
DRIVING AWARENESS 
THROUGH PR + INFLUENCER MARKETING 



What We’ll Cover
•  PR + Influencer Marketing 101

•  3 Things Your Business Should be Doing with Influencers

•  3 Things Every Business Should Implement in Their PR Strategy

•  How to Maximize Your Partnership with Greater Zion



Introduction to Malen Yantis 
Public Relations



I N T R O D U C T I O N  T O  M A L E N  Y A N T I S  P U B L I C  R E L A T I O N S

Partnership with Cactus

Description



Greater Zion PR + 
Influencer Marketing Team



I N T R O D U C T I O N  T O  M A L E N  Y A N T I S  P U B L I C  R E L A T I O N S

MYPR – Greater Zion Team

Description

•  Amanda McNally, Account 
Director




•  Corinne Baud, Account 

Coordinator




•  Kristin Yantis, Principal




Influencer Marketing & PR 
101



I N F L U E N C E R  M A R K E T I N G  +  P R  1 0 1  

Inspiration starts with stories 
•  Friends, family and co-workers 

(64%) 
•  Online search (64%) 
 
Exposure continues Inspiration: 
•  Videos 
•  Online ads 

•  OTAs 

•  Micromoments on smartphone 
(77%) 

 
Validating the destination: 
•  Trip reviews from experts 
•  Trip reviews from peers 
•  Travel Agents 
•  News channels 

Video & images prompt action: 
•  Where to travel 
•  Visit the website 

•  Intro to the destination or new 
travel brand 

•  90% of HNWIs take action after 
viewing a travel video 

 
Creating micro-moments: 
•  I want to know - how to  
•  I want to go - near me 
•  I want to book 

•  I want to do 

 
Paid search, searching for: 
•  Activities specific to interest 
•  Price 
•  Peer and professional reviews 
•  New experiences/foods to try 

Logistics figured out: 
•  Searching for deals (e.g. reward 

programs) 
•  Deciding on dates based on work 

commitments, desired destination 
and activities 

•  Flights compared 

•  Lodging compared 

 
Searching for: 
•  Narrowing down to one destination 

(54%) 
•  Peer and professional reviews 

(video or print) 
•  Maps or directions 
•  Things to do on trip 
•  Restaurants/attractions nearby 

Travel booked via advisors / mobile/
desktop: 
•  Flights booked 
•  Lodging booked  
•  Transportation booked 
•  Time requested off  
•  Countdown begins until vacation 
•  News shared with friends, family, 

co-workers 
•  Searching for additional info/

inspiration on destination 
•  Searching for news updates on 

destination 

Experiencing:  
•  Advice of concierge / staff 
•  Interacting with website/app for 

destination  
•  “Near Me” search 
•  “Now” searches 

Sources: 1. Google - Travelers Road to Decision: Affluent Insights, 2. The Martini Report, 3. Insights Into Luxury Affluence and Wealth, Shullman Research Center

Sharing: 
•  Posting photos and video on 

social media, though usually with 
higher privacy settings 

•  Some write reviews on experience 
•  Influencing others post-trip 

through stories 

PLANNING DREAMING / 
INSPIRATION BOOKING ANTICIPATION SHARING EXPERIENCING 

Decision Making Process - Changing Consumer



I N F L U E N C E R  M A R K E T I N G  +  P R  1 0 1

Description

INFLUENCER

•  Speaks to a targeted audience/followers

•  Endorsements

•  Topic driven

•  Content-driven marketing

•  Brand campaign collaborations 

•  Primary outlet – social media 

Difference Between Influencer + Journalist

JOURNALIST

•  Researches and writes stories for media outlets 
(traditional and online - sometimes blogs)

•  Often an earned degree – professional 

•  Freelance or work for a media outlet e.g. Travel Editor 
LA Times

•  Objective, third-party endorsement

•  Paid by media outlet

•  Secondary outlet – social media 



I N F L U E N C E R  M A R K E T I N G  +  P R  1 0 1

Difference Between Influencer + Journalist



Influencer Marketing



I N F L U E N C E R  M A R K E T I N G

What is Influencer Marketing?

Description

•  The new era of “celebrity” endorsements

•  Community - speaks to a targeted audience/followers

•  Trusted voice to select audience

•  Content-driven marketing

•  Brand campaign collaborations 

•  Primary outlet – social media 





I N F L U E N C E R  M A R K E T I N G

Why Influencer Marketing?

>50 Of millennials surveyed say they make travel plans based 
on social media accounts that they follow

54%
Of leisure travelers say that pictures of a destination are 
important when choosing where to go



I N F L U E N C E R  M A R K E T I N G

Greater Zion Influencer Program

Description

•  Focus on vertical markets and general adventure travel 

•  Contracted influencers

•  Engagement vs. no. of followers

•  Audience - target market

•  Market expert



I N F L U E N C E R  M A R K E T I N G

Greater Zion Influencer Program

Description

Main focus on the OHV and Mountain Biking verticals for the influencer program. Also planned a group 
trip focused on female adventure influencers.



