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SOCIAL MEDIA

We’re sharing the LOVE every day on our 
Virginia is for Lovers social media channels, 
engaging with travelers and encouraging them 
to take their next vacation in Virginia. Whether 
we’re sharing videos, articles, or images, we’re 
starting conversations and inspiring travelers to 
visit Virginia.
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321M
Impressions in 2022



Channel Presence

6K Subscribers

62K Followers

894K Followers212K Followers

VIFL X SOCIAL MEDIA3

8K Followers

4K Followers

@VisitVirginia

@VisitVirginia Virginia is For  
Lovers

@VisitVirginia

@VirginiaIsForLover
s

Virginia is For  
Lovers

https://www.instagram.com/visitvirginia/?hl=en
https://pin.it/3iF12dL
https://www.youtube.com/c/virginiaisforlovers
https://www.youtube.com/c/virginiaisforlovers
https://twitter.com/VisitVirginia
https://www.facebook.com/VirginiaIsForLovers
https://www.facebook.com/VirginiaIsForLovers
https://www.linkedin.com/company/virginiaisforlovers
https://www.linkedin.com/company/virginiaisforlovers


VIRGINIA 894K 212k 62K 8K 6K 4K

SOUTH
CAROLINA

285K 135K 39.8K 3.6K 8.5K 2.7K

NORTH
CAROLINA

221K 178K 67.8K 9.7K 4.8K 27

MARYLAND 83K 109k 55.9K 3.7K 1.7K n/a

TENNESSEE 192K 82.2k 21.5K 15.3K 5.96K 1.8k

Competitive Analysis

https://www.facebook.com/VirginiaIsForLovers
https://www.instagram.com/visitvirginia/?hl=en
https://twitter.com/VisitVirginia
https://www.pinterest.com/visitvirginia/
https://www.youtube.com/channel/UCAyM5MQzpPWf3DHjagLWXTg
https://www.linkedin.com/company/virginiaisforlovers/mycompany/?viewAsMember=true
https://www.facebook.com/DiscoverSC
https://www.instagram.com/discover_sc/?hl=en
https://twitter.com/Discover_SC
https://www.pinterest.com/discoversc/
https://www.youtube.com/@DiscoverSouthCarolina
https://www.linkedin.com/company/south-carolina-department-of-parks-recreation-and-tourism/
https://www.facebook.com/visitNC
https://www.instagram.com/visitnc/?hl=en
https://twitter.com/VisitNC
https://www.pinterest.com/visitnc/
https://www.youtube.com/@visitnc
https://www.linkedin.com/company/visitnc/
https://www.facebook.com/TravelMD
https://www.instagram.com/visitmaryland/?hl=en
https://twitter.com/TravelMD
https://www.pinterest.com/visitmaryland/
https://www.youtube.com/user/travelMD
https://www.facebook.com/tnvacation
https://www.instagram.com/tnvacation/?hl=en
https://twitter.com/TNVacation
https://www.pinterest.com/tnvacation/
https://www.youtube.com/tnvacation
https://www.linkedin.com/company/tdtdindustry/


Measuring Success

● Outdoor
● Lodging
● Food & Drink (beer, wine, spirits, 

restaurants, etc.)
● Regional
● Attractions
● Events
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Content Buckets

Objectives

● Brand and Editorial
● Product
● Conversion
● Thought Leadership/B2B



Instagram 
● Types of content we share: Things to do, roundups, brand building, quiz 

content in Reels, IG stories, Feed posts, and Guides

● Objectives: Brand & Editorial, Product, Conversion

● Audience: Women ages 25-34 in RVA, VA Beach, Alexandria and 

Washington DC

● Key Metrics: Engagements, Followers, Views

● Action items from social team: Post in feed 6-7x week, post reels 4x 

per week, post stories 5x per week, engage with followers, engage 

with other pages/industry, respond to DMs and comments daily, source 

UGC with crowdriff

https://www.instagram.com/reel/ClriII_pNs8/?hl=en


LinkedIn
  ● Types of content we share: VTC Programs and impact, Brand building, 

roundups, things to do, storytelling, events and festivals

● Objectives: Thought Leadership/B2B, Brand and Editorial, Product

● Audience: Senior level employees, with job functions in Business 

Development, Operations and Marketing

● Key Metrics: Engagements, Page Followers, Clicks

● Action items from social team: Post 3-5x per week, engage with 

followers and other pages/industry, respond to comments daily, 

changing header photo quarterly



YouTube

● Types of content we share: Storytelling, episodic content, brand building

● Objectives: Product, Brand & Editorial

● Audience: 78% male, 25-44 years old 

● Key Metrics: Views, Followers/Subscribers

● Action items from social team: Post new videos as available, 

engage with subscribers and reply to comments daily, update playlists 

regularly



Pinterest
 

● Types of content we share: Things to do, roundups, brand building, 

downloads (conversion)

● Objectives: Product, Conversion, Brand & Editorial

● Audience: 25-34 years old, 50/50 men and women, LA, NY, DC top 

metros

● Key Metrics: Engagements, Clicks

● Action items from social team: Create new pins monthly, update 

boards as needed, change cover photo quarterly



Facebook 

● Types of content we share: Things to do, news, downloads 

(conversion),  roundups, brand building, events and festivals

● Objectives: Brand & Editorial, Product, Conversion

● Audience: Women ages 35-44 in VA Beach, RVA, NY

● Key Metrics: Engagements, Clicks

● Action items from social team: Post 7x per week, engage with 

followers and other pages/industry, respond to DMs and 

comments daily, change cover photo quarterly

https://www.facebook.com/VirginiaIsForLovers/posts/pfbid0WuD7mDZYV53fR1MpzY9UdVWNoAACfsgai4SMF72eKZbCAqzXy6KaCgLxALfMrsnWl


Twitter
 

● Types of content we share: Things to do, news, roundups, brand 

building, events and festivals

● Objectives: Brand & Editorial, Product,

● Audience: Males aged 25-34 in the United States

● Key Metrics: Engagements, Clicks

● Action items from social team: Post 5x per week, engage with 

followers and other pages/industry, respond to DMs and comments 

daily, change cover photo quarterly


