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Background

Visit Anaheim approached Lauren for 

coverage of a staff maternity leave from 

June 2017 through the end of the 2017 

year. She handled full social management 

of their channels including strategy 

development, content creation, 

engagement, and reporting with most of

her time being put toward the development 

of an Instagram growth strategy for them.



Visit Anaheim has a lot to offer a traveler - 

most notably being the Disneyland 

Resort. Implementing a strategy that 

included a mix of influencer partnerships, 

giveaways, and sharing user-generated 

content, Visit Anaheim was able to garner 

over 17,343 new followers to the account 

while keeping a higher-than-average 

engagement rate across Instagram. Visit 

Anaheim also did not want to do any 

advertising or boosting to reach new 

followers, so Lauren had to be mindful 

that there would be no advertising budget 

to help with growth.

The Plan



Results
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When Lauren took over the account on 

June 1, Visit Anaheim had 8,624 

followers and by the end of December, 

their Instagram following had jumped 

to 21,184 (see chart above). Since the 

return of their on-staff full-time social 

media manager in 2018, Visit Anaheim 

continued implementing my strategy 

and as of January 2021, the page has 

grown to over 117,000 followers.



By The 

Numbers

17,343
New followers to Visit Anaheim's social 

channels, completely organically

216
Engaging posts shared during the management 

period - June to December

8.6%
Engagement rate on social media posts 

across all managed channels. The average 

engagement rate for the tourism industry in 

2017 was 2.05%.