I N F L U E N C E R  M A R K E T I N G

Description



I N F L U E N C E R  M A R K E T I N G



Upcoming Influencer Visits



I N F L U E N C E R  M A R K E T I N G

Description



I N F L U E N C E R  M A R K E T I N G

Description



I N F L U E N C E R  M A R K E T I N G

How to Get Involved

Description

•  Assist with hosting

•  Engage with influencers while they are in-market

•  Let us know if you are hosting influencers

•  Klear media resource – quality versus quantity 

•  Integrate the Greater Zion hashtag - #greaterzion



Three Things Your Business 
Should Be Doing with Influencers



Follow and engage with 
influencers who impact your 
business/industry 1 



Partner for strategic purposes 2 



Establish a #hashtag for your business/
campaign – also use  
#greaterzion 3 



Leverage your Greater Zion agency 
partner! 

BONUS! 



Public Relations



P U B L I C  R E L A T I O N S

What is PR?

Description

Public Relations professionals help a business or individual cultivate a positive 
reputation with the public through various unpaid or earned communications, 
including traditional media, influencer programs and in-person engagements. They 
also help clients defend their reputation during a crisis that threatens their 
credibility.



P U B L I C  R E L A T I O N S

How Does it Work? 

Description

•  Content must be newsworthy

•  Based on relationships – pitching media, hosting, in-market visits

•  Know what media are looking for

•  Editorial deadlines

•  Creativity – trends, twist on the ordinary

•  Long term strategy

•  No guarantees

•  Cannot fully control the message

•  Cannot review and approve stories – rarely change what’s already been published

•  Every placement counts! 



Case Studies



VAIL SUMMER

Driving Destination Business



C A S E  S T U D I E S

Driving Destination Business

Description

•  1.4% lodging tax

•  Grow business non-ski months

•  Leverage Epic Discovery to tell destination 
story



C A S E  S T U D I E S

Media Coverage

Description



C A S E  S T U D I E S

Media Coverage

Description



C A S E  S T U D I E S

Results



LEVERAGING LLAMAS TO SELL A DESTINATION

Driving Tour Operator 
Bookings



C A S E  S T U D I E S

Driving Tour Operator Bookings

•  Focus on “outdoor adventure” message

•  Identified unique ways tour operators were 
enlivening this message

•  Take a Llama to Lunch Hike = Media Gold!



C A S E  S T U D I E S

Results



Greater Zion PR Effort



G R E A T E R  Z I O N  P R  E F F O R T

Audiences

While there are a number of traveler 
types that visit Greater Zion annually, 
based on our strategic priorities and 
recommended approach - we focus 
on one primary audience: Adventure 
& Sports Travelers, as well as 
three high-quality sub-audiences: 
Mountain Bikers, OHV’s and Golfers.



G R E A T E R  Z I O N  P R  E F F O R T

Geography: Rocky Mountain West

States:
•  Arizona

•  California

•  Colorado

•  Idaho

•  Nevada

•  Utah

•  Washington



G R E A T E R  Z I O N  P R  E F F O R T

What We are Doing

Description

•  In-market media visits

•  Quarterly media tip sheets

•  Ongoing releases - content program 

•  Press kit

•  Visiting journalists program - group/individual 

•  Proactive pitching 

•  Responding to media opportunities/generating media opportunities

•  Monitoring media placements



G R E A T E R  Z I O N  P R  E F F O R T

YTD Results

Description



G R E A T E R  Z I O N  P R  E F F O R T

Media Trips – Golf

Description



G R E A T E R  Z I O N  P R  E F F O R T

Media Trips – General Travel



Three Things Your Business Can 
Do to Support or Get Involved in 
Media Trips/Visits



Partner to help organize the trip/
itinerary 1 



Meet and engage with media 
while they are in-market 2 



Be a positive representative of the 
destination 3 



G R E A T E R  Z I O N  P R  E F F O R T

Sample Media Clips

Description



G R E A T E R  Z I O N  P R  E F F O R T

Sample Media Clips

Description



G R E A T E R  Z I O N  P R  E F F O R T

Sample Media Clips



G R E A T E R  Z I O N  P R  E F F O R T

How to Be Included in Media Coverage

Description

•  Respond to media opportunities

•  Offer new, creative, unique programming, packages, etc. 

•  Partner to host media



G R E A T E R  Z I O N  P R  E F F O R T

Ideas for Becoming Newsworthy

Description

•  Hotels

•  Creatively cater to mountain bikers

•  Develop unique vacation packages

•  Programming that ties with trends

•  Outfitters/Outdoor Adventures

•  Twist on the ordinary 

•  Repackage already existing programs

•  Other

•  Restaurant – unique, regional cuisine

•  The Arts – debuts, launches, first runs

•  Retail – new stores, openings, etc. 

•  Events – what’s new, celebrity attendees, etc.



Three Things Every 
Business Should Implement 
in Their PR Strategy



Respond to inquiries in a timely 
manner - driven by deadlines 1 



Define + tell your story 

2 



Get creative!  3 



Leverage your Greater Zion agency 
partner! 

BONUS! 



THE DESTINATION + YOUR BUSINESS

Selling Greater Zion



Partnership



G R E A T E R  Z I O N  P R  E F F O R T

Greater Zion Media Page

Description



G R E A T E R  Z I O N  P R  E F F O R T

Greater Zion Industry Page

Description



Thank You!   


