ca

• We will advertise upcoming webinars through InTouch, Twitter, 

LinkedIn and the website:

mailto:TNSBusiness@novascotia.ca


STAY CONNECTED!
• Contact Business Development

TNSBusiness@novascotia.ca

• Newsletter

Sign-up for inTouch

• Twitter 

Follow @TourismNS

• LinkedIn 

Follow Tourism Nova Scotia 

• Website

Visit tourismns.ca

• COVID-19 Resources

tourismns.ca/coronavirus

mailto:TNSBusiness@novascotia.ca

