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Who we are

• Our team are experts in their field, combining passion, 

innovation and experience to consistently deliver great results

• Data shapes the stories we tell. Data gives stories credibility, 

and stories bring the numbers to life, resulting in a compelling 

and authentic narrative that has a real impact on the audience

• We work in an agile manner (explained later) and provide full 

visibility on activity and progress

• 30 day contracts 



Some of our tourism clients
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Questions

• Why do you want to use social media to 

      communicate with your audience?

• Who is your target audience?

• What are you going to share?

• Where are you going share?

• When are you going share?
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Why?

• According to the 2021 Sprout Social Index™, 

the most common goals for companies using 

social media are increasing brand awareness 

(58%) and increasing community 

engagement (41%). Whether you want to build 

a larger following or a more active community, 

taking the time to define your social goals is 

the first step to reaching them.
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Where is my audience?
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What are you going to share?

• The top social networks among Millennials and Gen Z 

are Instagram and YouTube, signalling the strength of bold, 

eye-popping content that oozes with personality.

• Women vastly outnumber men on Pinterest, which is noted 

to boast the highest average order value.

• LinkedIn’s user base is well-educated, making it a hub for 

in-depth, industry-specific content that might be more 

niche than what you see on Facebook or Twitter.

• Don’t spread yourself too thin. Instead, focus on networks 

where your core audience is already active.
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What are you going to share?
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What are you going to share?
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What are you going to share?
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What are you going to share?

Pre-purchase: 
• Research and emotional response

Part-purchase: 
• Trip planning

Product use: 
• Up selling 

Post-travel: 
• Customers are now enthusiastic about your brand, emotionally 

involved and this is the best time to encourage them to endorse 
you. People love sharing their holiday experiences, ask them 
directly when they leave if they will give you a review, connect 
with them online, and thank them for any content they post 
about your business.
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What are you going to share?
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Make a community
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Embrace failings
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Contact us

Email: hello@foxbear.co.uk 

Phone: 01273 208913

Unit A, Level 8 South, New England House

New England Street, Brighton, BN1 4GH www.foxbear.co.uk

mailto:hello@foxbear.co.uk

